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Chapter 1

Introduction
1.1. Preamble

Today traveling is a normal part of life for masdividuals. People travel as
a part of their life style. They travel for pleasuor leisure, or for business and
entertainment. The restaurants, hotels, home stagsits, tour operators and travel
agents provide accommodations, food and beveragerircg, recreational facilities,
entertainment, transport and other tourism servidesirism is a composite of
services, activities and industries that deliversaael experience to people or a
group of people traveling from their homes. Tourigmdustry provides various
products and services to satisfy the needs andcceatns of tourists.

Travel and tourism is the largest service indusiryhe World. It is one of
the key sectors of the Indian economy which canaralpositive contribution in
achieving sustainable development. In terms of idiog employment also, tourism
sector plays a key role in the Country. Travel amdism depends on a wide range
of infrastructure services such as roads, railwayports. It also depends on basic
infrastructure services like hotel and accommodatrestaurants, shops and other
recreation facilities. Tourism is an industrial amstonomic activity. Many
corporations, individuals, organizations, firms as$ociations are engaged in this
sector. Tourism activity involves many industriasimdia. Among them hospitality

and travel industries, hotel and accommodatiomsirartation, shops, restaurant and



food establishments, entertainment venues, trag@na@es, houseboat, tour

operating companies are the important.

In the State of Kerala, Tourism industry plays ignsicant role in
transforming the society and economy. Tourism rasmiial to bring about socio-
cultural development. The hotel and accommodagieetor is the most organized
segment of the tourism industry in the State. Talhindustry plays a prominent
role in providing facilities for the transaction djusiness for meeting and
conferences, for recreations and entertainments. fble of hotels in attracting
tourists is very important. Travel agency is anotfeem of services related with
tourism. The travel agents act as a link betweerstippliers and tourists of various
services needed to the tourists. The main funatfomravel agency is to act as an

agent, selling travel products and services onlbehaupplier.
1.2.  Significance of the Study

The tourism business is one of the largest, fagiesiving sectors of the
economy of Indial'ourism is the largest service industry in the GounrAs per the
latest available records, the industry contrib@e®1% to the GDP of the country.
Similarly, tourism provides employment opporturstieos millions of people. It is
estimated that tourism provides 8.78% of tital employment of the Nation.
Tourism promotes national integration. The indudtelps to generate foreign
exchange earnings to a significant extent. Theigourindustry aids to ensure

balanced regional development.

Considering the significance of tourism, the goweent of Kerala provides
various incentives and subsidies to entrepreneuasttact investmenn the Sector.
The government concentrates only on the organigetbisof tourism industry in the
State. One of the salient features of Tourism itrgus Kerala is that tourism
enterprises are large in number and scattered. Mérthem operate still in the
unorganized sector. In Kerala, known as “God’s ddountry”, there are greater
potentialities for increasing employment opporti@sitfor young talented youth
having entrepreneurial skills in the various bussactivities related with tourism.

The potential areas of tourism activities inclugmsportation, restaurants, hotel and



accommodation, entertainment, tourism destinatidesure, adventure, tourism
sports and so on. In Kerala, tourism entrepreneum®ng unorganized sector
especially hotel and travel agencies provide memices and facilities and also
adopt various marketing strategies. They experieec&in issues and challenges in
their day to day operation of business. Entrepnesigo in unorganized sector
Kerala is considered one of the most beautiful gdai India due to its strategic
location and the interesting adventurous scendhigisare preserved and protected
by the Government to generation, experience andatdum. However, the available
records and studies indicates that had been nermsgsit attempt to review the areas
of services and facilities offered, Marketing stgies, Support & initiatives on the
Part of Government and Other agencies, issues hatlewges of the tourism
entrepreneurs in the unorganized sector in KerAtathis juncture, a scientific
research on tourism entrepreneurship in the unargdrsector in the State becomes
relevant and useful. It is hoped the outcome thesgmt study will be useful to
Policy makers, Government, Entrepreneurs in theobemnd other stakeholders of
the tourism industry.

1.3, Statement of the Problem

In the State of Kerala, hotel and travel ageneythe major tourism related
businesses in the unorganized sector. Tourismarutiorganized sector in the State
has a key role in attracting domestic and foreigmrists to various destinations.
The sector provides employment directly or indigetd a sizable number of skilled
and unskilled people of the state. In earning fpreexchange to our country also,
the role of unorganized sector tourism cannot lggected. More number of young
talented educated people in the state has beemmgeas tourism entrepreneurs.
Further, in recent years more number of tourismnasses has been mushrooming
in unorganized sector in the State. They offer \@pative services and products to
suit the requirements of tourists visiting our cooyrand adopt various innovative
strategies and practices for the promotion of syarimarketing. In most cases, they
operate the units with the help of owned funds. Hogernment agencies and

financial service providers concentrate more onaoized sector of the tourism



industry only and do not provide any incentiveqmrt and encouragement to the

unorganized sector. Hence, it is highly relevantcemduct an investigation on

tourism entrepreneurship in unorganized sector gbcial reference to hotels and

travel agency entrepreneurs in Kerala.

1.4.

The Research Questions

The present research work attempts to investigabethe following major

research questions.

1.

What is the current status of Tourism entreprenaidirfiotels and travel

agency business in the unorganized sector in #te of Kerala?

What are the services and facilities offered by Thearism entrepreneurs of
hotels and travel agency business in the unorgdrseetor? And whether
these services differ significantly according te tbrm of business and mode
of operation?

What are the marketing strategies and practiceptadoby the Tourism
entrepreneurs of hotels and travel agency businett® unorganized sector
for their market promotion? And whether there iy aignificant difference
among the entrepreneurs according to the form siness and mode of

operation?

What are the initiatives and support on the parGoffernment, banks and
business associations to attract tourism entrepreni the unorganized
sector? And are these initiatives and support wiifgesignificantly according

to the form of business and mode of operation?

What are the major issues and challenges facedurisin entrepreneurs in

the unorganized sector in the State?

From the available literature, it is found that sygstematic and scientific

study had been conducted so far in this particatan. Therefore, the investigator

proposes to fill the gap through the present study.



1.5. Scope of the Study

The scope of the present research is restrictéoutism entrepreneurship in
unorganized sector in the State of Kerala. Evenughotourism industry in
unorganized sector operates various businesseprdébent study concentrates only
on hotel and travel agency business entrepren€beswork attempts to examine the
current status of the Tourism industry in unorgadisector in India in general and
in Kerala in Particular. The research intends twenwe the facilities and services
offered by the tourism entrepreneurs for the afitngadomestic and foreign tourists
to the State. The study also concentrates on thetipes and strategies adopted by
these entrepreneurs for the promotion of tourismketang. Further, the work
examines the initiatives and support of governmieahking agencies and business
associations in the promotion of tourism entrepuest@p in the unorganized sector.
The identification of issues and challenges of t@rism entrepreneurs in

unorganized sector also come under the ambit gbridsent study.

1.6. Objectives of the Study

The broad objective of the present research wigrkto conduct an
investigation on the working of entrepreneurs ia thurism sector functioning in
unorganized sector in the State of Kerala withipaldr reference to Hotels and
Travel Agencies. To achieve this, the following @fpe objectives have been set
forth.

1. To examine the current status of Tourism entrepnesigp in unorganized
sector in India in general and in the State of Kera particular.

2. To review the existing facilities and services pded by the tourism
entrepreneurs in unorganized sector in the State.

3. To evaluate the marketing Practices and stratealepted by the tourism
entrepreneurs in unorganized sector.

4, To examine the initiatives and support from Govezntm Banks and
business associations for the development of touestrepreneurship in

unorganized sector.



5.

1.7.

To identify the issues and challenge of tourismiepreneurs in unorganized

sector in Kerala.

Hypotheses Formulated and Tested

Keeping in view of the objectives stated above,ebasn the relevant

secondary data collected from various sourcest pilovey and from the general

impression about the working and performance ofisou entrepreneurs in the

unorganized sector in the State with referenceotels and travel agencies, certain

hypotheses were formulated and tested. The hypeghast to test in the study are

listed below.

Ho: In respect of marketing practices and straegidopted, there is no
significant difference among the hotel entrepresaanrunorganized sector

according to the form of business organization.

Ho: In respect of marketing practices and stragegidopted, there is no
significant difference among the hotel entrepresaanrunorganized sector

according to the mode of operation of business.

Ho: In respect of marketing practices and stra®egidopted, there is no
significant difference among the travel agency bess entrepreneurs in

unorganized sector according to the form of busirmeganization.

Ho: In respect of marketing practices and straegidopted, there is no
significant difference among the travel agency bess entrepreneurs in

unorganized sector according to the mode of oerati business.

Ho: Hotel entrepreneurs in unorganized sector dodiffer significantly
according to the form of business organization wépect to the initiatives

and support from Government, Banks and businesgiasi®ons.

Ho: Hotel entrepreneurs in unorganized sectonaodiffer significantly
according to the mode of operation of business vasipect to the initiatives

and support from Government, Banks and busineseiasi®ns.



7. Ho: Travel agency business entrepreneurs in unargad sector do not
differ significantly according to the form of busss organization with
respect to the initiatives and support from GovesntnBanks and business

associations.

8. Ho: Travel agency business entrepreneurs in unagd sector do not
differ significantly according to the mode of ops@ra of business
organization with respect to the initiatives angmurt from Government,

Banks and business associations.

9. Ho: There is no significant difference among Hotatrepreneurs in
unorganized sector according to the form of busirganization in respect

of their issues and challenges.

10. Ho: There is no significant difference among Hotgltrepreneurs in
unorganized sector according to the mode of omeraf business

organization in respect of their issues and chgésn

11. Ho: There is no significant difference among Trawgency business
entrepreneurs in unorganized sector according & féim of business
organization in respect of their issues and chgésn

12. Ho: There is no significant difference among Trawency business
entrepreneurs in unorganized sector according ¢oribde of operation of

business organization in respect of their issudschallenges.
1.8. Operational Definition of Terms and Concept

The important terms used in the report are exptabreefly below.
1. Tourism

Tourism is the movement of an individual orraup of people from their
place of residence to other destinations for thggae of business, leisure, family,
mission, occupation, and meeting for a period oh2drs or more and less than a

year at a destination.



2. Tourism Industry

Tourism industry is an industry which includes @up of business that

provides various tourism services and facilitiesthe benefit of tourists.
3. Tourism Entrepreneurship

Tourism entrepreneurship means all sorts of dm®s/i involved in

establishment and operation of a legal tourismrprite.
4. Tourism Entrepreneurs

It meansa person or group of individuals who runs tourismegorises for
satisfying the needs of tourists or visitors trémgl for entertainment, business,

family, meeting and leisure.
5. Tourism Enterprises

Tourism enterprise refers to the different fornistaurist related business

ventures permitted within the national constitution
6. Organized Sector

Organized sector is one where the terms of emplayare fixed and regular
and the employees get assured work and registatedh& government.

7. Unorganized Sector

Unorganized sector is a sector where the ternesmgloyment are not fixed
and regular, the units are not registered with gowent and the number of

employees is less than 20
8. Hotel

Hotel is a commercial establishment providing foadcommodation and
other guest services to any person who is ablenalfidg to pay a reasonable sum

for the services and facilities provided.



9. Travel Agency

Travel agency means an organizer of the traveléowrist for link between

suppliers of the tourism products with tourists.
10.  Services and Facilities

Service is an intangible product provided by therism industry. Facility
indicates an amenities, place or piece of equipnpeotided to customers for a

particular purpose.
11. Tourism Product

Tourism product is the sum of psychological angsptal satisfaction it

provides to tourists during their travelling ent@to the destination.
12.  Marketing Strategies

Marketing strategies are the plan of action byalwHirm’s mission is put in

to practice for the attainment of objectives.
1.9. Research Methodology and Database

The methodology followed in the present researarkws briefly explained

as follows
1.9.1 Method of Research

The method of the research is both descriptiveaaradytical in nature. It is
descriptive because it is a fact finding invesimatand focuses on particular
dimensions of the problem by gathering descripinfermation. Since the study
uses the statistical methods for analyzing the tigadéine data, it can be described as

an analytical study also.

1.9.2 Sources of Data

Both the primary and secondary data have beeeatell and used for the
purpose of the study. The data were supplementexbbgrvations, discussions and

interviews with the various entrepreneurs of tauris



A. Collection of Secondary Data

The secondary data needed for the study have bekscted from the
published and unpublished sources. They are asafsll

> Publications of Government of India

> Publications of Government of Kerala

> Research reports published by the World Travel dodrism Council
(WTTC)

> Research Reports published by the Ministry of Tsmri Government of

India

Asia Pacific Journal of Tourism Research

Journal of Hospitality and Tourism Research

Journal of Tourism and Hospitality and Management

Research Dissertations at MPhil and PhD levels.

Seminar/ Conference Proceedings

Working Papers

Periodicals

Books related to the study area

News Papers

vV V V V V V V V V V

Websites of related organizations

w

Collection of Primary Data

For reviewing the services and facilities, mankgtpractices and strategies,
Initiatives and support of the Government, bank®usiness associations and for
identifying the issues and challenges in respecthef tourism entrepreneurs in
unorganized sector in the State of Kerala, the gnynrdata were collected and
analyzed.

The primary data have been collected from the epnéneurs of the
following two tourism related businesses.

1. Hotels

2. Travel Agency Business.
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These two tourism related business have been tsdledue to their
predominant role in providing employment and sessim unorganized sector in the
State.

1.9.3.  Selection of Sample Hotel and Travel Agen&ntrepreneurs
A. Sampling Design

The sampling design adopted for the present reseaark has been

explained below.
l. Population

An earnest effort has been initiated by the redearto get the list of Hotel
and Travel agency business entrepreneurs in unaeghisector in Kerala with a
view to collect the data about their populatiorhds been found that the exact data
regarding the number of entrepreneurs functionmghe hotel and travel agency
business in unorganized sector in the State areavaitable. The researcher has
visited important tourism centres and contactedffiee bearers of the associations
of entrepreneurs in both hotel and travel agengmass in unorganized sector in
the State and sought their help for identifying émérepreneurs. The office bearers
of the hotel Associations stated that 1,352 meméaergunctioning in Kerala under
unorganized Sector (as on 31/07/2017). Similamlyhe opinion of office bearers of
Travel agency Association in Unorganized sectoR92,entrepreneurs are their
members. But, the details of No. of members in edistrict in the State are not
available. From the available secondary sourcesettirepreneurs in both the hotel
and Travel agency business are heavily concentratethe three districts of
Kozhikode, Ernakulam and Thiruvananthapuram. Hetiee sample entrepreneurs

were selected from these three districts.
Il. Determination of Sample Size

In order to calculate the sample size of entreprenef Hotel and Travel

agency business in unorganized sector in Kerala, UWls National Education

11



Association Statistical table and formula developgdKrejcie and Morgan (1976)

have been applied. It is calculated below.

S =)2NP (1-P) +d* (N -1) +x °P (1- P)

S = Required Sample Size
A2 = The table value of chi-square for 1 degree ekdlom at the
desired

Confidence level (.10 =2.71, .05 = 3.84, .01 = 6.601 = 10.83)

N = The population size

P = The population proportion (assumed to be.50esits would
provide the Maximum sample size)

d = The degree of accuracy expressed as a propd@rfibn

As per the above calculation, the sample size ofeHentrepreneurs is
arrived at 299 and that of Travel agency entreprenis found 296. It is rounded as
300. Therefore, an equal number of 300 each hage belected as sample size in
the case of both the hotels and travel agency metneurs. Altogether 600 sample
entrepreneurs were selected as sample for the tigatsn. The details are

presented in Table 1.1.

Table 1.1
Selection of Sample Size of Entrepreneurs in Hoteind Travel Agency Business
SL Business of Population No. of Samples Sli(r)r; cﬂ;s
No. Entrepreneurship 31/(3%2817) Calculated Sele(F:)ted
Hotel 1,352 299 300
2. Travel Agency 1,292 296 300
Total 2,644 595 600

Source: Primary Data

12



The method of Simple Random Sampling through igptteethod has been

adopted for the selection of sample entrepreneurs.

It is found that in the State different types ofiism entrepreneurs are
operating their business on the basis of form ef whit and mode of operation.
According to the form of business organization, Tie@rrism units may be classified
into four categories namely partnership, familyibass, proprietorship and private
Ltd. Likewise, on the basis of mode of operationbofsiness, the unit can be
classified as independent, chain, network and fiaae. Therefore, for examining
whether there is any significant difference amdmgentrepreneurs and to conduct a
comparative study, while selecting the entreprenénrboth the hotel and travel
agency special care has been taken to includepeetreurs belonging to various
groups according to the form of business orgaromatind mode of operation of
business. A picture of the sample Hotel entreprenselected according to the form

of business is exhibited in Table 1.2.

Table 1.2

Selection of the Sample Hotel
Entrepreneurs According to the Form of Business

S| No. Form of Business EntreN;;)r.e?lfeurs Per cent
1. Partnership 79 26.33
2. Family Business 79 26.33
3. Proprietorship 87 29.00
4. Private Ltd 55 18.34

Total 300 100.00

Source: Primary Data

The classification of the sample Hotel Entrepreseaccording to the Mode

of Operation is shown in Table 1.3.
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Table 1.3

Selection of the Sample Hotel

Entrepreneurs According to the Mode of Operation

S| No. Mode of O_peration of No. of Entrepreneurs Per cent
Business
1. Independent 122 40.67
2. Chain 72 24.00
3. Network 52 17.33
4. Franchisee 54 18.00
Total 300 100.00

Source: Primary Data

The details of sample entrepreneurs selected froamel Agency business

on the basis of form of business are given in Table

Table 1.4

Selection of the Sample Travel Agency Business
Entrepreneurs According to the Form of Business

S| No. Form of Business No. of Entrepreneurs Per ne
1. Partnership 96 32.00
2. Family Business 64 21.33
3. Proprietorship 79 26.34
4. Private Ltd 61 20.33

Total 300 100.00

Source: Primary Data

Table 1.5 exhibits the classification of the swddcentrepreneurs of Travel

Agency business on the basis of mode of operafiblsiness.
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Table 1.5

Selection of the Sample Travel Agency Business
Entrepreneurs According to the Mode of Operation

S| No. Mode of O_peration of No. of Entrepreneurs Per cent
Business
1. Independent 120 40.00
2. Chain 86 28.67
3. Network 45 15.00
4. Franchisee 49 16.33
Total 300 100.00

Source: Primary Data
1.9.4. Tools/ Instruments for Primary Data Colletion

A structured questionnaire was developed and usedeainstrument for the
collection of primary data from the sample entreptes of hotel and travel agency
businesses. The questionnaire starts with demographic detdil&ndrepreneurs,
followed by questions relating to services and lifées, marketing practices and
strategies, Initiatives and support from governmeanks & business associations
and issues & challenges of tourism entrepreneurs. questionnaire used for data

collection is shown in Appendix.
1.9.5. Method of Analysis Followed and the Varlaes Used

The present study aims to review the existing ses/and facilities provided
by the tourism entrepreneurs; their marketing Rrastand strategies; Initiatives and
support from Government, Banks & Business assoaiati for tourism
entrepreneurship development. It also covers ¢haes and challenges faced by
tourism entrepreneurs. To fulfill these objectivigge following four main variables

have been used.

1. Services and Facilities

2 Marketing Practices & Strategies

3. Initiatives & support from Government, Banks andsBess associations
4 Issues and challenges
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The method adopted for the analysis and the Vagalsed are given in the

following pages.
1. Review of Services and Facilities

The various services and facilities offered by tberism entrepreneurs of
hotel and Travel agency business for the benefitafrists have been examined in
detail for this purpose. For conducting a compaeatanalysis and to examine
whether there is any significant difference amomg tourism entrepreneurs, their
form of business unit wise and mode of operatiosevénalysis has been done with

the help of selected variables.

The scaling technique was used to convert the tqtigk data into
guantitative one. Scaling is a method which chamdgebutes (a series of qualitative
facts) into variables (a quantitative series).slta procedure for assignment of
numbers or symbols to subjective abstract concéfgace, the researcher used a
five-point Likert's scale on the measuring instrutne The variables used for the

analysis are given in Table 1.6.

Table 1.6

Variables used for analyzing the Services and Fatikes

Sl

NoO Dependent Variables Independent Variables

Food and Beverages

Room service

Conference Hall

Shopping

1 Services of Hotels Swimming Pool

oo AW N E

Emergency Medical Services

Linkage with Tour Operators and
Government

8. | Others
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Sl

No.

Dependent Variables

Independent Variables

Facilities of Hotels

Restaurant and Coffee Shop

Air Condition

Fitness Centre

Parking Facility

Laundry Facilities

Banquet Hall

Secretarial Service

Night Club

OO N |OR W IN -

Accommodation Facility

[EEN
o

.| Child Care Facility

[EEY
[EEY

| Gym

[EEN
N

.| Spa

[EEN
w

Travel Desk

=
~

Games

[EEN
a1

Telephone Facility

[EEN
»

Shopping Facility

[EEN
\‘

Outdoor Pool

[EEN
<o

Beauty Parlor

[EEN
O

Medical Facility

N
o

Wi-Fi/Internet Facility

N
=

Valet Service

N
N

Others

Type of Food

Indian

Chinese

Continental

Fast Food

Other

Travel Agency Services

Air Ticket

Visa Processing

Railway Booking

Tour Packages

Tourist Guides

QoM WINEIORWINIE

Hotel and Accommodation Booking
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Sl

NoO Dependent Variables Independent Variables

7. | Pick and Drop Arrangements

8. | Wildlife Safari Arrangements

9. | Overnight Camping Arrangements
10.| Airport Transfers

11.| Travel Insurance

Accommodation Services
Transport/Car Hire Services
Catering/ Restaurant Services
Travel Guiding Services

Sight Seeing

Shopping Services
Recreational Services

5 Tour Operating Services

Insurance Services
Others

Sightseeing
Cultural

Music

Beauty Spa
Nature Seeing
Shopping
Religious Trip
Adventure
Sports

.| Corporate Meeting
.| Others

Facilities/ Activities of Travel
Agencies

OO NI RIWN PO 0N R WP

[EEN
o

[EEN
=

2. Evaluation of Marketing Practices and Strategies

The various practices and strategies followedheytburism entrepreneurs of
hotel and travel agency business for the promaifamarketing have been analyzed
to achieve the third objective of the study. Irsthase also, a comparative analysis
on the basis of form of business organization andeyof operation has been done.
The variables used for the analysis are present@dble 1.7.

18



Table 1.7

Variables Used for the analysis of Marketing Practies and Strategies

Si

No.

Variables

Implementation

Cost
Leadership

Cost reduction through adoption of product desig
of competitive firms.

n

Using of less expensive resource inputs.

Production of products by eliminating unnecessary

features and thereby reducing labour costs and
increasing labour productivity.

Securing of economies of scale through high
volume sales.

Adoption of Large scale buying and enjoy discounts

for bulk buying of resource inputs such as
accommodation or transportation requirements.

Locating activities in areas where costs are low ¢
government help and support are available.

=

Following of the operation system of experiencec
firms to reduce the costs.

)

Standardization of products or resource inputs.

Differentiation

Creation of better products superior to that of
competitors in terms of design, technology,
performance etc.

Offering of superior level of service.

Following of superior distribution channels.

Creation of strong brand name through design,
innovation and advertising

Superior product promotion.

Focus

Focusing on a particular group of buyers.

Specializing in particular geographic destinagion

W (N0 & [ W|N

Catering for the benefits required by a particular
group of buyers.

Resort destinations targeting particular market
segments.
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3. Assessment of Initiativesand Support of Government, Banks and

Business Associations

For this Purpose, a comparative analysis on tit&times and Support of
Government, Banks and Business Associations fortdkieism entrepreneurship
development in unorganized among both the hotelteanel agency business have
been attempted with the help of selected varialfleen of businesswise and mode
of operation wise analysis have been attemptec VEhiables used for the purpose

are given in the following table.

Table 1.8

Variables Related to Initiatives and Support
of Government, Banks and Business Associations

Dependent Variable Independent Variables

Support from state government
Efficient tax administration
Suitable regulations

Support from the local bodies
Government interventions
Financial support

Scheme training to entrepreneurs

Involvement of government in Tourism
activity

Marketing assistance

Adequate government involvement
Suitable Power tariff

Minimization of Official formalities
Suitable Government policies

Government Initiatives and
support

© O NogkwWINIE

[EEN
o

[EEN
=

[EEN
N

[EEN
w

Information on entrepreneurship support
initiatives

Support for establishment
Legal framework regulation
Elimination of Competition

Support during unpredicted rainy season
and dry season

=

Initiatives and Support of
Business Associations

BlwN

o
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Training facilities

Marketing support
Adoption of suitable Business techniques
Elimination of Middlemen or brokers

PO o N

Provision of more fund

3 | Initiatives and Support of Banks_ | Streamlining the procedures to overcome
the existing procedure

N

4, Identification of Issues and Challenges

The Issues and Challenges experienced by thestowntrepreneurs of hotel
and travel agency business in unorganized secwridentified. Thereafter, a
comparison has been done among the various type®usism entrepreneurs
according to their form of organization and mod@pération in the case of both the
entrepreneurs of Hotel and Travel Agency. The foilhg variables are used for the

analysis (Table 1.9).

Table 1.9

Variables used for Identifying Issues and Challenge

SI No. | Dependent Variable Independent Variables

Tax System and Tax rates
Regulatory Framework
Transparency

Existing Bankruptcy Laws
Competition Law

Property Rights Regulations

Copy Rights Regulations

Trade Mark Regulations

Cost for Business Regulations

0. | Procedure for Business Regulations

1 Regulatory Issues

OO NOIO A W N

[EEN

Shortage of Fixed Capital
Personal Savings and Resources
Problem of availing Loan
Securities and Credibility for Debt Financing
Business Experience

2 Financial Issues

gl NE
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Skill for Debt Financing

Credit Scoring Methodologies and
Regulations

Financial Document Procedures

© o N o

Application for Funding

[EEN

0. | Awareness of Start-up Funding Facilities

Coordination

Infrastructure

Skill

Operational Problems :
Cost Containment

Skilled Staff

oA IwINIE

Competition

Inadequate Marketing and Promotion
measures

=

Marketing Issues Guests Sophistication

Market Access

Similar Businesses/Competition

Interactive Reservation System

Technological Issues :
Yield Management

Health Problems

Personal Issues Dual Role- family and business

Opposition from Family

Time to Attend Training

Training Problems Training Cost

WIN P IWINIE IR R WIN

Distance to Training Centre
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1.9.6. Conceptual Model Developed

The conceptual framework of the present studyvsrmgin Fig.1.1.

Fig. 1.1 Conceptual Model othe Study




1.9.7. Pilot Study and Pretest

For finalization of the questionnaire, the pre itegtwas done among 60
respondents, 30 from the Hotel entrepreneurs andr@® the Travel agency
entrepreneurs. The questionnaire was also crosketidoy the experts in the field
like academicians, Hotel managers, Travel agensynbss entrepreneurs, surveyors
and their suggestions are incorporated within ifteAa pilot study, suitable
modifications were incorporated into the questiorand finalized. Thereafter the
work of collection of primary data from the samplgrepreneurs was done.

The work of data collection has started during Aid017 and completed in

April 2018 covering a period of 9 months.
1.9.8. Reliability and Validity Testing

For the scale evaluation, reliability and validiégting are generally applied.
A Reliability Testing

Reliability testing is very essential for the valitbn of the scale. A measure
is said to be reliable when it elicits the sameoese from the same person when
the measuring instrument is administered to thasqresuccessively in similar or
almost similar circumstances (Bajpai.N). In thigdst, questions relating to opinion
from the interview schedules of entrepreneurs vedse tested for reliability using
Cronbach’s alpha test. As the Cronbach’s alphaevéd 0.71, the results can be
presumed to be reliable. Thereafter, suitable obsngere incorporated and the
interview schedules were pre-tested and finalizedé shown in Table 1.10.
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Table 1.10

Reliability Statistics

Travel
Hotels .
No. of Agencies
ltems | Cronbach’s | Cronbach's
alpha alpha
Cost Leadership 6 .869 .902
Marketing ;e e ntiation 5 818 911
Strategies
Focus 4 .927 .879
gj"eg;tme”t 13 827 859
Initiatives and PP
Support Business Support 9 .814 .738
Bank Support 2 .799 752
Regulatory Issues 5 .799 .827
Financial Issues 10 .852 915
Operational 10 901 918
Problems
Issues and | Marketing Issues 6 952 .798
Challenges :
Technological 4 911 787
Issues
Personal Issues 2 .805 .926
Training
Problems 3 .927 .879

The table 1.9 shows that all the values of Cronisaalpha are above the
standard value 0.7. Hence, it is proved that thasmement scales have the internal

consistency and scale is reliable.
B Validity Testing

The validity of a measurement scale means thetylofi the measurement
scale to measure what it is supposed to measuipaiBd). In this study content

validity and construct validity are tested.
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1. Content Validity

The researcher inquired about the expert’s opinggarding the validity of
the instrument. Hence, the researcher showed thstiqanaire to the statistician,
research supervisor, senior professors, Hotel @mmneurs, Travel agency
entrepreneurs and the senior colleagues in the dkresearch and ensures that all
the questions are relevant and suitable for firfillthe research objectives. The
researcher also made an attempt to confirm thain$teument contained all the

important items.
2. Construct Validity

Construct validity occurs when the measuremenboktruct correlates with
the theoretical measurement. To achieve constralitiity, both convergent and
discriminant validity must be there. Both of thialidity is checked during data

analysis through Confirmatory Factor Analysis.
1.9.9. Normality Testing

Skewness and Kurtosis were used to find out thenalty of the data. The

values of skewness and kurtosis are within thet$ipiescribed i.e. +2.58 and £1.96.
1.9.10. Tools Used for the Analysis of Data

The analysis of the data has been done wéh#ip of Computer using SPSS.

The tools employed for the analysis are brieflycdssed below.
1. Mean, Percentage and Standard Deviation

Mean is used to derive the central tendency ofddia. Percentages are
used for comparing information of two different gdes. Standard deviation is a

measure that is used to quantify the amount oftian or dispersion of a set of data
values.
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2. One-Sample t Test

One sample t test is a statistical procedure usedetermine whether a
sample of observations could have been generated psocess with a specific

mean.
3. Independent sample t Test

Independent sample t test compares the means ahtiependent groups in
order to determine whether there is statisticall@vce that the associated population
means are significantly different.

4. One Way ANOVA

One way ANOVA is used to determine whether thereang significant

difference between the means of two or more indegeingroups.
5. Scheffe Post Hoc Test for Multiple Comparisons

Scheffe’s test is a statistical test that is usethake unplanned comparisons,
rather than pre-planned comparisons, among growmsni@ an analysis of variance

experiment.
6. Factor Analysis

Factor analysis is a statistical technique fomidging which underlying

factors are measured by a much larger number @reéd variables.
1.10. Limitations of the Study
The present study suffers from the following liatibns.

1. Even though there are different types of tourisrtateel businesses in
unorganized sector, the present study covers amynajor business namely
hotels and travel agency. The study excluded akrotorms tourism related
businesses other than these two.
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2. Most of the entrepreneurs provide data only frorairttmemory without
referring any authentic documents. Hence, there beaghances for biased
data and will finally affect the result of analysis

3. At the time of conducting an interview with Travagents, most of them are
outside the business premises for canvassing te#ord. Hence, the
researcher has conducted repeated visits to tlamiaagions of Travel agents
according to their convenience to collect data ftbem.

4. Certain entrepreneurs from Hotels and Travel agsndnave shown
reluctance in providing genuine data for certaiesjions for the study. In
these cases, a rapport has been created by tlaatesewith them through

frequent contacts in order to collect data frommthe
1.11. Layout of the Research Report

The report of the study has been presented int efgipters as shown below.
Chapter 1 Introduction

The first chapter is the introduction and covees Significance of the Study,
Statement of the research problem, scope of theystobjectives of the study,
hypotheses, operational definition of terms andcepts, methodology and data
base, method of analysis and the variables uskabifiy and validity testing, tools

used for the analysis, limitations of the study ahdpter scheme of the Report.
Chapter 2 Review of Earlier Studies

This chapter presents a review of the availabkrdture on the previous
studies on the related area of research. The m#lestadies conducted have been
classified in to three heads namely State Levetli8s) National Level Studies and
International Level Studies and are presentedphadietical order.

Chapter 3 Tourism Industry in Unorganized Sectorin India - An Overview

In this chapter an overview of Tourism Entrepresbip in Organized and
Unorganized Sectors in India in General and in Kem particular with special

reference to Hotels and Travel agency Businessistiae help of Secondary data.
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Chapter 4 Services and Facilities

This chapter attempts to review and analyze theices and facilities
offered by the hotels and travel agency entrepmsn@u unorganized sector in
Kerala. Form of business organization wise and mafd®peration wise analysis
have been attempted with the help of selected Masa

Chapter 5 Marketing Practices and Strategies

This chapter attempts to evaluate the marketingtioes and strategies
adopted by the hotels and travel agency entrepreneKerala. Form of business
organization wise and mode of Operation wise amaljilgve been attempted to

achieve this objective.

Chapter 6 Initiatives and Support of Government, Baks and Business

Associations

This chapter discusses the initiatives and supplogovernment Banks and
business associations for the promotion of toumstimepreneurship in unorganized
sector in Kerala. Here also, form of business degdion wise and mode of

Operation wise analysis have been performed.
Chapter 7 Issues and Challenges

It deals with the identification of issues and tdrades faced by tourism
entrepreneurs among unorganized sector in Kerdlative help of form of business

organization and mode of Operation wise analysis.
Chapter 8 Summary of Findings, Conclusions and Re@mmendations

The major findings, conclusions, recommendationd 8cope for further

research have been given in this chapter.
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Chapter 2

Review of Earlier Studies

The present research work attempts to examinewttring of Tourism
entrepreneurship in the unorganized sector witltiapeeference to Hotels and
Travel Agencies in the State of Kerala. The workestigates the services and
facilities offered by the Tourism entrepreneurs #meir marketing strategies. The
work also tries to review the initiatives of goverent, banks and business
associations for the development of Tourism eng&mepurship in the unorganized
sector and to identify the issues and challengentvépreneurs of Hotels and Travel

agencies in the State.

The researcher has made an attempt to revievelhted studies in the field.
It is found that there are attempts on the pamdaividuals and institutions to review
the various aspects of Tourism at the State, Nakiand International levels. Hence,
it is quite relevant to review the literature awhie in the field to identify the
research gap. The present chapter is an attentipisidirection. For the convenience
of presentation, the relevant studies conducteck Haeen classified in to three

sections.

Section A- State Level Studies
Section B- National Level Studies

Section C-International Level Studies
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A brief review of available literature on the akomentioned sections is

presented in alphabetical order in the followinggm
Section A
2.1  State Level Studies

Anna (1989)tried to assess the involvement of manpower invoenen
external industrial programmes in Kerala. The walko analysed the difficulties
and problems faced by women entrepreneurs whiclediaphe growth and smooth
functioning of units. She found that women entrepig faces a number of
problems relating to finance, raw materials, lab@awer, technical and managerial
guidance and state policy. She suggested that d based distribution of raw

materials will be more effective.

Bader (2010)attempts to explore Kerala’'s tourism business emwvirent
under the assumption that the identified resules &ilized for improvements in
future marketing plans by those operating in Kesalaurism sector. The business
environment of Kerala is operating in quite comfagtregarding the utilized sources
and analysis methods, threats like changing climetd economy are rather
marginal, opportunities such as ageing touristanges in technology may attract

more tourists.

Bose (2013)reviewed the efficiency of the various entrepreskip
promotional measures, being promoted by the Goventmand financial institutions
in Kerala and also identifies the insufficienciesl dlaws. She found that existing
and potential women entrepreneurs are not fully intakuse of the available
Government schemes including latest technologiagpsrt through agencies

instituted for the purpose.

D’cruz (2005) has made an attempt to identify the psycholodatbrs that
govern enterprise development of women entrepreneuKerala. Also examined
the extent and nature of familial influence in tti®ice of their entrepreneurial

career and investigate the educational, religitasilial and social background of

32



the entrepreneurs. The study found that persoaits fike economic, independence,

self-reliance, and need for achievement helpeapreaneurial success.

Embran (2003) examined the major concerns involved in entrepresigp
development among women. He also examined therfathtat inhibit and obstruct
women from advancing in the field of entrepreneyrsdnd from availing of the
opportunities open to them. Assessing the effefcs®cio-economic environment on
the development of women entrepreneurship in Keesaistances provided by the
government are mainly financial assistance aimeattiact women to start new
units. She suggested that the potential entreprerstould be selected and provides

training on the basis of their entrepreneuriat$rand management attitude.

Emmanuel (2004)analysed the nature of entrepreneurship by lookitg
the aspects of motivation patterns of successfdluarsuccessful entrepreneurs and
also differentiate the socio-economic charactesstif successful and unsuccessful
entrepreneurs in Kerala. He also examined the stafttsmall scale rubber based
manufacturing firms and to see the dynamics ofegmémeurship of the region.
Through the study it was found that successfulepnéneurs adopted a lot more
technological changes than unsuccessful entrepreaead they are self-starters. He
suggested that Government of Kerala and Rubber dBsaould jointly come
forward to set up a consultancy organisation toviple feasibility reports of rubber

products and to impart entrepreneurship motivatiaiming to entrepreneurs.

George (2003)attempted to investigate the problems connectdt thie
tourism industry and formulate appropriate, apt prattical solutions to them and
ascertain the possibilities of application of medenanagement techniques and
methods in the formulation of policies, plans amdgpammes for the development
of tourism in Kerala. He tried to suggest the waysl means of integrating the
function of the department of tourism, other goweent agencies, local self-
governments and private entrepreneurs the promadfotourism in Kerala. He
found that Kerala has inherent weakness in planradginistration, establishment
and quality of staff in the management of tourigmustry and also found that

Kerala fails to assure best quality tourist hodgytan important services.
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Haseena (2014)dentified the problems faced by women entreprenéu
Kerala. She found that the major constraints fdned/omen entrepreneurs are lack
of finance, lack of knowledge about institutions rimng for entrepreneurship
development, non-availability of skilled labour]igent selection of raw material,

lack of time to attend the training etc.

Jyotirmoy (2011) made an attempt to identify the implementation of
programmes of DTPCs, and also for assessing thecteféness of different
programmes in the promotion of tourism in Keral& fdund that the programmes
of DTPC are not effective from the perspectiveanfrists and the host community.

Muhammed and Jagathiraj (2008)made an attempt to analyze the major
challenges faced by Kerala tourism industry an@ &splore the possibilities of
application of modern management techniques anthadstin the formulation of
policies, plans and programmes for the developnoéntourism in Kerala. He
recommended that the frame new law and regulasonas to protect the industry
and tourists.

Narayan and Geethakutty (2003 made an attempt to measure the level of
success of women in agribusiness. An EntreprerieBuacess Index (ESI) was
developed for the study and it was used to undaisthe extent of success of
entrepreneurs. The work identified the major protdefaced by the women
entrepreneurs to understand the difficulties fad®d women to succeed in
agribusiness. They found that the majority of woreatrepreneurs belonged to the
food processing industry followed by floriculturadcathe most important problem
faced by the women entrepreneurs were the higle mfiche raw materials, which
was followed by the shortage of self-finance forefl, and working capital and its

high rate of interest.

Santha (2007)reviewed the socio-economic status and problemshef
women entrepreneurs and assessed the role andvenveht of Government
agencies and financial institutions in the develeptrof women entrepreneurship in
Kerala and Tamil Nadu. Most of the women entrepuesien Kerala and Tamil
Nadu have no access to information and communitaigechnology even after
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entering business. Moreover, with regard to theramgss of Government agencies,

women entrepreneurs in Kerala are better.
Section B
2.2  National Level Studies

Ahuja (2012) made an attempt to review tourism entrepreneurshipural
women and the social aspects of this entreprengurshhe barriers and
opportunities deriving from the socio-economic @astprevailing in India that affect
the growth of rural women entrepreneurship have bEen examined. llliteracy is
very high among rural women is one of the majosomafor lack of confidence,
even on indigenous network in rural tourism seémise emerging to contribute to

regional and rural development.

Bhat and Qadir (2004) analysed the foreign tourists’ expectations and
perceptions regarding the quality of tourism sesidn Kashmir. A modified
SERVQUAL instrument was used. They found that tbeeifjn tourists came to
Kashmir valley with higher expectations and lefe tdestination with higher

perceptions.

Dar and Mir (2013) made an attempt to identify the potential of
entrepreneurship among youth in Kashmir. He fourad there are various barriers
to entrepreneurship like government setup, findnmiablems, and social factors,
and also found that there is less knowledge amauplp about EDI's and other
scheme offering institutes. The government is @isaviding various facilities and
schemes for existing and prospective entrepren@agernment is more responsible
as compared to other factors like lack of educatamtess to financial institutions,

and social factors are the barriers of entrepresteour

Das (2000-2001)examined the problems of women entrepreneurs faced
during the setting up and continued operation @frtbusinesses, and the work
family conflicts that these women faced and alsakéal at their reasons for starting

a business and the self-reported reasons for shewess. The study was limited to
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two states Kerala and Tamil Nadu. She found thatstiart-up problems faced by
women in developed world may be similar but theme imnportant differences in
other areas. Some of these differences may be awddio-cultural differences
between India and other nations.

Dash and Kaur (2012)attempted to study the factors contributing to the
promotion of young entrepreneurs to start up tlogn enterprise. The result of
exploration signifies that most of the young enteggurs even though had other
occupational opportunities chose entrepreneurshigp @areer because they aspire to

be independent and to earn more money.

Gopinathan (2010)analysed the impact of women entrepreneurs on yamil
with respect to standard of living. And also idéntihe key drives of economic
independence of women entrepreneurs. She found ttietkey drivers for
entrepreneurship were monetary benefits as moghefrespondents were from
financially weak family background. She suggestdtht tthe formation of
professional bodies where the entrepreneurs coaitdectogether and establish

linkages for mutual benefit.

Gurnani (2014) examined the financial problems faced by women
entrepreneurs during start-up stage and runningf tigeir enterprise and to measure
success achieved by women entrepreneurs. An asalyse the attitude of different
financial institutions towards women in providirgah to them led to the number of
findings related to the obstacles faced by womerepreneurs during start-up stage

and running up of their enterprise.

Kandel (2011kxamined the impact of village tourism on localtgré;
for which changes that the role of tourism in praimg and revitalizing traditional
culture. The study concluded that the flow of ingronal tourists to the Sirubari
region is remarkably have occurred or occurrings¢hedays have also observed
closely. It focuses on the village tourism andintfuence over the Gurung society,
and also identifies low; the full impact of tourisom the culture has not yet been

realized.
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Khani F, Rezwani.M.R and Imeni (2011-2012)imed to evaluate the
indicators for entrepreneurship, characteristicemiepreneurship were compared
among youth in Kandovan village as a tourism dasthn and Eskndan (non-
touristic village) both located in the same ruradtrict with the same condition. It
was also found that the amount of risk taking ami§agdovans youth is higher than
Eskandans youth. And also found that the confidefidéandovan young people is
higher than Eskndan youth, which is due to thegwar&nce of tourist from different
countries and regions and cultural interactiondwdifferent people in rural areas
and increased communication with the outside wand increase awareness of rural

youth.

Lokhande (2005)identified the problems and difficulties faced byc®-
economically backward class entrepreneurs andtlaésstudy attempted to highlight
on various demographic characteristics of the pneéresurs. He found that the major
problems of the entrepreneurs were related to strfxature, finance and support
services. The study suggested that appropriateaidnand entrepreneurial training
programmes are needed to be introduced at schadotalege level, promotional
and financial institutional network for supportintarginalised groups entrepreneurs

also needs to be strengthened.

Mallya (2011) explored the traits of Indian entrepreneurs antedihtiate
successful Indian entrepreneurs from entrepreneéAmsl. also trace the success
stories of selected successful Indian entreprehains to identify their winning
strategies for success in business. He suggesttdbtth the central and state
government should give wide publicity so as to he#lte information to all the
entrepreneurs about policies, incentives, scheptegrammes, etc. relating to small
scale industries. And also suggested that the metmeurs should take proper
training through the government and non- governalegencies before starting a

unit, this enables the entrepreneurs to proteat timis from sickness.

Manisha (2014)made an attempt to know the socio-economic backgiou
of women entrepreneurs in small scale industriestarstudy the mode of decision

making in the business by women entrepreneurs.
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Meti (2013) evaluated the extent of knowledge and adoptiongod dased
entrepreneurship activities by the farm women tglowself-help groups and
participation of farm women in training. An analysn to the socio economic profile
of farm women in Richur district concluded that tm@jority of the farm women
have got the additional income by adopting the wercomposting on small scale
basics. Majority of the farm women expressed that $ocial participation, self-

confidence etc. in agro based entrepreneurshipitaesi have been improved.

Mir (2014) made an attempt to find out the impact of tourismthe
economic development of Jammu and Kashmir, andfaidut the role of tourism
in employment, income, regional development andastfucture development. He
found that the tourism has been an important soof@tonomic development for
Jammu and Kashmir economy. And owing to the growifttiourism industry in
Jammu and Kashmir, employment, income, infrastrectand competition will
improve, leading to the entry of new products ia tharket and thus resulting in

better services.

Mishra (2014) aimed to investigate the influence of gender avaid of
control on entrepreneurial orientation among youde. found that a significant
difference existed between internal locus of cdrara entrepreneurial orientation;
and there was no significant difference in the eprgneurial orientation based on

gender differences.

Muralidhar (2010) hasmade an attempt to identify the type of entrepreneu
and evaluate the performance of each entreprendilr negard to economic
variables and their strategies. The impact of tveghment support system found a
positive response of entrepreneurial attributes sirategies towards acquiring high
performance resulting in a leading way to boosttlhgp economy in developing

countries.

Nayyar, Sharma, Kishtwaria, Rana and Vyas (2007jnade an attempt to
ascertain the financial, marketing and productionstraints faced by women in
their enterprises and analyse their health statdsveork place facilities. Women
entrepreneurs faced constraints in aspects of diapmmarketing production, work

38



place facility and health problems, tough compatitirom larger and established

units were the remarkable identification.

Nongsiej and Shimray (2017)eviewed the charisma of tourism business in
reducing unemployment and also elucidate the tytadf tourism industry. And
attempted to explain the role of tourism entrepuesieroles for the development of

different attracts areas.

Patel (2012)has made an attempt to review the progress madadiy's
tourism industry in the planning era, and the emnergssues under globalization.
The work also attempted to identify the problemd ahallenges of the country as
well as the pitfalls in tourism planning in Indlde suggested developing sustainable
tourism in India enhancing security, stepping upsestment and boosting

infrastructural activities should be on the tophsd agenda.

Samani (2008)ried to understand the impact of economic factdnwomen
entrepreneurship development in food processintyigcand to know about the
problems faced by women entrepreneurs engagedod foocessing work. The
extent to which women entrepreneurs engaged infdbeé processing have been

successful in entrepreneurship.

Saxena (2012analyzed the problems faced in growth of ruralepreneurs
in India. And also aims to find out the remediesstive the problems of rural
entrepreneurs. He found that the shortage of fmatd raw materials, illiteracy,
lack of training and experience are main probleated by rural entrepreneurs in

India.

Sidhu and Kaur (2006)examined entrepreneurial empowerment strategies
based up on the participation of rural women inmfaand home system. Rural
women play a vital role in farm and home systemediand indirect contribution at
the farm and home level along with livestock mamaget operations has not only

helped to save out also led to increase in famitpme.

Sing (2013)identified the problems and constraints being faogdvomen

as entrepreneurs in selected manufacturing industdy examined the managerial
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capabilities and studies the training needs of womemanufacturing business for

achieving growth in their enterprises.

Thaker (2004) recognized the major constraints which are resptagor
the low quality of services which follows the lovasdard of education, manpower
shortage and other fair facilities. The study ssggexperts in the field and all the
tourism information bureaus be adequately staffied equipped to satisfactorily
perform their function. Existence of better liaismmd the pre require and in-require

training programmes which will results fruitfully.

Trived and Soni (2013)made an attempt to study to understand the value
chain in tourism and the initiatives of Tourism @oration of Gujarat Limited in
promoting tourism. And also investigate the resesirin which the entrepreneurial
initiatives can commensurate and also try to con@dly highlight the rich
resources which have capability of providing ecoimorevenue in the state. They
found that the perspective of hoteliers in Sasanhigihlighted the development of
tourism in this area has many positive implicatibmsthe local community in this

area socially as well as economically.

Valdez (2009) examined the socio-economic impact of tourism and
entrepreneurship in the cityhood of Vigan and teeas the level of socio-economic
impact of tourism and entrepreneurship in the agsbusiness in it. He found that
the female sector is more inclined entrepreneudsrigi takers than males. And also
found that entrepreneurs perception extent on sourdnd entrepreneurship have
enhanced their socio-economic condition in the owpment in productivity |,
entrepreneurial skills, improved interaction witlutists and customers and increase

in their income thus improve themselves and tlikstyle.

Wube (2010)identified the factors that affect the performaméevomen
entrepreneurs in micro and small enterprises aaandjor characteristics of women
entrepreneurs in MSEs and their enterprises. Asd assess the supports given to
women entrepreneurs in MSEs by TVET institutes as&de town. To analyse the
key factors that affect the performance of wometregmeneurs in MSEs. The
personal characteristics of women entrepreneukd3&s and their enterprise affect
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their performance. And also found that conflictopgnder roles, social acceptability
and network with outsiders were the major sociatdes include access to policy
makers, high amount of tax and interest, bureatesaand red tapes, and over all

legal and regulatory environments.
Section C

2.3 International Level Studies

Addinsall (2012) explored Aboriginal remote tourism entrepreneursbrip
country through a qualitative case study of UPTUMAboriginal adventures
Oongalkada wilderness camp through examining thallesiges faced by an
Aboriginal remote tourism entrepreneur that mayilithfurther remote tourism

entrepreneurship on Western Australia.

Akhter and Sumi (2014)conducted a study on integration of all factors
from theoretical perspective, the socio-culturaitdas and entrepreneurial activity.
The pertinent information has been explored by hlmpihlitative and quantitative
approaches quantifies the socio-cultural factors icluence both positively and
negatively. The impact of socio-cultural environmen entrepreneurship poses a

challenge about the need for its near values aedtation favourable.

Alawa and Dijesh (2014)identified the entrepreneurial skills required by
secondary school graduates for success in thestoundustry in Cross River state,
the entrepreneurial skills requirements of secondahool graduates in marketing
products in tourism industry and implementing bass plans. The study
recommends the agricultural extension officersg Ministry of Agriculture should
use the identified entrepreneurship skill areaghgystudy to successful entry into

the tourism industry.

Alhroot and Alhroot (2013) made an attempt to identify the
entrepreneurship in tourism Jordanian significamtact factor on the economic and
social development. And also identify the elemeatsl benefits of tourism in

Jordan. They found that Jordan is a leading countpurism and distinct in the
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Arab world and in whole world. And also found thiaé factors that help to attract
tourists to the Kingdom, which increase tourismude; former nations of the past ,

the diversity of climate, religious and humanitiesithat link civilizations etc.

Andullah and Sulaiman (2013)identified the factors that influence youth
interest to become agricultural entrepreneur anshiestigate the relationships of
factors with the interest of youth to become emrpur. Through the qualitative
method, the study examines the factors involvingegence, expertise in the
agriculture business. Major conclusion of the styahints that the level of
knowledge and education relatively insignificant imfluencing the youths to

become an entrepreneur.

Bakas (2014)conducted an investigation in to the gender andigou
development by exploring the economic relation®eassed with the services that
maintain human life was criticised through the gtuBRecommendations include
tourism development programs that offer incentit@demale handicraft tourism
entrepreneurs, to involve their male patterns itrepmeneurship could provide a
partial solution to crisis-induced male employmienGreece. And also policies that
promote the recognition of women’s role within fmbusiness will promote

gender equality as women'’s labour will be perceiasanore valuable.

Bauer (2013)focused on how entrepreneurs in high technologst-afzs
perceive and prioritize challenges posed by théesthrand start-up operates in. And
also investigated if perceived challenges diffetwleen entrepreneurs in different
types of high technology start-ups and how the exdndf a start-up moderates the
perceived challenges. He found that the high telcigyostart-ups play an important
role in providing a sustainable future and contiébi® economic growth.

Bay and Ramussen (2010jmade an attempt to reflect the educational
background and social networks affecting the opmity development for young
entrepreneurs in Accra. The existence between &duocand social networks is
relationships that sense the attendance at tertretjtutions or entrepreneurial
training programmes enabling entrepreneurs to adrwigh the individuals in social

networks who have a wide range of knowledge.

42



Biru (2006) assessed the situation of MSE operated by youngprenheurs
with specific emphasis on the manufacturing sedmd also identify factors that
influence young people to take self- initiative fom MSEs. He found that the
potential of entrepreneurial development in the M&€tor is not fully utilised
because of various barriers, especially for thgegaied by young people, financial
problems, lack of business infrastructure, lack deimand or market etc. He
recommended that the national movement are enqumednake our culture
conductive for the development of entrepreneursimg emergence of innovative

youth.

Blichfeldt (2009) reviewed the innovativeness and entrepreneurship in
tourism by means of a single case study of one SMWBE is entrepreneurial. The
work projects the question of its innovativenesdependent or does it rely on
networks and collaborative efforts. He found tlet tase company has experienced

continuous growth due to the owners’ deliberatectetor growth opportunities.

Bohn (2013)in contrast to the relationship between lifestyterepreneurs
and their tourism products with a regional focug=amish Lapland was made in the
study. He found that a well-developed yet perseedliwebsite and customer
relationships are central for lifestyle entrepresein marketing their tourism
products.

Bosworth and Farrell (2011)identified the role of in-migrant owners of
small tourism firms in promoting entrepreneurshipleveloping competition in the
tourism economy of Northumberland. They suggest tha contemporary rural
development relies on a range of policy mechanisoraing together including
planning, business support and community developnTédre right combination of

these can then promote further development inutad tourism sector.

Brikend A and Nedelia (2013)aims to give a theoretical overview of the
classical and contemporary business strategiesdmalbe implemented on a more or

less modified form by tourism companies in diffdreountries.
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Brouder (2013)aims to gain a better understanding of the evabatip
processes of tourism development in peripheralsar&aselection of challenges to
tourism development in Northern Sweden with a sygple perspective focusing
on tourism firms was also examined. Moreover, isvi@nd that tourism firms not
only contribute to their local settings through mamic means but also by enhancing
the local leisure space. And also some entreprengilr travel great distances to
certain protected areas if the area has uniquibwts which customs value and
these entrepreneurs must be consider protectesl laydhe managers.

Byamukama (2014)identified the socio-economic factors that adversel
affect the viability of black African entrepreneairactivities in the tourism sector in

the Ganteng province of South Africa.

Chipfuva, Chishamiso and Muchanje (2012have made an attempt to
examine the challenges faced by women entreprerautse tourism sector in
Zimbabve. They found that the women entrepreneaxe fdifferent cultural,
educational, technological and social challengemn timen in establishing and

developing their own enterprises.

Edwards (2003) has made an attempt to identify the challengesndaci
Maine’s nature based tourism enterprises. It alsam@ned its policy needs of
sustainability, growth, development and supporhature based tourism within the
state. The work identified the key elements anchgyples of ecotourism being
applied in selected exemplary nature based touesmerprises. An ecotourism
destination as best served Maine and many alsal rtbt in order for Maine to
promote itself as an ecotourism destination it nstvilling to invest in the product
that is the resources.

Egziabher (2015)evaluated the service quality and customer satisfa of
three star hotels in Addis Ababa. He found that béel guests’ perceptions of
service quality provided by the hotel industry wkneer than their expectations. He
recommended that the hotels should provide contisti@ining to the employees on
issue like responsiveness, confidence and comntioncakills to improve their

customers.
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Entwistle (2008) emphasized the importance of developing sustainable
independent business centres to serve the negasithf entrepreneurs. Focusing on
a case study of youth entrepreneurship in Haitexémines the existence of an
abundance of young people in rural developing natiavho have limited

opportunities for gainful employment.

Evelyne, Kangogo, Musiege and Manyasi (2014)ssessed the perception
of customer satisfaction on the services of hotelustry and to examines the
challenges influencing customer satisfaction in hioéel industry and also suggest
the ways of overcoming the challenges. They foumat there is good customer

satisfaction in the hotel industry in the Westearism circuit in Kenya.

Fatai (2011) assessed the socio economic contribution of tourism
development on the host community. He found thatdbastal line of Lagos as a
tourist attraction has positive socio-economic iotpan the people of the area in
terms of income generation, job creation, infragtital development and positive

elements.

Ferrari, Jimenez and Vargas (2010) analysed the integration of
environment in management of rural tourism entnegues. Though a Partial Least
Square Model (PLS), researchers estimate sevdgaltléactors related to various
aspects of business management and, in second, phsisg the FIMIX-PLS
algorithm to achieving a segmentation of entrepuenaccording to the structure of
relationships obtained; which may allow identifioat of which factors are more

related to an entrepreneurial management.

Frigell and Gustuvsson (2009made an attempt to investigate the role of
networking for social entrepreneurs in executingirtibusinesses. They found that
the social entrepreneurs’ network with differenttees, corporations with an interest
in working innovatively with CSR should realise ttritical role of interacting with
a more diversified set of actions, focussing effam innovative collaborations with

the non profit sector.
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Gejin (2014) reviewed the instruments which can stimulate soatde
entrepreneurship. He found that the subsidies aludagion both have a positive
effect on the performance of unemployed when sigdi business. And also found
that comparing the start-ups of former wage easjitige performance of the former

unemployed is less satisfying as they lack behingrowth and innovation.

Gwija, Eke and Gervaselwu (2014identified the specific factors inhibiting
the development of youth entrepreneurship in thgeKisha community in the
Western Cape. And also determine the prospects ocofthy entrepreneurship
development. The youth owned businesses in the comtynexperience had some
hardships in obtaining start-up capital; as a tethaly end up using their own little
funds to set up their business venture. Anothereigsund was that of the rigid red-
type to such aspects such as simplicity of thenass registration process, costs,

business regulations and laws.

Hickie (2012)investigated in how young entrepreneurs are abibeifd high
performing businesses. The study also establishesnecessary human capital
which all of the young entrepreneurs developedrgdaostart up or during the early
stages of their ventures. The study contributethéodebate about whether general
human capital is most important to entrepreneursdirfg that for young
entrepreneurs developing pre-start up general huroapital is particularly

significant.

Hollick and Braun (2005) examined the key characteristics of tourism
entrepreneurs and argued that these charactens$tiosrism entrepreneurship drive
from the lack of barriers to entry accompaniedhmytery low skill base of industry
entrants. They found that the majority of new tenmri entrepreneurs had no
knowledge of the sector they wanted to work in &mehs a matter of happenstances

that anyone advised them to get some first andrestpee in the field.

Hussain, Bhuiyan and Bakar (2014)examined the relationship between
entrepreneurship development and poverty alleviatonstructed on empirical
reviews. The study initiated the entrepreneurialcpss which was important in the

successful entrepreneurs’ development from an meie unpromising and
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constrained environment. The main highlights ineolhe shortcomings of the
current poverty alleviation strategy of the worlhother major aspect accessed
were the Government policies which have no sigaiftceffect on the development
of entrepreneurial activities in the country andsthothose which the beneficiaries
do not derived maximum satisfaction, the directrelation between the small and

medium entrepreneur with the economic growth ancepy has also been summed

up.

Ingram (1990) evaluated the role of indigenous entrepreneurs hia t
development of tourism industries in Cook Islandd &iji and also focuses on the
dynamics and internal structure of the Cook Islaadd Fiji Tourism industries.
Also evaluates the tourism policies and role ofegament in tourism development
and which support and encourage indigenous entreprs. He found that tourism
policies were quite well developed, however in savmstances the implementation
of these policies were found to be lacking and &soism policies had not been

adequate.

Jaafar, Ing and Sukarno (2011)dentified the problems faced by the small
and medium budget hotel operators. They found hmast of small and medium
budget hotel operators agreed on the difficultregetting financial assistance and

training from the government.

Kroon, Klerk and Dippenaar (2003) made an emphasis on the business
people’s contribution towards enhancing entrepreakskills and determining of
their perception and its role. Business peoplegeise the role they play but do not
feel an obligation towards involvement with schoais order to invest in the
community and the responsibility they have in depelg the next generation of
entrepreneurial employees and potential entreprenelihe recommendations
involve the management of a youth entreprenewgdérship programme should be
locally driven and community based as an effortedd more to outcomes based

education.

Lee (2012)examined the value creation of a social enter@mskwhat is the

advantage of the social enterprise if entrepreneamts to invest in it. Further
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analyses the benefits and competitive advantageeleet social enterprise and
traditional business. She found that there is aifsignt value creation compared
with traditional businesses as they create distiochpetitive advantages with the

value chain framework.

Lordkipanidze, Brezet and Backman (2005analysed the entrepreneurship
factor in sustainable tourism development and &saentify ways of enhancing

entrepreneurship in tourism.

Mitra (2008) made an attempt to identify the motivation thagtauns social
involvement of commercial enterprises, issues irglato factors that determine
corporate social involvement, presenting from airmss perspective, both the
advantages and disadvantages resulting from th@vement. Social innovation’s
role in social entrepreneurship by establishingceptual meaning of terms like
creativity and innovation for understanding betocial innovation and its
implications sustaining this process of entreprestap and focusing on how
corporate social responsibility become an importaator in triggering the process

of social entrepreneurship.

Modinootsile (2005)examined the possibilities and constraints thatlisma
entrepreneurs in handicrafts enterprises in Ngand ldistrict face in terms of
establishment, growth and development of theirvdigs. And also analyse the
measures that could be taken to overcome the eamstrthat they face. The
problem surrounding small handicraft enterprises kmked to poor access to
finance and lack of education and training, moreoseggested that tourism
strategies should effectively address the problemshese activities it seeks to
embraces. Suggestions new strategies and poli@aseaded that will contribute to
the ability of the small handicrafts entreprenetarsncrease the control they have

over their activities as well as their relationlwitach other.

Mugobo & Ukpere (2012)analysed the challenges and opportunities facing
rural entrepreneurs in South Africa in general #mel Western Cape Province in
particular. They found that the entrepreneurs ie WWestern Cape still face
challenges such as business and technical skifistetl access to finance and
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sustainable markets, shortage and high cost ofrrastetc. They recommend that
the government needs to come up with comprehensigisliation and policies

spearhead and support rural development througth eatrepreneurship.

Mureithi (2010) has made an attempt to identify the barriers fagogth
entrepreneurs who work in or aspire to work in tiw@ism sector. The tourism and
hospitality sector is attractive due to many oppmaties available for jobs and
business. The results also highlight a differenciéhé perception of barriers between
the existing and perspective entrepreneurs. Thdysidentifies the motivation

factors or influences for entrepreneurs to stard lqpisiness in tourism.

Nani (2011) identified the challenges that urban Zimbabwean amom
entrepreneurs faced. The study also revealed sonadlelmges that women
entrepreneurs still have to contend with in thekeaaenvironment. He found that
women were excluded from actively participatingpaiitics and in decision making.
Economically, women were denied ownership of resesisuch as land and were
thus dependent on men who were regarded as breagensi Socio culturally,
women are more confident than they were histogcatid can now challenge men

on religious issues.

Naybakk and Hansen (2008)study investigates how entrepreneurial
attitude influences innovativeness and performamceNorwegian nature-based
tourism enterprises. Results point to potentiaiggo&ctions that could positively
impact rural development as well as individual fiamtions that may enhance
performance. Study findings support the existence tloree aspects of
entrepreneurship in nature-based tourism entesprise Norway: opportunity

recognition, risk taking and innovativeness.

Nkechi, Emehlkechukwu and Okechukwe (2012)eviewed Nigeria’'s
growing unemployment situation and how it incregiirdwindle the potentials of
the country. The major problems of entrepreneursmd thus proposing some
plausible strategies that can promote effectiveepnéneurship were also identified.
They found that the government should make entneprship sellable to the people
by inculcating it in to the educational curriculuahevery strata of the educational
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sector and also utilize a remodelled NYSC schemedocate the youths, the
essence and need for entrepreneurship developrapetially on a practical basis

was further investigated.

Ohamad, Ibrahim, Muda, and Moklism, (2013) have examined the
relationship between government supports and sadidity of tourism
entrepreneurs in Malaysia. Tourism entrepreneuis avk selected in their study ay
found are home stay entrepreneurs. They found ttiattourism based in each
respective state in Malaysia to play their roleomdler to sustain the home stay

entrepreneurs and the programme.

Okungu (2012)explored the factors influencing performance oftiiogroup
MSEs in Kisumu West District. And also to assess gerformance of MSEs
undertaken by youth groups in Kisumu West Distant to determine challenges
faced by these groups. He found that most of thathygroup MSEs had not
operated for more than three years, majority ofmtlneere performing well and most
critical barriers faced by youth group MSEs includenpetition, insecurity and lack
of capital and managerial problems. He recommertdatithe youth group MSEs
should be sustained by capacity development throsmgninars, workshops to

enhance the managers with managerial and mitigatrategies.

Othman and Rosli (2011)analysed the impact of tourism on small business
performance operating at four main tourist destmst The gap attempts to identify
the influencing factors over the performance of lsrt@urism business with the
special reference to impact on tourism. The fingingnsolidated that tourism is an
important catalyst for entrepreneurial developmast justifying the government

efforts in promoting and developing general andndltourism.

Padurean, Nica and Nistoreanu (2015)ied to determine the immediate
effects of accessing the funds available undeRi&dgional Operational Programme
for the tourism business environment, as a catdtystentrepreneurship in the
respective industry. And also observes the cureenhomic context of tourism in
terms of the specific indicators, a closer look wadsen into the use of the structural
funds under the ROP throughout the period of 2001732
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Pettitt (1989) considers innovation in the tourism sector as iégomaspect.
The study focused on the marketing innovation egjias and approaches within the
tourism sector. The study concludes that the rbte@entrepreneurs appears central
to the innovative activity. They acted on an idearse, appraisal, and implementer
of new ideas with little external support. The imation potential of an organization
reflects closely the entrepreneurial style of tleg klayers and the ability to attract

the necessary resources to capitalize on the tHaébave been located.

Phoummasak, Kongmanila and Changchun (2014¢xamined the socio-
economic impact of tourism and entrepreneurs, gneldpment of ventures that
seeks to improve the lives of the townsfolk. Théeptal for economic gain has a
direct and positive effect on resident support timurism and influences the way

residents evaluate the impacts of tourism.

Rahman (2010)evaluates the strategies that can be taken to nexithe
opportunities and benefits and minimise the threaitstourism to the local
community. The study absorbs the significant satilbdral changes and changes in
people’s perception about education, women’s empoest and attitude of people
caused by demonstration effects, along with thkdga of earnings for Cox’s Bazar
to other parts of the country and therefore theonme coming from tourism is

within.

Raluca (2012)dentified the premises and challenges of the preresurship
in Romanian rural areas and to elaborate relevaatign for public policy in order
to conduct to robust rural economy as a resultndfepreneurial expression. She
found that there are strong credentials for enéneguirs in rural economy, such as
determined factors with social, economic, educatiaspects.

Rao (2004)focused on the roles of cultural values and entrgurial
disposition displayed by the three ethnic groupiagsessment on the basis of
ethnicity whether business and tourism studentdysig at tertiary level exhibit
similar entrepreneurial dispositions. The mentiorsgghificant factors that have
influenced entrepreneurship among the groups iechkamlues of materialism and
capitalism.
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Rattanawong and Suwanno (2014have made an investigation in the
relationship between the antecedents affectingiceimnovation. The factors that
had direct effects on service innovation were mamgeorientation and human
resource practice, which had the highest influentecan be seen that human

resource is the factor that plays a very impontal# in service innovation.

Redl (2013)aims to identify if young tourist would be a potiahtmarket
segment for culinary tourism, understanding thénamy tourism more attractive and
popular to young people and how the image and miagkef culinary tourism
would need to change in order to attract this paldr segment.

Schof (2006)made provided a clearer and more comprehensivargiof
youth entrepreneurship in general and of the céadparriers and incentives to
youth enterprise start-ups in particular. And atsoexamine a range of key
constraints that impede young people in differeauntries from starting and
maintaining successful business and at the same &l®o identify incentives,
initiatives and measures that could improve theasibn and thus contributing to the
knowledge about creation of youth employment oppoties through

entrepreneurship development.

Shaw (2011)analysed the entrepreneurs managing their emotionisg
business situations and how this has implicationtti@ir performance. And also
examined the interactional process in which emot@magement emerges and so
how entrepreneurs make sense of their situatiow, they make sense of what they

take into account and their external display of agged feelings.

Ssendi (2013)nade an attempt to understand the experiences dttidied
poor rural female entrepreneurs in the processndiertiaking micro-enterprise in
rural Tanzania and explores the process of undagadntrepreneurial activities in

rural settings.

Stenvall (2014) examined the relationship between social businest a
tourism in terms of social and economic empowernoér@dommunities, as well as

promoting grass roots level Arab-Israeli partngrsdmd coexistence. He found that
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the tourism as a catalyst for encouraging Israelnestic tourism as well as
international tourism to Arab communities, Which vadced cross-cultural

understanding and toleration in the purpose toweirds equity.

Tibon P. (2012)attempted to identify the needs of the Filipino yoas a
traveller by identifying factors, in terms of maews, that could affect the travel
choices of the students. The identified market ssgmamong the selected Filipino
youth market were based on motivation and actpégformances. The study seeks
to enhance the knowledge of tourism entreprenetirsregard to experience sought
by the Filipino youth when they travel.

Welmilla, Weerakkody and Ediriweera (2011)investigated the impact of
demographic factors of owners on small and mediwsingss development in
tourism in Sri Lanka. He found that there is atiefeship between demographic
factors and development of SMEs in tourism industrySri Lanka which is

evidential that among the relationships, all relaships were positive.

Woldenga (2012)examined how young entrepreneurs in high tech-afzat
frame strategic decisions and seeks to identify ddferent types of decisions or
situations affect the application of different tgpaf logics and explore how and why
these frames change over time if they do. He fothat a proactive logic for
creating and developing strategies dominated. Aed alentified that a relation
between the application of a specific logic andedént types of situations, such as
an uncertain market situation, and different typéslecisions , such as channel,

pricing, product portfolio and exit/entry decisions

Yang J., Ryan and Zhang (2014jocused on how outsider entrepreneurs
maintain harmonious guanxi with stakeholders egfigcihe government in an
ethnic minority area of less developed Western &hide found that outsider
entrepreneurs need to balance between standandiseedpy industry associations
and sound guanxi, between bureaucratic arrangemamis business practice,

between economic profit and lifestyle with in a gxiadominated society.
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Yang (2007) analysed the perceptions and objectives of the main
stakeholders like tourism entrepreneurs, tourigts/ernment and ethnic people
towards ethnic tourism in Xishungbanna. And alsentdy the main socio-cultural
issues in ethnic tourism that need to be addrezedigh more effective ethnic
tourism planning. He found that the production ammmmodification of ethnic
culture is often accompanied by tension among ewoaropolitical, and cultural

goals. Economic motives often outweigh other goalsourism development.\
2.4. Identification of the Research Gap

Thus, from the foregoing review of literature onufiem area, it is clear that
none of the studies and research works had madattampt to conduct a detailed
investigation on Tourism entrepreneurship in therganised sector in Kerala with
special reference to Hotels and Travel agencyhEurno attempt has been made to
study the services and facilities of Tourism enteepurship in the unorganised
sector and to identify the issues and challengdékesfe entrepreneurs. Moreover, no
attempts have been done to examine the initiatara$ support of government,
banks and Business associations to promote unaeghriiourism sector in Kerala
and the marketing strategies of Tourism entrepnenauthe unorganised sector.
Therefore, in this context, the present study isogel attempt undertaken by the
researcher to fill the gap.
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Chapter 3

Tourism Entrepreneurship in India - An Overview

The main theme of the present research work isaumi3m entrepreneurship
among unorganized sector in the state of Keralaackleit is quite relevant to
examine a theoretical frame work of Tourism indystr India in the unorganized

sector. The present chapter is an attempt in tresttbn.
3.1 Introduction

Wealthy people have always travelled to distantspaf the world to see
work of art, new cultures, great buildings, leaawrnanguages and to taste different
cuisines. Tourism is a service product. In Indiayfism is presently the third largest
export industry. Natural beauty, location and clenare the driving factors of the
development of the tourism sector. Tourism is atrument of cultural and socio-
economic development. It contributes to sustain&lbi@an resources development
in poverty alleviation, employment generation amyienmental regeneration in

remote and backward areas.

Tourism industry is a labour intensive industry lindia. It provides
employment opportunities both skilled and unskilledyenerates foreign exchange,
increases income, creates increased gross nafoodlict and also can stimulate

infrastructural development. Among the service stdas in India, Tourism is the
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most important industry. It has generated a nurobeconomic and social benefits.
For many developing countries, particularly the ¥ncauntry, they are mainly

dependent on tourism. The tourism offers a morabi source of income. The
factors such as larger paid holidays, shorter vimgyklays, population growth, need
for relief from tensions of modern life and increas general awareness among

people for travelling are some of the favourabt#des for the growth of tourism.

The tourism in India is one of the most importaatters in terms of its
contribution to the growth of the nation. Tourissna multi segment industry whose
products are consumed on the spot. It is an ingduwdth no clear boundaries. It is a
group of businesses that provide services andtfasifor consumption by tourists.
The economic approach looks at the effects of souron the economy of the
country. Tourism can make positive contributiortite economic development of a
region, but the economic effect is variable aepeaehds on the stage of development
and the structure of the respective national ecgn@® well as the growth rate and
the type and form of tourism. The environmentalrapph bring out the fact that for
the development of tourism it is important to studyat role the environment plays
and what aspects of the environment are to be takelo consideration while
developing the tourism sector of any country. Socidtural approach focuses on
the social effects of tourism on the population,ichreceives the tourists. The
behavior attitude of tourists can create mistrust dissatisfaction in the minds of
the local population. While planning for the deweteent of tourism, the local

people’s interest is a serious factor.
3.2  Tourism- The Concept

The term tourism and tourists were first used &siaf terms in 1973 by the
League of Nations. Tourism is a pleasure traveliaradrapidly growing industry. It
is both an industry and a response to a social.riesdthe practice of travelling for
pleasure, the business of providing tours and eesvifor tourists. Travel and
tourism is one of the world’s leading industriestenms of revenue generation. A
wide array of interests like religion, adventureltare, education, sports, health and

business drives can be achieved through tourismridia has been an effective
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instrument for generating employment, enhancingreninent, earning revenue and
foreign exchange, preserving culture and traditibourism provides stability in an
economy. The concept of Tourism has been statediffarent experts in different

ways and is shown in Table 3.1.

Table 3.1

Tourism Concept

Author Concept

Mcintosh and Tourism is the sum of phenomena and relationshipsg from the
Goldener interaction of tourists, business players, hostegoments and host
community in the process of attracting and hostimgse tourists
and other visitors.

Hermann Tourism is the sum total of operations, mainly of @onomic
Von nature, which directly relate to the entry, stayl anovement of
Schullard foreigners inside and outside a certain countty,ai a region.

Hunziker and Tourism as people who travel the sum of phenomend| a
Krapf relationships arising from the travel and stay ah-nesidents
insofar as they do not lead to permanent residemtk are not
connected with any earning activity.

Lanfa Tourism is a temporary movement of peoplddstinations outside
their normal work and subsistence, activities utadkemn during
their stay in those destinations and the facilitiesated to meet thejr
needs.

Mathieson Tourism is the sum of the phenomena and relatipssdwising from
and Wall the interaction of tourists, business suppliert lggvernments an
host communities in the process of attracting apdtihg these
tourists and other visitors.

|

3.3. Tourist- the Concept

Traveler is any person visiting a place for pleastior family reasons, for
leisure or for health for a period of at least 2uis but not more than one year.
Tourists are those persons who are travelling fomestic reasons, pleasure,
entertainment, leisure, health, convention andrn®ass purposegiccording to the
WTO, tourists are people who travel to and stayplaces outside their usual

environment for not more than one consecutive j@aleisure, business, and other
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purposes not related to the exercise of an actreityunerated from within the place

visited.
3.4  Characteristics of Tourism
As per WTO, the main characteristics of tourism are

. Tourism arises from a movement of people to andr tsiay in various

destinations.

. There are two elements in all forms of tourism: jtheney to the destination

and the stay including activities all the destioati

. The journey and the stay take place outside thalydace of residence and
work, so that tourism gives rise to activities, @rhare distinct from those of
the resident and the working population of the @sadhrough which the

tourist travels and in which they stay.

. The movement to destination is of temporary shemmntcharacter, with the
intention of returning to the usual environmenthivita few days, weeks or

months.

. Destinations are visited for purpose other thamtakp permanent residence

or employment.
3.5 Different Forms of Tourism

Tourism is of different forms. They are inboundriem, outbound tourism,
domestic tourism, national tourism, internal tomrisand international tourism.
Inbound tourism means visits to a country by nosidents of that country.
Outbound tourism means visits by the residents obantry to another country.
Domestic tourism is meant for the tourists beloggim their normal domicile or to
the areas in their own country and does not negddanumentation for travel. It
involves travelling by the residents of the givesuitry within their own country.
Internal tourism comprises domestic tourism anduma tourism (Kumar 2010).

National tourism comprises outbound and domesticigm. International tourism
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comprises inbound and outbound tourism. The diffieferms of tourism are shown
in Fig. 3.1.

|
k=2

Fig. 3.1 Different Forms of Tourism
3.6. Impacts of Tourism

Tourism has both the positive and negative imp&xsne the major

impacts are given below.

. Increases income.

. It is a labour intensive industry.

. Helps to increase GNP.

. Generates more foreign exchange.

. Can be built on existing infrastructure.
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Spreads development and helps to achieve divensggonomy.

Develops an infrastructure that will also help stiate local commerce and

industry.
Can be developed with local products and resources.

Tends to be one of the most compatible economi@ldpment activities

available to an area complementing other econonticites.
Has a high multiplier impact.

Increases governmental revenues.

Reinforces preservation of heritage and tradition.

Provide tourist and recreational facilities thatymiae used by a local

population.

Broadens educational and cultural horizons and ongs feelings of self

work.

Improves the quality of life related to a higherdeof income and improved

standards of living and promote a global community

Provides employment for artists, musicians and rotherforming artists
because of visitor interest in local culture, thgreenhancing the cultural

heritage.
Justifies environmental protection and improvement.
Promotes international understanding and peace.

Breakdown religious barriers, language barrierasslbarriers and racial

barriers.
Creates a favorable worldwide image for a destmati

Causes inflation.

71



. Develops excess demand for resources.

. Threatens family structure and creates misundedstgn

. Create social problem.

. Degrades the cultural environment.

. Creates conflict in the host society.

. Commercialize culture, religion and the arts.

. Create the difficulties of seasonality.

. Increases vulnerability to economic and politidaheges.

. Can result in unbalanced economic development.

. Contributes to disease, transportation problemseaodomic fluctuation.
. Degrades the natural physical environment and esqadllution.

3.7. Tourism Industry in India

Today, Tourism is a regular, organized and retegrpromising industry
having a flow of human contracts. Tourism has bex@mpopular global leisure
activity. Tourism industry includes transportatiservices and hospitality services.
A Transportation service consists of cruise shfudines, taxi cabs etc. Hospitality
services includes accommodations like hotels, tesord entertainment venues like
casinos, music venues, amusement parks, shoppitig, featres etc. Tourism
industry is recognized by the products which aruired to satisfy the demand for
travel, food, beverage and accommodation away frome. As an industry, tourism
has many components comprising the overall “trasgberience”. Along with
transportation, it includes food and beverage sesyi accommodation,

entertainment, shops, heritage tours, aesthetispacial events (Kumar, 2010).

As one of the world’s largest economic sectorgvél & Tourism creates

jobs, drives exports and generates prosperity ach@sworld. In our annual analysis
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of the global economic inact of Travel & Tourism, the sector account for420.of
global GDP and 313 million jobs, or 9.9% of totah@oyment in 2017. The ye
2017 was one of the strongest years of GDP growtla idecade with robu
consumer spending Worldwic

TOTAL CONMTRIBUTION OF
TRAYEL & TOURISM TO GDP
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Fig.3.2 Total Contribution of Travel and Tourismto GDP in India

Figure 3.2 shows that total contribution of Trawld Tourism to GDI
including wider effects from investment, inducedpawts and the supply chain w
9.4% of GDP in 2017. It is forecasted to rise b998.of GDP in 2028. Tot:
contribution of Travel anTourism to employment in India was 41,622,500 job
2017 i.e., 8.0% of total employment. It is foreeaisto rise by 8.4% of employme
in 2028. The contribution of travel and tourismetmployment in India is given i
Fig 3.3.
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Figure 3.3 Total contribution of Travel and Tourism to Employment in India

2028

1. Tourism Related Businesse

Tourism industry is a mixture of private and pubdigganizations that al
actively involved in the production, developmendamarketini of products ani
services that may provide the needs of to.. The major businesses related

Tourism are as given belo

. Travel and Tour Operatc
. Hotels

. Motels

. Backpacker’s Hoste

. Guest Houses
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. Bed and Breakfast

. Travel and Tour Agencies, Sub Agencies

. Guiding Services

. Traditional Cuisine- Restaurants, Cafes, Food §t@lutlets etc

. Transport and Transfer Services for Tourists- @ uships, Airlines, Taxi
Cabs etc

. Horse, Camel, Elephant riding

. Tourist Campsites/ Picnic Sites

. Houseboats

. Camping Equipment Hire

. Boat Station

. Traditional Bars

. Cultural Centers

. Dance and Theatre Groups

Tourism industry or tourism sector is the sum bbése industrial and
commercial activities producing goods and servighslly or mainly consumed by
foreign visitors or by domestic tourists. As a sevindustry, tourism has numerous
tangible and intangible elements. Major tangiblenetnts are accommodation,
transportation and other components of hospitaiitgustry. Major intangible
elements include relaxation, rest and the oppdstutdo meet new people and
experience other cultures, or simply to do somethdifferent and have an
adventure. The United Nations source identifiedesendustrial areas concerned

with tourism. These were,
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1. Government agencies concerned with tourism

2. Accommodation

3. Travel agents and Tour operators

4. Restaurants

5. Manufactures of handicrafts and souvenirs desidoedisitors and related
outlets

6. Passenger transport enterprises

7. Establishments providing facilities for recreati@md entertainment of
visitors

Technology plays an important role in the hospjtadnd tourism sector.
Information technology allows streamlined and fastemmunication between
tourism businesses and travelers. Both businesstramdl customers can benefit
from advances in reservation, communication, gusstvice systems etc.
Technology eliminates the need for multiple enygtems and reduces the need to
file large amounts of paperwork. Technology helpsegsier storage, save time,

improved sharing of information and automation.

India’s tourism and hospitality industry has eneefgas one of the key
sectors driving the country’s economy. Growth idi#is travel and tourism industry
is the second fastest worldwide. India being ricmatural and cultural heritage is
likely to experience its share in global tourismaviel and tourism industry in India
is marked by government presence. Each state tvagism corporation, which runs
a chain of rest houses or hotels and operates gacksurs and the central

government runs the ITDC.

In India 10.4 million foreign tourists visited the year 2017. It witnessed 14
percentage increases over the previous year. Fugilel million Non residents of

India and 15.54 million international tourists aed in the same year. The Table 3.2
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shows that the details of arrival of foreign totgjsNon residents of India ai
International tourists during the year 2- 2018 (till June).

Table 3.2

Inbound Tourism: Arrivals of Foreign Tourists,
Non Residents of Indians andnternational Tourists 2000-2018 (till June

R ER T 79

Source: Ministry of Tourism, Government of India

In 2017, India earned Foreign exchange to the tinRs. 177874 crore
from tourism, which is 15.4 percentage change olerprevious year. Table3
shows the foreign exchange earnings from tourism inarturing 200-2018 (till

June).
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Table 3.3

Foreign Exchange Earning, in Rs. crore
from Tourism in India 2000-2018 (till June)

T T S i rrer
Source: Ministry of Tourism, Government of India

2. Different Types of Tourism in India

The ministry of Tourism and Culture, Governmentrafia recently launche
a campaign called ‘Incredible India’ in order tacearage different types of touris
in India. Following are the various types of toarig India

A. Adventure Tourism

Adventure tourism is a type of tourism involving\el in adventurous spol
or rugged regions such as mountaineering and atigabiarious kinds of adventur
on air and water can be enjoyed in India. The varikinds of adventure tourism

India are;
> Manali, Shimla, Nainital and Mussoorie: Ski
> Bikaner, Jaisalmer and Jodhpur: Camel s
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> Badami, Manori rocks, Kabbal and Kanheri caves:kRuienbing
> Ganga, Bhagirathi rivers and Alaknanda: Rafting/mte water

> Garhwal, Jammu and Kashmie, Himachal Pradesh: Namewring
> Para-guiding and

> Trekking

B. Agri - tourism

Agri - tourism is farm based tourism for helping soipport the local
agricultural economy. It involves any agricultuyalbased activity that brings
visitors to a farm and that includes a wide varietactivities like feeding animals,

picking fruits, staying on the farm etc.
C. Cultural Tourism

Cultural tourism is visiting historical or intetexy cites and experiencing
their cultural heritages. Cultural tourism in ladincludes various cultures in
festive, dance, architectures, music, traditionstems, food and languages. The

most popular states in India for cultural tourisre;a
> Kerala: Mohiniyattam, Kathak, Kathakali dance forms
> Tamil Nadu: Maravadi, Jallikattu, dance festivaCatidambaram

> Utter Pradesh: Mathura, Taj Mahal

> Uttarakhand: Temples in Kumaon and Garhwal
> Rajasthan: Marwar festival, Camel festival, Push&atival
C. Eco-tourism

Eco-tourism is a tourism which has minimal impaetthe environment such
as rainforests, safaris, national parks and hikitigces such as Himalayam region,
Kerala, north-east India, Lakshadweep Islands amdafman and Nicobar Island are
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some destinations in India where tourists can @pgie in eco-tourism related

activities. The major national parks in India faoeourism are;
> Utter Pradesh: Corbett national park

> Madhya Pradesh: Kanha national park

> Guijarat: Gir national park

> Madhya Pradesh: Bandhavgarh national park

> Rajasthan: Ranthambore national park.

D. Health Tourism

India is one of the popular health tourist destoret. With Ayurveda, yoga,
allopathy, meditation and other systems of medg;itedia offers a unique basket of

services to tourists.
E. Heritage Tourism

Heritage tourism is concerned with historicalrtustrial cities. The most

popular heritage tourism destinations in India are

> Maharashtra: Ellora-Ajatha

> Agra: Taj Mahal

> Tamil Nadu: Mahabalipuram cave temple, Madurai Méshi temple
> Rajasthan: Mandawa castle

> Madhya Pradesh: Khajuraho temple

> Utter Pradesh: Lucknow

> Delhi: Juma masjid, Tughlagabad fort, Humayun’stiom
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F. Spiritual Tourism

The Eastern part of the world is considered tedry spiritual with many of
the new age Gurus and their hermitages. This gigesto another form of tourism

product called spiritual tourism.
G. Wildlife Tourism

India has a rich forest cover which has some bieduaind exotic species of
wildlife-some of which that are endangered and varg. This has boosted wildlife

tourism in India. Most popular wildlife tourism demtions in India are
> Keoladeo Ghana national park

> Sariska wildlife sanctuary

> Jin Corbett national park

H. Pilgrimage Tourism

India is famous for its temples, churches, mosquiess type of tourism is
one of the most rapidly growing sector in the Copnthe most popular pilgrimage

tourism destinations in India are;
> Himachal: Vaishno Devi
> Andhra Pradesh: Tirupathi
> Kerala: Sabarimala
> Golden temple
> Char Dham
> Mathura Vrindavan
l. Responsible Tourism in India
India has an abundant scope to emerge as a résigotasirism destination.

To develop India as a responsible tourism destinatiiRT works in collaboration
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with the Government, local communities and privagetor. Some of the successful

responsible tourism projects of India are;

> Kerala: Anakkara Spice tourism village in Idukki
> Sunderban: Sunderban jungle camp

> Samtha Plateau: Awake and shine

J. Business Tourism

Business tourism means travel for business purg@sgness Tourism can
be divided into three sections ;( a) Training faods to be resold on a wholesale
basis (b) Conduct business transaction e.g. wsdirclient, contract negotiation (c)
Attending a conference, exhibition or event asgediavith their business.

Since the research is concentrated on the unag@diourism sector in the
state of Kerala, it is highly relevant to examindréef profile of the same with

reference to Kerala. That has been attempted ifotlosving pages.
3.8.  Tourism in Kerala

Kerala the state on the south west coast of lheéssnuggled between the
Western Ghats in the east and Arabian Sea on its. Werala’s unique cultural
characteristics are reflected in its architectutance, music, language spoken,
festive, traditional beliefs, customs and food¥efala. Kerala is one of the India’s
largest developed tourism destinations. Keralaickmamed as one of the “10
paradise of the world”. Kerala is famous especitdlyits Ecotourism initiatives. Its
unique culture and traditions, coupled with it edridemography, has made it one of
the most popular tourist destinations in India.

Popular attractions in the State include the besdt Kovalam, Kappad,
Muzhappilangad, Cherai and Varkala; the hill staioof Munnar, Thekkady,
Nelliampathi, Ponmudi and Wayanad; Forts like trekd@ Fort in Kanhangad and
St.Angelo’s Fort in Kannur and the National Parkd\bldlife Sancturies at Periyar

and Eravikulam. The Backwaters region, an extensiggvork of interlocking
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rivers, lakes and canals that centre on Alleppayn&rakom, and Punnamada also
witness heavy tourist traffic. Heritage sites, sastHill Palace, Mattanchery Palace
are famous. Cities such as Kochi, Kozhikode, Thrissxd Trivandrum are popular

centres for shopping. The Grand Kerala ShoppindiveegGKSF) claimed to be

Asia’s largest shopping festival was started in ylear 2007. Since then, it has
become an annual shopping event being conductie iDecember-January period.
The state’s tourism agenda promotes ecologicaliyagued tourism, which focuses
on the local culture, wilderness adventures, va@enng and personal growth of the

local population (Manoram, 2014).

Today, Kerala is the most acclaimed tourist desitbn in India with its
distinctive God’s own country branding. Tourismagnsidered to be the biggest
contributor to the growth of service sector in KHaraKerala’'s principal tourism

products can be classified into six categoriesyTdre
(2) Cultural/ Heritage/ Religious sites and events
(2) Beaches

3) Hill stations

4) Backwaters

(5) Ayurveda

(6) Wildlife sanctuary

The major components of tourism industry in Keral® identified as
transportation, restaurants, travel agency, accaatian, ecotourism house boats,

health and tourist shopping.
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Table 3.4

District wise Foreign and Domestic Tourist Arrivalsin Kerala (2017

Sl. No. | District Foreign Domestic
1 ALAPPUZHA 75037 433456
2 ERNAKULAM 453973 3285088
3 IDUKKI 42285 1090086
4 KANNUR 5123 695655
5 KASARAGOD 1115 263459
6 KOLLAM 6227 381829
7 KOTTAYAM 32350 468593
g KOZHIKODE 13106 932345
9 MALAPPURAM 18451 520832

10 PALAKKAD 1711 474180
11 PATHANAMTHITTA 2003 164494
12 THIRUVANANTHAPURAM 420719 2505333
13 THRISSUR 10775 2642546
14 WAYANAD 8995 815624
TOTAL 1091870 14673520

Source: Department of Tourism, Government of Kerala

Table 3.4shows that the district wise domestic and foreayrist arrivals ir
Kerala in 2017. The district of Ernakulam ranks fingt in terms of the number «
foreign tourists and domestic tourists arrived 12 The district of Palakke
occupied the lowestank in the case of foreign tourists arrived. $amhy, the

Pathanamthitta district ranks lowest in terms ahdstic tourists arrived in 201
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Table 3.5

Trends in Domestic and Foreign Tourist Arrivals during the Last 10 Year:

DOMESTIC % Vanation FOREIGN % Vamation
YEAR over previous oVer previous
year year
2008 591250 1428 593929 1611
2009 913637 425 557258 -5.96
2010 8595075 8.61 659265 18.31
2011 9381455 9.15 7329385 11.18
2012 10076854 741 793696 828
2013 10857811 1.5 853143 8.12
2014 11695411 7.1 923366 760
2015 12465571 659 977479 586
2016 13172535 567 1038419 623
2017 14673520 11.39 1091870 515

Source: Official Records of Department of Tourism, Govt. of Kerala.

Table 3.5shows that the foreign Tourist arrival to Keralaidg the yeal
2017 is 10,91,878howing an increase 5.15%over the previous year’s figure
10,38,419.Domestic Tourist arrival to Kerala during the ye&7 is1,46,73,520
showing an increase @fL..39 % over the last year's figurk, 31,72,53.

Foreign exchange earnings for the year 2017Rs.8392.11 crori showing
an increase 08B.29 % over the figures of year 201Bs 7749.51 Cror. Total
Revenue (direct & indirect) from Tourism during Z0is Rs 33383.68 Crore
showing an increase (12.56 %over previous year’s figur®s 29658.56 Crore

Table 3.6presents the earnings from Tourism during lasyears.
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Table 3.6

Earnings from Tourism in Kerala

Total Revenue
Foreign Exchange generated from
Year Earnings % Vanation over Toussm % Variation over
revious year : : S
(Rs. in Crores) P ¥ (Dhrect & Indirect) previous year
(Rs. In Crores)
2008 3066 52 16.11 13130.00 14.84
2009 285316 -6.96 13231.00 077
2010 397 3T 33.09 17348.00 31.12
2011 422199 11.18 19037.00 9.74
2012 457169 823 20430.00 T332
2013 556077 2163 22926 55 1222
2014 6398.93 16507 2488544 8.54
2015 694988 8.61 26689.63 7.25
2016 774951 11.51 29658.56 1.12
2017 839211 829 3335368 1256

Source: Office Records, Department of Tourism, Government of Kerala

3.9  Tourism Entrepreneurship

Tourism entrepreneurship is a key driver of ecomomowth and jol
creation. Entrepreneurship is considered as aaritactor in tourism developmel
both regionally and globally. Tourism entreprenéigshas been recognized as
basic way to providestrategic support for maintaining business develaq
especially in rural area(Koh & Haltten, 2014).

Tourism industry is a diverse group of businesseduding lodging an
accommodations, travel services, transportices, food and restaurant services
The tourism sector is a coming together of varisuppliers of services to off
people a complete tourist experience. Hotel Ingusiravel agency and Tol
operators play a vital role in the promotion ofriem. Today, the travel and touris
industry is one of the biggest and most dynamicistiges in the world. The maj
investment opportunities in the area of tourismgaven below
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Table 3.7

Tourism Investment Opportunities in Kerala

S| Tourism Investment Opportunities
No. Attractions PP

1 | Accommodation Hotels, resorts, bed & breakfasgsf houses, home
stays, camping facilities, caravans, heritage homes
house boats, etc.

2 | Travel and Tours Travel agencies, tour operatdosirist taxi and
transport operators.

3 | Transportation Operation of aircrafts, luxury do@s and cars, boats,
steamers, etc

4 | MICE Facilities Meeting hubs, convention centras backwaters
beach hill resorts, trade fairs, event organizeis,

5 | HRD Institutions Manpower training centres, guittaining centres,
management training institutes, etc

6 | Souvenir Shops Handicraft shops, souvenir shefimic boutiques,
traditional jewellery centres, manufacturing units.

7 | Information Information kiosks, guide agencies, publishing | of

Facilitation maps, guides, etc.

8 | Science Tourism Planetariums, Science & Techryologseums, theme
show theatres, 3D motion stimulators, 4-screen
multiplex, amphitheatre, etc.

9 | Film Shoot Production houses, location scout teams, ljght

Facilitation equipments, Unit/ production vans, crew/ man power
agencies.

10 | Way side Amenity | Restaurants, motels, pay-and-use toilets, snack Jar

Centres utility shops

11 | Wellness Centres Ayurveda centres, wellness , spe=slth clubs
treatment centres, exclusive packages, etc.

12 | Beach side Waterskiing, surfing, snowboarding, canoeing,

Entertainment yachting, diving, underwater aquarium, recreational
boat industry, sea food restaurant etc.

13 | Backwater Backwater cruises, resorts, floating restaurgnts,

Amenities floating cottages, water sport facilities like skjj

speed boats, yacht & cruisers, recreational faasl

like angling and fishing
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Sl Tourism Investment Opportunities

No. Attractions
14 | Hill Station Herbal gardens, plantation tours, tree houses, |golf
Facilities courses, angling, cycling, boating, paraglidingckro
climbing, recreational facilities like rope waydia
cars.

15 | Jungle Attractions Environmental friendly accooatation, tree houses,
multi cuisine, restaurants, plantation tours, Wiiiel
safaris, spice tours, boat cruises, elephant safaird
watching, etc.

Source: Tourism Investment Opportunities, Department of Tourism (2009)

3.9.1. Form of Business of Tourism Enterprises irhe Unorganized Sector

In Kerala Tourism business operate in four forrherganization. These are

explained below.
1. Partnership Business

A partnership business is a non incorporated legsithat is formed between

two or more people. Each partner is jointly liafuethe debt of the partnership.
2. Family Business

Family business is a business that is owned obsumembers of a single
family. It is a commercial organization in whichoi@ons are influenced by multiple

generation of a family.
3. Proprietorship Business

A proprietorship business is a business owned @retated by a single
individual and in which there is no legal distictibetween the owner and business
entity.

4. Private Limited Business

A private limited business is a type of privateld small business entity, in
which owner liability is limited to their sharesnd it becomes an independent legal

structure when it incorporates.
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3.9.2 Mode of Operation of Tourism Enterprises

In the State in unorganised sector Tourism induspgrates in four modes

according to its operation style.
1. Independent Ownership

These businesses are on ownership basis and dmawetany affiliation or
contract through any other property. They do natehany tie up with any other

organization with regards procedures, policiesfarahcial obligation.
2. Chain Ownership

These types of enterprises that administrates ¢gir@unique management
and number of enterprises located in different ar@hey can be total or partial

owners of the enterprise and manage their admaistr, promotion and marketing.
3. Franchise

It is the authorization given by a company to aeottompany or individual
to sell its unique products and services and usdréide mark according to the
guideline given by former, for a specific periodtiohie and a specific place, utilizing

the brand name, image and goodwill for a certagn fe
4, Network

Network means enterprises that establish a mytbaheficial relationship

with other business people and potential clientsustomers.

3.9.3. Initiatives and Support of Government, Bank ad Business

Associations for Tourism Entrepreneurs

Travel and Tourism in India is marked by consit&agovernment
initiatives and presence. Each state has a towgporation which runs a chain of
hotels, restaurants, rest houses and operatesgeatias. The central government
runs India Tourism Development Corporation (ITDCpday most of the state
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tourism agencies serve merely as a catalyst odowaior for tourism development,

supporting initiatives of private tourism industry.

The Ministry of Tourism, Government of India impients a number of

schemes for Indian entrepreneurs working in theigousector. The following are

the prominent schemes of Central Government forttheism entrepreneurship

development.

Table 3.8

Various Central

Government Schemes

of Entrepreneurship Development in Tourism

Schemes Objective
Capacity  building for serviceScheme capacity building for service
providers providers or institutes

Hotel Accommodation

Scheme for hotel accommodation

Creating employee skills

Training programme in pieuith the army
to create employable skills

Marketing development assistance

Scheme for marketidevelopmen
assistance for hoteliers, travel agents, f{
operators etc

t
our

Motels accommodation

Scheme for motels accommauatiotel
and restaurant approval

Publicity and marketing

Scheme of publicity and ke#éing posters
brochures and banners

Rahul Sankrityayan Paryatan
Puraskar Yojana

Schemes for Indian author in Hindi
Indian tourism

Refresher courses for regional le
guides

&cheme for refresher courses for regig
level guides training

nal

Stand alone restaurants

Approval of restaurants ¢osure

standardized world class services

Tented accommodation

Voluntary scheme for projpgrr@aval and
classification of tented accommodation

Timeshare resorts

Voluntary scheme for star classion of

3 star

fully operational TSR in categories-5,4 and

Travel trade

E recognition for travel trade sery

ice

providers
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The state of Kerala is one of India’s largest d@yed tourism destinations.
The major components of tourism industry in Kerate identified as hotel and
restaurant, transportation, travel agency and tmarating companies, houseboat,
health, ecotourism and tourist shopping. In Kerdlepartment of Tourism,
Government of Kerala is the nodal agency promotimgrism-related activities
within the state. The Government’s policy is torpate tourism in a big way since
Kerala has the potential to attract people fromoakr the world. Tourism has
emerged as a more powerful catalyst for economieldpment of the State.

Kerala is one of the earliest states in Indianaacunce industry status for
tourism in 1986 and announce various incentivessamdidies to attract investment.
These early 14 Hill station facilities, Herbal gand, plantation tours, tree houses,
golf courses, angling, cycling, boating, paraglgiimock climbing, recreational
facilities like rope ways/cable cars. 15 Jungleaattons Environmental friendly
accommodation, tree houses, multi cuisine restésirgotantation tours, wild life
safaris, spice tours, boat cruises, elephant sataird watching, etc. 79 efforts were
aimed at creating the investment friendly atmosplier tourism in the state needed
for the industry to grow. This increased the inge=tt opportunities for potential
investors. Main lending institutions in Kerala likéerala Financial Corporation
(KFC), Tourism Financial Corporation of India (THGInd Kerala State Industrial
Development Corporation (KSIDC) play an importaolerin funding the tourism
projects. State also adopted many proactive meadorestimulate investment in
tourism industry like a system for fast track chare of tourism projects, subsidies,
technical guidance, marketing assistance and stppavailing loans (Kokkranikal
and Brum, 2002).

The major initiatives taken by the government efda for the promotion of

tourism in Kerala are given below.

. Providing incentives to private sector.
. Sufficient allocation of funds in the State budget.
. Formation of Kerala Travel Mart (KTM)
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. Appointing professional promotional agencies.

. Participating in all the major international events

. Conducting several road-shows at national andnatemal levels.

. Creation of attractive and dynamic website

. Giving training to travel agents/tour operatorsdgs and taxi drivers.
. Coordinating various agencies functioning in thenpotion of tourism.
. Certification of tourism products.

. Formation of well-planned tourism information cestr

. Giving stress on environment protection

. Providing basic amenities at tourist places

Government of Kerala has taken several initiatif@s attracting tourism
entrepreneurs among unorganized sector in the atatehas succeeded in getting
several awards and other recognitions for being ohethe leading tourism
destinations in Kerala. The state financial instos provide various avenues for
unorganized sectors in tourism industry. KeralateStmdustrial Development
Corporation offers a wide range of promotional suppservices including
preparation of feasibility reports, technology amdnpower resources, providing
funds and project management support. It provigdemte to unorganized sectors in
tourism industry. Kerala Financial Corporations héo formulated short term and
long term loans for the new and existing organaregiin unorganized sector. KFC
offers schemes for tourism. There are special sekdor hotels, resorts, convention
centres, fairs and exhibitions, acquisition of 8xgs hotel or tourist resorts and take
over bank credit are included in it. There are sud®for modernization, expansion,
diversification, take over loan facilities for egpreneurs of tourism especially

unorganized sector. Government through varioustirmisins provides support for
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tourism entrepreneurs among unorganized sectoesiadly hotel entrepreneurs and

travel agency owners.

3.10 Kerala’'s Tourism Vision 2025

The Kerala Government has recently adopted the ri$iouvision 2025’,

which sets the road map for long term tourism pilagnm the state.

Objectives of Kerala Tourism vision 2025

>

>

To make tourism Kerala’s core competency sector
To generate employment and enhance productivity

To promote and market Kerala tourism products &bnal and international

level there by making Kerala a premier global tenmi

To define and endorse the role of the Governmeat Gtalyst facilitator for

the growth of tourism industry

To rationalize tourism related legislations andges$ of the Government so

that it is tourism friendly and promotes tourisnogth

To create awareness and tourism consciousness dimopgople in general
and among the taxi drivers, policemen, bus condscporters, customs and
emigration officers, and others with whom tourigtgeract there by
removing prejudices and misconceptions and to mikkeala society a

tourism friendly society.

To develop and improve roads, drinking water supelgctricity and power
supply, sewage and sanitation systems, signageissgort systems like

road, rail, sea, inland water and air for seletbvedist centers

To promote sustainable and eco friendly tourisnthie state based on the

carrying capacity of the destinations

To conserve and preserve the art, culture anddgerivf the state
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To develop and promote new innovative tourism pobtelulesser-known

destinations, art forms, cruises, monuments andibifts
To identify conserve and preserve special tourienmes

To develop and promote KITTS, KIHMS, and IHMCT m institutions par
excellence in India and regulate the syllabi armihing facilities of other
institutions to maintain the quality standards

To involve PRIs and NGOs in the development of issarinfrastructure and

tourism awareness

3.11. Tourism Marketing Strategies

Strategies are the means or the game plan by venighprise mission is put

in to practice and objectives achieved. In the Boorbusiness, the need and

significance of marketing strategy arises on actofifollowing factors.

v

v

To identify ideal customer

To identify target to achieve from marketing effort

To articulate what sets needed apart from compstito
To have an action plan to achieve the goals anectigs
To better understand the market place

To help to focus on the most important tactics

To measure ROI

3.11.1 Classification of Business Strategy

When talking about types of strategies, it is amampossible not

mentioning Porter’'s and Ansoff's approach. MichBelter (1985) determines three

major types of generic business strategies: castelship, differentiation and focus.

The focus strategy on the other hand can be diffexteon focus and cost focus. The

generic strategies as they are presented by Rogehown below.
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Fig. 3.4 Porter’s generic strategies
1. CostLeadership Strateg)

The main idea behind the cost leadership stratedjyel ability of companie
to produce with lower costs compared to their camgrs. The basis on whic
companies can manage to produce with lower costsveay depending on tt
industry and the capabilities of the company itselbrfithis point of view the usag
of economies of scale, access to raw material@awer cost, technology are some
the factors that can enable the company to impléthencost focus strateg

2. Differentiation Strategy

According to the differentiation strategy, the camp tries to differentiat
itself from its competitors. The points of diffetetion include the characteristics
the product, the capacities of the company to ntate product, thicapacities of

the company to distribute the product to its cusimn
3. Focus Strategy

The main idea behind the focus strategy is the emypnarrowing it
competitive scope. In other words the company shalgtermine specific mark
niches in which it igyoing to compete and be better than other compantbs that
market niche. From this point of view cost focusl aifferentiation focus would k

the two main approaches for the comps
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Each generic strategy is fundamentally differerprapch for creating and
sustaining a competitive advantage, combining ype bf competitive advantage a
firm seeks and the scope of its strategic targstidlly, a firm has to make a choice
among them, or it will become stuck in the middl&e benefits of optimizing a
firm’s strategy for a particular target segmentc(f®) cannot be gained if a firm is
simultaneously serving a broad range of segmentsst (deadership or
differentiation). Sometimes a firm may be able teate two largely separate
business units with the same corporate entity, @attha different generic strategy
(Porter, 1985, pp. 17).

Evans, Campbell and Stonehouse (2003), determassilplities for the
implementation of Porter’s generic strategies avet and tourism. That is displayed
in Table 3.9.

Table 3.9

Implementing Porter’s generic strategies in travelnd tourism

Strategy Implementation

1. Cost reduction through adoption of product desifjeampetitive
firms.

2. Using of less expensive resource inputs.

3. Production of products by eliminating unnecessagtures and
thereby reducing labour costs and increasing lapmductivity.

4. Securing of economies of scale through high volsaies.

Cost ) 5. Adoption of Large scale buying and enjoy discoufus bulk
Leadership buying of resource inputs such as accommodatidransportation
requirements.

6. Locating activities in areas where costs are lowawernment help
and support are available.

7. Following of the operation system of experiencethdi to reduce
the costs.

8. Standardization of products or resource inputs.

1. Creation of better products superior to that of petitors in terms
Differentiation of design, technology, performance etc.

2. Offering of superior level of service.
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Strategy Implementation

3. Following of superior distribution channels.

»

Creation of strong brand name through design, iaion and
advertising

Superior product promotion.

Focusing on a particular group of buyers.

Specializing in particular geographic destinations.

Focus
Catering for the benefits required by a particgi@up of buyers.

Pl M= O

Resort destinations targeting particular marketrsgsgs.

3.12. Functioning of Tourism Industry in Kerala

The tourism industry in the State functions in t®extors namely organized
or formal sector and unorganized or informal secite institutions functioning in

the tourism sector are shown in Fig. 3. 5.
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3.12.1 Organized Sector of Tourism

The sector which is registered with the governmsrtalled an organized
sector. In this sector, people get assured workthedmployment terms are fixed
and regular. A number of Acts apply to the entsgsj schools and hospitals
covered under the organized sector. Entry intootiganized sector is very difficult
as proper registration of the entity is requirete Bector is regulated and taxed by
the government. There are some benefits providedet@mployees working under
organized sector like job security, various alloeesrand perquisites. They get a
fixed monthly payment, working hours and hike olasgaat regular intervals. A

brief of the various organizations in tourism inolysn Kerala is as follows;
1. District Tourism Promotion Council (DTPC)

District Tourism Promotion Council is a governingdy and the chairman of
this body is the District collector and the membearslude tourist experts and
officers that are selected by the government. TH@® councils have been formed
with the purpose of fully utilizing the tourism pottial of the state through sustained
efforts and by coordinating various government d@pents, voluntary agencies and
other interested in travel and tourism. DTPC previdformation such as easiest
route to a particular place and other such detBil®?C’s are there is every district
and so it is to get information of a place in atipatar district from the DTPC in that
district. They also conduct tours.

2. Department of Tourism (DOT), Government of Kerala

Department of Tourism is a major government migisinder Kerala
government. It is prime regulatory agency that wwavs and supervises entire
tourism activities of the state. It is considersedralependent department and a field
agency. The department is headed by minister, stggpby a principal secretary.
The department has a director and two additionedctbrs. There is a council
consisting of key tourist players and governmericiads, which advises the

government.
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3. Kerala Tourism Development Corporation (KTDC)

The Kerala Tourism Development Corporation (KTD€)a public sector
undertaking that conducts and regulates the touastivities in the Indian state of
Kerala. The agency also operates resorts, hotalst@umrist rest houses in key
locations in the state. Its official slogan is “@©fé&l host to God’s own country”.
KTDC owns more than forty properties ranging froeritage five star resorts to
budget accommodation, managed under five branketel category and two in non
hotel hospitality category. Following are the ligif hotels, resorts and
accommodation under KTDC,;

Table 3.10

List of KTDC Hotels, Resorts and Accommodation

KTDC Hotels District
Hotel Chaithram Thiruvananthapuram
Hotel Garden House Palakkad
KTDC Golden Peak Thiruvananthapuram
Ktdc Nandanam Hotel Thrissur
Ktdc Pepper Grove Hotel Wayanad
Periyar House ldukky
Suvasam Lake Resort Eranakulam
Hotel Samudra Thiruvananthapuram
Water Scapes Resort Kottayam
Tea Country ldukky
Bolgatty Palace Hotel Eranakulam
Aranya Nivas ldukky
Malbar Mansion Kozhikode
Lake Palace ldukky
Hotel Mascot Thiruvananthapuram
Thanneermukkom Ayurvedic Lake Resort Alappuzha
Motel Aaram Alappuzha
Motel Aaram Kozhikode
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KTDC Hotels District
Motel Aaram Erumayoor Palakkad
Motel Aaram Vaikkom Kottayam
Beakl Beach Camp Kasargod
Tamarind Easy Hotel Neyyar Thiruvananthapuram
Tamarind Easy Hotel Kalady Eranakulam
Tamarind Easy Hotel Mannarkkad Palakkad
KTDC Yatri Nivas Peerumedu Idukky
Ktdc Yatri Nivas Kannur
Motel Aaram Palaruvi Kollam
Motel Aaram Kuttipuram Malappuram
Motel Aaram Punalur Kollam
KTDC Tamarind Easy Hotel Kollam
KTDC Tamarind Hotel Thirunnelly Wayanad
KTDC Tamarind Easy Hotel Thrissur
KTDC Tamarind Easy Hotel Parassinikadavu Kannur
Tamarind Hotel Nilambur Malappuram
Tamarind Hotel Alappuzha
Mangalya Accommodation Thrissur

Source; Office Records of KTDC

4, Tourist Resorts Kerala Limited (TRKL)

Tourist Resorts Kerala Limited is the agency fourism investment
promotion and infrastructure development in Keral&KL is working towards
creating various investments, development and eestip models to catalyze
growth in the tourism sector. Further, in view @bddening its area of operation,
Government of Kerala decided to restructure TRKL HKerala Tourism

Infrastructure and Investment Company Limited.
5. Tourist Information Centre (TIC)

Kerala tourism operates information centersvamious Indian states. Tourist

visiting Kerala can contact information centersdimning in all districts and major
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destinations. TIC provides information on the aseatractions, maps, lodging and

other items relevant to tourism to the visitors.
6. Bekal Resorts Development Corporation (BRDC)

Bekal Resorts Development Corporation is a priestgyproject in Kerala. It
was formed for the implementation of Bekal Tourigmoject. BRDC provide
support and assistance for almost all the new vesthappening in and around
Bekal. BRDC focuses on planned, environment frigrathd ecologically viable

methods of development.
7. Kerala Institute of Tourism and Travel Studies (KITTS)

Kerala Institute of Tourism and Travel Studieghe autonomous institute
under the Department of Tourism, Government of kecatering to the needs of the
global tourism industry. KITTS provide quality edtional service and training
programmes to develop professional and competesbpeel for travel, tourism and
hospitality industry taking in to account the prasand futuristic requirement of the

tourism sector.
8. State Institute Hospitality Management (SIHM)

State Institute Hospitality Management is a joiahture by the Ministry of
Tourism, Government of India and Government of kers committed to the

pursuit of excellence in hospitality education.
9. Department of Forest and Wildlife Kerala (DFW)

Department of Forest and Wildlife is a law enfonemt agency for the state
of Kerala. The department concerns on the entityhef human beings with the
survival of each species in its habitant.

10. Kerala State Cooperative Tourism Federation Limited(TFED)

Kerala State Cooperative Tourism Federation Lidhitess a Kerala
Government owned agency under cooperation depattaffst low cost, value for

money tour packages in Kerala. It include Kerakmibnd tour packages, Kerala
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platinum tour packages, Kerala gold tour packa¢fesala silver tour packages,
Malabar maharaja tour packages, honeymoon packdmgeseboat cruises, eco

tours, traditional ayurvedic health treatment etc.
3.12.2 Unorganized Sector Tourism

The unorganized sector is one that is not incotpdravith the government
and thus, no rules are required to be followeds Baictor comprises of small scale
units or enterprises are not registered with theegament.The sector which is not
registered with the government and whose termsrgil@yment are not fixed and
regular is considered as unorganized sector. ;mgbctor, no government rules and
regulations are followed. Entry to such sectorugegeasy as it does not require any
affiliation or registration. The government doeg regulate the unorganized sector
and hence taxes are not levied. This sector inslidese small size enterprises,
workshops where there are low skill and unprodecewnployment. The working
hours of workers are not fixed. Moreover, sometithey have to work on Sundays
and holidays. They get daily wages for their wavkjch is comparatively less than

the pay prescribed by the government.

Unorganized sector constitutes a pivotal part efltidian economy in terms
of employment and its contribution to the GDP, sgsiand capital formation. More
than 90 percent of workforce is in unorganized@eahd nearly 50 percent of GDP
are accounted from the sector. A high proportionecbnomically and socially
weaker sections of society are engaged in thenmdbeconomic activities in India
and Kerala. The National Commission for Enterpriseshe Unorganized Sector
(NCEUS) has been set up as an advisory body amdatahdog for the informal
sector to bring about improvement in the poaivity of these enterprises for
generation of large scale employment opportesiton a sustainable basis,
particularly in the informal/unorganized sectdhe unorganized sectors play a

very crucial role in development of tourism indystr

Following are the various business groups in uaoied sector of the

tourism industry.
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1. Tour Operators

A tour operator controls, books and devises thelevitrip. Tour operators
are the holiday companies assemble the differem$ pf a holiday, by dealing with
hotels and other accommodation providers, airlim@®ch companies and other
travel service companies. They put together alldifferent components that make

up a holiday and sell them as packages to the ooersu
2. Hotels

Hotels are an important component of the tourisodpct. They contribute
to the overall tourism experience through the sheasl of facilities and services

offered by them.
3. Travel Agencies/ Travel Agents

Travel agents are the business groups who selflaysl and other travel
products to wide range of customers. Tourism isassfble without travel agencies.
Travel agencies have linkage with hospitality ses;taransportation sectors and

other service providers.
4. Resorts

Resort is a place providing recreation and entertant especially to
vacationers. Resorts can be classified into diffietgpes such as luxury resorts,
beach resorts, island resorts, golf resorts, lakerts, ski resorts, mountain resorts,

spa resorts, tropical resorts, fishing resortsteadsm resorts etc.
5. Home stays

Home stays offer all types of travelers an alteveaand affordable place for
stay. Home stays allows the tourist to rent a rasrthe whole house from a local

family in the visiting country.
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6. Houseboats

A houseboat is a boat that are designed or mddifidoe used primarily as a
home. It is a unique transformation of a simpleocsmt of boats on water. House
boats were an important mode of transportatioroestal Kerala just because of its

accessibility to the remote areas.
7. Local Taxi

In Kerala local taxi arranges a properly planned axecuted tourist taxi
packages to explore the most wanted tourist deégtisain the God’s own country.

Kerala tourist taxi is one of the leading taxi aers in Kerala.
3.12.3 Other Sectors of Tourism

A good number of organizations have been set upramote the tourism
industry. Following are the various organizatiomsmdtioning to encourage and

support tourism industry.
1. Tourism Professional Club (TPC)

The Tourism Professional Club is a nonprofit mersbgp based
organization that provides up to date market iiggetice and privileged services to
corporate and individual members that contributéhtodevelopment of the Kerala

travel and tourism market both inbound and outbound
2. URAVU

URAVU is a non government organization that airndeveloping programs
for sustainable employment and income generationra areas. It is a wing of the

State Bamboo Mission formed under the Developmehtdustries in 1996.
3. Federation of Hotel and Restaurant Association ofidia (FHRAI)

Federation of Hotel and Restaurant Associatioindfa is the voice of the
hospitality industry. It provides an interface beém the hospitality industry,
academics, political leadership, international esgimns and other stakeholders.
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4, Travel Operators Association of Kerala (TOAK)

Travel Operators Association of Kerala is the éastgepresented body of the
tourist vehicle owners in Kerala, protecting theerast of the vehicle owned travel
operators. Travel Operators Association of Keraa tonducted many activities for
the benefit of the members joining hands with Iegdiehicle leaders in Kerala.

5. Kerala Travel Operators Association (KTOA)

Kerala Travel Operators Association is the assiotiaof travel operators in
Kerala working for the promotion of tour packages.

6. Travel Agents Association of India (TAAI)

Travel Agents Association of India is a professioooordinating body of
different segments of the travel and tourism indusdt is a non commercial and non
profit making organization. TAAI is recognized 4 tmain representative body of

the travel and tourism industry.
7. Indian Association of Tour Operators (IATO)

Indian Association of Tour Operators is the natloapex body of the
tourism industry. It is the association of expatidqund and outbound tour operators
whose members are approved by Ministry of TouriGmyernment of India.

8. Kerala Hotel and Restaurant Association (KHRA)

Kerala Hotel and Restaurant Association is thex apganization of the
Kerala hospitality industry. With its membershiptending from the major hotel
groups, heritage hotels, boutique hotels, largejinme and smaller sized hotels, it

represents the entire spectrum of the industry.
9. Association of Tourism Trade Organizations of India(ATTOI)

Association of Tourism Trade Organization of India non government and
non profitable organization committed to promoteirtem in various sectors.

ATTOI is also here to bridge the gap between coemtand instrumental in
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promoting tourist destinations abroad to the maaskeat with in India. ATTOI is the
first tourism industry associate to incorporate tm its business charter a

commitment to responsible travel and sustainahlgson.
10. Association of Approved and Classified Hotels of Kala (AACHK)

Association of Approved and Classified Hotels ofr&la was established
with an object to protect the legitimate rights aardeliorate the problems of the
owners or license holders including bar hotels tndepresent the problems and
difficulties faced by the members and the publiefobe the government, self

governing bodies or before concerned authoritielssaek remedies on them in time.
11. Wayanad Tourism Organization (WTO)

Wayand Tourism Organization is a nonprofit orgatian registered in
India. WTO aims to initiate and support meaningétéps that lead to growth of
tourism in Wayand. This involves innovative andfpssional management of the

Wayanad brand, and development of Wayand touriswurees and capabilities.
12. Confederation of Accredited Tour Operators (CATO)

Confederation of Accredited Tour Operators is ambrella body of
Government of Kerala approved tour operators. Tiimtive was part of a mission
to find credible partners in catering hospitaligngces for excellence and there by

promoting tourism in Kerala.
13. Malabar Tourism Society (MTS)

Malabar Tourism Society is a nonprofit organizatistarted in 2019 for
promoting travel and tourism in Malabar region ar&la. MTS members are travel
agents, tour operators, hotel managers who areimgprk the Malabar region of

Kerala.
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3.13. Components of Tourism Industry

The major components of the tourism industry amwshin Fig.3.6.

-

Fig. 3.6 Classification of Tourism Industry

The Tourism industry can be mainly classified o three, Hotel and
accommodation industry, Travel and tour operatiggnay and Travel industry or

transportation enterprises.
3.13.1 Hotel Industry

The hospitality industry is an important componehthe Tourism industry.
It is an inclusive term for hotels and food estsioinents. The hotel industry
comprises a major part of the Tourism industry.téfisally the industry is viewed
as only as a foreign exchange earner providingriuservice. The industry today

contributes directly to employment and indirectigifitates tourism and commerce.

Hotel industry in India has witnessed tremendoasni in recent years. The
thriving economy and increased business opporasiti India have acted as a boon
for Indian hotel industry. The arrival of low coairlines and the associated price
wars have given domestic tourists a host of optibmgecent years, government has
taken several steps to boost travel and tourisnclwhiave benefited the hotel
industry in India. These include the reductionxeise duty on aviation turbine fuel,
abolishment of the inland air travel tax, removélaonumber of restrictions on

outbound chartered flights including those relatiodrequency and size of aircraft.
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The hotel industry plays an important role in pding facilities for entertainment

recreations and the transaction of business fotingseand conference

Table 3.11

Number of Approved Hotels and Hotel Rooms in India a on June 201

5. No. Category of Hotels No. of Hotels No. of Rommns
1 Ol Simr & 236
2 Thwes Star 43 555
3 Three Star 442 15619
4 - Foar Star 253 14611
5 Five Star 158 149731
& Frve Stur Dhebuxe 160 35672
7 Apartment Hotels 1 126
8 Cinest House 5 73
9 Heritage Hotels 14 238
10 Bed & Breakfast Establishment 720 3576

Total 1802 SOEST

Source: Ministry of Tourism, Government of India

* To maximize food and beverage revenue with exceftezals

* To maximize revenue throueefficient room occupancy.

* To give safe quality servic

A hotel fulfills the following objective:

* To earn from other minor departments using the igpynef activities

=

. Types of Hotels

Hotels can be classified in to various types basedlocation, size ¢

property, length of stay, level of wvice, theme, target market, star system

ownership. Table 3.12hows the various types of hot
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Table 3.12
Types of Hotels

Type of Hotels

Concept

Based on Location

City Centre Hotels

Hotels located on the heartityfwithin a short
distance from business centre, shopping arcade.

Suburban Hotels

They generally have high trafficveekend. It is idea
for budget travelers.

Motels

Located primarily on highways, they providdging to
highway travelers and also provide ample parking
space.

Floating Hotels/ Floatels

Hotels which floats ontevaFloatels are established
on luxury liners or ship. It is located on seagrior big
lakes.

Airport Hotels

Hotels located in the boundariesofairport.

Resort Hotels

These leisure hotels are mainly &mationers who
want to relax and enjoy with their family.

Boatels

A Houseboat hotel is referred as boatels.

Palace Hotel

Original palaces are converted intelso

Bed and Breakfast Inns

A family may have an exg¢tao§rooms in their home
that they let out to tourists

Based on Size of Property

Small Hotel

Hotel with less than 25 rooms

Average Hotel

Hotels which has 26 — 99 rooms

Medium Size Hotel

Hotels which has 100 - 299 rooms

Large Hotel

Hotel which have more than 300 rooms

Mega Hotel

Hotels with more than 1000 rooms

Based on Level of Service

Budget/ Economy Hotel

Hotels meet the basic negdeofuest by providing
comfortable and clean room for a comfortable stay.

Mid Market Hotel

It is suite hotel that offers silating room with
appropriate furniture and small bed room with king
sized bed.
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Type of Hotels

Concept

Luxury Hotel

These offer world class service pravgdrestaurant
and lounges, dining facilities and meeting rooms.

Based on Length of Stay

Transient Hotel

Hotel where guest stay for a dagwen less, they are
usually five star hotels.

Residential Hotel

Residential hotels are thosecthee equipped for
longer stay. Hotel where guest can stay for a nminim
period of one month and up to a year.

Semi Residential Hotel

Hotels incorporate featwfdsoth transient and
residential hotel.

Based on Theme

Ecotels

These are environment friendly hotels al®oeco
friendly items in the room.

Boutique Hotels

To describe intimate, luxurious amdn peculiar hotel
environments

Spas

Hotel which provide therapeutic bath and nggssa
along with other features of luxury hotels.

Based on Target Market

Convention Hotel

Hotels have large convention caxpind cater to
people attending a convention and conference.

Suite Hotel

These hotels offer rooms that may ideloompact
kitchenette.

Business Hotel

Hotels specialize in providing basgrelated facilities

and amenities for the business and corporate &avel

D

Casino Hotel

Hotel with predominantly gambling fdigis comes
under this category they have guest room and food.

Based on Star System

One Star Hotel

Typically smaller hotels managedheyproprietor

Two Star Hotel

The hotel is usually small to medisize and
conveniently located to moderately priced attratgio

Three Star Hotel

Hotels offer spacious accommodatibat include
well appointed rooms, decorated lobbies.

Four Star Hotel

Mostly large formal hotels witheption areas, front
desk services and bell desk service.
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Type of Hotels Concept

Five star Hotel Hotels that offer only the highlestel of
accommodations and services.

Five Star Deluxe Hotel Hotel that offer ultimatexduy facilities

Based on Ownership

Condominium Hotel Hotels developed on joint owngrdiasis

Chain Hotel A chain is usually classified as opagatinder a
management contract or as a franchise or referoaipgy

Independent Hotel Hotels do not have ownership amagement
affiliation with other properties.

According to Hotels and Restaurants Approval & Sifasation committee
(HRACC) the following are the other type of Hotels.

1. One Star Hotel

These are smaller hotels managed by proprietor.Hbotel often has more
personal atmosphere. It is usually located neaorddible attraction, major
intersection and convenient transportation. Fuingsh and facilities are clean but
basic. Most will not have a restaurant on site hrg usually within walking

distance.
> The hotel should have at least 10 bed rooms fouliet

> 25% should have attached bathroom with a bathrawraviery four of the

remaining room.
> 25% of the bathroom should have western style WCs
> Reception counters with a telephone and a telepfarribe use of guest.
2. Two Star Hotel

The building should be constructed and the localitg environs including
the approach suitable for good hotel. There shéealda reception counter with a

telephone. All public and private rooms should bkyfair conditioned and should
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be well equipped with support quality There sholoédexperienced, courteous and

efficient staff in smart and clean uniforms.

> Should have at least 10 rooms to let out with @&ties% should attached

bathrooms with showers.
> At least 25 % of the rooms should be air conditébne

> Telephone in each room and telephone for the ugeedt and visitors and

provision for a radio or relayed music in each room
> Carpets, curtains, carpets, luxury furniture othhsgandards fittings etc.
3. Three Star Hotel

Typically these hotel offer spacious accommodattbat include well
appointed staff and decorated lobbies. Bell deskises are generally not available.
They are located near business area for immedpgeach and environs should be
of highest standard. There should be well equippeel] furnished and well

maintained dining room/restaurant on the premises.

> Should have at least 20 rooms let out with attadbatthrooms with long

baths or most modern shower chamber.

> At least 50 % of the rooms should be air condittbaed the furniture and

furnishings such as carpets, curtains etc. shaeilkby good standard..

> There should be a receptionist, cash and informatimunter attended by
highest qualified trained and experienced persoanélconference facilities.

> There should be provision for reliable laundry ang cleaning services.24
hrs housekeeping at the hotel should be of theeligbossible standard and
these should be plentiful supply of linen ,blankettswhich should be of the

highest quality available

> Telephone in each room. and telephone for the tigaest and visitors and

provision for a radio or relayed music in each room
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4. Four Star Hotel

Facade, Architectural features and general cortgiruof the hotel building
should have distinctive qualities. The localityluding the immediate approach and
environs should be of highest standard. There shbal a receptionist, cash and
information counter attended by highest qualifiedned and experienced personnel

and conference facilities.

> Should have at least 25 rooms let out with attadbatthrooms with long

baths or most modern shower chamber.

> At least 50 % of the bathroom must have long baththe most modern

shower chambers with 24 hrs service of hot and rotding water.

> There should be a special restaurant dining rooeravfacilities for dancing

are also available.

> Telephone in each room and telephone for the ugpie$t and visitors and

provision for a radio or relayed music in each room
5. Five Star Hotel

Facade, Architectural features and general cortgruof the hotel building
should have distinctive qualities. The localityluding the immediate approach and
environs should be of highest standard. There ghbal a receptionist, cash and
information counter attended by highest qualifiednied and experienced personnel

and conference facilities.

> Should have at least 25 rooms let out with attadtadrooms with long

baths or most modern shower chamber.

> At least 50 % of the bathroom must have long batlthke most modern
shower chambers with 24 hrs service of hot and roiding water.

> There should be provision for reliable laundry aing cleaning services.24
hrs housekeeping at the hotel should be of theekigbossible standard and
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these should be plentiful supply of linen, blankettswhich should be of the
highest quality available.

> Adequate parking space and swimming pool.

> Offer both international and Indian cuisine andfthed &beverage services

should be of the highest standards
> 24 hrs services for reception information and teteye
2. Structure of Hotels

A hotel's organizational structure depends largelyhe quality, competence
and hierarchy of its staff. At the top of the hopsjramid is the hotel's Chief
Executive Officer (CEQO). Underneath the CEO is fenagement staff, headed by
the hotel general manager. The general manager,owtisees all hotel operations
on a daily basis, may hire an assistant manageelfpwith his countless duties and
supervision. Underneath the general manager, 4 maig have a catering director,
restaurant manager, wine manager, human resourirestod, administrative
director, front office manager, etc. Underneath theanagerial staff are the
employees who work in food and beverage servicesketing and sales, room
service, housekeeping and maintenance. The sizéheothotel and the type of

services it offers determines the complexity obitganizational employee structure.
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3. Major Players in the Indian Hotel Industry
The major players in Indian hotel industry areegivoelow.
1. Indian Hotels Company Limited — Taj Group

The Indian Hotels Company and its subsidiariescatiectively known as

Taj Hotels Resorts and Palaces, recognized as foAsias largest and finest hotel
company. Incorporated by the founder of the Tatau@r Jamsetji N Tata, the
company opened its first property, The Taj Mahdh&a Hotel, Bombay, in 1903.
The Taj, a symbol of Indian hospitality, compleiexicentenary year in 2003. Taj
Hotels and Resorts and Palaces comprise 59 hatéslacations across India with
an additional 17 international hotels. The compdmas had a long standing
commitment to the continued development of the dndiourism and hospitality
industry (Rao & Raju, 2013).

2. EIH Limited — The Oberoi Group

The company owns and operates about 20 luxuryd)abbut 10 mid range
hotels and 2 inland cruises; The Oberoi group dpsnarimarily in India, but also in
Australia, Egypt, Indonasia, Mauritius and Saudalia. Most of the company’s
luxury properties bear the Oberoi banner. The Gl@roup is also operates luxury

cruises of the Nile River and India’s Kerala reg(®ao & Raju, 2013).
3. ITC Hotels Limited — ITC Welcome Group

ITC Welcome Group Hotels, Resorts and Palacesdaytmne of India’s
finest hotel chains, with its distinctive logo ofrds folded in the traditional
Namaste is widely recognized as the ultimate inaimdhospitality. With more and
more hotels being added at strategic destinatibresgroup has joined hands with
the Sheraton Corporation to strengthen its intenat marketing base (Rao & Raju,
2013).
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4. Indian Tourism Development Corporation — The AshokGroup

ITDC was established in 1966 as an autonomous @s8Bblitor corporation,
entrusted with the task of helping develop tourisrrastructure and promoting
India as a tourist destination. The ITDC Ashok Graf hotels chains manages
some of the best five star and luxury tour hotelshie Indian hospitality industry.
The ITDC Ashok Group of hotel chains manages 32laah 26 different tourist
destinations all over India. The management of AsBmup believes in offering the
best in the hospitality industry and the staff atleof the hotels run by the group is
especially trained to be courteous and efficierso R Raju, 2013).

5. The Hotel Corporation of India

The HCI is a public limited company wholly owned By India Limited
and was incorporated on July 8 1971 under Compahi¢sl956 when Air India
decided to enter the hotel industry in keeping wité then prevalent trend among

world airlines.
6. The Leela Group

The Leela Group founded in 1957 by Capt. C.P KiashNair, the Rs.4.5
billion Leela Group is engaged in the businessealdymade garments and luxury
hotels and resorts. The Leela Kampinski, Mumbai Bmel Leela, Goa are two of the

best hotels in India and have also won considelabdenational acclaim.
7. The Bharat Hotels Group

The Bharat Hotels Group is a major player in Ingligourism and hotel
sector. It operates its hotels under ‘THE GRANDnber and its present portfolio of

hotels incorporates 14 luxury hotels in the fivar steluxe segments.
8. Jaypee Hotels Limited

Jaypee Hotels Limited primarily engages in the asii@ and operation of

hotels in India. Jaypee Hotels Limited is a sulasidiof Jaiprakash Associates
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Limited. The company owns three star and five d&dnxe hotels in Agra and New
Delhi.

4. Services and Facilities of Hotels

Now a days, people choose to stay in the hotebnhyt for accommodation,
some of the tourists would choose a particular IHm¢eause of its unique services
given or special facilities that other hotel migidt have or might not provide as
good services compared to other competitor hoteé Jervices and facilities will
attract more guests and tourist to stay in thelh@{éh good facilities and services
it will gain reputation for the hotel and keep theests and tourist to stay with
pleasure and will visit us again next time duriggations or business trips.

1. Services

A service is an economic activity that creates @a#und provides benefit to
customers at specific times and places by bringimgut a desired change, in or on
behalf of, the recipient of the service. More huously services have also been
described as something that can be bought andlaaidvhich cannot be dropped on

your foot. The various services offered by Kerad¢els are as follows;

* Food and Beverages

* Room Services

» Conference Hall

* Sopping Services

e Swimming Pool

* Emergency Medical Services

* Linkage with Tour Operators and Government

e Other Services.
2. Facilities

Facilities are building pieces of equipment oraXienefit that are provided
for a particular purpose. Facilities are placest fhivide extra benefit to the

customers. Hotel facilities are those featureschéd to a hotel for customer’s
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convenience, enjoyment or comfort. Following are warious facilities provided by

the hotels;

* Restaurant and coffee shop
» Accommodation Facility
* Shopping Facility

» Air Condition

* Child Care Facility

* Outdoor Pool

* Fitness Centre

* Gym

* Beauty Parlor

» Parking Facility

* Spa

* Medical Facility

* Laundry Service

» Travel Desk

* Wi-Fi or Internet Service
* Banquet Hall

» Games

* Valet Service

» Secretarial Service

» Telephone

* Night Club

» Other Facilities
3.14. Travel Agency

Travel agency plays an important role within theaviel and Tourism
industry. They are the retail arm of the Tourisrdustry, selling a wide range of
Tourism products and travel services to the pulli@vel agency is one of the

service intensive industries and indispensible amntire Tourism business. The
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travel agency is a link between the customers, traveler or tourist and the

principle suppliers, i.e., primary service provislesuch as hotels, airlines, tour
wholesalers etc. It is the first step for anyon@sidering travel, especially to a
distant place, i.e., tourist destination, in ordermake travel arrangements. The
primary job of a travel agency is to provide easyl arouble free travel to the

traveler. Travel Agent is a person, firm or corpiomra qualified to provide tours,

transportation, hotel accommodations, meals, csutsansforms, sightseeing and all
other elements of travel to the public as a service

3.14.1. Types of Travel Agency

The different types of Travel agency are preseintédg.3.9.

Fig. 3.9 Types of Travel Agency
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According to the International Institute for theifigation of private law
(UNIDROIT), travel agency can be divided in to twategories, Intermediary
Travel agency and Organizing Travel agency. Intamdio this classification, travel
agency can also be classified in to wholesale tragency, Retail travel agency,
online agency, Offline agency, Full service agencgmmercial agency, Implant

agency and Group or incentive agency.
1. Intermediary Travel Agency

An intermediary travel agency undertakes as intdrang to act for another,

in obtaining either a journey or a stay possiblestarn for the price for the services.
2. Organizing Travel Agency

An organizing travel agency undertakes to orgafazéhe public, a journey

or stay comprising a series of services.
3. Wholesale Travel Agency

A wholesale travel agency specializes intipgttogether tour offerings,
which marketed to the public through a network efail agents or airlines. This
agency does not deal directly with the consumersvhalesale travel agency may
design tour packages marketed under agency’'s nammay take land packages
already assembled by a ground operator and contbara with air or a surface

transportation to form new packages.
4. Retail Travel Agency

The retail travel agency or retailer sells travaivgces directly to customers
or tourists. Retail travel agent acts as agent. flinetions of a Retail Agent are
guotes fares, rates; makes reservations; arran@es tickets and accommodation;

arranges travel insurance, foreign currency, docisngnd accepts payments.
5. Online Travel Agency

Travel Agency which provides travel informationdbgh online mode by

own websites are known as online travel agency.yMagencies have started their

123



own website with details of the travel informatiocFhese websites use high end
technology travel solutions which help them to dedth the latest updates and
details of thousands of hotels, flights and cataleservices. The leading top Online
Travel Agency of India includes Makemytrip.com, Matom, Cleartrip.com,

Travelguru.com, and Travel.indiatimes.com.
6. Offline Travel Agency

Offline travel agency takes place face to face tmbephonic deals without
interference of computers and internet. As mogheftravel agencies are older in

business and it is traditional method.
7. Implant Agency

Implant agency is a type of travel agent that sated in the premises of
corporate offices to make travel arrangements gfleyees. It is a registered travel

agent appointed as per the agreements.
8. Group / Incentive Agency

Group agency or incentive agency is an emerging fof travel agency
business that a specialized category of agentaacitstermediary to deal with bulk

bookings for employees and clients of corporatesheu
9. Full Service Agency

Full service agency is a type of travel agent tthedls with all kinds of
services. It may be called as complete travel agégart from being an accredited
agent of IATA or any other principal service prosid, this full-service travel agent

owns the transport fleets and charter flights amdses.
10.Commercial Agency

Commercial agency is a category of unconventioadel agency that deals
with business travel. It books convention centerd stalls in exhibition center. It

also arranges venue for conducting small and largetings.
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3.14.2. Functions of a Travel Agency

Support Services «———— Producers of Tourist Product «—— Support Services

(Private Sector) (Government)
Travel Trade Press Carried Airlines Accommodation Manmade National Tourist
Hotel Attractions Administration
Palace Hotels
Motel
v l
Financial Services ~ Shipping Services Guest Houses State and Local
Tourist
Organization
v v l
Guiding Services Railways Villas Ancient Monuments  Visa and Passport
l l Apartments l Organizations
Tourism Training Roads Camps Theme Parks
Institutes Caravan Sites etc.
Marketing Support Tour Operators and Brokers
Services

Travel Agents

|

Tourists
Fig. 3.10 Distribution Functions of a Travel Ageng
3.14.3. Major Players in Indian Travel Agencies
The major players in Indian Travel agenaes listed below

1. Cook & Kings Tours

2. Thomas Cook India Pvt. Ltd

3. SOTC Tour and Travels/ Kuoni Travels
4. Rao Travels

5. Southern Tours and Travels Phtd.
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3.14.4. Services and Facilities of Travel Agency

A good travel agent or travel agency provides in&hle services and
facilities for customers to save money and timavél agents are paid through a
combination of service fee from their clients, aminmissions from their suppliers
including most hotels, cruise lines, tour compayiessportation enterprises etc.

1. Services

The various services provided by the travel agentravel agency are as

follows.

. Air ticketing

. Visa Processing

. Railway Booking

. Tour Packages

. Tourist Guides

. Hotel and Accommodation Booking
. Pick and Drop Arrangements

. Wild Life Safari Arrangements

. Over Night Camping Arrangements
. Airport Transfers

. Travel Insurance

2. Facilities or Activities

The facilities or activities or trips provided Wyettravel agent or agency are

listed below.

» Sight Seeing

e Cultural
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« Music

* Beauty Spa

* Nature
* Shopping
* Religious

* Adventure
* Spots
» Corporate Meeting

» Other Facilities
3.15. Tour Operation Business/ Tour Operator

Tour operation business is an importconstituent of the tourism industi
The tour operation business is defined as an argdon, firm or company whic
buys individual travel components separately fraffecent suppliers and assemi
them in to package tours by adding certain valwk salling them within their owr
price tag to the public directly or through middhen or agents. The tour operat
business is integrated with other tourism busirgesseit is a linking point betwet

the tourists and other service provid

Table 3.13

Number of Approved Operators in India recognized by Minstry of
Tourism as on June 2018

5.No. Operator Nos.
l Travel Agent 195

2 Inbound Tour Operator 447

3 Tourist Transport Operator 102

4 Adventure Tour Operitor 7

5 Domestic Tour Operator 133
Total 944

Source: Ministry of Tourism, Government of India
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3.15.1. Types of Tour Operators
The major types of Tour operators are briefly eixd below.
1. Inbound Tour Operators

Inbound tour operators handle inbound foreign sisrin the host country.
They provide them various services on their arrevadl departure such as transfer,
accommodation, transportation, sightseeing, emb@n@nt, currency, insurance
services etc. They are known as inbound tour opesatr incoming tour operators
as they specifically operate for handling incomifageign tourists or guests.
Inbound tour operators make tour packages indiVigua in collaboration with

foreign tour operators.
2. Outbound Tour Operators

They sell package tours highlighting the destimetian foreign countries.
These operators are specialized in designing anthgiing multi-national tours.
Like inbound tour operator, outbound tour operagells a package tour to an
individual or a group of people of a country to #me country or a number of
countries for a temporary period. They arrangedirdocuments, transportation and
hotels and sightseeing, inbound tour operatorsfgtowperators provide

accommodation, transportation, local sightseeirdyaher services.
3. Domestic Tour Operators

Domestic tour operator is one which conducts toithiv the country.
Domestic tour operators operate within the bounaéryome country and cater the
diverse needs of individuals and group traveleke linbound and outbound
operators. They promote tour packages both thrdabghi own outlets and other

retail travel agents.
4. Ground Operators

Ground operator is otherwise known as receptiorratpe or destination

management operator or handling agencies. Thesatopeare generally expected
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to provide arrangements and ground logistics aamiqular destination. Thus, a
ground operator provides the services requiredalyel tour companies and they do
not have a local branch/office.

3.15.2. Structure of Tour Operation Business

The details of the structure of Tour operation bess are presented in
Fig.3.12.

Fig.3.12 Organization Structure of Tour OperationBusiness
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3.16 Travel Industry/ Transportation Enterprises

The transportation is an essential part of theisouindustry and it plays an
important role as well. Travel industry or trandgption enterprises play an
important role in India’s national economy. Thensportation sector is vital to the
success of tourism industry. Transportation linksirists with various tourist
attractions. Transportation needs for tourism prioonoand tourism development
among others, to be maintenance of the existings;oeonstruction of more roads,
rail track, air and sea transportation. The tolsrigavel experience starts and ends
with transportation, Transport is the one of themiactor promoting the growth of

tourism in Kerala state.
3.16.1. Mode of Transportation in Tourism Industry

The various modes of transportation are presenteay.3.13.
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1. Road Transport

The majority of the places of tourist interest arell connected by roads.
Under road transport travelers use the modes toatadjpn such as bus, rental car,

auto etc.
2. Rail Transport

A large number of home tourists especially on loogte journey prefer to
travel by rail rather than road. The main reasahas the tourist find rail to be more
comfortable and economical. Train transportation tlmurism takes two forms,

business travel and combined leisure.
3. Water Transport

Water transport is an important mode of transpioran tourism industry. It
includes boat travel, cruise travel, ferry travetl gachting. Water transport consists

of inland and maritime.
4, Air Transport

Air transport improves quality of life by the baening people’s leisure and
cultural experience. It provides a wide choice ofiday destinations around the
world and an affordable means to visit distantnfdi® and relatives. Air transport
helps to improve living standards and alleviate gutyw for insurance through

tourism.

Tourism entrepreneurs such as owners from hotets accommodation
industry, travel and tour operating agency and eframdustry or transportation
enterprises play a dominant role in promotion afrigm in India and Kerala. The
theoretical background relating to Tourism entreptegship among unorganized
sector has been discussed in the present chapteond\ the objectives of the
research work, the first one is to review the exggstacilities and services provided
by the Tourism entrepreneurs in the unorganizetbs@c Kerala. That has been

attempted in the next chapter.
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Chapter 4

Services and Facilities

In the previous chapter, a theoretical framewdrkoarism entrepreneurship
in the unorganized sector in India in general anlerala in particular covering its
various aspects has been narrated in detail. Ttesppecific objective of the present
research work is to review the existing facilitaasd services offered by the tourism
entrepreneurs in the unorganized sector in Kerdla neference to hotels and travel
agency business. The present chapter attemptsadmatish this.

4.1. Methodology and Database

In order to fulfill first specific objective, nate of business wise and mode of
operation wise analysis have been attempted ircaéise of both hotels and travel
agencies. The analysis has been done with thedfieigrtain specific variables. For
the purpose of analysis, data have been collectech fthe selected 300
entrepreneurs of hotel business and 300 entremefrem travel agency business in
the State of Kerala with the help of a pretesteacsiired questionnaire. The analysis
of the data collected has been performed with #p bf the mathematical tool of

percentages.
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For the purpose of discussion, the chapter isddiviinto two sections.
Section A deals with the services and facilitiehofels and section B is concerned

with that of travel agencies.

Section A
Services and facilities of Hotel Entrepreneurs

A. Missing Values

In statistics, missing data or missing values oaghen no data value is
stored for the variable in an observation. Misgiatp are a common occurrence and
can have a significant effect on the conclusioas tlan be drawn from the data. The
data collected from 315 respondents using strudtqreestionnaire was entered in

SPSS 21.0 software. Missing responses were naticktl cases, hence removed.
B. Outliers

An outlier is an observation point that is distboin other observations. An
outlier may be due to variability in the measuretr@rit may indicate experimental
error; the latter are sometimes excluded from tht det. An outlier may cause
serious problems in statistical analysis. In thisdg, outliers were noticed in 4

cases, hence removed. Ultimately, data from 3Q8oregents were used for analysis.
4.2. Results and Discussion

The results of the analysis based on the primatg dollected are presented

in the following pages.
4.2.1. Profile of the Sample Hotel Entrepreneurs

Before entering into the analysis based on ohjestiit is quite relevant to
examine a profile of the selected sample hotelaedents. That has been presented
below.

The Demographic Profile of the sample Entreprem@firHotel Business is
presented in Table 4.1.
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From the table 4.1, it is observed that all the@e respondents (100%) are
males. It is seen that 36.6 per cent of the resprtsdare in the age group of 31-40
years and 35 per cent of respondents belong tadkegroup of 41-50 years. The
lowest share of respondents is from the age group to 30 years (6.7%).

Table 4.1

Demographic Profile of Sample Hotel Entrepreneurs

Variables Hotel Entrepreneurs
No. of Respondents Per cent
S Male 300 100
g Female 0 0
© Total 300 100
Up to 30 years 20 6.7
S 31-40 110 36.6
0] 41-50 105 35
;% 51 & Above 65 21.7
Total 300 100
Up to 12 Standard 60 20
‘_é o Graduate 110 36.7
S 3 Post Graduate 70 23.3
_g’ % Specialization 20 6.7
W o Any Other 40 13.3
Total 300 100

Source: Survey Data

As regards educational background, 36.7 per cdntespondents are
graduates and 23.3 per cent of the respondentswéfe post graduation
gualification. It is seen that 20 per cent of timrepreneurs have the educational
background up to 12 Standard. Only 13.3% of sarnptel entrepreneurs are found
to have other qualifications. Likewise, 6.7% of th@mple respondents have the

specialization qualification.
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The services and facilities offered by the santpiéel entrepreneurs have

been discussed with the help of selected variabldg following pages.
4.2.2. Services Provided by the Hotel Entrepreneurs

The details of services provided by the sampleltattrepreneurs are shown
in Table 4.2.

Table 4.2

Service of the Sample Hotel Entrepreneurs

Sl . No. of Hotel Per
Services
No Entrepreneurs cent
1 |Food and Beverages 297 99
2 |Room services 283 94.33
3 |Conference Hall 230 76.66
4 |Shopping services 173 57.66
5 [Swimming pool 215 71.66
6 |Emergency Medical services 227 75.66
4 Linkage with tour operators and 146 48.66
government
8 |Others 228 76

Source: Primary data

From the above table, it is clear that a majosityhe sample hotels provide
the services of food and beverages (99%) and Reowcss (94.33%). At the same
time, 76.66% of the hotels provided the facility cainference hall and 75.66% of
hotels arranged emergency medical services and séheices. In addition to these
different services, swimming pool, shopping anddige with tour operators and
government are provided by the hotels. In this cHee percentage share is 71.66,
57.66 and 48.66 respectively. It can be shown dragnatically in the Fig.4.1.

137



Number of Hotel (Per Cent)

Food and Room Conference  Shopping Swimming  Emergency Linkage with Others
Beverages services Hall services pool Medical tour
services  operators and
Services government

Fig.4.1 Service of the Sample Hotel Entrepreneu
4.2.3. Services of Hotels According to the Form @&usines:

The services provided by the sample hotels accgrdin their form
business areigen in Table 4.:
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Table 4.3

Form of Business wise Classification of
Selected Hotel Entrepreneurs Showing their Services

Form of Business
Services Partnership Family | proprietorship | P1Vate
N business N Ltd. [Total
(No.) (No.) (No.) (No.)
Food and Beverages /8 " 87 55 297
(26.26) (25.93) (29.29) (18.52) | (100)
Room services 72 72 84 55 283
(25.44) (25.44) (29.69) (19.43) | (100)
Conference Hall 60 59 66 45 230
(26.08) (25.66) (28.69) (19.57) | (200)
Shopping Services 50 42 50 31 173
(28.90) (24.28) (28.90) (17.92) | (100)
Swimming pool 57 52 67 39 215
gp (26.51) (24.19) (31.17) (18.13) | (100)
Emergency Medical 58 57 69 43 227
services (25.56) (25.11) (30.39) (18.94) | (100)
Linkage with tour 35 a1 a1 29 146
operators and
government (23.98) (28.08) (28.08) (19.86) | (100)
Others 60 64 65 39 228
(26.32) (28.08) (28.50) (17.10) | (200)

Source: Primary data

Figuresin parentheses are percentages of their respective totals.

From the above Table it is clear that in the a#sall the services provided,

the form of proprietorship occupies a dominant f@si In the case of shopping

services, the partnership and proprietorship hdwe $ame percentage share

(28.90%).At the same time, in the case of form as$ibess for linkage with tour

operators and government, the percentage shareheoffamily business and

proprietorship is the same (28.08%). As regardsrdloen services provided by the

hotels, it is seen that both partnership and fatniginess occupies a significant role

(26%).
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4.2.4 Hotel Services According to the Mode of Opation

Services of hotels vary according to their modeopération and the same

has been given in Table 4.4.

Table 4.4

Mode of Operation wise Classification
of Selected Hotel Entrepreneurs Showing their Serees

Services Mode of Operation
Independent| Chain Network | Franchise Total
(No.) (No) | (No) | (No)
Food and
Beverages 121(40.74) | 71(23.90)| 51 (17.17)| 54 (18.19) 297 (100)
Room Service 110(38.87) | 70(24.73)| 52 (18.38)| 51 (18.02) 283 (100)
Conference Hall | 88 (38.27) | 58(25.21) | 42 (18.26)| 42 (18.26) 230 (100)
Shopping
Services 65 (37.57) | 39 (22.54)( 30 (17.35)| 39 (22.54) 173 (100)
Swimming Pool | 81 (37.68) | 53(24.65)| 39 (18.14)( 42 (19.53) 215 (100)
Emergency
Medical Service 90 (39.64) | 52(22.91)( 42 (18.50)| 43 (18.95) 227 (100)
Linkage with
Tour Operators | 57 (39.04) | 31(21.23)| 30 (20.55)| 28 (19.18) 146 (100)
and Government
Others 88 (38.60) | 53(23.24)( 42 (18.42)| 45 (19.74) 228 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.

It is found that independent form of business p@esi a significant role in
the case of all the services provided. Next tg, tthain form of business is dominant
in respect of the various services. Compared t@peddent and Chain form of
business, the percentage share of network and hisendorm of business is

comparatively low in the case of all the servicesvmed.
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4.2 .5 Facilities Provided by the Hotel Entrepreneurs

The various facilities provided by the sample epteneurs are exhibited in
Table 4.5.

Table 4.5

Facilities Provided by the Sample Hotel Entrepreners

S| No. Facilities No. of Sample Hotel EntrepreneurqPer cent
1 |Restaurants and coffee sh 297 99
2 [Accommodation 281 93.66
3 | Air condition 239 79.66
4 | Child care Facility 224 74.66
5 |Outdoor pool 195 65

6 |Fitness centre 226 75.33

7 |Gym 162 54
8 |Beauty parlors 149 49.66
9 |Parking 289 96.33
10 [Spa 156 52
11 |Medical 232 77.33
12 |Laundry 241 80.33
13 ([Travel desk 173 57.66
14 |Wi-Fi or internet 258 86
15 |Banquet hall 194 64.66
16 |Games 132 44
17 |Valet 203 67.66
18 ([Secretarial 136 45.33
19 |Telephone 150 50
20 ([Night club 88 29.33
21 |Others 69 23

Source: Primary data
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The above table indicates that among the varitws arious facilities
provided by the sample hotels, the facilities otfaarants and coffee Shop (99%),
Parking (96.33%), accommodation (93.66%), Wi-Fi inoternet (86%) and air
condition (79.66) & laundry (80.33%) are the masportant. The percentage share
of hotels providing the service of medical facilisyfound to be 77.33. It is obvious
that 65% of the hotels provide the facility of cobd pool, banquet hall (64.66) and
valet (67.66), etc. It is also clear that belowds®f the hotels are accomplishing the

facilities of gym, spa, and telephone facilities.
4.2.6. Hotel Facilities according to Form of Business

The various Services and Facilities offered bysgheple hotels according to

their form of business are given in Table 4.6.
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Table 4.6

Form of Business wise Classification of
Selected Hotel Entrepreneurs Showing Various Serves and Facilities

Form of Business

Eacilties Partnership Far_nily Propri_etor- F_’ri\_/ate
business ship limited Total

(No.) (No.) (No.) (No.)
Recf)?é‘éasngzgn 78 (26.29)| 78 (26.26) 86 (28.96) | 55 (18.52)| 297 (100)
Accommodatio] 71 (25.27)| 72 (25.62) 83 (29.53) | 55 (19.58)| 281 (100)
Air condition | 61 (25.52)| 65 (27.20) 67 (28.03) | 46 (19.25)| 239 (100)
C;‘gg”‘ii";‘/re 63 (28.12)| 54 (24.11) 65 (29.01) | 42 (18.76)| 224 (100)
Outdoor pool | 53 (27.18)| 42 (21.54) 61 (31.28) | 39 (20) | 195 (100)
Fitness centre| 59 (26.11)[ 53 (23.44) 71 (31.42) | 43 (19.03)( 226 (100)
Gym 49 (30.25)| 36 (22.22) 47 (29.01) | 30 (18.52)| 162 (100)
Beauty parlor | 41 (27.52)| 35 (23.49) 44 (29.53) | 29 (19.46)| 149 (100)
Parking | 77(26.64) | 74 (25.61) 83 (28.72) | 55 (19.03)| 289 (100)
Spa 45(28.85) | 34 (21.79) 48 (30.77) | 29 (18.59)| 156 (100)
Medical | 62(26.72)|59 (25.44) 69 (29.74) | 42 (18.10)| 232 (100)
Laundry | 61(25.31) |58 (24.07) 72 (29.87) | 50 (20.75)| 241 (100)
Travel desk | 41 (23.70)| 49 (28.32) 48(27.74) | 35 (20.24)| 173 (100)
Wi-Fi or interne| 64 (24.81)| 68 (26.36) 77(29.84) | 49 (18.99)| 258 (100)
Banquet hall | 54 (27.83)| 47 (24.23) 55 (28.35) | 38 (19.59)| 194 (100)
Games 33(25) |34 (25.76) 37 (28.03) | 28 (21.21)| 132 (100)
Valet 46 (22.66)| 57 (28.08) 58 (28.57) | 42 (20.69)| 203 (100)
Secretarial | 30 (22.06)|40 (29.41) 35 (25.74) | 31 (22.79)| 136 (100)
Telephone | 37 (24.67)| 46 (30.67) 38 (25.33) | 29 (19.33)| 150 (100)
Night club | 17 (19.32)| 31 (35.22) 20 (22.73) | 20 (22.73)| 88 (100)
Others | 29 (42.03) 20 (28.98) 13(18.84) | 7(10.15) | 69 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.
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Table 4.5 shows that proprietorship form of hobelsiness occupies a
significant place in the case of facilities likedRmirants and coffee shop (28.96%),
Accommodation (29.53%), Parking (28.72%), Outdanwl§31.28%), Air condition
(28.03%) and Fitness centre (31.42%) occupy a fsiggnt place among the
proprietorship form of business. Similarly, parstep form of business fares well in
the case of facilities like restaurant & coffee phcaccommodation, Parking , Air
condition, Child care Facility, Laundry, Child caf&cility and Wi-Fi or internet.
Family business performs well in the provision atifities like Restaurants and
coffee shop, Parking, Air condition and Laundry.The role of Private Ltd is

significant in providing facilities like accommodan and parking facilities.
4.2.7. Hotel Facilities according to Mode of Operation

The details of Services and Facilities offeredttry sample hotels according

to their mode of operation of business are givenhahle 4.7.
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Table 4.7

Mode of Operation wise Classification of
Selected Hotel Entrepreneurs Showing Various Factles and Services

Mode of Operation

Facilities  |Independen{ Chain | Network | Franchise Total
(No.) (No.) (No.) (No.)

Sff?éiusrﬁg? and| 155 (41.08)[ 71 (23.91) 51 (17.17) 53 (17.84)| 297 (100)
Accommodation | 109 (38.79)| 69 (24.55) 52 (18.51) 51 (18.15)| 281 (100)
Air condition 93 (38.91) | 59 (24.69) 43 (17.99) 44 (18.41)| 239 (100)
Eh”.d. care 85 (37.95) | 52 (23.21) 43 (19.20) 44 (19.64)| 224 (100)
acility

Outdoor pool | 73 (37.44) | 48 (24.61) 38 (19.49) 36 (12.46)| 195 (100)
Fitness centre 85 (37.61) | 56 (24.78) 42 (18.58) 43 (19.03) | 226 (100)
Gym 63 (38.89) | 36 (22.22) 30 (18.52) 33 (20.37)| 162 (100)
Beauty parlors | 56 (37.59) [ 36 (24.16) 27 (18.12) 30 (20.13)| 149 (100)
Parking 113 (39.10)| 70 (24.23) 52 (17.99) 54 (18.68)| 289 (100)
Spa 60 (38.46) | 38 (24.36) 28 (17.95) 30 (19.23)| 156 (100)
Medical 90 (38.79) | 54 (23.29) 43 (18.53) 45 (19.39) | 232 (100)
Laundry 91 (37.76) | 59 (24.49) 43 (17.84) 48 (19.91)| 241 (100)
Travel desk 63 (36.41) | 46 (26.59) 36 (20.82) 28 (16.18)| 173 (100)
Wi-Fi or internet | 98 (37.98) | 63 (24.43) 48 (18.60) 49 (18.99)| 258 (100)
Banquet hall 76 (39.18) | 45 (23.19) 37 (19.07) 36 (18.56) | 194 (100)
Games 46 (34.85) | 36 (27.27) 26 (19.70) 24 (18.18)| 132 (100)
Valet 80 (39.41) | 47 (23.15) 33 (16.26) 43 (21.18)| 203 (100)
Secretarial 50 (36.77) | 33 (24.26) 29 (21.32) 24 (17.65)| 136 (100)
Telephone 56 (37.33) | 34 (22.67) 29(19.33)| 31 (20.67)| 150 (100)
Night club 37 (42.05) | 20 (22.73) 12 (13.64) 19 (21.58)| 88 (100)
Others 31 (44.93) | 14 (20.29) 9(13.04) | 15 (21.74)| 69 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.
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Table 4.7 indicates that Independent mode of djperaof Hotels
concentrates more on the facilities of Restaurantscoffee shop, Accommodation,
Parking, Air condition, Medical, Valet and Banquetll. However, chain hotels
give more importance on the facilities like Accondation, Wi-Fi or internet, Air
condition, Fitness centre etc. In the case oivagt form of hotels, the facilities of
Accommodation, Restaurants and coffee shop, WiiFiinternet and parking.
Franchisee form of hotels give more stress ondhdities like parking, Restaurants

and coffee shop, accommodation and air condition.
4.2.8. Type of Food Provided

Table 4.8 shows the details of food provided by tsample hotel

Entrepreneurs.

Table 4.8

Types of food provided by the Sample Hotel Entrepneeurs

S| No. Type of Food E’:t(; ég:el_r'l(()etﬁrls Per cent
1 Indian 296 98.66
2 Chinese 116 38.66
3 Continental 142 47.33
4 Fast food 85 28.33
5 Other 72 24

Source: Primary data

From the table 4.8 it is clear that 98.66% of lla¢els provide Indian Food
items. Likewise, 47.33% of sample hotels offer @Querntal food items. The
percentage share of hotels providing Chinese fe@8i66. However, in the case of
fast food and other food items, the percentageesbiasample hotels is found low. It
is 28.33 in the case of fast food and 24 in otbedfitems. This can be represented
in Fig.4.2.
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Fig.4.2Types of food provided by the Sample Hotel Entrepneeurs
4.2.9. Type of Food provided According to Form of Busines

The type of food provided by the sample hotels eding to their form o
business are shown in Table .

Table 4.9

Form of Business wise Classificatio
of Sample Hotel Entrepreneurs Showing the Type ofdod Provided

Form of Business

Type of . | Family |Proprieto| Private

S| No.

Food Partgershlp business| rship limited Total
(No.) (No.) | (No.) (No.)

Indian | 76 (25.67 | 78 (26.35)87 (29.39] 55 (18.59 | 296 (100)
Chinese | 31 (26.72 | 34 (29.31) 28 (24.14] 23 (19.83 | 116 (100)
Continental 30 (21.13 | 46 (32.39)37 (26.06] 29 (20.42 | 142 (100)
Fast food | 18 (21.18 | 20 (23.53)28 (32.94] 19 (22.35 | 85 (100)

5 Other 17 (23.62 | 16 (22.22)24 (33.33] 15 (20.83 | 72 (100)

Source: Primary Data
Figuresin parentheses are percentages of their respective totals.

AlIW[IN]|PF
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Form of Business wise Classification of Sampledioalso indicates that the
percentage share is more in providing Indian fomdrg the four forms of hotels. It
is 29.39, 26.35, 25.67, 18.59 respectively amorgpnetorship, Family business,
Partnership and Private limited form of hotels. phoviding continental food, the
percentage share of family business hotels is mM@239) compared to
Proprietorship (26.06), Partnership (21.13) andd®ei Ltd (20.42). It is also found
that only 29.31% of sample family business hoteaigvide Chinese food. The
percentage share in this respect is 26.72, 24.14 18183 respectively among
partnership, proprietorship and private Ltd formhotels. The percentage share of
all the four forms of business of hotels in promglifast food and other food is very

low. This can be diagrammatically shown in Fig.4.3
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Fig.4.3. Form of Business wise Classification of 8gle Hotel Entrepreneurs
Showing the Type of Food Provided
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4.2.10.Food Provided According to Mode of Operation of Hogls

Table 4.9 shows the type of food provided by thm@le hotels according to

their mode of operation of business.

Table 4.10

Mode of Operation wise Classification of
Hotel Entrepreneurs showing the Type of Food Providd

Mode of Operation
SI No| Type of Food| Independent| Chain |Franchise| Network Total
(No.) (No.) (No.) (No.)
1 Indian 122 (41.21) | 69 (23.32) 51 (17.23) 54 (18.24) 296 (100
2 Chinese | 47 (40.52) |24 (20.69) 18 (15.52) 27 (23.27) 116 (100
3 | Continental | 51 (35.92) |33 (23.24) 29 (20.42) 29 (20.42) 142 (100
4 Fast food 27 (31.76) |26 (30.59) 15 (17.65) 17 (20) | 85 (100)
5 Other 28 (38.89) |19 (26.39) 10 (13.89) 15 (20.83) 72 (100)

Source: Primary data
Figures in parentheses are percentages of their respective totals.

The above table shows that in providing Indiandfabe percentage share of
Independent hotels is more (41.21%) compared tanChatels (23.32%), Network
(18.24%) and Franchise mode of hotels (17.23théncase of continental food also,
the percentage share of Independent hotels is (B86r82%). It is 23.24%, 20.42%,
20.42% respectively among Chain, Franchise and ol&twmode of hotels.
However, in providing fast food and other food iethe percentage share of all the
different modes of hotels is found low. It can bewn diagrammatically in Fig. 4.4.
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Section B

Services and Facilities of Travel Agency BusinessEepreneurs

A. Missing Values

The data collected from 322 respondents usingtsiredt questionnaire were entered
in SPSS 21.0 software for analysis. Missing respengere noticed in 16 cases,

hence removed.
B. Outliers

Similarly, outliers were noticed in 4 cases, leeremoved. Finally a total of
300 respondents were considered for final analysis.
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4.3. Profile of Sample Travel Agency Entreprengs

A brief of the profile of the selected sample &#bhagency entrepreneurs is
exhibited in Table 4.11.

Table 4.11

Demographic Profile of the Selected Travel AgencyiErepreneurs

Variables Travel Agency Entrepreneurs
No. of Respondents Per cent
= Male 300 100
% Female 0 0
© | Total 300 100
Up to 30 years 55 18.33
S 3140 140 46.7
o 41-50 70 23.3
E'E’ 51 & Above 35 11.7
Total 300 100
Up to 12" Standard 75 25
Tg i Graduate 135 45
o 5 Post Graduate 40 13.3
§ %D Specialization 20 6.7
i S Any Other 30 10
Total 300 100

Source: Primary data

From the above analysis, it is found that 100%hefrespondents are male
entrepreneurs. It is seen that 46.7 per cent ofréspondents belongs to the age
group of 31-40 years. Similarly, 23.3 per centled sample entrepreneurs falls the
age group of 41-50 years and 18.33 per cent obresmts are up to 30 years age
group. Only 11.7 per cent of the respondents belorapove 51 years age group.

In the case of educational qualification, it isirfidl that 45 per cent of the

respondents are graduates and 25 per cent of ttepemeurs have the education up
to 12"standard. Only 13.3 percent of the respondentp@segraduates and 10 per
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cent of the respondents are with other qualificetidt is also found that only 6.7 per

cent of the respondents are qualified with spezasibn in the area.

The services and facilities offered by the sampiavel Agency business
entrepreneurs have been analyzed with the helpletted variables. That has been

given below.
4.4. Travel Agency Services

The details of various services offered by the @anmilravel Agency
Entrepreneurs are given in Table 4.12.

Table 4.12

Services of the Selected Travel Agency Entreprenesir

Sl. no Services No. of Entrepreneurs |Per cent
1 |Air ticketing 278 92.66
2 |Visa processing 268 89.33
3 |Railway ticket booking 265 88.33
4 |[Tour Packages 270 90
5 [Tourist guides 161 53.66
6 |Hotel and accommodation booking 272 90.66
7 |Pick and drop arrangements 202 67.33
8 |Wild life safari arrangements 138 46
9 |Overnight camping arrangements 125 41.66
10 [Airport transfers 149 49.66
11 |Travel Insurance 48 16

Source: Primary data

It is clear that, among the various services effeby the travel agency
business entrepreneurs, the services like Air ticge (92.66%), Hotel and
accommodation booking (90.66%),Tour Packages(90%&ga processing(89.3%),
Railway ticket Booking (88.33%), Pick and drop agaments(67.33%),Tourist
guides (53.66%)and Airport transfers (49.66%)occaygnificant place. The other
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services in the order of importance are Wild lifasi arrangements, Overnight

camping
shown in Fig. 4.5.

arrangements and Travel Insurance. Theatragatic representation is
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Fig. 4.5. Services of the Selected Travel Agency t&preneurs
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4.5.

Travel Agency Services According to the Formaf Business

The details of various services offered by the @amTlravel Agency

Entrepreneurs according to their form of businesgyaven in Table 4.13.

Table 4.13

Form of Business wise Classification
of Sample Entrepreneurs of Travel Agency Showing &us Services

Form of Business
. | Family [Proprietors| Private
Travel Agency |Part h . . -
Serviges y ar(girj 'P| business hip limited Total
' (No.) (No.) (No.)
Air ticketing 91 (32.74) |56 (20.14] 72 (25.90) | 59 (21.22)| 278 (100)
Visa processing | 88 (32.83) |53 (19.79] 71 (26.49) | 56 (20.89)| 268 (100)
Railway ticket | g5 35 07y| 53 (20) | 71 (26.79) | 56 (21.14)| 265 (100)
booking
Tour packages 90 (33.33) |60 (22.22] 70 (25.93)| 50 (18.52) 270 (100)
Tourist guides 51 (31.68) |37 (22.99] 40 (24.84)| 33 (20.49)| 161 (100)
Hotel and
accommodation | 87 (31.98) [58(21.32) 74 (27.21)| 53 (19.49)( 272 (100)
booking
Pickand drop | g5 33 56v142 (20.79] 53 (26.24) | 39 (19.31)| 202 (100)
arrangements
Wild life safari | y5 51 16) 130 (21.74] 39 (28.26)| 26 (18.84)| 138 (100)
arrangements
Overnight
camping 32 (25.6) | 28 (22.4)| 38(30.4) | 27 (21.6) | 125 (100)
arrangements
Airport transfers | 37 (24.83) |32 (21.48] 48 (32.21)| 32 (21.48)| 149 (100)
Travel insurance | 13 (27.08) |11 (22.92] 13 (27.08)| 11 (22.92)| 48 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.

It can be observed from the table 4.13 that thecgmgage share of

partnership form of travel agency is more in thevgmion of services like Air
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ticketing (32.74%), Tour packages (33.33%), Visacpssing (32.83%), Hotel and
accommodation booking (31.98%), Pick and drop aearents (33.66%) and
Tourist guides (31.68%) compared to family, projghip and partnership Ltd
forms of travel agency business. Next to thisppstorship occupies a significant
role in offering various services. The percentalyare of proprietorship is found
more in the case of services like Hotel and accodation booking (27.21%), Air
ticketing (25.90%), visa processing (26.49%), Way ticket booking(26.79%),
Tour packages (25.93%), and Pick and drop arranges(@6.24%). The role of
Family business and Private Ltd form of travel agyebusiness is found more only
in the services like Air ticketing, visa processimapilway ticket booking and Tour

packages
4.6. Travel Agency Services According to the Modef @peration

The details of various services offered by the @amTlravel Agency
Entrepreneurs according to their mode of operatibribusiness are exhibited in
Table 4.14.
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Table 4.14

Mode of Operation Wise Classification
of Selected Travel Agency Entrepreneurs showing Vasus Services

Mode of Operation

Travel Agency Inde- _ .

Services pendent Csa”‘] Neltlwork Franchise Total
Air ticketing 112 (40.28]78 (28.06] 42 (15.11) 46 (16.55) | 278 (100)
Visa processing| 111 (41.42]74 (27.61] 41 (15.30) 42 (15.67) | 268 (100)
Railway ticket |1, 11 51y75 (28.30] 37 (13.96) 43 (16.23) | 265 (100)
booking
Tour packages |106 (39.26]78 (28.89] 45 (16.67) 41 (15.18) | 270 (100)
Tourist guides | 64 (39.76)[50 (31.05] 19 (11.80) 28 (17.39) | 161 (100)
Hotel and
accommodation| 110(40.44) 79 (29.04] 42 (15.45) 41 (15.07) | 272 (100)
booking
Pickand drop | g 39 50161 (30.20] 27 (13.37) 34 (16.83) | 202 (100)
arrangements
wild life safari | ¢ 33 33149 (35.51] 21 (15.22) 22 (15.94) | 138 (100)
arrangements
Overnight
camping 48 (38.4) | 40(32) | 20(16) | 17 (13.6) | 125 (100)
arrangements
Airport transfers| 59 (39.60)|40 (26.84] 24 (16.11)] 26 (17.45) | 149 (100)
Travel insurancq 17 (35.42)|15 (31.25] 5(10.42)| 11 (22.91) 48 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.

The above table reveals that Independent modperation of Travel agency
ranks the first in offering various services. Thergentage share of Independent
mode of operation of Travel agency is more in theecof services like Air ticketing
(40.28%), Visa processing (41.42%), Hotel and acoodation booking (40.44%),
Tour packages (39.26%), Pick and drop arrangemé€3fis60%) and Airport
transfers (39.60%) compared to other modes operatidravel agency. It is seen

that Chain mode of Travel agency fared well in phevision of services like Air
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ticketing (28.06%), Tour packages (28.89%), Railwaket booking (28.30%),Visa
processing(27.61%) and Pick and drop arrangemeB&2d%). Similarly,

Franchisee and network modes of operation of Tragehcy performed better in
providing services of Air ticketing, Railway bookj, Visa processing and Tour

packages.
4.7. Tour Operating Services Provided by the Travel Ageaies

The various tour operating services of sampleepnéneurs are shown in
Table 4.15.

Table 4.15

Tour operating Services of Sample Travel Agency Busess Entrepreneurs

Sl. Nof{ Tour Operating Services No.Eor:‘trTerssleer:;ﬁgncy Per cent
1 |Accommodation services 278 92.66
2 |Transport/ car hire services 255 85
3 |Catering/ restaurant services 146 48.66
4 |Travel guiding services 237 79
5 |Sight seeing 274 91.33
6 |Shopping services 145 48.33
7 |Recreational services 159 53
8 |Insurance services 174 58
9 |Others 35 11.66

Source: Primary data

It is clear from the above table that out of tlagious tour operating services
provided, Accommodation services are offered by 9Q#r cent of sample travel
agency entrepreneurs. Similarly, 91.3per cent ofpda travel agency entrepreneurs
provided the sightseeing service. In the case aingport/ car hire services the
percentage share of sample respondents is fouhd 8 and the percentage share

of sample respondents who offered the Travel ggidiarvices is 79. The percent
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share of sample entrepreneurs provided the Inseraecvices and Recreational
services is 58 and 53 respectively. Catering/ ueatd services are offered by 48.6
per cent of sample entrepreneurs. The diagrammegresentation is shown in Fig .
4.6.
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Fig. 4.6. Tour operating Services of Sample TravelAgency Business

Entrepreneurs
4.8.  Tour Operating Services According to the Form of Bisiness

The various tour operating services of sampleepnéneurs according to
their form of business are displayed in Table 4.16.
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Table 4.

16

Form of Business wise Classification of Sample Ergpreneurs
of Travel Agency Business Showing Various Tour Opeating Services

Form of Business

Services Partnership, bFamlly Proprietorship| Private
No.) USINESS | T N0y [Ltd, (Noy| O
(No. (No) . . (No.
Accommodation| o, 35 6g)| 59 (21.23)| 72 (25.90) |55 (19.78] 278 (100)
services
Transport/ car hir| oo 35 55| 56 (21.97)| 63 (24.70) |53 (20.78] 255 (100)
services
Catering/ | 45 (31.51)| 29 (19.86)| 38 (26.03) |33 (22.60) 146 (100)
restaurant service
Travel guiding | 76 35 07)| 51 (21.52)| 64 (27.00) |46 (19.41) 237 (100)
services
Sight seeing | 89 (32.48)| 60 (21.90)| 71 (25.91) |54 (19.71] 274 (100)
Shopping service| 46 (31.72)| 27 (18.62)| 37 (25.52) |35 (24.14) 145 (100)
Recreational | o5 33 33) 35 (20.13)| 38 (23.90) |36 (22.64] 159 (100)
services
Insurance servicqd 55 (31.62)| 35 (20.11)| 41 (23.56) (43 (24.71) 174 (100)
Others 6 (17.15) | 8(22.85)| 10 (28.57) |11 (31.43] 35 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.

Table 4.16 shows that partnership form of Travgeicy Business has a
significant role in the case of Accommodation sesi(33.09%), Transport/ car hire

services (32.55%), Travel guiding services (32.07%)ghtseeing (32.48%),

Recreational services (33.33%), Insurance servf8és62%) compared to other
forms of Travel Agency Business. The partnershipfof Travel Agency Business
occupied the next position in the case of varioeisrises except the case other

services. The family and Private Ltd form of Travalency Business ranked the

third and fourth place in the provision of variaesvices.
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4.9. Tour Operating Services According to the Mode of @eration of

Business

Table 4.17 shows the various tour operating seswi¢esample entrepreneurs

according to their mode of operation.

Table 4.17

Mode of Operation wise Classification of Sample Emépreneurs
of Travel Agencies Business Showing Various Tour pating Services

Mode of Operation
Services Independent| Chain | Network [Franchise| Total
(No.) (No.) (No.) (No.)

Accommodation services| 111 (39.92)(82 (29.50)42 (15.11) 43 (15.47)278 (100
Transport/ car hire servicel 99 (38.83) | 75 (29.41) 37 (14.51) 44 (17.25)255 (100
Catering/ restaurant servic{ 55 (37.67) |44 (30.14) 22 (15.07) 25 (17.12) 146 (100
Travel guiding services | 97 (40.93) (68 (28.69) 36 (15.19) 36 (15.19) 237 (100
Sight seeing 109 (39.78) |80 (29.20) 44 (16.06) 41 (14.96) 274 (100
Shopping services 56 (38.62) | 40(27.59)| 25 (17.24) 24 (16.55) 145 (100
Recreational services 62 (38.99) |48 (30.19) 22 (13.84) 27 (16.98) 159 (100
Insurance services 73 (41.96) |43 (24.72) 29 (16.66) 29 (16.66)174 (100
others 13 (37.14) |13 (37.14) 6 (17.14)| 3(8.57) | 35 (100)

Source: Primary data

Figuresin parentheses are percentages of their respective totals.

Mode of Operation wise Classification of Sampldar&pmreneurs of Travel
Agencies Business (as per Table 4.17) denotes thetindependent mode of
operation of travel agency occupies the first platethe case of all the tour
operating services provided. The percentage star@i92 for Accommodation
services. Where as it is 29.50, 15.47 and 15.1demtively among chain, Franchisee
and Network mode of operation of Travel Agencids.the case of Transport/ car
hire services, the percentage share of indepenchecdte of operation of travel
agency is found to be 38.83. However, it is 30.14,12 and 15.07 respectively

among chain, Franchisee and Network mode of operadf Travel Agencies.
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Similarly, in the case of Travel guiding servicédss role of independent mode of
operation of travel agency is remarkable (40.93%ijngared to chain mode
(28.69%) franchisee (15.19%) and network (15.19%).

4.10. Facilities or Activities of Travel Agencies

The various facilities or activities of travel &gy entrepreneurs are
presented in Table 4.18.

Table 4.18

Facilities or Activities of Travel Agency Entreprereurs

Sl. No.| Facilities/ Activities | No. of Travel Agency Entrepreneurs |Per cent
1 [Sight seeing 285 95
2 |Cultural Activities 239 79.66
3 [Music 85 28.33
4 |Beauty spa 87 29
5 |Nature seeing 247 82.33
6 |Shopping 128 42.66
7 |Religious trip 199 66.33
8 |Adventure 122 40.66
9 [Sports 41 13.66
10 [Corporate meeting 55 18.33
11 |Others 199 66.33

Source: Primary data

The above table indicates that among the varioasiliies/ Activities
provided by the travel agencies, sightseeing isribst important with a percentage
share of 95. The facility of nature seeing is tlegtrimportant activity accounting
82.3%. It is also seen that 79.6 % of the sampépardents operate cultural
activities. Religious activities constitute an imgamt one with a percentage share of

66.3.The percentage share of other activities $kepping (42.6%), Adventure
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(40.6%),Beauty spa (29), Music (28.3%), Corporate meetit®)3) is alscfound

noticeableThe diagrammatic representation is shown in FiJ.

Number of Travel Agency (%)

100 -

M Per cent

80 -

60 -

40 -

Travel Agency activities

4.11.

Fig . 4.7 Facilities or Activities of Travel Ageng Entrepreneurs

Facilities or Activities According to the Form of Busines:

The Table 4.19 indicates the various facilitiesaotivities of travel agenc

entrepreneurs according to the form of busin
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Table 4.19

Form of Business wise Classification of Sample
Entrepreneurs of Travel Agency showing Various Fadities

Form of Business

Facilities | partnership BFuasriT:gss Proprietorshi|  Private Total
(No.) (No) p (No.) limited (No.)

Sight seeing| 94 (32.98) | 59 (20.70) | 76 (26.67) | 56 (19.65) | 285 (100)
Cultural | 83(34.74) | 51(21.34) | 57 (23.84) | 48(20.08) | 239 (100)
Music 27 (31.77) | 15(17.65) | 24 (28.23) | 19 (22.35) | 85 (100)
Beauty spa | 29 (33.33) | 17 (19.54) | 22(25.29) | 19 (21.84) | 87 (100)
Nature Seein{ 85 (34.41) | 51 (20.65) | 63 (25.51) | 48(19.43) | 247 (100)
Shopping | 42 (32.81) | 29 (22.66) | 30 (23.44) | 27 (21.09) | 128 (100)
Religious Trip| 64 (32.16) | 43 (21.61) | 52 (26.13) | 40 (20.10) | 199 (100)
Adventure | 35(28.69) | 28 (22.95) | 28 (22.95) | 31(25.41) | 122 (100)
Sports | 11(26.82) | 9(21.96) | 13(31.70) | 8(19.52) | 41 (100)
Crﬁ;%‘t’iz]aée 16 (29.09) | 9(16.36) | 17(30.90) | 13(23.65) | 55 (100)
Others | 67(33.68) | 46 (23.11) | 46 (23.11) | 40 (20.10) | 199 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.

Form of Business wise classification of samplerepreneurs of travel
agency showing various facilities(Table 4.19) iadés that partnership form
occupies a dominant place in the case of Sightgeé2.98%), Nature seeing
(34.41%), Cultural activities (34.74%)Other aciest (33.68%) and Religious trip
(32.16%) compared to other forms of proprietorsikgmily business and Private
limited. Proprietorship fared well in the case adlfseeing activity. The percentage

share in this respect is 26.67.

4.12. Facilities or Activities According to the Mode of (peration

The various facilities or activities of travel agg entrepreneurs according to

the mode of operation of their business are digulay Table 4.20.
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Table 4.20

Mode of Operation wise Classification
Entrepreneurs of Travel Agency Showing Various Fadities

Mode of Operation
Facilities | Independent | Chain Network Franchise Total
(No.) (No.) (No.) (No.)

Sight seeind 115 (40.35) | 80 (28.07)| 44 (15.44) | 46 (16.14) | 285 (100)
Cultural | 92(38.49) | 72 (30.14)| 38(15.89) | 37(15.48) | 239 (100)
Music 33(38.83) | 27(31.77)| 13(15.29) | 12(14.11) | 85 (100)
Beauty spal 30 (34.49) | 29 (33.33)| 14 (16.09) | 14 (16.09) | 87 (100)
Nature seeinf 95 (38.46) | 74 (29.97)] 40 (16.19) 38 (15.38) 247 (100)
Shopping | 48 (37.5) | 40 (31.26)| 21(16.40) | 19 (14.84) | 128 (100)
Religious tri] 81 (40.71) | 55 (27.64)| 30(15.07) | 33(16.58) | 199 (100)
Adventure | 48 (39.34) | 34 (27.88)| 18 (14.75) | 22(18.03) | 122 (100)
Sports | 15(36.58) | 12 (29.27)| 10(24.39) | 4 (9.76) 41 (100)
Cﬂ?;%‘t)i';]aée 19 (34.54) | 15(27.27)| 12(21.82) | 9(16.37) | 55 (100)
Others | 70(35.17) | 66 (33.17)| 31(15.58) | 32(16.08) | 199 (100)

Source: Primary data
Figuresin parentheses are percentages of their respective totals.

The above table shows that independent mode ohtpe of travel agencies
is dominant in providing the facilities of Sightseg Nature seeing, Cultural,
Religious trip and other services. The percentdgaesin this respect is 40.35,
38.46, 38.49, and 40.71 respectively. Next to iedelent mode, Chain mode
occupies the second position especially in the iprav of facilities of Music
(31.77%), Sightseeing (28.07%), Cultural (30.14%3l d&Nature seeing (29.97%).

The role of Network and Franchisee modes is fowrdparatively low.

After a thorough examination on the services aamdllifies offered by the
tourism entrepreneurs among unorganized sectas, itow quite worthwhile to
evaluate the marketing strategies adopted by thesta entrepreneurs. That has
been attempted in the ensuing chapter.
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Chapter 5

Marketing Practices and Strategies

In the previous chapter a brief outline of the smy and facilities offered by
the hotels and travel agencies in the unorganieetbsin the State of Kerala has
been examined. With a view to promote the touriswhustry and to satisfy the
beneficiary customers, the entrepreneurs of both hlbtel and travel agency
businesses adopt different practices and strategiesrefore, it is imperative to
identify and evaluate these marketing practicessaradegies of the hotel and travel
agency business entrepreneurs in unorganized sectioe State. This is the intent

of the present chapter.

5.1  Methodology Followed

In order to accomplish the third objective of Reskaprimary data relating
to marketing practices and strategies of the hatal travel agency business
entrepreneurs in unorganized sector in the State haen collected with the help of
a pretested structured Questionnaire. A large samipB00 hotel entrepreneurs and
300 travel agency business entrepreneurs weretesgleath the help of convenient
sampling. For conducting a comparative study, fofmbusiness wise and mode of

operation wise analysis have been attempted bas#tkovariables identified for the
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purpose. Suitable mathematical and statisticdbtbke mean, standard deviation,
average, correlation, one sample t test, ANOVA (psia of Variance) and Factor

analysis were employed for the analysis of the.data

The chapter is divided into two sections for th&rpwse of discussion.
Section A deals with the marketing practices amdtatiies adopted by the hotel
entrepreneurs and Section B is concerned with niagkeractices and strategies of

the travel agency entrepreneurs in the State odiler
Section A

5.2.  Marketing Practices and Strategies of Hotels

In this section an attempt has been made to an#iyenarketing practices

and strategies followed by the selected hotel preresurs.

5.2.1. Variables Identified and Used for the Analyis

The following variables have been analyzed for phigose.

1. Cost Leadership
a. Cost reduction through adoption of product desigoompetitive firms.
b. Using of less expensive resource inputs.

C. Production of products by eliminating unnecessaatures and thereby

reducing labour costs and increasing labour pradtct
d. Securing of economies of scale through high volsales.

e. Adoption of Large scale buying and enjoy discouiais bulk buying of

resource inputs such as accommaodation or transjportequirements.

f. Locating activities in areas where costs are lowgovernment help and

support are available.
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g. Following of the operation system of experiencesh$ to reduce the costs.

h. Standardization of products or resource inputs.
2. Differentiation
a. Creation of better products superior to that of petitors in terms of design,

technology, performance etc.

b. Offering of superior level of service.

C. Following of superior distribution channels.

d. Creation of strong brand name through design, iatior and advertising
e. Superior product promotion.

3. Focus

a. Focusing on a particular group of buyers.

b. Specializing in particular geographic destinations.

C. Catering for the benefits required by a particgiaup of buyers.

d. Resort destinations targeting particular marketresgs.

5.2.2. Results and Discussion

The discussion on the results of the analysisdasethe above mentioned

variables is given in the following pages.

Here, the scale ‘Marketing practices and strategi@dergone the test of
validation. For this, the researcher applied ety factor analysis (EFA),
confirmatory factor analysis (CFA), convergent dali, discriminant validity,

reliability (Cronbach’s alpha) and normality. Thetails are given below.
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1. Exploratory Factor Analysis

The construct ‘marketing practices and strategiggludes seventeen
variables. An Exploratory factor analysis with vaaix rotation was performed. It is
appropriate when the objective is to identify thénimum number of factors

associated with the maximum explanation of varigiitaar et al, 1998).

Table 5.1
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .753
Approx. Chi-Square 6578.456

Bartlett's Test of Sphericity Df 136

Sig. .000

The Kaiser-Meyer-Olkin Measure of Sampling Adeguaras 0.753 and the
Bartlett Test of Sphericity was significant (p=0000vith a Chi Square value of
6578.456 with 136 degrees of freedom (Table 5.1ixkvivas considered to be good

for further analysis and provided support for thetbrization.
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Table 5.2

Total Variance Explained

Extraction Sums of | Rotation Sums of Squared

§ Initial Eigen values Squared Loadings Loadings

o 0 0 0,

§ Total Vgri?'jn Cur;g/i)ativ Total V:;ig];c %3?;:)6 Total V:;ig];c Cur;t;/:)ativ
ce e e

1| 4.824 28.374 28.3744.824 28.374 28.374 4.761 28.04] 28.041

2| 4.114 24.20¢ 52.5744.114 24.20( 52.574 4.033 23.723 51.763

3| 2.784 16.364 68.9392.784 16.364 68.939 2.920 17.174 68.93¢

41 1.754 10.301 79.243

51 1.19¢ 7.004 86.243

6| .51§ 3.027% 89.271

7| .41 2.423 91.694

8| .34 2.050 93.744

9| .29 1.73% 95.47¢

10[ .212 1.248 96.724

11 .163 .957 97.68]1

12| .147 .868 98.544

13 .14 .832 99.381

14 .07 .413 99.794

15 .017 .099 99.893

16| .011 .063  99.95¢

17 .00 .044 100.00(

Extraction Method: Principal Component Analysis.

The Exploratory factor analysis identified sevantbrs with an Eigen value
greater than 1, which together explained about G&%¥cent (Table 5.2) of the
variance indicated a good fit and hence it was rassuthat model represents the

data very well.
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Table 5.3

Rotated Component Matrix

Component
Statements Differentiation| Cost [Focus
Leadership

Offering of superior level of service 979 .031 .019
Following of superior distribution channels 979 .031 .015
_Creatlo_n of strong bra_nq name through design, 978 027 022
innovation and advertising
Superior product promotion. .969 .024 .020
Creation of better products superior to that of
competitors in terms of design, technology, per&moe .967 .018 .020

etc.

Production of products by eliminating unnecessary
features and thereby reducing labour costs andasang .003 778 119
labour productivity.

Securing of economies of scale through high volume

.052 712 |-.145
sales

Standardization of products or resource inputs. .025 699 |-.125

Adoption of Large scale buying and enjoy discodiots
bulk buying of resource inputs such as accommodat .036 697 |-.112
or transportation requirements

Following of the operation system of experiencethd

to reduce the costs. 008 693 |-.114
Using of less expensive resource inputs. .026 .692 .067
Locating activities in areas where costs are low or 061 670 |-128
government help and support are available

Cost redycthn through adoption of product design o - 076 667 167
competitive firms

Catering for the benefits required by a particgtaup o 049 _118 | 885
buyers.

Focusing on a particular group of buyers. .014 -.208 |.850
Specializing in particular geographic destinations .031 -.068 |.804
Resort destinations targeting particular marketseys. -.010 165 .800

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization

a. Rotation converged in 4 iterations.
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Three factors extracted from the exploratory faetealysis which is hamed
as shown in table 5.3. There are five variablesupged belongs to the factor

‘differentiation’, nine variables for ‘cost leadérg’ and four variables for ‘focus’.
2. Confirmatory Factor Analysis (CFA)

In order to confirm the structure of the construnatirketing practices and
strategies’ extracted from exploratory factor asely confirmatory factor analysis
technique is used. For this, SPSS Amos 21.0 is.used

Cosi Leadership 1

Cost Leadershi 2

Cost Leadershi 3

Co=t Leadershi 4 o

- 98 Cosl
Cost Leadershi 5 i Leadership

Cost Leadershi 6 T

Cost Leadershi 7

Cost Leadershi &

Differentiation 1

28
Differentiation 2 e

Differentiation 3 =

Differentiation

A

Differentiztion 4 3

Differentiation 5

Focus 1

8BS

Focus 2 53
Focus 3 -

Focus 4

P99 2PRFETITITTRY

Fig 5.1 Measurement model for Marketing Practice and Straégies of Hotel

Entrepreneurs
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The results shown in table 5.4 provide a quickraes of the model fit.
Goodness of Fit index (GFI) obtained is 0.932 adre the recommended value of
above 0.90, the Adjusted Goodness of Fit Index (BG$ 0.927 as against the
recommended value of above 0.90 as well. The Noffihéatdex (NFI), Relative Fit
index (RFI), Comparative Fit index (CFI), Tuckerwie Index (TLI) are 0.919,
0.920, 0.913, 0.909 respectively as against themmewended level of above 0.90.
RMSEA is 0.029 and is well below the recommendedtlof 0.08, and Root Mean
Square Residual (RMR) is also well below the recemaed limit of 0.05 at 0.035.
This can be interpreted as meaning that the moggaias the correlation to within
an average error of 0.035 (Hu and Bentler, 199@nhdd the model shows an overall
acceptable fit.

Table 5.4

Model Fit Indices

GFl | AGFl |NFI |RFI |CKFI |TLI RMSEA RMR

Obtained 932 927 | 919 .920 918 .909 .029 .035

Recommended | >90| >90 | >90 >90 >90 >.90 <0.08 <0.05

All the paths shown in the model (Fig 5.1) arendigant as critical ratios

were above 1.96. Hence, confirms the measuremedélmo
3. Validity

In general, validity is an indication of how soutite research is. More
specifically, validity applies to both the designdathe methods of the research.
Validity in data collection means that the findingsly represent the phenomenon
that is claiming to measure. In this research wdrth content validity and
construct validity is tested.

3.1 Content validity

In research, content validity (also known as lagicalidity) refers to the
extent to which a measure represents all faceasgofen construct. Content validity
is tested by consulting the experts in the fieldesiearch.
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3.2 Construct validity

Construct validity is "the degree to which a tesasures what it claims or
purports, to be measuring. There are several mettwotgst the construct validity. In

this research, the researcher used two kinds afisatests, i.e, convergent validity

and discriminant validity.

3.3  Convergent Validity

Convergent validity tests establish whether respsrto the questions are

sufficiently correlated with the respective latemiriables. Convergent validity is

usually assessed based on the comparison of lGadiagulated through a non-

confirmatory analysis with a fixed value (Ketkamdk, Parente & Verville, 2012).

Table 5.5

Factor Loadings and p values - Marketing Practicesind Strategies

Structural Paths Estimate Sig.
Cost Leadership8 «—  Cost Leadership .998 .000
Cost Leadership 7 «—  Cost Leadership 970 .000
Cost Leadership 6 «—  Cost Leadership .987 .000
Cost Leadership 5 «—  Cost Leadership .987 .000
Cost Leadership 4 «—  Cost Leadership 992 .000
Cost Leadership 3 «—  Cost Leadership .988 .000
Cost Leadership 2 «— Cost Leadership .982 .000
Cost Leadership 1 «—  Cost Leadership 973 .000
Differentiation 5 «— Differentiation .946 .000
Differentiation 4 «— Differentiation .985 .000
Differentiation 3 «— Differentiation .960 .000
Differentiation 2 «— Differentiation .986 .000
Differentiation 1 «— Differentiation .959 .000
Focus 4 «— Focus 674 .000
Focus 3 «— Focus .930 .000
Focus 2 «— Focus .693 .000
Focus 1 «— Focus .848 .000
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In the present study, the factor loadings assediatith the latent variables
ranged between 0.50 and 0.99 as shown in TablarShence it is reasonable to
assume that the measurement model for the constmetketing practices and
strategies” has acceptable convergent validity.

3.4  Discriminant Validity

Discriminant validity tests verify whether respeadrom the respondents to
the questions are either correlated or not witleotatent variables. A measurement
model has acceptable discriminant validity if th@are root of the average variance
extracted (AVE) for each latent variable is highkan any of the correlations
between the latent variable under considerationaarydof the other latent variables

in the measurement model (Fornell & Larcker, 1981).

Table 5.6

Correlations and AVE's

Correlations Average Variance Extracted
Cost leadership— Differentiation .04 Cost leadership .982
Cost leadership— Focus -.19 | Differentiation 976
Differentiation < Focus .05 Focus 795

Discriminant validity was confirmed by examiningreelations among the
constructs. As a rule of thumb, a 0.85 correlatmm higher indicates poor
discriminant validity in structural equation moctei (David 1998). None of the
correlations among variables were above 0.85 (Tabta/e). The results suggested

adequate discriminant validity of the measurement.
4. Normality and Reliability

In statistics, normality tests are used to deteemf a data set is well-
modeled by a normal distribution and to compute Hikely it is for a random
variable underlying the data set to be normallyritigted. Reliability in statistics
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and psychometrics is the overall consistency okasure. A measure is said to have

a high reliability if it produces similar resultader consistent conditions.

Table 5.7

One-Sample Kolmogrov- Smirnov Test

Mean | SD Sig

Cost reduction through adoption of product design o

o 3.3033(1.1175]1 .000
competitive firms

Using of less expensive resource inputs. 3.2933|1.11269 .000

Production of products by eliminating unnecessary
features and thereby reducing labour costs anéasarg | 3.2933(1.11869 .000
labour productivity

Securing of economies of scale through high volume

3.2767(1.10944 .000
sales.

Adoption of Large scale buying and enjoy discodots
bulk buying of resource inputs such as accommodatiq 3.2700(1.10804 .000
transportation requirements

Locating activities in areas where costs are low or

: 3.2633(1.10369 .000
government help and support are available

Following of the operation system of experienceoh$ tg

reduce the costs. 3.3000{1.1109] .000

Standardization of products or resource inputs. 3.2733|1.10273 .000

Creation of better products superior to that ofmpetitors

. : 4.6667(.57445( .000
in terms of design, technology, performance etc.

Offering of superior level of service. 4.6800| .55253| .000

Following of superior distribution channels. 4.6867(.53801 .000

Creation of strong brand name through design, iation

- 4.6667|.56859( .000
and advertising

Superior product promotion. 4.6833| .53916| .000

Focusing on a particular group of buyers. 3.4033|1.1365( .000

Specializing in particular geographic destinations. 3.0667|.98935| .000

Catering for the benefits required by a particgjarup o

3.3467(1.10024 .000
buyers.

Resort destinations targeting particular marketrssgs. | 3.0467|1.18427 .000
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Analysis for univariate normality done using Kolgnov- Smirnov test with
Lillefors significance correction revealed that eoof the variables are normally
distributed. To assume normality, skewness andkigrtare commonly used by the
statisticians. Skewness refers to the symmetry dis&ribution whereas kurtosis
relates to the peakedness of a distribution. Aridigtion is said to be normal when

the values of skewness and kurtosis are equakto(Zabachnick and Fidell; 2001).

However, there are few clear guidelines about nowch non-normality is
problematic. It is suggested that absolute valuesnivariate skewness indices
greater than 3.0 seem to describe extremely skelaéal sets (Chou and Bentler
1995). Regarding kurtosis, there appears that &isriodex greater than 10.0 may

suggest a problem.

Table 5.8

Skewness and Kurtosis

Statistic

Statements -
Skewness| Kurtosis

Cost reduction through adoption of product design o

o -.215 -1.060
competitive firms
Using of less expensive resource inputs. -.218 -1.064
Production of products by eliminating unnecessaagureq
and thereby reducing labour costs and increashmpia -.209 -1.081
productivity
Securing of economies of scale through high volgaies. -.194 -1.068

Adoption of Large scale buying and enjoy discodots
bulk buying of resource inputs such as accommodatio -.194 -1.076
transportation requirements

Locating activities in areas where costs are low or

government help and support are available -191 -1.070
Following of the operation system of experienceth$ tc _231 1,051
reduce the costs.

Standardization of products or resource inputs. -.212 -1.061
Creation of better products superior to that ompetitory - 359 2 972

in terms of design, technology, performance etc.
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Statistic

Statements

Skewness| Kurtosis
Offering of superior level of service. -.091 2.131
Following of superior distribution channels. .056 2.075
Creation of _strong)rand name through design, innoval - 297 2 984
and advertising
Superior product promotion. .067 2.042
Focusing on a particular group of buyers. -.041 -1.249
Specializing in particular geographic destinations. -.531 -.199
Catering for the benefits required by a particgssup 0] 068 1.244
buyers.
Resort destinations targeting particular marketresgs. .067 -1.094

In the present study, all the variables fall unitier kurtosis value of 10 and
Skewness value of 3, inferring kurtosis and skewmvesre not problematic in this

research. Hence, parametric test can be used.

Table 5.9

Reliability Test (Cronbach’s Alpha) — Marketing Practices and Strategies

Cost Leadership Differentiation

Focus

.869 .818

927

The test of reliability shows adequate valueschkeit is concluded that the

measurement construct a reliable one.

5.2.3. Marketing Practices and Strategies Hotel Enépreneurs - Comparison

of Mean

Comparison of means tests helps the researchestéonune if the groups

have similar means. There are many cases in gtatist compare means for two

populations or samples.
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with ‘strongly disagree’ and 5 represents ‘Strongtyree’. Table 5.10 presents the

One sample T test - Marketing Practices and Strategs

Five point Likert's scale is used to record thepanses, where 1 indicates

Perception of respondents in respect of the varimesketing practices and

strategies adopted by hotel entrepreneurs.

Table 5.10

One sample t test- Marketing practices and strategis of Hotel Entrepreneurs

t

tat t M D '
Statements ean| S Value Sig
Cos_t reduction th_r(_)ugh_ adoption of product 3.30341.11751 4.701] 00d
design of competitive firms
Using of less expensive resource inputs. 3.29331.11269 4.566(.000
Production of products by eliminating
unnecessary features and thereby reducing |3.29331.11869 4.542|.000
labour costs and increasing labour productivi
2 ) ) .
@ Securing of economies of scale through high 3.27611.10944 4.319! 000
3 volume sales.
§ Adoption of Large scale buying and enjoy
Q discounts for bulk buylng of resource mputs 3.270d1.10804 4.220| 00d
S such as accommodation or transportation
requirements
Locating activities in areas where costs are |(3.26351.1036E 4.133| 000
or government help and support are available
Following ~ of the operation system |5 54444 14094 4.677].000
experienced firms to reduce the costs.
Standardization of products or resource inpui3.27331.10273 4.293|.000
Creation of better products superior to tha
competitors in terms of design, technol(4.6667 .57445/50.253.000
performance etc.
Offering of superior level of service. 4.680( .55253(52.664.000
S |Following of superior distribution channels. |4.6867 .53801|54.30¢.000
g Creati f st brand th h dej
£ |-reation of strong brand hame through del, ge67 56859|50.77(.000
% innovation and advertising
E Superior product promotion. 4.6833 .53916(54.071.000
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Statements Mean| SD Si
Value g

Focusing on a particular group of buyers. 3.40331.1365( 6.147(.000

Specializing in particular geograp|
destinations.

3.06614 .98935| 1.167(.000

Focus

Catering for the benefits required by a partig

group of buyers 3.34611.10024 5.457(.000

Resort destinations targeting particular marksg

3.04671.18421 .683 |.000
segments.

Of the various cost leadership strategies followey sample hotel
entrepreneurs, the strategy of Cost reduction tiiradoption of product design of
competitive firms have secured the highest mearres¢d.3033) followed by
following of the operation system of experiencadc8 to reduce the costs (3.3000),
Production of products by eliminating unnecessaatures and thereby reducing
labour costs and increasing labour productivitg$33) and Using of less expensive
resource inputs (3.2933) .

Out of the various Differentiations strategy oflldawing of superior
distribution channels (4.6867) and offering of sugrelevel of service (4.6800) have
secured the highest mean score.

As regards the Focus strategy, the strategy afsiag on a particular group
of buyers ranked the first in terms of mean sc8té(33) followed by catering for
the benefits required by a particular group of bey.3467) and specializing in
particular geographic destinations (3.0667) .

The table reveals that the difference betweerpéneeived score and the test
value of all the factors are significant, since phealue of all the factors of stress are
less than 0.05 (Table 5.10).
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5.2.4. Marketing Practices and Strategies of Hotétntrepreneurs According to

Form of Business

In order to analyze the form of business wise exoof the variable
marketing practices and strategies, the test ofveene ANOVA was used (Table
5.11).

Table 5.11

Nature of Business wise Classification of Hotel
Entrepreneurs showing Marketing Practices and Straggies

Marketing Strategies Form of Business N Mean F Sig.
Value
Partnership 79 3.4199
Family business 79 3.2024
Cost Leadership Proprietorship 87 3.3549 1.214(.305
Private limited 59 3.0955
Total 3001 3.2842
Partnership 79 4.6024
Family business 79 4.665§
Differentiation Proprietorship 87| 4.7103 .913 |.435
Private limited 55 4.7455
Total 300| 4.6767
Partnership 79 3.2089
Family business 79 3.3574
Focus Proprietorship 87 3.1839 1.078(.359
Private limited 55 3.0727
Total 3001 3.2158

Source: Primary Data

Table 5.11 reveals that as regards the cost Iglaigestrategy, it is more
among Partnership form of business (mean scor®3)4allowed by Proprietorship

business (mean score 3.3549), Family business (swar 3.2025) and Private Ltd
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(mean score 3.0955). The application of F test shtvat this difference is not

significant.

In respect of Differentiation strategy, Privateniiied occupies highest mean
score of 4.7455 followed by Proprietorship (4.71885 Family business (4.6658)
and the difference is not significant statistically

In the case of Focus strategy the mean scoreglsesi among the Family
business (3.3576) followed by Partnership (3.20B8dprietorship (3.1839),Private
Limited (3.0727) and the difference among the uasidorms of business is not

statistically significant
Testing of Hypothesis No.1

HO: In respect of marketing practices and strategies adopted, there is no
significant difference among the hotel entrepreneursin unorganized sector
according to the form of business organization.

From the analysis, it is clear that the significdevels of all the three
variables according to the form of business are/@lflo05. It means that the there is
no significant difference in mean score with regiydform of business of hotel
entrepreneurs in respect of marketing practices sindtegies. Therefore, the
hypothesis that in the case of marketing stratefgkswed, there is no significant

difference among hotel entrepreneurs accordingrmo Df business iaccepted.

5.2.5. Marketing Practices and Strategies of Hotel Entrepeneurs According

to Mode of Operation

The marketing strategies of hotel entrepreneurghenbasis of mode of
operation have been analyzed. For this purposetesieof one way ANOVA was

employed. The result of analysis is shown in T&le.
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Table 5.12

Mode of Operation wise Classification of
Hotel Entrepreneurs Showing Marketing Practices andStrategies

Marketing Strategies| Mode of Operation N Mean VaITue Sig.
Independent 122 3.249(
Chain 72 3.3294

Cost Leadership Network 52 3.2115 .275 (.843
Franchise 54 3.3727%
Total 300 3.2842
Independent 122 4.6213
Chain 72 4.7611

Differentiation Network 52 4.68461.016(.386
Franchise 54 4.6814
Total 30( 4.6767)
Independent 122 3.248(
Chain 72 3.1284

Focus Network 52 3.211% .305 (.821
Franchise 54 3.2634
Total 30( 3.215§

Source: Primary Data

The Franchise occupies highest mean score of B.8Y2he case of cost
leadership strategy. The mean score in this regpe8t3299, 3.2490 and 3.2115
respectively among Chain, Independent and Netwasdiness and this difference is

also statistically not significant.

With respect to Differentiation strategy, the Chainode of business
occupied the highest mean score (4.7611). Thisliewed by Network (4.6846),
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Franchise (4.6815) and Independent (4.6213). THereince in this respect is not

statistically significant.

In the case of Focus strategy the mean scoraesi among the Franchise
mode of business entrepreneurs (3.2639) followed Iiependent (3.2480),
Network (3.2115) and Chain (3.1285). This differeme not statistically significant
( F test).

Testing of Hypothesis No.2

HO: In respect of marketing practices and strategies adopted, there is no
significant difference among the hotel entrepreneursin unorganized sector

according to the mode of operation of business.

In the case of Cost leadership, Differentiatiod &ocus it is seen that there
is no significant difference among hotel entrepteaas the significance level is not
below 0.05. Thus, it can be concluded by accegheghypothesis that in the case of
marketing strategies followed, there is no sigaific difference among hotel

entrepreneurs according to mode of operation.
Section B
5.3.  Marketing Practices and Strategies of Travel agencEntrepreneurs

This section is devoted to discuss the resulte®fnalysis on the marketing
practices and strategies adopted by the travel cggentrepreneurs in the

unorganized sector.
5.3.1. Results and Discussion

In the present work, the scale ‘Marketing practieed strategies’ has been
undergone the test of validation. The researcher dgplied exploratory factor
analysis (EFA), confirmatory factor analysis (CFAgponvergent validity,

discriminant validity, reliability (Cronbach’s alphand normality for this purpose.
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1. Exploratory Factor Analysis

The construct ‘marketing practices and strategiggludes seventeen
variables. An Exploratory factor analysis with vaaix rotation had been performed
and was appropriate when the objective was to iijetite minimum number of
factors associated with the maximum explanatiovapiance (Hair et al, 1998).

Table 5.13
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy .895
Approx. Chi-Square 13070.893

Bartlett's Test of Spherici df 136

Sig. .000

The Kaiser-Meyer-Olkin Measure of Sampling Adeguaas 0.895 and the
Bartlett Test of Sphericity was significant (p=0000wvith a Chi Square value of
13070.893 with 136 degrees of freedom (Table 5vllirh was considered to be

good for further analysis and provided supporttii@ factorization.
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Table 5.14

Total Variance Explained

% Initial Eigen values Extraction Sums of | Rotation Sums of Squared
= Squared Loadings Loadings
g %.Of Cumulat % of [Cumulg % of |Cumulative
8 Total Vacréan ve % Total Variancq tive % Total Variance %
1| 8.04947.349 47.349 8.049 47.34947.349 7.933 46.663 46.663
2| 4.66427.434 74.784 4.664 27.43374.784 4.664 27.449 74.117
3| 2.67215.72q0 90.504 2.673 15.72090.504 2.78¢ 16.390  90.502
4| .520 3.06] 93.563
5| .447 2.63(0 96.197
6| .245 1.447 97.635
7 143 .841 98.476
8| .110 .648 99.124
9| .052 .308 99.437
10| .032 .187 99.61§
11} .019 .115 99.733
12| .017] .102 99.83§
13| .01 .073 99.90§
14| .007] .043 99.95(
15| .005 .029 99.979
16| .003 .017] 99.994
17| .001 .004 100.00(
Extraction Method: Principal Component Analysis.

The Exploratory factor analysis identified sevantbrs with an Eigen value
greater than 1, which together explained about $@¥cent (Table 5.14) of the
variance indicated a good fit. Hence, it was assuthat model represents the data

very well.
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Table 5.15

Rotated Component Matrix

Component

Statements

Differentiation

Cost
Leadership

Focus

Offering of superior level of service

997

Following of superior distribution channels

.996

Creation of strong brand name through desig
innovation and advertising

.995

Superior product promotion.

.995

Creation of better products superior to that o
competitors in terms of design, technology,
performance etc.

.994

Production of products by eliminating
unnecessary features and thereby reducing
labour costs and increasing labour productiv

991

Securing of economies of scale through high
volume sales

.987

Standardization of products or resource inpu

981

Adoption of Large scale buying and enjoy
discounts for bulk buying of resource inputs
such as accommodation or transportation
requirements

.987

Following of the operation system
experienced firms to reduce the costs.

.985

Using of less expensive resource inputs.

.967

Locating activities in areas where costs are |
or government help and support are availabl

944

Cost reduction through adoption of product
design of competitive firms

942

Catering for the benefits required by a particy
group of buyers.

.890

Focusing on a particular group of buyers.

.846
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Component

Statements _ o Cost
Differentiation . |Focus
Leadership
Specializing in particular geographic
S .799
destinations
Resort destinations targeting particular mark 280

segments.

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization

a. Rotation converged in 4 iterations.

Three factors extracted from the exploratory facoalysis which was
named as shown in table 5.15. There are five vi@sairouped belongs to the factor

‘differentiation’, nine variables for ‘cost leadéig’ and four variables for ‘focus’.
2. Confirmatory Factor Analysis (CFA)

In order to confirm the structure of the construnatirketing practices and
strategies’ extracted from exploratory factor aselyconfirmatory factor analysis

technique is used. For this, SPSS Amos 21.0 is.used
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Fig 5.2 Measurement model for Marketing Practices and Straggies of Travel
agency Entrepreneurs

The results shown in table 5.16 provide a quickrerew of the model fit.
Goodness of Fit index (GFI) obtained is 0.926 asre) the recommended value of
above 0.90, The Adjusted Goodness of Fit Index (HhGd0.911 as against the
recommended value of above 0.90 as well. The Noffihéatdex (NFI), Relative Fit
index (RFI), Comparative Fit index (CFI), Tuckerwie Index (TLI) are 0.906,
0.899, 0.914, 0.900 respectively as against themmewended level of above 0.90.
RMSEA is 0.034 and is well below the recommendedtlof 0.08, and Root Mean
Square Residual (RMR) is also well below the recemaed limit of 0.05 at 0.038.

This can be interpreted as meaning that the moggaias the correlation to within
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an average error of 0.038 (Hu and Bentler, 199@ndd, the model shows an

overall acceptable fit.

Table 5.16

Model Fit Indices

GFI | AGFI | NFI | RFI |CFI |TLI RMSEA RMR

Obtained 926 | .911 | .906 .899 .914 .900 .034 .038

Recommended >90| >90| >90f >90 >90 >90 <0.08 <0.05

All the paths shown in the model (Figure 5.2) sigmificant as critical ratios
were above 1.96. Hence, confirms the measuremedéimo

3. Validity

In general, validity is an indication of how soutite research is. More
specifically, validity applies to both the designdathe methods of the research.
Validity in data collection means that the findingsly represent the phenomenon
that is claiming to measure. In this study, bothteat validity and construct validity

is tested.
3.1 Content validity

In research, content validity (also known as laficalidity) refers to the
extent to which a measure represents all faceasgofen construct. Content validity

is tested by consulting the experts in the fieldesiearch.
3.2  Construct validity

Construct validity is "the degree to which a testasures what it claims, or
purports, to be measuring. There are several mettootkst the construct validity. In
this research, the researcher used two kinds afisatests, i.e, convergent validity

and discriminant validity.
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3.3  Convergent Validity

Convergent validity tests establish whether respsrto the questions are
sufficiently correlated with the respective latemiriables. Convergent validity is

usually assessed based on the comparison of lGadiagulated through a non-

confirmatory analysis with a fixed value (Ketkammdk, Parente & Verville, 2012).

Table 5.17

Factor Loadings and p values -

Marketing Practices and Strategies of Travel agencintrepreneurs

Structural Paths Estimate Sig.
Cost Leadership8 «—  Cost Leadership .997 .000
Cost Leadership 7 «— Cost Leadership .987 .000
Cost Leadership 6 «—  Cost Leadership .999 .000
Cost Leadership 5 «—  Cost Leadership .992 .000
Cost Leadership 4 «—  Cost Leadership .996 .000
Cost Leadership 3 «—  Cost Leadership 1.000 .000
Cost Leadership 2 «—  Cost Leadership .996 .000
Cost Leadership 1 «—  Cost Leadership 979 .000
Differentiation 5 «— Differentiation 922 .000
Differentiation 4 «— Differentiation .958 .000
Differentiation 3 «— Differentiation .995 .000
Differentiation 2 «— Differentiation .989 .000
Differentiation 1 «— Differentiation .920 .000
Focus 4 «— Focus .645 .000
Focus 3 «— Focus .907 .000
Focus 2 «— Focus .691 .000
Focus 1 «— Focus .831 .000

In the study, the factor loadings associated whth latent variables ranged
between 0.50 and 0.99 as shown in Table 5.17. Hentereasonable to assume
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that the measurement model for the construct “midseractices and strategies”

has acceptable convergent validity.
3.4  Discriminant Validity

Discriminant validity tests verify whether respeadrom the respondents to
the questions are either correlated or not witleothtent variables. A measurement
model has been acceptable discriminant validitth& square root of the average
variance extracted (AVE) for each latent variabée higher than any of the
correlations between the latent variable under idenstion and any of the other

latent variables in the measurement model (Foaékhrcker, 1981).

Table 5.18

Correlations and AVE's

Correlations Average Variance Extracted
Cost leadership <--> Differentiation .05 Cost leatig 972
Cost leadership <--> Focus -.18 Differentiation 996
Differentiation <--> Focus .05 Focus 712

Discriminant validity was confirmed by examiningreelations among the
constructs. As a rule of thumb, a 0.85 correlatmn higher indicates poor
discriminant validity in structural equation modej (David 1998). None of the
correlations among variables were above 0.85 (Tabtae). The results suggested

adequate discriminant validity of the measurement.
4, Normality and Reliability

In statistics, normality tests are used to deteemi a data set is well-
modeled by a normal distribution and to compute Hikely it is for a random
variable underlying the data set to be normallyriigted. Reliability in statistics
and psychometrics is the overall consistency okasure. A measure is said to have
a high reliability if it produces similar resultader consistent conditions.
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Table 5.19

One-Sample Kolmogrov- Smirnov Test

Statements Mean SD Sig
Cost req_uctlo_n through adoption of product design 33131113111 000
competitive firms
Using of less expensive resource inputs. 3.290( 1.11507 .000
Production of products by eliminating unnecessary
features and thereby reducing labour costs and 3.29331.11869 .000
increasing labour productivity
Securing of economies of scale through high volun 3.30311.12941 000
sales.
Adoption of Large scalbuying and enjoy discounts f{
bulk buying of resource inputs such as accommondg 3.300( 1.12284 .000
or transportation requirements
Locating activities in areas where cost_s are low or 32067111631 000
government help and support are available
Following of the operation system of experiencech§ 33067 1.12404 000
to reduce the costs.
Standardization of products or resource inputs. 3.29331.11569 .000
Creation of better products superior to that
competitors in terms of design, technolq 4.6767 .5655¢ .000
performance etc.
Offering of superior level of service. 4.6733 .55464 .000
Following of superior distribution channels. 4.6767 .5536( .000
Qreatlon of strong . k_)rand name through de! 46661 56854 000
innovation and advertising
Superior product promotion. 4.6561 .61104 .000
Focusing on a particular group of buyers. 3.39671.14763 .000
Specializing in particular geographic destinations. | 3.070( 1.0108¢ .000
Catering for the benefits required by a particgjarug 33231110581 000
of buyers.
Resort destinations targeting particular market 3.020d 1.18224 000

segments
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Analysis for univariate normality done using Kologorov- Smirnov test
with Lillefors significance correction revealed thaone of the variables are

normally distributed.

To assume normality, skewness and kurtosis aremamty used by the
statisticians. Skewness refers to the symmetry dis&ribution whereas kurtosis
relates to the peakedness of a distribution. Aridigtion is said to be normal when
the values of skewness and kurtosis are equalrto(Zabachnick and Fidell; 2001).
However, there are few clear guidelines about howchmnon-normality is
problematic.It is suggested that absolute valueuurofariate skewness indices
greater than 3.0 seem to describe extremely skelatal sets (Chou and Bentler
1995). Regarding kurtosis, there appears that &isriodex greater than 10.0 may

suggest a problem.

Table 5.20

Skewness and Kurtosis

Statistic

Statements :
Skewness | Kurtosis

Cost reduction through adoption of product design

L -.207 -1.089
competitive firms

Using of less expensive resource inputs. -.213 -1.077

Production of products by eliminating unnecessary
features and thereby reducing labour costs and -.209 -1.081
increasing labour productivity

Securing of economies of scale through high volum

-.197 -1.096
sales.

Adoption of Large scale buying aeajoy discounts fg
bulk buying of resource inputs such as accommon3 -.213 -1.087
or transportation requirements

Locating activities in areas where costs are low or

government help and support are available -214 -1.068
Following of the operation system of experiencech§ 214 -1.079
to reduce the costs.

Standardization of products or resource inputs. -.206 -1.067
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Statistic

Statements

Skewness | Kurtosis
Creation of better products superior to that
competitors in terms of design, technold -.337 3.118
performance etc.
Offering of superior level of service. -.067 2.062
Following of superior distribution channels. -.079 2.096
Qreatlon of strong pr_and name through desi _ 187 2 070
innovation and advertising
Superior product promotion. -.795 4.066
Focusing on a particular group of buyers. -.032 -1.282
Specializing in particular geographic destinations. -.454 -.282
Catering for the benefits required by a particygeoug 095 1,262
of buyers.
Resort destinations targeting particular market 120 1,073
segments.

Here, all the variables fall under the kurtosikigeof 10 and Skewness value

of 3, inferring kurtosis and skewness were not [@wiatic in this research. Hence,

parametric test can be used.

Table 5.21

Reliability Test (Cronbach’s Alpha) — Marketing
Practices and Strategies of Travel agency Entrepreurs

Cost Leadership Differentiation

Focus

.902 911

.879

The test of reliability shows adequatéuga, hence, it is concluded that the

measurement construct a reliable one.
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5.3.2. Marketing practices and strategies of Travehgency Entrepreneurs -
Comparison of Mean

One sample T test- Support

Five point Likert's scale is used &xord the responses, where 1 indicates
with ‘Strongly disagree’ and 5 represents ‘Strongtyree’. Table 5.22 shows the
perception of respondents with regard to the ‘miamgegoractices and strategies.

Table 5.22

One sample t test- Marketing practices
and strategies of Travel agency Entrepreneurs

Statements Mean| SD Si
Value g

Cost reduction through adoption of product deg

o 3.30331.1175] 4.798|.000
of competitive firms

Using of less expensive resource inputs. 3.29331.11269 4.505|.000

Production of products by eliminating unnecess
features and thereby reducing labour costs ang3.29331.11869 4.542|.000
increasing labour productivity

Securing of economies of scale through high

3.27671.10944 4.652(.000
volume sales.

Adoption of Large scale buying and enjoy
discounts for bulk buying of resource inputs su{3.270(1.10809 4.628|.000
as accommodation or transportation requireme

Cost Leadership

Locating activities in areas where costs are low

) 3.26331.10364 4.603|.000
government help and support are available

Following of the operation system of experier

firms to reduce the costs. 3:30001.110974.725/.000

Standardization of products or resource inputs.3.27331.10273 4.554|.000

Creation of better products superior to tha
competitors in terms of design, technold4.66679 .57445(51.349.00Q
performance etc.

Offering of superior level of service. 4.680( .55253|52.254.000
Following of superior distribution channels. 4.68671 .53801(52.45§.000

Differentiation
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t
Statements Mean| SD Sig
Value

Creation of strong brand name through de!
innovation and advertising

Superior product promotion. 4.6833 .53916(46.96(.000

4.6667 .56859|50.77(.000

Focusing on a particular group of buyers. 3.40331.1365( 5.987(.000

Specializing in particular geographic destinatio|3.0667 .98935( 1.199|.000

Catering for the benefits required by a partic

group of buyers 3.34611.10024 5.064/(.000

Focus

Resort destinations targeting particular market

3.046711.18427 .293 (.000
segments.

Source: Primary data.

In the case of various cost leadership stratefgidswved by Travel agency
entrepreneurs, the strategy of Cost reduction tiiradoption of product design of
competitive firms is found secured the highest meaare of 3.3033. This is
followed by Following of the operation system ofpexienced firms to reduce the
costs (3.3000), Using of less expensive resourpetsn(3.2933), Production of
products by eliminating unnecessary features aecekly reducing labour costs and
increasing labour productivity (3.2933) and Seayiah economies of scale through
high volume sales Securing of economies of scateugh high volume sales
(3.2767).

Regarding the Differentiation strategies, thetsetyg of following of superior
distribution channels accounted the highest meares¢4.6867) followed by
Superior product promotion (4.6833) and offering safperior level of service
(4.6800).

In the case of various Focus strategies focusmg @articular group of
buyers stand the first in terms of mean score @N0This is followed by catering
for the benefits required by a particular grougpoyers (3.3467) and specializing in

particular geographic destinations (3.0667).
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The table reveals that the difference betweermpéneeived score and the test
value of all the factors are significant, since phealue of all the factors of stress are
less than 0.05.

5.3.3. Marketing practices and Strategies of Travel agencyEntrepreneurs
according to Form of Business

The assessment of marketing practices and stestegfi the sample hotel
entrepreneurs according to the form of businesdbas performed by applying the
statistical tool namely, ANOVA. It is shown in Ta.23.

Table 5.23

Form of business wise classification of
Travel Agencies showing marketing practices and sategies

hg?r;ﬁggri](egs Form of Businesy N Mean ValTue Sig.
Partnership 96 3.3339
Family business 64 3.4082

Cost Leadership |Proprietorship 79 3.1564 .668 573
Private limited 61 3.317¢
Total 300 | 3.2996
Partnership 96 4.7021
Family business 64 4.6844

Differentiation Proprietorship 790 4.6101] 442 723
Private limited 61 4.682(
Total 300 4.6700
Partnership 96 3.2135
Family business 64f 3.3008

Focus Proprietorship 79 3.2563 1.196 311
Private limited 61 3.0123
Total 300 | 3.2025

Source: Primary Data
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As regards Cost leadership strategy, it is seanRamily business secured
the highest mean value (3.4082). It is 3.3333, B31B.1566 respectively among
Partnership, Private Limited and Proprietorshiprfaf business. The difference in

this respect is not statistically significant.

With respect of Differentiation strategy, Partmgps having the highest
means score of 4.7021. This is followed by Familgibess (mean value 4.6844),
Private Limited (4.6820) and Proprietorship (4.6L0lhe difference in this respect
is not statistically significant.

In the case of Focus strategy, it is more amorgRamily business (mean
value 3.3008) followed by Proprietorship (mean eaB2563), Partnership (3.2135)
and Private Limited (3.0123). This difference @ significant

Testing of Hypothesis No.3

HO: In respect of marketing practices and strategies adopted, there is no
significant difference among the travel agency entrepreneurs in

unorganized sector according to the form of business organization.

Since the significant levels of all the variabées above 0.05, it is clear that
there is no significant difference in mean scoréghwegard to form of business.
Thus, the hypothesis that in respect of marketiragtices and strategies adopted,
there is no significant difference among the traagency entrepreneurs in

unorganized sector according to the form of busireganization can be accepted.

5.3.4. Marketing practices and Strategies of Travel agenc Entrepreneurs

according to mode of operation

The test of one way ANOVA was employed to analylze operation of
business wise scores of the variable marketingtipescand strategies. It is given in
Table 5.24.
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Table 5.24

Mode of Operation wise Classification of
Travel Agencies Showing Marketing Practices and Sategies

: : : F :

Marketing Strategies | Mode of Operation N Mean Value Sig.
Independent 120 3.195§
Chain 86 3.465]

Cost Leadership Network 45 3.355¢ 1.119|.342
Franchise 49 3.211%
Total 300 3.2996
Independent 120 4.640(
Chain 86 4.7047

Differentiation Network 45 4.6222 .515 (.672
Franchise 49 4.7265
Total 304 4.6700
Independent 120 3.200(¢
Chain 86 3.2093

Focus Network 45 3.1556 .066 (.978
Franchise 49 3.239¢
Total 300 3.2025

Source: Primary Data

As regards Cost leadership strategy, it is mor@mgmChain mode of
business (mean score 3.4651). The mean score snrelpect is 3.3556 among
Network. It is comparatively low among Independeuasiness (mean score 3.1958).
This difference is not statistically significant.

With respect to Differentiation strategy, the Fataise mode of business is
having highest mean score (4.7265). This is folibwey Chain (4.7047),
Independent (4.6400) and Network (4.6222). Theediifice in this respect is not

statistically significant.
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In the case of Focus strategy the mean scoraesi among the Franchise
mode of business (3.2398) followed by Chain busingx2093), Independent
(3.2000) and Network (3.1556) and the differenceormgnthe various forms of
business is not statistically significant.

Testing of Hypothesis No.4

Ho: In respect of marketing practices and strategies adopted, there is no
significant difference among the travel agency entrepreneurs in

unorganized sector according to the mode of operation of business.

In the case of all the marketing practices anategjies followed, the level of
significance is found to be above 0.05 (Table 5.24us, there is no significant
difference among the travel agencies according edemof operation. Hence, the
hypothesis that in respect of marketing practices sirategies adopted, there is no
significant difference among the travel agency ergneurs in unorganized sector

according to the mode of operation of business Ipeagccepted.

After a thorough examination on the marketing pcas and strategies
adopted by the tourism entrepreneurs among unagarsectors, it is relevant to
review the initiatives and support of governmeranhs and business associations
for the development of tourism entrepreneurshipriorganized sector in the State.

That has been done in the next chapter.
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Chapter 6

Initiatives and Support of Government,
Banks and Business Associations

In the previous chapter, a detailed analysis ofketang practices and
strategies adopted by the tourism entrepreneun®tel and travel agency business
among unorganised sector has been attempted. Rehtetrature survey, it is found
that in Kerala tourism enterprises are large in Inemmand scattered and most of
them operate still in the unorganized sector. Meeeothe government, financial
service providers especially banks, business eamsmts etc aid the tourism
entrepreneurs in different ways with the ultimate @f tourism industry in the
State. Hence, it is quite relevant and useful tangre the initiatives and support
from Government, Banks and business associatianhéodevelopment of tourism
entrepreneurship in the unorganized sector. Theeptechapter attempts to fulfil
this specific objective.

6.1. Methodology

In order to accomplish the objective of examinihg government initiatives,
support and schemes to attract tourism entreprenéorm of business wise and
mode of operation wise analysis have been attemptskd on the selected
variables. Data were collected from the 600 en&nepurs, selected equally from the
hotel and travel agency business sectors with #ip bf a pretested structured
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guestionnaire. The Statistical tools like Meann8tad deviation, One sample t test,
Correlation, One way ANOVA and Factor analysis wengployed for the analysis
of the data keeping in view of the objectives & thsearch.

The chapter is divided into two sections for the&rpmse of discussion.
Section A deals with the government initiativespgart and schemes to the hotel
entrepreneurs in Kerala. Section B discusses thiergment initiatives, support and

schemes to the travel agency entrepreneurs irtdbe s
Section A

6.2. Initiatives and Support of Government, Banks ad Business
Associations for Hotel Entrepreneurs

In order to validate the instrument of data caitet viz the scale ‘Initiatives
and Support of government, banks and business iassac for Hotel
Entrepreneurs’, the tools of exploratory factoalgsis (EFA), confirmatory factor
analysis (CFA), convergent validity, discriminardlidity, reliability (Cronbach’s
alpha) and normality have been applied. The resifiltke analysis are shown in the

following pages.
1. Exploratory Factor Analysis

The dependent variable ‘initiatives and supporigofernment, banks and
business association’ includes twenty four varigbl@he Bartlett's Test of
Sphericity and Kaiser-Meyer-Olkin Measure of SamglAdequacy approaches are
applied to determine the sufficiency of correlasiom the data set for factor analysis.
The results of the KMO and Bartlett’s test are shamwthe table 6.1.

Table 6.1
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .906
Approx. Chi-Square 7985.794

Bartlett's Test of Sphericity Df 276

Sig. .000
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Since the KMO value is 0.906, it is acceptablertlBt’'s test values
(7985.794 , degree of freedom 276, p 0.00) indgc#tat the values are significant
and implies that non-zero correlations existedhatdignificance level of less than
0.001 and hence proceed to factor analysis.

Table 6.2
Total Variance Explained
é_ %.Of Cumulati %.Of C“T““' %.Of Cumula
8 Total |Varianc ve % Total |Varianc aglve Total |Varianc tive %
e e Yo e

1 12.039 50.134 50.139 12.039 50.134 50.13§ 6.409 26.703 26.709
2 2.3229 9.673 59.804 2.3294 9.679 59.804 5.714 23.82¢ 50.524
3 1.841 7.67q 67.474 1.84] 7.67Q 67.474 4.064 16.949 67.47§
4 1299 5414 72.89(

5 1.13q 4.734 77.624

6 944 3.939 81.56(

7 .78 3.285  84.844

8 57] 2374 87.223

9 521 2173  89.394

10 449 1.869 91.264

11 411 1.734 93.00]

12 284 1.182 94.184

13 .230 958  95.1472

14 .182 757  95.894

15 .166 697  96.59(

16 .148 .61§  97.204

17 117 487  97.695

18 112 464  98.161

19 105 438  98.59¢

20 .090 375  98.971

21 .084 348  99.323

22 .078 324  99.647

23 .059 244  99.894

24 .026 .104 100.00(

Extraction Method: Principal Component Analysis.
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The Exploratory factor analysis identified threetbrs with an Eigen value
greater than 1, which together explained about G&%¥cent (Table 6.2) of the
variance indicated a good fit and hence it has lzssamed that model represents
the data very well.

Table 6.3

Rotated Component Matrix

Component
Government Bu5|_ne_ss Bank
Support Associations Support
Support PP
Support from state government .857
Efficient tax administration .855
Suitable regulations .810
Support from the local bodies .796
Government interventions 75
Financial support T71
Scheme training to entrepreneurs 147
Involvement of government in Touris
o 726
activity
Marketing assistance 722
Adequate government involvement 672
Suitable Power tariff .589
Minimization of Official formalities 571
Suitable Government policies .566
Information on entrepreneurship
L .888
support initiatives
Support for establishment .869
Legal framework regulation .854
Elimination of Competition .748
Support during unpredicted rainy seg
.664
and dry season
Training facilities .664

205



Component
Government Bu5|_ne_ss Bank
Support Associations Support
Support PP
Marketing support .603
Adoption of suitable Business
; .583
techniques
Elimination of Middlemen or brokers 551
Provision of more fund 744
Streamlining the procedures to
. .667
overcome the existing procedure

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization

a. Rotation converged in 3 iterations.
Source: Primary Data

The above table 6.3 shows the factor loadings wegpect to the three
factors derived. The thirteen variables groupedngelto the factor ‘Government
Support’, two variables for ‘Bank Support’ and nimvariables for ‘Business

Associations Support'.
2. Confirmatory Factor Analysis (CFA)

In order to determine the ability of a pre-definkattor model to fit an
observed set of data, confirmatory factor analysthnique has been applied. The

confirmatory factor analysis was done with the taflgmos 21.0.
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Fig 6.1 Measurement model for ‘Initiatives and supprt of government,
and business associations’ to Hotel Entrepreneurs

The results shown in table 6.4 provide a quickraesv of the model fit.
Goodness of Fit index (GFI) obtained is 0.918 asre) the recommended value of
above 0.90. The Adjusted Goodness of Fit Index (HGd-0.907 as against the
recommended value of above 0.90. The Normed fiexn@NFI), Relative Fit index
(RFI), Comparative Fit index (CFI), Tucker Lewisdex (TLI) are 0.909, 0.916,
0.917, 0.914 respectively as against the recomnieledel of above 0.90. RMSEA
is 0.044 and is well below the recommended limiDd@i8. The Root Mean Square
Residual (RMR) is also well below the recommendedt lof 0.05 at 0.042. This
can be interpreted as meaning that the model eplhie correlation to within an
average error of 0.045 (Hu and Bentler, 1990). ldetite model shows an overall

acceptable fit.
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Table 6.4
Model Fit Indices

GFl | AGFl |NFI |RFI |CFI |TLI RMSEA RMR

Obtained 918 | .907 | .909 916 .91y .914 .044 .042

Recommended | >90| >.90 | >90|>90| >90| >90| <0.08 <0.05

All the structural paths shown in the seament model (Fig 6.1) are
significant as critical ratios were above 1.96. & required criteria were met in

this model and hence assumed that the model repeestne data very well.
3. Validity
A. Content validity

Content validity indicates the extent to which aasure represents all facets
of a given construct. In this study, content valids achieved as per the expert

opinion.
B. Construct validity

Construct validity is the appropriateness of iaferes made on the basis of
observations or measurements (often test scorgexifically whether a test
measures the intended construct. Here, the reszanskd three validity tests. They

are convergent validity, discriminant validity aNdrmality and Reliability.
C. Convergent Validity

Convergent validity refers to the degree to whieh measures of constructs
that theoretically should be related are in fadatesl. Convergent validity is
assessed based on the comparison of loadings a@duhrough a non-confirmatory

analysis with a fixed value (Ketkar, Kock, Parefit¥erville, 2012).
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Table 6.5

Factor Loadings and p values

Structural Paths Est Sig
mate
Support from state government «— Government .782| .0(
Efficient tax administration «— Government 471 .0(
Suitable regulations «— Government .833| .0(
Support from the local bodies «— Government .869| .0(
Government interventions «— Government .852| .0(
Financial support «— Government .850( .0(
Scheme training to entrepreneurs «— Government .852| .0(
Involvement of government in Tourism activity <« Government 792 .0(
Marketing assistance «— Government 722 .0(
Adequate government involvement «— Government 535 .0(
Suitable Power tariff «— Government .503| .0(
Minimisation of official formalities «— Government .625| .0(
Suitable Government policies «— Government 437 .0(
Provision of more fund «— Banks .766 | .00
Stregmlmmg the procedures to overcome the — Banks 762 | 00
existing procedure
Information on entrepreneurship support initiatives— Busme_ss_, .666 | .00(
Association
Support for establishment — Busmgss .721 | .00(
Association
Legal framework regulation — Busme_ss_, .789 |.00(
Association
Elimination of Competition — Busme_ss_, .709 |.00(
Association
Support during unpredicted rainy season and dry - Busmgss 549 | 00
season Association
Training facilities — Busmgss_ .569 |.00(
Association
: Business
Marketing support —  Association .646 | .00(
Adoption of suitable business techniques — Busmgsg .678 |.00(
Association
Elimination of Middlemen or brokers — Busmgss_ .665 | .00(
Association

© S OO0 O O © oo o o o o

o
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In the study, the factor loadings associated g unobserved variables
ranged between 0.50 and 0.99 (See Table 6.5). fbneyehe measurement scale
“Initiatives and support of government, bank andibess associations” achieved
sufficient convergent validity.

D. Discriminant Validity

Discriminant validity tests whether the conceptsneasurements that are
not supposed to be related are actually unrelatedneasurement model has
acceptable discriminant validity if the square robthe average variance extracted
(AVE) for each latent variable is higher than arfytlee correlations between the
latent variable under consideration and any of dkiger latent variables in the

measurement model (Fornell & Larcker, 1981).

Table 6.6

Correlations and AVE's

Correlations Average Variance Extracted
Government <» Banks .659 | Government .703
Government <~ Business Associations .694 | Banks .885
Banks <> Business Associationg .772 | Business Associations  .854

As a rule of thumb, a 0.85 correlation or highapiies poor discriminant
validity in structural equation modelling (David 98). None of the correlations
among unobserved constructs were above 0.85 (Tékd¢. Therefore the

measurement scale achieved sufficient discrimiaaldity.
4. Normality and Reliability

One sample Kolmogrov —Smirnov test with Lillef@ignificance correction
was used to check the normality of the data set.r€hult of one sample K-S test is
given below in table 6.7.
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Table 6.7

One-Sample Kolmogrov- Smirnov Test

Statements Mean SD Sig.
Support from state government 3.5633(1.23199 0.000
Information on entrepreneurship support initiativey 3.5700(1.21794 0.000
Efficient tax administration 3.6333|2.1183(¢ 0.000
Suitable regulations 3.5900(1.13994 0.000
Support from the local bodies 3.5633(1.18491 0.000
Government interventions 3.6367|1.16447] 0.000
Financial support 3.6400(1.15825 0.000
Scheme training to entrepreneurs 3.5533|1.25664 0.000
Involvement of government in Tourism activity 3.5967|1.26464 0.000
Marketing assistance 3.6200(1.25464 0.000
Support for establishment 3.7233|1.22411 0.000
Legal framework regulation 3.7600(1.20859 0.000
Provision of more fund 3.7967(1.16038 0.000
Elimination of Competition 3.8267|1.19781 0.000
?:(r)iz;?lljirr\;ng the procedures to overcome the exgs 37867|1.24881 0.000
?:gsp(;)r:t during unpredicted rainy season and dry 37233126971 0.000
Adequate government involvement 3.7933|1.23924 0.000
Suitable Power tariff 3.8200|1.17709 0.000
Training facilities 3.8100(1.13351 0.000
Marketing support 3.9200|1.03469 0.000
Adoption of suitable business techniques 3.7167|1.02953 0.000
Minimisation of Official formalities 3.8233(1.05314 0.000
Elimination of Middlemen or brokers 3.7700|1.06189 0.000
Suitable Government policies 3.8533|1.57064 0.000

Source: Primary Data.
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From the table 6.7, it is found that none of theiables are normally
distributed. In order to assume normality, the mea®f skewness and kurtosis are
commonly used. The tests of skewness and kurtosisheown in the table 6.8 which
is given below.

Table 6.8

Skewness and Kurtosis

Statements Statistie :
Skewnes|Kurtosis

Support from state government 536 -.824
Information on entrepreneurship support initiatives .539 -.792
Efficient tax administration .032 .554
Suitable regulations .564 -.526
Support from the local bodies 498 -.662
Government interventions 577 -.489
Financial support .643 -.331
Scheme training to entrepreneurs .676 -.487
Involvement of government in Tourism activity 714 -.441
Marketing assistance .694 -.489
Support for establishment 714 -.402
Legal framework regulation 754 -.333
Provision of more fund .735 -.295
Elimination of Competition .790 -.311
Streamlining the procedures to overcome the egginocedur| .731 -.551
Support during unpredicted rainy season and drysea .702 -.523
Adequate government involvement .642 -.869
Suitable Power tariff .625 -.824
Training facilities 592 -.755
Marketing support .696 -.433
Adoption of suitable business techniques 447 -411
Minimisation of Official formalities .644 -.233
Elimination of Middlemen or brokers .643 -.167
Suitable Government policies .835 480

Source: Primary Data.
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From the above table, it is found that none of kKheosis value is greater
than 10 and skewness value greater than 3. Thereifors possible to assume

normality for the data set, hence parametric testis be used.

Table 6.9

Reliability Test (Cronbach’s Alpha) —
Initiatives and support of Government, Bank and Bugess association

Government Support Business Support Bank Support

827 .814 799

From the table 6.9, all the three latent varialbtlage sufficient Cronbach’s

alpha (Greater than 0.700). Hence, the measuremauahe| is found a reliable one.

6.2.1. Initiatives and Support of Government, Banks and Business

Associations for Hotels - Comparison of Mean

Comparison of means tests is useful to determitieeifgroups have similar
means. There are many cases in statistics to cemmpeans for two populations or

samples.

1. One sample T test- Initiatives and Support of govemtment, banks and
business associations for Hotels

Five point Likert's scale has been employed t@reéche responses, where 1
indicates with ‘strongly disagree’ and 5 represe8tsongly agree’. Perceptions of
respondents with regard to the ‘Initiative and sarpf government, banks and

business association’ are identified and are ptedan table 6.9.
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Table 6.10

One sample t test- Initiatives and Support
of Government, Banks and Business Associations

t .

Statements Mean SD value Sig

Support from state government 3.5633(1.2319€¢ 7.920/0.00(¢
Efficient tax administration 3.5700]1.21794 8.106|0.000
Suitable regulations 3.6333]2.1183( 5.307|0.00d
Support from the local bodies 3.5900]1.13999 8.964|0.000
Government interventions 3.5633(1.18491 8.235|0.00d

% Financial support 3.6367|1.16441 9.470]0.000
E Scheme training to entrepreneurs 3.6400(1.15824 9.57110.00(¢
§ rc\{si\{}elzment of government in Tourism 3.5533]1.25664 7.6270.000
Marketing assistance 3.5967|1.26464 8.172]0.000
Adequate government involvement 3.6200(1.25464 8.559]0.00d
Suitable Power tariff 3.7233]1.2241110.2350.000
Minimization of Official formalities 3.7600(1.20853910.8920.00d
Suitable Government policies 3.7967]1.1603411.8920.000
:Qlftﬁ’;m/a;'s"” on entrepreneurship support | 5 456711 1978111.9540.004

@ [Support for establishment 3.7867(1.24887%10.9100.00(¢
:% Legal framework regulation 3.7233]1.2697] 9.867|0.000
§ Elimination of Competition 3.7933(1.2392311.0880.00d
2 dSrl;/pspeo;Sgﬁring unpredicted rainy season 3.8200(1.1770912.0660.004
% Training facilities 3.8100(1.1335112.3770.000
@ Marketing support 3.9200(1.0346915.4010.00d
Adoption of suitable Business techniques | 3.71671.0295312.0570.00(¢
Elimination of Middlemen or brokers 3.8233(1.0531413.5410.00d

[ Provision of more fund 3.7700]1.0618412.5600.000
8 ;Q’)t(ri:;‘rrgigig%;gﬁgoced“res {0 Overcome | 3 g533|1.57064 9.8190.00

Source: Primary Data.
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The perception scores of respondents with regardhé initiatives and
support of government, banks and business assnwadire displayed in Table 6.10.
Among the government support, suitable Governmehtips with a mean score of
3.7967 is found to be the highest followed by Miration of Official formalities
(mean score 3.7600). In the case of support frosinkess associations, marketing
support with the mean score of 3.9200 ranked thet. filnformation on
entrepreneurship support initiatives is found lBegbcond major item in this respect.
In the case of bank support to tourism entreprenaarong unorganised sector, the
variable streamlining the procedures to overcomeeettisting procedure has got the

highest mean score followed by Provision of moredfu

The table also reveals that the difference betwleemerceived score and the
test value of all the factors are significant, sirtbe p value of all the factors of
stress are less than 0.05 (Table 6.10).

2. Initiatives and Support of government, banks and baginess associations

for Hotel Entrepreneurs According to Form of Busiress

An attempt has been made to examine whether tiseany significant
difference in the variable ‘Initiatives and suppoftGovernment, Bank and Business
Association’ according to form of business. Fosstpurpose, the test of one way

ANOVA was employed.
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Form of Business wise Classification of Hotel Entygreneurs showing

Table 6.11

Initiatives and Support of government, banks and baginess associations

Form of Business N [ Mean | F Value | Sig.
Partnership 79 | 3.5881
Family business | 79 | 3.4021

Government Proprietorship | 87| 3.8081| 2.854 |.037
Private limited | 55| 3.7594
Total 300( 3.6344
Partnership 79 | 3.8805
Family business | 79 | 3.6498

Banks Proprietorship | 87| 3.8582| 1.127 |.501
Private limited | 55| 3.8202
Total 300| 3.8022
Partnership 79 | 3.8418
Family business | 79 | 3.7089

Business Associations Proprietorship | 87| 3.9138| .481 |.696
Private limited | 55| 3.7545
Total 300( 3.8117

Source: Primary Data

The analysis of the variable government suppooivshthat proprietorship

occupies the highest government support accouniiegnean value of 3.8081and

family business has got only the least governmappart (3.4021). In this case is

also the difference among the four forms of businesignificant statistically.

In case of bank support, partnerships firm enjoy highest support (mean

score 3.8805) followed by proprietorship (mean sB582), private limited (mean

score3.8202) and family business (mean score 3)84@8ever, is found that there

is no significant difference among them
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Similarly, in case of business association suppirtis more among
Proprietorship (mean score 3.9138). The mean sodtes respect is 3.8418 among
partnership. It is comparatively low among privimeited (mean score 3.7545) and
family business (mean score 3.7089). This diffeeesmot statistically significant.

Testing of Hypothesis No. 5

HO: Hotel entrepreneurs in unorganized sector do not differ significantly
according to the form of business organization with respect to the

initiatives and support from Government, Banks and business associations.

Since the significant values of all the assocretibave scored above 0.05, it
can be clear that there is no significant diffeeemcmean score with regard to forms
of business. Therefore, the hypothesis that Hoteepreneurs in unorganized sector
do not differ significantly according to the fornf business organization with
respect to the initiatives and support from Govesnin Banks and business

associations can be accepted.

3. Initiatives and Support of government, banks and bginess associations

for Hotel Entrepreneurs According to Mode of Operdion

The results of the analysis on Initiatives and @upof government, banks
and business associations for Hotel according tdeMaf Operation with the help of

one way ANOVA are presented in Table 6.12.
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Table 6.12

Mode of Operation wise Classification
of Hotel Entrepreneurs Showing Initiatives and
Support of government, banks and business associaitis

Mode of Operation N [ Mean | FValue | Sig
Independent 122| 3.7251
Chain 72 | 3.4968

Government Network 52 | 3.6405 .852 517
Franchise 54 | 3.6068
Total 300( 3.6344
Independent 122| 3.9016
Chain 72 | 3.7083

Banks Network 52 | 3.7115 .981 502
Franchise 54 | 3.7901
Total 300| 3.8022
Independent 122| 3.8811
Chain 72 | 3.7361

Business Associations Network 52 | 3.7981 .267 .849
Franchise 54 | 3.7685
Total 300| 3.8117

Source: Primary Data

As regards government support Independent occinggest mean score of
3.7251followed by Network (3.6405), Franchise (B&0and Chain (3.4968). In
this case, the difference among the four modes pafration of business is not

significant statistically.

In respect of bank support, it is more among ledeent (mean score
3.9016). The mean score in this respect is 3.799bng Franchise. It is
comparatively low among Network (mean score 3.7 Hl) Franchise (mean score
3.7083). This difference is not statistically sfgrant.
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The Independent hotels occupy the highest meare £¢8.8811 in the case
of business association support. The mean scdtesimespect is 3.7981, 3.7685and
3.7361 respectively among Network, Franchise anairCand this difference is also

statistically not significant.
Testing of Hypothesis No. 6

HO: Hotel entrepreneurs in unorganized sector do not differ significantly
according to the mode of operation organization with respect to the

initiatives and support from Government, Banks and business associations.

The above table reveals that there is no sigmfichfference among the
hotel entrepreneurs in the case of initiatives suoport of government, banks and
business associations according to mode of operaiibe p values are .517, .502
and .849 respectively among hotel entrepreneutisisncase and is found more than
0.05. Hence, the hypothesis that Hotel entrepmsnieuunorganized sector do not
differ significantly according to the mode of opgwa organization with respect to
the initiatives and support from Government, Baakd business associations may

be accepted.
6.3. Process of Getting License According to Fornf @usiness

The response of the sample entrepreneurs abouPtbeess of getting
License is shown in Table 6.13.
Table 6.13

Form of Business wise Classification of Hotel
Entrepreneurs showing Process of Getting License

Gettin : )

Licensge Partnership biim"eis Proprietorship Il:i)rrr:\iltz? Total
Very difficult 30(25) 24(20) 41(34.16) | 25(20.83)| 120(40)
Difficult 27(24.54) | 34(30.90) 31(28.18) | 18(16.36)|110(36.67
Easy 13(36.11) 7(19.44) 8(22.22) 8(22.22) | 36 (12)
Very easy 9(26.47) 14(41.17) 7(20.58) 4(11.76) |34 (11.33

Total 300(100)

Source: Primary Data
Figures in parentheses are percentage of their respective totals
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It is seen from the table that out of 300 sanentrepreneurs surveyed, 4(
of the entrepreneurs opined that the process tihgdicense is very difficult an
the percentage share in this respect is 34.16 amapyietorship form of Busines:
It is 25, 20.83 and 20 respectively among the Rashp, Private Limited an
Family Business form of entrepreneurs. Only 11.38%ample hotel entreprenet
responded that the process is very ¢ The diagrammatic representation of
Table 6.13 is given in Fig. 6

45 - B Partnership ™ Family business ® Proprietorship M Private limited

40 -

35 |

30 A

25 A ‘

20 A

15 A

10 A

Very difficult Difficult Easy Very easy

Fig.6.2. Form of business wiseclassification of travel agency entrepreneur:
showing their response about the Process of gettitigense

6.4. Start up Phase Support of Various Agencies Accordon to Form of

Business

The opinion of the entrepreneurs towards the siprtphase support

various agencies is given in Table 6.
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Table 6.14

Form of Business wise Classification of Hotel
Entrepreneurs Showing Start up Phase Support of Vaous Agencies

Start up phase

Form of Business

support from | Famil . . | Private
various agencies |Partnership busineyss Proprietorship limited Total
Received 48(25.39) | 51(26.98)| 56(29.62) | 34(17.99)[189(63
Not Received | 31(27.92) | 28(28.22)| 31(27.92) | 21(18.91) (13171)
300
Total (100)

Source: Primary Data

Figures in parentheses are percentage of their respective totals

It is clear that 63% of the sample hotel entrepoes have got the benefit of
start up phase support of various agencies. Inrdgpect the percentage share is
more among Proprietorship form of business (29d&2hpared to Private Limited

(17.99). The remaining 37% of the entrepreneurs et received the benefit of

start up phase support.

6.4.1 Area of Support According to Form of Busines

The responses on the area of support from varagemncies are given in

Table 6.15.
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Table 6.15

Form of business wise classification of

Hotel Entrepreneurs showing Area of Support

Form of Business

Area of Support .| Family : . | Private
Partnership Business Proprietorship Limited Total
Not Applicable| 31(27.92)| 28(25.22)| 31(27.92) | 21(18.92)| 111(100)
Technical
training 6(40) 3(20) 4(26.67) 2(13.33) | 15(100)
Business skills| 9(29.03) | 12(38.70) 6(19.35) 4(12.90) | 31(100)
Accounting 4(25) 4(25) 6(37.5) 2(12.5) 16(100)
Business
management 9(23.68) | 13(34.21)| 10(26.31) | 6(15.79) | 38(100)
Marketing 15(23.07). 13(20) 21(32.30) | 16(24.61)| 65(100)
Others 5(20.83) 6(25) 9(27.5) 4(16.67) | 24(100)

Source: Primary Data
Figuresin parentheses are percentage of their respective totals

It is clear that (Table 6.15) among the entrepuenavho got the support
from various institutions, the area of Marketinghe major one. Out of 65% of the
entrepreneurs who got the benefit of Marketing,pRetorship form ranks the first
(32.30%) followed by Private Limited (24.61%) anartPership (23.07%). The next
important area of assistance is business managemehis case, Family business
enjoyed the highest benefit, the percentage shaieghb34.21 followed by
Proprietorship form (26.31). Out of the 31% of #m@repreneurs who enjoyed the
benefit of business skill area, 38.7% belong to ikabusiness and 29.03% fall the

category of Partnership form of business. The diagnatic representation of the

Table 6.15 is given in Fig. 6.3.
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Fig.6.3 Form of business wise classification of hotel entpeeneurs showing

Area of Support

6.4.2 The Institution provided Start up Phase Suppor According to Form of
Business

The responses on the detailsthe institution provided start up phase sug
According to Form of Busine are given in Table 6.16.
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Table 6.16

Form of business wise classification of Hotel
Entrepreneurs showing the institution provided stat up phase support

The institution

Form of Business

provided start up : -
phase support | Partnership BFuasrinr:gss Proprietorship E;\ﬁg Total
Not Applicable 31(27.92) | 28(25.22)| 31(27.93) | 21(18.92)| 111(100)
Chamber of
commerce 5(41.66) 2(16.67) 4(33.33) 1(8.33) 12(100)
Former employerq 8(16) 14(28) 19(38) 9(18) 50(100)
NGO 7(17.94) | 11(28.20) 12(30.76) 9(23.07) | 39(100)
State governmen{ 7(38.88) 3(16.66) 4(22.22) 4(22.22) | 18(100)
Tourism departmerl  8(21.0) 13(34.21)| 10(26.31) 7(18.42) | 38(100)
Others 13(40.62) 8(25) 7(21.87) 4(12.5) 32(100)

Source: Primary Data
Figuresin parentheses are percentage of their respective totals

The Former employers constitute the most impoitasiitutional support. In

this case, the per cent share of Proprietorshimase (38) among compared to
Family business (28), Private Limited (18) and Renghip (16). Next to this, NGO
and Tourism department are the important institgiovho provided start up phase

support to the Hotel entrepreneurs. The diagrantnrapresentation of the Table

6.16 is given in Fig. 6.4.
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Fig.6.4 Form of business wise classification of hotel entpeeneurs showing

the Institution Provided Start up Phase Suppor

6.4.3 The Usefulness of the Start up phase Suppt According to Form of
Business

The responses on tlusefulness of the start up phase suppccording to
form of businessre given in Table 6.1

Table 6.17

Form of business wise classification (Hotel
Entrepreneurs showingthe usefulness of the Start Up Phase Supp:

The Usefulness Form of Business
pt:,]:sitgﬁéfo%rt Partnership BFua'lsrinnigss Proprietorship Em:fgs Total
Not Applicable | 31(27.92 |28(25.22) 31(27.92) |21(18.92| 111(100)
Very not useful | 5(27.78 | 5(27.78) 5(27.78) 3(16.66 | 18(100)
Not useful 7(26.92 | 3(11.53)| 10(38.46) | 6(23.07 | 26(100)
Useful 24(22.22 |33(30.55) 33(38.55) |18(16.67| 108(100)
Very useful | 12(32.43 |10(27.02) 8(21.62) | 7(18.92 | 37(100)

Source: Primary Data
Figuresin parentheses are percentage of their respective totals
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The response on the usefulness of the start upephgpport shows that out
of 189 entrepreneurs who got the benefit, 108 prereeurs opined that the scheme
is useful. The percentage share is more among iEtogship form of business
(38.55). It is 30.55% among family business an@2% among Partnership form of
business. Of the 37% entrepreneurs opined thatvieny useful, 32.43% belong to
the category of Partnership, 27.02% from Familyirmess group. Out of 189
entrepreneurs who enjoyed the benefit of the sch@®eentrepreneurs responded
that the scheme is not useful. In this case alsg#r cent share of Proprietorship
firm (38.46) is found high. It can be diagrammaticahown in Fig. 6.5.

45

40 M Partnership W Family Business  m Proprietorship M Private Limited

35

30

25

20

15

10

5

0

Very not useful Not useful Useful Very useful

Fig.6.5. Form of business wise classification of ted entrepreneurs showing

the usefulness of the start up phase support
6.4.4 Incentives from Various Authorities Accordirg to Form of Business

The responses of the sample entrepreneurs aboemtives from various
authorities according to form of business are showthe following Table.
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Table 6.18

Form of Business wise classification of Hotel
Entrepreneurs showing Incentives from State and Cdral Governments

Form of Business

Partnership| Family [Proprietorship|Private [Total
business limited
. 32 13 108
Availed | 33 (30.55 30 (27.77

Availing of subsidies ( ) (29.62) ( ) (12.03)((100)
from state Govt Not 47 42 192
Availed | 46 (B3-96)| (54 47y | 57(29:68) | 51 g7)l(100)

Awareness of capital | Aware |37 (32.74)| 32 26 (23.00 15 | 113
subsidy scheme of ( ) (30.97) ( ) (13.27)((100)
Ministry of Tourism, 44 40 | 187
Not 44 40 187
Applicabld 42 (2246)| o3 53)| 61(32:62) | 51 39l (100)

\Whether applied for . 29 11 92
capital subsidy schem| APPId | 32(43.78) 5y 5oy | 20 (R1.74) | 14 96)|(100)
Not applie{ 5 (23.81) |6 (28.57) 6 (28.57) |4 (19.05 (12010)

Source: Primary Data

Figuresin parentheses are percentage of their respective totals

Of the entrepreneurs 300 entrepreneurs surveyds, @8 entrepreneurs

have availed incentives from State Government.gdreentage share in this respect

is more in Partnership (30.55) and is found low agBrivate Limited form (12.03).

Only 113 entrepreneurs are found aware of Capitlaigy scheme of the Ministry
of Tourism. In this case also the percentage sbiaiRartnership is more (32.74). Of
the 113 entrepreneurs who are aware of the Capitddsidy scheme, 92
entrepreneurs have applied for the scheme. IrcHses the percentage share is 43.78
among Partnership form and 31.52 among Family lessinit is represented in Fig

6. 6.

227




50

45 B Partnership B Family business 1 Proprietorship M Private limited

40

35

25

15 4

10 -

Applied Not applied

Fig. 6.6. Classification of Sample Entrepreneurs siwing Applied for Capital
Subsidy Scheme.

6.4.5 Effectiveness of Other Support from Various Athorities according to
Form of Business

The responses of the sample entrepreneurs aboetfféativeness of other
Support from various authorities according to foombusiness are shown in the
following Table.
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Table 6.19

Form of Business wise classification of Hotel Entmgeneurs showing
their response about effectiveness of Other Suppoftom various authorities

Form of Business

Partnership| Family |Proprietorshi| Private | Total
business p limited
No respons | 21(31.34)|9(13.43) 23(34.32) [14(20.89 | 67(100)
Not very 26(20.97) [34(27.42| 40(32.26) |24(19.35]124(100
Central effective
Governmen
Somewhat | 4457 94y|18(26.47] 16(23.53) [15(22.06 | 68(100)
effective
Very effective | 13(20.97)[18(29.03| 8(12.90) | 2(3.22)|62(100)
No respons 19(28.35)[8(11.94) 25(37.31) |15(22.39|67(100)
Not very 27(22.13) [34(27.87| 40(32.79) [21(17.21]122(100
State effective
Governmen
Somewhat 19(27.5) [19( 27.53 15(21.73) [16(23.18| 69(100)
effective
Very effective | 14(33.33)|18(42.85] 7(16.66) | 3(7.14)|42(100)
No respons | 30(29.41)|14(13.72| 33(32.35) [25(24.50(102(100
Not very
offoctive 23(20) [34(29.56| 39(33.91) [19(16.52]115(100
Banks S e
omewna
rective 16(32) | 17(34) | 10(20) | 7(14) |50(100)
Very effective | 10(30.30)[14(42.42| 5(15.15) |4(12.12) 33(100)
96(100
No respons 27(28.12)[11(11.46| 32(33.33) |26(27.08 (100)
Business E'f‘];'_’é;’t?\g 20(21.27 )[28(29.78| 32(34.04) [14(14.89| 94(100)
Association
Somewhat
rectve 18(31.58)[18( 31.58 13(22.80) |8(14.03 ) 57(100)
Very effective | 14(26.41 )[22(41.50| 10(18.86) |7(13.20) 53(100)

Source: Primary Data
Figures in parentheses are percentage of their respective totals
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It is clear (from the Table 6.19) that 124 samgarepreneurs opined that
the other support from Central Government is nal \affective. The percentage
share is more among Proprietorship form (32.26% %7.42%, 20.97% and 19.35%
respectively among Family business, PartnershipPaingte Limited. Regarding the
effectiveness of Central Government, 68 samplel leotigepreneurs stated that it is
somewhat effective. The percentage share is moongrRartnership form (27.94).

No significant difference is witnessed among thaugrin this respect.

As regards the other support from State Governmerdjority of the
entrepreneurs are of opinion that it is not vefgative. The percentage share in this
respect is 32.79 among Proprietorship and 17.2IngrRoivate Limited.

In the case of other support from Banks, 33.91%aohple Proprietorship
entrepreneurs are of opinion that it is not vefgaive. The percentage share in this
case is only 16.52 among Private Limited. The peege share of respondents who

favoured the effectiveness of support from Bankeusid very negligible.

As regards the effectiveness of other support fBusiness associations, it is
seen that there is no response from a sizable nuofbsample respondents (96
entrepreneurs). Of the 94 entrepreneurs opined ithiat not very effective, the

percentage share is more among Proprietorship434.0

Section B

6.5 Initiatives and Support of Government, Banks and Business

Associations for Travel Agency Entrepreneurs

After reviewing the previous related literaturt®e researcher identified that
several components were frequently used for meastinie initiatives and support.
In order to validate the constructed measuremeaié sthe researcher used the tools
of Exploratory Factor Analysis (EFA), confirmatorfactor analysis (CFA),
Convergent validity, Discriminant validity, Relidity (Cronbach’s alpha) and

normality tests.
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1. Exploratory Factor Analysis

The researcher identified twenty four variablasn®asuring ‘Initiatives and
support of government, banks and business asswtia#hn Exploratory factor
analysis with varimax rotation was performed ands weppropriate when the
objective was to identify the minimum number of ttas associated with the

maximum explanation of variance (Hair et al, 1998).

Table 6.20
KMO and Bartlett's Test

: . . 917
Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
Approx. Chi-Square 8495.936
Bartlett's Test of Sphericity df 276
Sig. .000

The Kaiser-Meyer-Olkin Measure (KMO) of Samplingeguacy was 0.917
and the Bartlett Test of Sphericity was significgp#0.000) with a Chi Square value
of 8495.936 with 276 degrees of freedom (Tablentljcated that the values were

significant and hence proceed to factor analysis.
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Table 6.21

Total Variance Explained

Initial Eigen values | Extraction Sums of Squared Rotation Sums of Squared
Loadings Loadings

Total | % of |Cumul| Total % of |Cumulativ| Total % of [Cumulati
Varian |ative % Variance| e % Varianc| ve %
ce e

56.02 56.02] 13.44¢ 56.021 56.02] 6.969 29.01y 29.019

1.813 7.55¢ 63.57¢ 1.813  7.55¢ 63.57¢ 5.811 24.21] 53.230

1.33q 5.56§ 69.14] 1.33¢  5.564 69.141 3.820 15.917 69.147

1.17§ 4.907 74.05%
1.119 4.664 78.71¢
.853 3.55§ 82.274
.75 3.144 85.41¢
.679 2.813 88.23]

o|lo|[~N|o|a|[s~]w|N| - |Componen
=
w
N
=

499 2.079 90.31(

10 438 1.823 92.13]
11 269 1.12(Q 93.25]
12 264 1.097 94.34¢4
13 239 .994 95.34(
14 194 .809 96.14¢
15 165 .687 96.83]
16 138 574 97.41]
17 129 534 97.94]
18 109  .443 98.38¢
19 .094  .391 98.78(
20 .083 .34§ 99.12f%
21 074 .299 99.42]
22 .0584 .243 99.661
23 .053 .223 99.88]
24 .027  .113100.00

Extraction Method: Principal Component Analysis.
Source: Primary Data
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From the principal component analysis, the thregomcomponents have
been identified based on the Eigen values grehter one (about 687%). They are
government support, business association suppdrbank support.

Table 6.22

Rotated Component Matrix

Component
Statements Government|  BUSINESS | Bank
Support AsSsl(J)matlon: Support
pport
Support from state government 917
Efficient tax administration 916
Suitable regulations .908
Support from the local bodies .905
Government interventions .904
Financial support .899
Scheme training to entrepreneurs .887
Involvement of government in Tourism
activity 876
Marketing assistance .854
Adequate government involvement .851
Suitable Power tariff .801
Minimization of Official formalities .755
Suitable Government policies .691
!nfqrmation on entrepreneurship support 904
initiatives
Support for establishment .897
Legal framework regulation .867
Elimination of Competition .815
Support during unpredicted rainy season & 795
dry season
Training facilities .736
Marketing support .718
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Component

Statements Government| BUSINESS | gani
Support Associations Support
Support upp

Adoption of suitable Business techniques .689
Elimination of Middlemen or brokers .665
Provision of more fund .894
Streamlining the procedures to overcome 792
existing procedure '

Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization

a. Rotation converged in 3 iterations.
Source: Primary Data

The Table 6.22 shows the three factors extractad the exploratory factor
analysis. There are thirteen variables groupedte@léo the factor ‘government
support’, two variables represent for ‘bank suppamt nine variables for ‘business
associations support’.

2. Confirmatory Factor Analysis (CFA)

After the exploratory factor analysis, a confirorgtfactor analysis has been
performed to confirm the extracted scale throughucdiral equation modelling
using the AMOS 21.0.
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Fig 6.7 Measurement model for ‘Initiatives and supprt of government, bank
and business association’ in respect of Entreprenest of Travel

Agency business

The results shown in table 6.23 provide a quickrerew of the model fit.
Goodness of Fit index (GFI) obtained is 0.921 asresy the recommended value of
above 0.90. The Adjusted Goodness of Fit Index (HhGd0.915 as against the
recommended value of above 0.90. The Normed diexn(NFI), Relative Fit index
(RFI), Comparative Fit index (CFI), Tucker Lewisdex (TLI) are 0.907, 0.900,
0.901, 0.917 respectively as against the recomnukeledel of above 0.90. RMSEA
is 0.038. It is well below the recommended limit@08. The Root Mean Square
Residual (RMR) is also well below the recommendedtlof 0.05 at 0.051. This

can be interpreted as meaning that the model explhie correlation to within an
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average error of 0.051 (Hu and Bentler, 1990). ldehe model is considered as an

overall acceptable fit.

Table 6.23

Model Fit Indices

GFl | AGFl |NFI |RFI |CFI |TLI RMSEA RMR

Obtained 921 915 | .90/ .900 .90p .917 .038 .051

Recommended | >90| >.90 | >90| >90| >90| >90| <0.08 <0.05

The path coefficient$} values were positive and the p-values were less t
0.01. Hence, all the paths were identified as &wamnt (See Fig 6.7). Thus, confirm

the extracted measurement scale.
3. Validity

In general, validity is an indication of how soutite research is. More
specifically, validity applies to both the designdathe methods of the research.
Validity in data collection means that the findingsly represent the phenomenon
that is claiming to measure. Here, both conteniditgland construct validity are
tested.

A. Content validity

Content validity can be checked with the opinimnf the experts and in this

case, the content validity tests have been dooedghrexpert opinion.
B. Construct validity

Two types of validity tests, i.e., convergent gl and discriminant validity

have been done.
C. Convergent Validity

It is seen that all the factor loadings associatétt the concerned latent
variables ranged between 0.50 and 0.99. It shoasttie measurement scale is

acceptable for convergent validity (Table 6.24).
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Table 6.24

Factor Loadings and p values — Initiatives and

support of government, bank and business associatig

Structural Paths Estimate | Sig
Support from state government «— Government 729 .000
Efficient tax administration «— Government 731 .000
Suitable regulations «— Government .783 | .000
Support from the local bodies «— Government 746 | .000
Government interventions «— Government 729 | .000
Financial support «— Government 727 | .000
Scheme training to entrepreneurs «— Government .862 | .000
Inv_ol_vement of government in Tourism — Government 727 | 060
activity
Marketing assistance «— Government 751 | .000
Adequate government involvement «— Government .740 | .000
Suitable Power tariff «— Government 692 | .000
Minimisation of official formalities «— Government .853 | .000
Suitable Government policies " Government .855 | .000
Provision of more fund «— Banks .874 | .0Q0
Streamll_nlng the procedures to overcome_ oo o 944 | 0do
the existing procedure
!nfqrmatlon on entrepreneurship support - Busmgsg 779 | 000
initiatives Association
Support for establishment — Busmess_ 774 |.000
Association
Legal framework regulation — Busme_ss_ .650 [.000
Association
Elimination of Competition — Busmgsg .700 |.000
Association
Support during unpredicted rainy season _ Busme_ss_ 790 | 000
and dry season Association
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Structural Paths Estimate | Sig
Training facilities — Busme_ss_ .788 |.000
Association
: Business
Marketing support —  Association .859 [.000
Adoption of suitable business techniques«— Busmgsg .859 [.000
Association
Elimination of Middlemen or brokers — Busme_ss_ 725 1.000
Association

Source: Primary Data
D. Discriminant Validity

Discriminant validity was confirmed by examiningreelations among the
constructs. As a rule of thumb, a 0.85 correlatmn higher indicates poor
discriminant validity in structural equation modetj (David 1998). None of the
correlations among variables was above 0.85 (Tabte/e) and hence, the results

suggested adequate discriminant validity of thesuesament.

Table 6.25

Correlations and AVE's

Correlations Average Variance Extracted
Government <--> Banks .754 Government .8b9
Government <--> Business Associatipn 792 Banks 7 .82
Banks<--> Business Association T73 Business Aasiodi .806

4. Normality and Reliability

Table 6.28 shows the result of One-Sample KolmegBmirnov Test. From
the following table, it is observed that the p wakf all the variables is less than
0.01. It indicates that none of the variables ismaily distributed.
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Table 6.26

One-Sample Kolmogrov- Smirnov Test

Statements Mean SD Sig.
Support from state government 3.6067(1.05625 0.000
Information on entrepreneurship support initiativey 3.6100(1.04637 0.000
Efficient tax administration 3.7267|2.55219 0.000
Suitable regulations 3.6067|1.06257 0.000
Support from the local bodies 3.6500(1.10974 0.000
Government interventions 3.7833|1.10774 0.000
Financial support 3.8367|1.16954 0.000
Scheme training to entrepreneurs 3.9400(2.62157 0.000
Involvement of government in Tourism activity 3.6967|1.27150 0.000
Marketing assistance 3.7233]11.30093 0.000
Support for establishment 3.7800(1.25039 0.000
Legal framework regulation 3.8133|1.23164 0.000
Provision of more fund 3.9900(1.1138% 0.000
Elimination of Competition 4.0500(1.08844 0.000
?:(r)iz;?lljirr\;ng the procedures to overcome the exgs 37600l1.12241 0.000
?:gsp(;)r:t during unpredicted rainy season and dry 3.6500!1.0698d 0.000
Adequate government involvement 3.6833|1.06151] 0.000
Suitable Power tariff 3.6700|1.17144 0.000
Training facilities 3.6233(1.12504 0.000
Marketing support 3.7200|1.13104 0.000
Adoption of suitable business techniques 3.7033]1.18603 0.000
Minimisation of Official formalities 3.7833(1.21435 0.000
Elimination of Middlemen or brokers 3.7733|1.21664 0.000
Suitable Government policies 3.8000(1.21584 0.000

Source: Primary Data
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In order to assume normality, skewness and krims commonly applied.
There are few clear guidelines about how much rmmality is problematic. It is
suggested that absolute values of univariate skesvimelices greater than 3.0 seem
to describe extremely skewed data sets (Chou anileBel995). Regarding
kurtosis, there appears that kurtosis index greager 10.0 may suggest a problem.

Table 6.27
Skewness and Kurtosis

Statements Statistic -
Skewness | Kurtosis

Support from state government -.566 -.554
Information on entrepreneurship support initiatives -.594 -.492
Efficient tax administration 2.166 2.624
Suitable regulations -.677 -.280
Support from the local bodies -.516 -.537
Government interventions -.633 -.294
Financial support -.701 -.401
Scheme training to entrepreneurs 1.903 1.168
Involvement of government in Tourism activity -.732 - 477
Marketing assistance -.787 -.484
Support for establishment -.868 -.236
Legal framework regulation -.937 -.034
Provision of more fund -.857 -.431
Elimination of Competition -914 -.318
Streamlining the procedures to overcome the egjgiocedure -.573 -.744
Support during unpredicted rainy season and dryosea -.470 -.614
Adequate government involvement -.556 -.302
Suitable Power tariff 251 2.416
Training facilities -.637 -.221
Marketing support - 717 -.179
IAdoption of suitable business techniques -.643 -.526
Minimisation of Official formalities -.807 -.366
Elimination of Middlemen or brokers -.792 -.400
Suitable Government policies -.847 -.280

Source: Primary Data
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Here, none of the variables have the kurtosisevateater than 10 and
Skewness value greater than 3, evidencing normalitgnce, parametric tests can

be used.

Table 6.28

Reliability Test (Cronbach’s Alpha) —
Initiatives and support of government, bank and bugiess association

Government Support Business Support Bank Support

.859 738 .52

Cronbach’s alpha value of all the measurement taactsare adequate.

Therefore, it is concluded that the measuremendtooct a reliable one.

6.5.1. Initiatives and Support of Government, Banks and Business

Associations for Travel Agency - Comparison of Mean

The Five point Likert's scale has been employedetord the responses,
where 1 indicates ‘strongly disagree’ and 5 represé&strongly agree’. Table 6.29
presents the Perception of respondents with regdetdipport’.

Table 6.29

One sample t test- support

t .

Statements Mean SD Value Sig

Support from state government 3.6067(1.05625 7.920/0.00¢
Efficient tax administration 3.6100(1.04637 8.106|0.00d
 [Suitable regulations 3.7267|2.55219 5.307(0.00¢
é Support from the local bodies 3.6067(1.06257 8.964)0.000
% Government interventions 3.6500(1.1097§ 8.235]0.00d
E Financial support 3.7833|1.10777 9.470]0.000
Scheme training to entrepreneurs 3.8367(1.16954 9.571)0.00d
:inc\;slli\sment of government in Tourism 3.9400|2.62157 7.627(0.000
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t
Statements Mean SD Sig

Value
Marketing assistance 3.6967|1.2715( 8.172]0.000
Adequate government involvement 3.7233(1.30093 8.5590.00d
Suitable Power tariff 3.7800(1.2503910.2350.004
Minimization of Official formalities 3.8133|1.2316410.8920.00¢
Suitable Government policies 3.9900(1.11387%11.8920.000
.'ﬂ.ff.)é?vaé'son on entrepreneurship support | 4 454411 0884411.9540.000
< [Support for establishment 3.7600(1.12247410.9100.00(¢
:% Legal framework regulation 3.6500(1.06989 9.867|0.000
§ Elimination of Competition 3.6833|1.0615111.0880.00(
; dsrilpggéggﬁring unpredicted rainy season 3§ 3.6700|1.1714712.0660.004
g [Training facilities 3.6233[1.12504 12.3770.004
- Marketing support 3.7200]1.1310415.401)0.000
Adoption of suitable Business techniques | 3.7033|1.1860312.0570.00(¢
Elimination of Middlemen or brokers 3.7833(1.2143313.5410.00d
. [Provision of more fund 3.7733|1.2166412.5600.00¢
§ Streamlining the procedures to overcome 3.8000|1.21584 9.819|0.004

existing procedure
Source: Primary Data

Table 6.29 shows that the mean score is greaser ttivee on the Likert's
scale indicate the favourable stance towards tppat From the table, it is found
that the Suitable Government policies has the lsigheean score (3.9900). Support
from state government and Support from the localids have secured the lowest
mean scores (3.6067). The information on entremsh@ support/ initiatives has
witnessed the highest mean score (4.0500) in céssupport from business
associations. Yet, only slight variations are seenhe mean scores of different
classes of ‘support’. The table also pointed bat there exist significant difference
between the perceived score and the test valul thfeavariables, since the p value

of all the factors of ‘support’ are less than O(U&ble 6.29).
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6.5.2 Initiatives and Support of Government, Banks and Business

Associations for Travel AgencyAccording to Form of Business

The results of analysis based on the variablaatiies and support of
government, banks and business association to [Tageacy business entrepreneurs
have been shown in Table 6.30. The F tests haae émployed for this purpose.

Table 6.30

Form of Business wise Classification of Travel Agemes Showing
Initiatives and Support of Government, Banks and Bginess associations

Form of Businesy N | Mean | F Value | Sig.
Partnership 96 | 3.8245
Family business | 64 |3.8233

Government support Proprietorship 79(3.7157] .875 |.454
Private limited 61|3.6053
Total 300( 3.7510
Partnership 96| 3.7859
Family business | 64 (3.8125

Banks support Proprietorship 7913.7032] .537 |.657
Private limited 61 [3.6302
Total 300( 3.7381
Partnership 96 | 3.8958
Family business | 64 3.7734

Business associations support |Proprietorship 79(3.7532] .480 |.697
Private limited 61]3.6721
Total 300| 3.7867

Source: Primary Data

It is clear that in the case of support and itiites from the government,
partnership form of Travel agency business entreqres enjoy the highest mean
score (3.8245) followed by Family business (3.82Fpprietorship (3.7157) and
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Private Limited (3.6053). In this case is alsodifeerence among the four modes of

operation of business is not significant statigtyca

Family business form of Travel agency businessepnéneurs occupies the
highest mean scores in the case of support andtivéts from banks. The mean
score in this respect is 3.7859, 3.7032and 3.688Rectively among Partnership,
Proprietorship and Private Limited and this differe is also statistically not

significant.

As regards the initiatives and support from bussnassociation, Partnership
form of Travel agency business entrepreneurs edjdpe highest mean score
(3.8958) followed by Family business (3.7734), Rietprship (3.7532) and Private
Limited (3.6721). This difference is not statistigaignificant.

Testing of Hypothesis No. 7

HO: Travel agency business entrepreneurs in unorganized sector do not differ
significantly according to the form of business organization with respect to
the initiatives and support from Government, Banks and business

associations.

The application of F test shows that this diffeeens not statistically
significant in all the cases among the entreprenefirvarious forms of business.
The significance level is not found below 0.05 petclevel. Hence, the seventh
hypothesis that Travel agency business entreprgrewnorganized sector do not
differ significantly according to the form of busss organization with respect to the
initiatives and support from Government, Banks &odiness associations can be

accepted.

6.5.3 Initiatives and Support of government, banksand business associations

for Travel Agency According to Mode of Operation

The response of the sample Travel agency busardsspreneurs in respect

of the variable ‘Support’ has been exhibited in [€a®.31. In order to see whether
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there is any significant difference in this respecicording to their mode of

operation, the test of one way ANOVA was used.

Table 6.31

Mode of Operation wise Classification of Travel Agecies
Showing initiatives and support of government, bank and business associations

Mode of Operation N | Mean | F Value | Sig
Independent 120 3.8404
chain 86 3.7494

Government Network 45| 3.6393 .838 |.474
Franchise 49 3.6374
Total 300 3.751d
Independent 120 3.8407
chain 86| 3.6873

Banks Network 45| 3.5654 1.108 [.346
Franchise 49| 3.73471
Total 300 3.7381
Independent 120 3.9167
chain 86| 3.7326

Business Associations Network 45| 3.6224 .885 |.449
Franchise 49| 3.7143
Total 300 3.78671

Source: Primary Data

It is observed from the above Table that Indepehaeode operation of
Travel agency business entrepreneurs have sedueebighest mean scores in the
case of initiatives and support from governmene tean score is 3.7496, 3.6393,
and 3.6374 of Chain, Network and Franchise respagti The difference in this

respect is not statistically significant.

Next to this, the Independent mode of Travel agdnesiness entrepreneurs
occupied the highest mean score (3.8407) in the chsupport and initiatives from
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banks followed by Franchise (3.7347), Chain (3.§&#®l Network (3.5654) and the

difference is not significant statistically.

With respect to initiatives and support from Besie association,
independent mode of operation of business occughed highest mean score
(3.9167). This is followed by Chain (3.7326), Fraise (3.7143) and Network
(3.6222). The difference in this respect is notisiaally significant.

Testing of Hypothesis No. 8

HO: Travel agency business entrepreneurs in unorganized sector do not differ
significantly according to the mode of operation of an organization with
respect to the initiatives and support from Government, Banks and

business associations.

The network mode of operation of Travel agencyiress entrepreneurs has
witnessed poor performance in the case of suppuattimitiatives from banks and
business associations. However, the F tests shatthis difference among the
various modes operation of Travel agency businesgmeneurs is not significant.
Therefore, the related hypothesis that Travel agdmasiness entrepreneurs in
unorganized sector do not differ significantly aclog to the mode of operation of
an organization with respect to the initiatives angport from Government, Banks

and business association may be accepted.
6.6. Process of Getting License According to Forf Business

The response of the sample travel agency entrepremmbout the Process of

getting License is shown in Table 6.32.
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Table 6.32

Form of business wise classification of travel ageg
entrepreneurs showing their response about the Press of getting license

Form of Business

Process of : : : - -
getting license|Partnership|  Family  |Proprietorship| Private Total
Business Limited

Very difficult 37(32.17) | 17(14.787 )] 33(28.69) | 28(24.34) |115(100
Difficult 38(29.92) | 33(25.98)| 36(28.34) | 20(15.75) |127(100
Easy 9(34.61) | 5(19.23) 6(23.07) 6(23.07) | 26(100)
Very easy 12(37.5) | 9(28.12) 4(12.5) 7(21.87) | 32(100)

300

Total (100)

Source: Primary Data
Figuresin parentheses are percentage of their respective totals

It is found that the process of getting licenssttot business is difficult. Out

of 115 sample entrepreneurs opined the processtohg license as very difficult,

37 are from the Partnership business (percentagee sk 32.17). In this case the
percentage share of entrepreneurs is found low gnkamily business (14.787).
Only 8.67 per cent of sample entrepreneurs resgmbtith the process is easy. In

this case also the percentage share is more amantigeRship (34.61). This can be

diagrammatically shown in Fig.6.8.
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40 A M Partnership M Family Business 1 Proprietorship M Private Limited

35 -+

30 A

20 A

15 A

Very difficult Difficult Easy Very easy

Fig.6.8. Form of business wise classification ' travel agency entrepreneurs
showing their response about the Process of gettitigense

6.7. Start up Phase Support of Various Agencies Accordon to Form of
Business

The opinion of the entrepreneurs towards the siprtphase support
various agencies is given in Table 6.

Table 6.33

Form of Business wise classification of Travel agegn
Entrepreneurs showing Start up phase support of vaous agencie

Start up phase Form of Business

support from | Family . .| Private
various agencies Partnership business Proprietorship limited Total

Received 52(27.22)| 38(19.89)| 53(27.74) |48(25.13|191(100

26

Not Received 44(40.36) | 26(23.85) (23.85)

13(11.92 109 (100

Total |300(100d

Source: Primary Data
Figuresin parentheses are percentage of their respective totals
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It is seen that 63.66% of sample entrepreneurs gat/the benefit of start up
phase support from various agencies. The percestae is more (27.74) among

Proprietorship and is found low among Family busingl9.89).
6.7.1. Area of Support According to Form of Busines

The responses on the area of support from varigesnces are given in
Table 6.34.

Table 6.34

Form of business wise classification of
travel agency entrepreneurs showing Area of support

Form of Business
Area of : : : : :
Support Partnership | Family |Proprietorship| Private Total
Business Limited

Not Applicable 42(40) 25(23.80)] 25(23.80) [13(12.28] 105(100)
Technical
training 4(26.67) 3(20) 4(26.67) 4(26.67)[ 15(100)
Business skills|  7(30.43) 4(17.39) 8(34.78) 4(17.39)| 23(100)
Accounting 2(25) 4(50) 2(25) 0 8(100)
Business
management 16(33.33) 6(12.5) 12(25) 14(29.16) 48(100)
Marketing 17(21.25) | 18(22.5)| 23(28.75) | 22(27.5)| 80(100)
Others 8(38.09) 4(19.04) 5(23.80) 4(19.04)| 21(100)

Source: Primary Data

Figures in parentheses are percentage of their respective totals

It is seen from the table that Marketing is theirmarea of support from
various agencies followed by Business managemerd Buosiness skills.
Proprietorship form of business has occupied highesentage of share (28.75) in
the case of Marketing. In the area of Businesdssilso Proprietorship has got the
highest percentage share (34.78). The diagrammegdresentation of the Table 6.34
is given in Fig. 6.9.
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50 1 M Partnership B Family Business 1 Proprietorship M Private Limited

40 -
35 - l
30 - l ‘

2> [N | | |

20 A i

15 A

10 A

Technical Business skills Accounting Business Marketing Others
training management

Fig.6.9 Form of business wise clissification of travel agency entrepreneur:

showing Area of support

6.7.2. The Institution Provided Start up Phase Suppor According to Form of
Business

The responses on the detailsthe agencies provided start up phase su
are given in Table 6.3!

250



Table 6.35

Form of business wise classification of travel ageg
entrepreneurs showing the Institution Provided Stat up Phase Support

The institution

Form of Business

provided start up | partnershi| Family |Proprietorshi| Private | Total
phase support p Business p Limited

Not applicable | 42 (49.62)|26(24.52] 25(23.58) | 13(12.26)| 106(100)
Chamber of

commerce 5(38.46) | 1(7.69) | 6(46.15) | 1(7.69) | 13(100)
Former employers| 10(23.25)13(30.23] 11(25.58) | 9(20.93) | 43(100)
NGOs 2(18.18) | 2(18.18)| 4(36.36) | 3(7.27) | 11(100)
State government| 4(14.81) | 4(14.81)] 9(33.33) | 10(37.03)| 27(100)
Tourism

Department 19(34.54)| 9(16.36)| 15(27.27) | 12(21.81)| 55(100)
Others 14(31.11)| 9(20) 9(20) | 13(28.88)| 45(100)

Source: Primary Data
Figuresin parentheses are percentage of their respective totals.

As regards the agencies provided start up phaspgosuto Travel agency
entrepreneurs, the Tourism department occupiedptime place. The percentage
share in this respect is 34.54 among Partnership 18136 among Family form
business. The other institutions provided startplyase support in the order of
importance is other institutions, Former employ&tste Government and Chamber

of commerce. The diagrammatic representation ofTiigle 6.35 is given in Fig.

6.10.
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50 - M Partnership  ® Family Business Proprietorship M Private Limited
45 -
40 -
35 A
30 ~
25 A
20 A
15 A

10 A

NGOs Tourism Others

Department

State
government

Former
employers

Chamber of
commerce

Fig.6.1Q Form of business wise classification of travel agey entrepreneurs
showingthe Institution Provided Start up Phase Support

6.7.3. The Extent of Usefulness of the Start up Phase Supg According to
Form of Busines:

The responses on tlextent of usefulness of the start up phase su are
given in Table 6.36.

Table 6.36

Form of business wise classification of travel ageg
entrepreneurs showingthe Extent of Usefulness of the Start up Phase Supr

The extent of Form of Business

:faer];ulzr[])e;ﬁaosfethe Partnership Family Proprietorship Rriyate Total
support Businesy Limited

Not applicable 42(40) [26(24.76] 25(23.80) |12(11.42| 105(100)
Very not useful 1(100) 0 0 0 1(100)
Not useful 9(39.13) |5(21.73)] 6(26.08) | 3(13.04 | 23(100)
Useful 24(27.58) [21(24.13] 20(22.98) (22(25.28| 87(100)
Very useful 20(23.80) [12(14.28] 28(33.33) [24(28.57| 84(100)

Source: Primary Data

Figuresin parentheses are percentage of their respective totals
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It is found that out of 65% of the sample Travgélacy entrepreneurs have
opined about the usefulness of the start up phaseost, 44% of the respondents
stated that it is useful and another 43% of thpardents rated it as very useful. The
diagrammatic representation of the Table 6.36vemin Fig. 6.11.

120

B Partnership M Family Business ® Proprietorship M Private Limited
100 -

80 -

60 -

40 -

20 -

Very not useful Not useful Useful Very useful

Fig.6.11 Form of business wise classification of travel agey entrepreneurs

showing the Extent of Usefulness of the Start up Rise Support
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6.7.4. Response on Incentives from Various Authorégs According to Form of

Business

Table 6.37

Form of Business wise classification of Travel Agey Entrepreneurs
Showing their Response about Incentives from VariasiAuthorities

Form of Business

Family : . | Private
businessPrOpnea[OrShIp limited

Availing of any | Availed | 36(31.85)|30(26.54] 32(28.31) |15(13.27]113 (100

kind of incentives| Nt
from State Govt.| ayaileq | 0(32:08)|34(15.18( 47(25.13) [46(24.59}187(100

Partnership, Total

Awareness of | Aware | 30(31.91)(18(19.14] 29(30.85) [17(18.08] 94(100)
capital subsidy
scheme of Ministry

O o NOt | 46(24.73)|46(24.73] 50(26.88) |44(23.65]186(100
Government of | Aware
India
Not
Applicabld 46(24:73)[46(24.73]  50(26.88) |44(23.65]186(100

Whether applied
for Capital Subsid Applied | 10(26.31)| 6(15.79)] 13(34.21) | 9(23.68)| 38(100)
Scheme
Not
applied

Source: Primary Data
Figuresin parentheses are percentage of their respective totals

20(35.71)|12(21.42) 16(28.57) | 8(14.28)| 56(100)

From the above table it is seen that 63% of samgdpondents have not
availed any kind of incentives from State Governtn@ut of the 113 entrepreneurs
who availed incentives from State Government, 3%.&6e from Partnership form.
The percentage share in this respect is 28.31426n8 13.27 respectively among

Proprietorship, Family business and Private Limited

It is seen that only 31% of sample Travel agentdyepreneurs are aware of
Capital subsidy scheme of Central Government. i ¢ase the percentage share is

more (31.91) among Partnership form of business.
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It is found that only 12.6% have applied for Capgabsidy scheme. C
these the percentage share is more among Prophgiof34.21). However, it i
15.7% only among Family business form. It is repnésd in Fig 6. 1.

H Partnership

B Family business
Proprietorship

M Private limited

Private limited

Proprietorship

Family business

Partnership

Applied

Not applied

Fig. 6.12.Classification of Sample Entrepreneurs showing Appéd for Capital
Subsidy Schem

6.7.5. Other Supports from Various Authorities According to Form of

Business

The responses of the sample travel agency entreymeabout other Suppc
from various authoties According to Form of Business are shown infdtiewing
Table.
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Table 6.38

Form of Business wise classification of travel agew
entrepreneurs showing the effectiveness of Suppdrom Various Authorities

Form of Business

in| Family - | Private
Partnership bUSINESS Proprietorship limited Total
No respong 15(25.42) | 14(23.72) 15(25.42) |15(25.42) 59 (100)
Sfeotve | 4545) | 2329 24(24) 8(8) [100 (100
Central
government i??;g’,\\l,lai 24(27.90) | 15(17.44) 25(29.06) |22(25.58) 86(100)
Very
offective | 12(21.81) [12(21.81)  15(27.27) | 16(29.09) 55(100)
No respond 17(27.41) | 14(22.58) 17(27.41) |14(22.58) 62(100)
Notvery | 47us.10) | 26(25) | 23(22.11) | 8(7.69) |104(200
State
government iﬁggﬁ‘\’f‘ 20(25) |11(13.75] 25(31.25) | 24(30) | 80(100)
Very
offective | 12(22.:22) [ 13(24.07)  14(25.92) | 15(27.78) 54(100)
No respong 20(28.57) | 19(27.14) 18(25.71) |13(18.57) 70(100)
gf?;g’“e\g 49(37.12) | 26(19.69) 40(30.30) |17(12.88)132(100
Banks
Somewha) 1637.20) | 7(16.27)|  5(11.63) |15(34.88) 43(100)
Very
offectve | 11(20) |12(21.82) 16(29.09) |16(29.09) 55(100)
No respond 20(28.17) | 17(23.94) 17(23.94) |17(23.94) 71(100)
sf?;(‘:’t?\g 32(31.06) | 22(21.37) 29(28.15) | 10(9.72)|103(100
Business
Associations 8;;23"‘\’2&‘ 31(40.78) [12(15.79) 14(18.43) | 19(25) | 76(100)
Very
offective | 13(21.67) [13(21.67)  19(31.67) | 15(25) | 60(100)
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It is seen that 80% of the sample entrepreneusporaled about the
effectiveness of support from Central Governmenit & this, 41% of the sample
entrepreneurs stated that the supports from Ce@Goakernment schemes are not
very effective. In this respect the percentageesiserd5 among Partnership form of
business and the percentage share is found lo)eatnong Private Limited. Out of
86 sample entrepreneurs who opined it is somewfettive, the percentage share

is more among Proprietorship form (29.06) and wgelet among Family business.

As regards the effectiveness of State Governmeppat, out of 73% of
sample entrepreneurs stated that the support genpteffective. In the case also the
percentage share is found more among Partnershp &b business and is found

low among Private Limited.

It is seen that in the case of Bank support 56%hefsample entrepreneurs
opined that it is not very effective. In this ca@so the percentage share is more
(37.12) among Partnership form. Only 23% of theepreneurs are of the opinion
that the Bank support is very effective. In thisedhe percentage share is more

among Proprietorship and Private Limited (29.09%ghe

In the case of support from Business associatidm®%6 of sample
entrepreneurs stated that the support of the Bssirassociations is not very
effective. In this case the percentage share ofm@ahip form is found highest
(31.06) and lowest among Private Limited (9.72).

The analysis on initiatives and support of goveentnbanks and business
associations to tourism entrepreneurs among unisegusector revealed that is no
significant difference among the entrepreneurs athbhotel and travel agency
businesses on the basis of form of business ane rmbdperation. From the field
survey it is also realised that the tourism enggpurs in the unorganised sector
experience problems and challenges in their areapefation. Therefore, the next

chapter is of this concern.
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Chapter 7

Issues and Challenges

A detailed discussion on the initiatives and suppd government, banks
and business associations to entrepreneurs of ldotetravel agency business has
been done in the previous chapter. However, thecareB on Tourism
entrepreneurship in unorganized sector will notabtill fledged one without the
identification of issues and challenges of theseepreneurs in the sector. Hence,

the present chapter is a humble attempt in thecton.
7.1. Methodology and Data base

The main objective of this chapter is to identifie issues and challenges of
tourism entrepreneurs among unorganised sectorthi®ipurpose both secondary
and primary data were collected and used. Prirdarg were collected with the help
of pretested structured interview schedule andvree/s and discussions were held
with the hotel entrepreneurs and travel agency ocsvaed managers. In addition to
this, primary data were collected through obseovatThe sample selected consists
of 300 hotel entrepreneurs and 300 travel agenayecsvin the State of Kerala.
Mathematical and statistical tools like mean, stadddeviation, one sample t-test,

ANOVA, Correlation and Factor analysis were usedaftalyzing the data.
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In order to present the results of analysis incaeneffective way, the chapter
is divided into two sections. Section A discustes operational issues of hotel
entrepreneurs and that of B discusses issuesclhaklenges of travel agency

owners.
Section A

7.2. lIssues and Challenges of Hotel Entrepreneurs

The results of the analysis based on the seleeteables are discussed in

the following pages.
7.2.1. Issues and ChallengesScale Validation

The tools like exploratory factor analysis (EF&9nfirmatory factor analysis
(CFA), convergent validity, Discriminant validityReliability (Cronbach’s alpha)
and normality were employed for validating the iastent of data collection.

1. Exploratory Factor Analysis

On the light of the review of related literaturése researcher identified
thirty seven variables for ‘Issues and Challeng@si. exploratory factor analysis
was carried out to assess the most important coemperof ‘Issues and Challenges’.

The results of the tests are exhibited in the té@dle

Table 7.1
KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .924
Approx. Chi-Square 16610.645

Bartlett's Test of Sphericity Df 703
Sig. .00Q

Since the KMO value is 0.926 (greater than O6has been considered as
adequate. The Bartlett's test of sphericity indddatthe significance and the
suitability of the responses collected. The Barfidest value (16610.645, df 703,
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Sig 0.00) is found less than 0.5. Hence, it is ptadd#e and recommended for factor
analysis. The results of statistical assumptiotstewdicated that the data set had
been appropriate for factor analysis and therepomgcipal component analysis has
been carried out.

Table 7.2

Total Variance Explained

E Initial Eigen values Extraction Sums of Rotation Sum; of

3 Squared Loadings Squared Loadings

g Total 0A?of Cumulati Total 0A?of Cumulati Total 0A?of C_umula
O Variance| ve % Variance| ve % Variance| tive %
1 |18.428 48.494 | 48.494 (18.428 48.494 | 48.494 |6.955 18.302 | 18.302
2| 3.335| 8.777 57.271 | 3.335| 8.777 | 57.271|5.082 13.373 | 31.675
3| 2945| 7.750 65.021 | 2.945| 7.750 | 65.021 |4.654] 12.247 | 43.921
4| 2.295] 6.039 71.060 | 2.295| 6.039 | 71.060 |4.256] 11.201 | 55.122
5| 1.653| 4.350 75.410 | 1.653| 4.350 | 75.410|4.081] 10.739 | 65.862
6| 1.367| 3.599 | 79.008 | 1.367| 3.599 | 79.008 |3.367| 8.860 |74.722
71 1.012| 2.664 | 81.673 |1.012| 2.664 | 81.673 (2.641] 6.951 |81.673
8| .869 | 2.288 | 83.961

9| .773 2.035 85.996

10| .643 1.693 87.689

11| .565 1.486 89.175

12| .496 1.306 90.480

13| .474 1.247 91.727

14| .447 1.176 92.903

15 .321 .845 93.748

16| .293 172 94.520

17| .276 27 95.246

18| .254 .668 95.915

19| .185 .488 96.403

20| .160 421 96.823

21| .138 .363 97.187

22| .135 .355 97.541
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E Initial Eigen values Extraction Sums of Rotation Sums of

S 9 Squared Loadings Squared Loadings
o

g Total % of [Cumulati Total % of |Cumulati Total % of [Cumula]
O Variance| ve % Variance| ve % Variance| tive %

23| .124 325 97.866
24| 122 321 98.187
25| .100 .263 98.450
26| .086 227 98.677
27| .077 .203 98.880
28| .075 .198 99.078
29| .065 A72 99.250
30| .055 144 99.394
31| .047 125 99.519
32| .046 120 99.639
33| .037 .096 99.736
34| .025 .065 99.801
35| .024 .064 99.865
36| .022 .058 99.923
37| .015 .039 99.963
38| .014 .037 100.000

Extraction Method: Principal Component Analysis
Source: Primary Data

The Exploratory factor analysis extracted sevemofa with an Eigen value
of greater than 1, which together explained ab@% §ercent (Table 7.2) of the
variance indicated a good fit and hence it is agslithat model represents the data

very well.
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Table 7.3

Rotated Component Matrix

Component

Regulatory Issues

Financial Problems

Operational Problems
Marketing Issues

Technological Issues

Personal Issues

Training Problems

Unsupportive tax system and tax
rates

872

Frequent changes in regulatory
framework

872

Lack of transparency

.861

Existing Bankruptcy laws

.854

Ineffective competition law

.844

Complex procedures for property
rights regulation

.840

Complex procedures for copy righ
regulation

A74

Complex procedures for patent ar
trademark regulation

.764

High cost for business regulation

.748

Complex procedures for business
regulation

739

Inadequate fixed capital

.903

Lack of personal savings and
resources

.894

fear of taking more loan

.880

Lack of securities and credibility fq
debt financing

.858

Lack of business experience

.806

Lack of skill for debt financing

74

Strict credit scoring methodologie
and regulations

.699

Complex financial document

procedures

.669
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Long time needed to decide on ar
) : .505
application for funding
Lack of knowledge, understanding
: 3 522
awareness of start up funding
Lack of coordination .868
Problem of infrastructure .868
Lack of skill .860
Cost containment .817
Shortage of skilled staff .720
Increased competition 519
Lack of adequate marketing and 837
promotion '
Increased guest sophistication .804
Limited market access .785
Increased in number of similar
. 512
businesses
Interactive reservation system 776
Yield management 754
Affected by health problems 734
Limited time take up dual role .733
Opposition from the family 716
Lack of time to attend the training .653
Huge training cost .601
Long distance to training centre 513
Extraction Method: Principal Component Analysis.
Rotation Method: Varimax with Kaiser Normalization.
a. Rotation converged in 8 iterations.

Source: Primary Data

Seven factors extracted from the exploratory fa@palysis which was
named as shown in table 7.3. Ten variables groupei@r the factor ‘Regulatory
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issues’, ten variables under ‘financial problemsix variables related to
‘operational problems’, four for ‘marketing issuesfwo are in respect of
‘technological issues’, three for ‘personal issuesid the remaining three for
‘training problems’.

2. Confirmatory Factor Analysis (CFA)

After the exploratory factor analysis, the resharchas carried out the
confirmatory factor analysis using the AMOS 21.0 ander to confirm the

components contributing to the ‘Issues and Cha#ishg
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Fig 7.1 Measurement model for ‘Issues and Challenges’ of &®le Hotel

Entrepreneurs.
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The results shown in table 7.4 provide a quickraesv of the model fit.
Goodness of Fit index (GFI) obtained is 0.919 adre the recommended value of
above 0.90. The Adjusted Goodness of Fit IndexKAGs 0.904 as against the
recommended value of above 0.90 as well. The Noffihéatdex (NFI), Relative Fit
index (RFI), Comparative Fit index (CFI), Tuckerwie Index (TLI) are 0.894,
0.910, 0.902, 0.912 respectively as against themmewended level of above 0.90.
RMSEA is 0.048 and is well below the recommendstlof 0.08. The Root Mean
Square Residual (RMR) is also found below the renended limit of 0.05 at
0.032. This can be interpreted as meaning thatibdel explains the correlation to
within an average error of 0.032 (Hu and Bentl®9). Hence the model shows an

overall acceptable fit.

Table 7.4

Model Fit Indices

GFI | AGFI | NFI | RFI |CFI |TLI RMSEA RMR

Obtained 919 | .904 | .894/ .91Q .90i 912 .048 .032

A4

Recommended >90| >90 | >90 | >90 | >.90 | >.90 <0.08 <0.05

All the path coefficientsff) were positive in the above model (Fig 7.1).
Besides, the p-values in the above model weretlems 0.01which meant all the
paths were significant. Hence it can be confirmbdt tthe factors contributed

towards the variable employee ‘Issues and Chalknge
3. Validity

In general, validity is an indication of how soutite research is. More
specifically, validity applies to both the designdathe methods of the research.
Validity in data collection means that the findingsly represent the phenomenon
that is claiming to measure. In this study, bothteat validity and construct validity

is tested.

266



A. Content validity

Content validity (also known as logical validitgfers to the extent to which
a measure represents all facets of a given comst@antent validity is tested by

consulting the experts in the field of research.
B. Construct validity

Construct validity is the degree to which a tesasures what it claims, or
purports, to be measuring. There are several mettmtest the construct validity.
Here, the researcher used two kinds of validitysteise., convergent validity and
Discriminant validity.

C. Convergent Validity

Convergent validity tests establish whether respsrto the questions are
sufficiently correlated with the respective latemiriables. Convergent validity is
usually assessed based on the comparison of ldiagulated through a non-

confirmatory analysis with a fixed value (Ketkamdk, Parente & Verville, 2012)

Table 7.5

Factor Loadings and p values- operational issues

Structural Paths Estimate Sig.
Financial_problems16— Financial Problems 524 .000
Financial_problems9 «<— Financial Problems .539 .000
financial_problems8 <«— Financial Problems 544 .000
Financial_problems7 «<— Financial Problems .556 .000
Financial_problems6 <«— Financial Problems .693 .000
Financial_problems5 <« Financial Problems 781 .000
Financial_problems4 <« Financial Problems .903 .000
Financial_problems3 <« Financial Problems 677 .000
Financial_problems2 <« Financial Problems .994 .000
Financial_problemsl < Financial Problems .986 .000
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Structural Paths Estimate Sig.
Regulatory issuesl0«— Regulatory Issues .610 .000
Regulatory issues9«— Regulatory Issues 907 .000
Regulatory issues8«— Regulatory Issues .929 .000
Regulatory _issues7<— Regulatory Issues .904 .000
Regulatory _issues6«— Regulatory Issues .839 .000
Regulatory _issues5«— Regulatory Issues 715 .000
Regulatory issues4 «<— Regulatory Issues .692 .000
Regulatory issues3 «<— Regulatory Issues .681 .000
Regulatory issues2 «— Regulatory Issues 627 .000
Regulational_issuesl «— Regulatory Issues .615 .000
Operational_issues6 <«—  Operational Problems .617 .000
Operational_issues5 <«—  Operational Problems .789 .000
Operational_issues4 <«—  Operational Problems .898 .000
Operational_issues3 <«—  Operational Problems 976 .000
Operational_issues2 <«—  Operational Problems .989 .000
Operational_issuesl <«—  Operational Problems 973 .000
Marketing_issues4 <«  Marketing issues .867 .000
Marketing_issues3 <«  Marketing issues .955 .000
Marketing_issues2 <«—  Marketing issues 971 .000
Marketing_issuesl <«—  Marketing issues 912 .000
Technological_issues2«<— Technological Issues 997 .000
Technological_issuesl<— Technological Issues 977 .000
Personal_issues3 <«— Personal Issues 952 .000
Personal_issues2 <«— Personal Issues .982 .000
Personal _issuesl <«— Personal Issues .827 .000
Training_problems3 <«— Training Problems 978 .000
Training_problems2 <«— Training Problems 993 .000
Training_problemsl <«—  Training Problems .859 .000
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From the table 7.5, it can be identified that ltreedings associated with each
latent variables were higher. The p-values relatethe loadings were lower than
0.05 and loadings for indicators of all respectiant variables were above 0.5.
Since the model satisfies the above criteria, gaisl to have acceptable convergent

validity.
D. Discriminant Validity

Discriminant validity tests verify whether respeadrom the respondents to
the questions are either correlated or not witleotatent variables. A measurement
model has acceptable discriminant validity if th@are root of the average variance
extracted (AVE) for each latent variable is highkan any of the correlations
between the latent variable under considerationaarydof the other latent variables

in the measurement model (Fornell & Larcker, 1981).

Table 7.6

Correlations and AVE's

Correlations Average Variance Extracted
Financial Issues <« Regulatory Issues 0.383 Financial Issues 0.792
Financial Issues <« Operational Problemsg 0.367 Regulatory Issuep  410.B
Financial Issues <« Marketing Issues 0.28 Operational 0.900
Financial Issues <« Technological Issues 0.347 Marketing Issues .18
Financial Issues < Personal Issues 0.333 Technological Isgu€&s852
Financial Issues <« Training Problems 0.334| Personal Issues 0.792
Regulatory Issues> Operational Problems 0.51 Training Problems D.§2
Regulatory Issues> Marketing Issues 0.571
Regulatory Issues> Technological Issues 0.504
Regulatory Issues> Personal Issues 0.46:
Regulatory Issues> Training Problems 0.504
Operational Problems> Marketing Issues 0.588
Operational Problems> Technological Issue$ 0.54
Operational Problems> Personal Issues 0.51
Operational Problems~ Training Problems 0.5
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Correlations

Average Variance Extracted

Marketing Issues < Technological Issueq 0.577
Marketing Issues < Personal Issues 0.59
Marketing Issues  « Training Problems 0.576
Technological Issues— Personal Issues 0.72¢
Technological Issues— Training Problems 0.703
Personal Issues < Training Problems 0.82

Discriminant validity was confirmed by examiningreelations among the

latent variables. As a rule of thumb, a 0.85 catreh or higher indicates poor

discriminant validity in structural equation moded (David 1998). None of the

correlations among variables were above 0.85 (Talde Hence the discriminant

validity of the model was established.

4. Normality and Reliability

Normality tests are used to determine if a dataisevell-modelled by a

normal distribution and to compute how likely itfes a random variable underlying

the data set to be normally distributed.

Table 7.7

One-Sample Kolmogrov- Smirnov Test

Statements Mean Desift.ion Sig.
Unsupportive tax system and tax levels 4.400¢ .88086 |0.00d
Changes in regulatory framework 4.3833 .89015 |0.00d
Lack of transparency 4.18641 .98066 |(0.00d
Bankruptcy laws 3.960¢ .97377 (0.00q
Ineffective competition law 3.870 .93238 (0.00q
Complex procedures for property rights regulation [3.880¢ .94971 (0.00(¢
Complex procedures for copy right regulation 3.9233 1.02026 (0.00q
Complex procedures for patent and trademark regul4.010¢ 1.05844 (0.00(¢
High cost for business regulation 4.0433 1.03199 |0.00d
Complex procedures for business regulation 4.2867 1.11143 |0.00d
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Std.

Statements Mean Deviation Sig.
Lack of fixed capital 2.7533 1.21273 |(0.00q
Lack of personal savings and resources 2.7567 1.20372 (0.00¢
Fear of taking more loan 2.91691 3.24316 |0.00d
Lack of securities and credibility for debt finangi 2.8767 1.24094 (0.00q
Lack of business experience 3.15671 1.27706 |0.00d
Lack of skill for debt financing 3.330¢ 1.27010 (0.00d

Strict credit scoring methodologies and regulations [3.7233 1.15957 |0.00d

Complex financial document procedures 4.0333 1.04684 |0.00d

Long time needed to decide on an application for

. 4.0633 1.06604 (0.00q
funding

Lack of knowledge, understanding awareness of Bpa3 280d  1.17026 l0.00d

funding

Lack of coordination 3.550¢ 1.31654 |0.00¢
Problem of infrastructure 3.5161 1.30463 (0.00d
Lack of skill 3.4800 1.29170 |0.00d
Cost containment 3.5833 1.28656 (0.00d
Shortage of skilled staff 3.820¢ 1.26211 (0.00d
Increased competition 4.3600 .99685 |0.00d
Lack of adequate marketing and promotion 4.0167 1.08025 |0.00d
Increased guest sophistication 3.9033 .99866 |0.00d
Limited market access 3.9161 .99315 |0.00d
Increased in number of similar businesses 4.150¢ 1.00874 |0.00¢
Interactive reservation system 3.940q0 1.24428 |0.00d
Yield management 3.910¢ 1.25452 (0.00q
Affected by health problems 3.810¢ 1.35401 (0.00q
Limited time take up dual role 3.470¢ 1.35717 |0.00d
Opposition from the family 3.390¢ 1.37265 (0.004
Lack of time to attend the training 3.940(¢ 1.34004 (0.00q
Huge training cost 3.7133 1.34556 |0.00d
Long distance to training centre 3.6833 1.36232 (0.00q

From the table 7.7, it is observed that the sigaift values of all the
variables are lower than 0.05. Therefore, the de¢anot normal in exact sense. To
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assume normality, skewness and kurtosis are usadoaly. A distribution is said
to be normal when the kurtosis value lying belowat@ skewness value 3. The

results of test of skewness and kurtosis are pteden the table given below.

Table 7.8

Skewness and Kurtosis

Statements Ske\{vn.ess Kurt.os.is
Statistics Statistics
Unsupportive tax system and tax levels -1.614 2.058
Changes in regulatory framework -1.491 1.429
Lack of transparency -1.217 .866
Bankruptcy laws -.860 216
Ineffective competition law -.835 .609
Complex procedures for property rights regulation -.866 .648
Complex procedures for copy right regulation -.816 129
g;rlrjlgt?;(nprocedures for patent and trademark -1.042 465
High cost for business regulation -1.043 479
Complex procedures for business regulation -1.542 1.332
Lack of fixed capital -.004 -1.071
Lack of personal savings and resources -.009 -1.074
Fear of taking more loan 13.923 223.975
Lack of securities and credibility for debt finangi .014 -1.052
Lack of business experience -.102 -1.082
Lack of skill for debt financing -.226 -1.088
Strict credit scoring methodologies and regulation -.598 -.735
Complex financial document procedures -.930 -.041
]Ic_uonndg;rgme needed to decide on an application for -1.044 295
tgiﬁr?;il:]gowledge, understanding awareness of § . 585 674
Lack of coordination -.525 -.940
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Statements Ske\{vn.ess Kurt.os.is
Statistics Statistics
Problem of infrastructure -.469 -1.000
Lack of skill -.443 -1.002
Cost containment -.542 -.889
Shortage of skilled staff -.842 -471
Increased competition -1.587 1.712
Lack of adequate marketing and promotion -1.027 132
Increased guest sophistication -.981 442
Limited market access -.925 .305
Increased in number of similar businesses -1.190 751
Interactive reservation system -.976 -.149
Yield management -.944 -.222
Affected by health problems -.880 -.587
Limited time take up dual role -.550 -.998
Opposition from the family -.463 -1.097
Lack of time to attend the training -.964 -.464
Huge training cost -.718 -.780
Long distance to training centre -.682 -.848

Here, it is found that all the variables fall undlee kurtosis value of 10 and

Skewness value of 3. Therefore, kurtosis and Skesvmeere not problematic and

hence, parametric test can be adopted.
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Table 7.9

Reliability Test (Cronbach’s Alpha)- Operational Issues

Regulational | Financial | Operational | Marketing | Technological | Personal | Training
Issues Issues Problems Issues Issues Issues | Problems
.799 .852 901 952 911 .805 .927.

From the table 7.9, it is identified that the cermed Cronbach’s alpha for
the extracted factors are higher than 0.70 and éjeiticis concluded that the

measurement construct a reliable one.

7.3. Issues and Challenges - Comparison of Mean

Comparison of means tests helps to determineeifgitoups have similar
means. There are many cases in statistics to cemmpeans for two populations or
samples.

7.3.1 One sample T test- Issues and Challenges

Here, Five point Likert's scale is used to recoheé responses, where 1
indicates with ‘Strongly disagree’ and 5 represegstsongly agree’. The responses
of the hotel entrepreneurs about the ‘issues aatleciges’ are presented in Table
7.10

Table 7.10

One sample t test

Variables Statements Mean| SD t Sig.
Value
Unsupportive tax system and [4.400(Q .8808¢ 27.52§ .000
levels
Frequent Changes in regulato[4.3833 .89018 26.91% .000
Regulatory |framework
ISSUES [ ack of transparency 4.1861 .98064 20.95¢ .000
Existing Bankruptcy laws 3.960(¢ .97379 17.074¢ .000
Ineffective competition law  |3.870( .932394 16.164 .000
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Variables Statements Mean| SD Sig.
Value
Complex procedures for 3.880(0 .94971 16.049 .000
property rights regulation
Complex procedures for copy|3.92331.0202¢ 15.675 .000
right regulation
Complex procedures for paten4.010(1.05844 16.52§ .000
and trademark regulation
High cost for business 4.04331.03199 17.511 .000
regulation
Complex procedures for 4.286711.11143 20.051 .000
business regulation
Lack of fixed capital 2.75331.21273 -3.523 .000
Lack of personal savings and [2.756711.2037 -3.50] .001
resources
Difficulty of taking more loans|2.9167%3.2431¢ -.445 .657
Lack of securities and 2.87611.24094 -1.721 .086
credibility for debt financing
Lack of business experience (3.156941.27704¢ 2.124 .034
Financial  [Lack of skill for debt financing|3.3301.2701¢  4.50q .000
Problems = ict credit scoring 3.72331.1595] 10.804 .000
methodologies and regulation
Complex financial document [4.03331.04684 17.097 .000
procedures
Long time gap for financing [4.06331.06604 17.274 .000
Lack of knowledge, 3.780(1.1702¢ 11.544 .000
understanding awareness of ¢
up funding
Lack of coordination 3.550(01.31654 7.23q .000
Problem of infrastructure 3.516941.3046 6.859 .000
Issues High level of Cost 3.58331.2865¢ 7.853 .000
Shortage of skilled staff 3.820(01.26211 11.253 .000
Increased competition 4.360(0 .99687 23.63( .000
Lack of adequate market 4.01671.08029 16.301 .000
Marketing promotion measures
Issues Increased demands of guests|3.9033 .9986¢ 15.667 .000
Limited market access 3.9167 .99319 15.987 .000
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Variables Statements Mean| SD Sig.
Value

Increase in number of similar |4.150(1.00874 19.744 .000
businesses

Technological |Interactive reservation system3.940(01.2442§ 13.08§ .000

Issues Yield management 3.910(1.25453 12.564 .000
health problems 3.810(01.3540] 10.364 .000
Limited time to handle dual |3.47001.35717 5.99§ .000

Personal Issue
role

Opposition from the family  |3.390(1.37264 4.921 .000

Lack of time to attend the 3.940(01.34004 12.15¢ .000

Training training
Problems |High training cost 3.71331.3455¢ 9.182 .000

Long distance to training cent|3.68331.36231 8.68{4 .000

Source: Primary Data.

Table 7.10 shows the issues and challenges erpedédyy the sample hotel
entrepreneurs. Among the Regulatory Issues, thélgero of unsupportive tax
system and tax rates is identified as the majoblpro with mean value of 4.4000.
The other major issues in the order of gravity faeguent changes in regulatory
framework (mean Score 4.3833), Complex proceduoss biisiness regulation
(4.2867), Lack of transparency (mean Score 4.186ligh cost for business
regulation (4.0433), Bankruptcy laws (mean Sco®@0), Complex procedures for
copy right regulation (3.9233), Ineffective comgiet law (mean score 3.8700) and

Complex procedures for property rights regulatioedén Score 3.8600).

Long time gap for financing with the mean scord @633 is the major issue
in respect of financial problems. The other proidein that order are complex
financial document procedures (4.0333), Lack of wedge, understanding
awareness of startup funding, strict credit scommethodologies and regulations,
Lack of skill for debt financing and Problem of itadx more loans.

Increased competition with mean score of 4.360@destified as the major
problem in the area of Operation of business. @gerof skilled staff (3.8200) is the

next major issue in this respect. The other problane High level of Cost (3.5833),
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Lack of coordination (3.5500), Problem of infrastire (3.5167) and Lack of skill
(3.4800).

Increase in number of similar businesses is fothml major marketing
problem. In this case the mean score is 4.1500.offer marketing issues are Lack
of adequate market promotion measures (4.0167)itédhmmarket access (3.9167)

and increased demands of guests (3.9033).

Interactive reservation system with mean scor8.9400 is identified as the

major technological issue followed by Yield manageit(3.9100).

The major personal issues of the entrepreneurseaih problems (3.8100),
Limited time to handle dual role (3.4700) and Opipms from the family (3.3900).

Lack of time to attend the training (3.9400) ientified as major issue in
respect of training. The other problems are Higlintng cost (3.7133) and Long
distance to training centre (3.6833).

The table also reveals that the difference betwleemperceived score and the
test value (3) of all the factors are significasiice the p value of all the factors of
stress are less than 0.05 except two variablemgelto ‘financial issues’ (Table
7.10).

7.4. Issues and Challengeéccording to Form of Business

The Issues and Challenges of the sample entrepseire Hotels according

to form of business are presented in Table 7.11
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Entrepreneurs Showing Issues and Challenges- One WANOVA

Table 7.11

Form of Business wise Classification of Hotel

Form of Business N | Mean De?itgt.ion VaITue Sig.
Partnership 79 | 4.0848| .83820
Family business 79 | 3.9405| .93733
E‘:ggftory Proprietorship 87 | 4.1908| .71082 | 1.636| 0.181
Private limited 55 | 4.1764| .57056
Total 300| 4.0943| .79172
Partnership 79 | 3.3076| 1.04744
Family business 79 | 3.2544| 1.05013
Financial - )
Problems Proprietorship 87 | 3.3954| .96061 | 0.405| 0.750
Private limited 55 | 3.4164| .99476
Total 300 3.3390| 1.01103
Partnership 79 | 3.5970| 1.09701
Family business 79 | 3.5169| 1.26974
ggﬁg"sﬁona’ Proprietorship 87 | 3.8467| 1.09445 | 2.508 | 0.059
Private limited 55 | 3.9788| .98604
Total 300 3.7183| 1.13425
Partnership 79 | 3.8829| .98208
Family business 79 | 3.8734| 1.09257
:\ggﬂées“”g Proprietorship 87 | 4.1466| 89129 | 1.720| 0.163
Private limited 55 | 4.1000| .82299
Total 300 3.9967| .96424
Partnership 79 | 3.9937| 1.20494
Family business 79 | 3.7658| 1.34649
LesiggmogicaProprietorship 87 | 3.9655| 1.21472 | 0.594 | 0.619
Private limited 55 | 3.9909| 1.18826
Total 300 3.9250| 1.24111
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Form of Business N | Mean Desitacllt'ion VaITue Sig.
Partnership 79 | 3.5148| 1.25496
Family business 79 | 3.3080| 1.42602

Ez[fé’s”a' Proprietorship 87 | 3.6858| 1.21400 | 1.825 | 0.143
Private limited 55 | 3.7697| 1.19304
Total 300| 3.5567| 1.28542
Partnership 79 | 3.8270| 1.30947
Family business 79 | 3.5105| 1.44099

Training 15 ietorship 87 | 3.8736| 1.21812 | 1.631| 0.182

Problems

Private limited 55 | 3.9455| 1.15071
Total 300 3.7789| 1.29702

Source: Primary Data

As seen from the table 7.11, In respect of regwaissues, the problem is
more among Proprietorship form of business (meamwesd.1908) followed by
Private limited (mean score 4.1764), Partnershipafmscore 4.0948) and Family

business (mean score 3.9405). The difference sdfgtatistically not significant.

As regards financial problems, it is more amoniga®e limited (mean score
3.4164). The mean score in this respect is 3.39%54dng proprietorship. It is
comparatively low among family business (mean s&®2&44). This difference is

not statistically significant.

In respect of operational problems Private limitsztupies highest mean
score of 3.9788 followed by Proprietorship (3.846Fartnership (3.5970) and
Family business (3.5169). In this case is alsaifference among the four forms of

business is not significant statistically.

With respect to marketing problems, the Propreigr form of business is
having highest mean score (4.1466). This is follbg Private limited (4.1000),
Partnership (3.8829) and Family business (3.878348. difference in this respect is

not statistically significant.
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In the case of technological problems the meamesisohighest among the
Partnership (3.9937) followed by Private Limited9&09), Proprietorship (3.9655)
and Family business (3.7658) and the difference ngmihe various forms of

business is not statistically significant.

The Private limited occupies highest mean scor8.8697 in the case of
personal problems. The mean score in this resgedt6858, 3.5148 and 3.3080
respectively among proprietorship, partnership dadhily business and this

difference is also statistically not significant.

In the case of training problems the mean scohggisest among the private
limited form of business entrepreneurs (3.94559pWwéed by Proprietorship (8.736),
Partnership (8.270) and Family business (3.510bis difference is not statistically

significant.
Testing of Hypothesis No.9

HO: There is no significant difference among Hotel entrepreneurs in
unorganized sector according to the form of business organization in

respect of their issues and challenges.

In the case of seven issues and challenges ewmpede by hotel
entrepreneurs, the form of business wise analys@ved that no statistically
significant difference (application of F-Test) istmessed in any of these problems
among the four forms of business entrepreneurst iShthe level of significance is
found more than that of 0.05 levels in the casalbthe issues. Hence the ninth
hypothesis that there is no significant differeramaong Hotel entrepreneurs in
unorganized sector according to the form of busireganization in respect of their

issues and challengasay be accepted.
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7.5. Issues and Challengeéccording to Mode of Operation

The table 7.12 exhibits the issues and challerigesd by sample hotel

entrepreneurs according to their mode of operation.

Table 7.12

Mode of Operation wise Classification of
Hotel Entrepreneurs Showing Issues and Challenges

Mode of Operation N Mean SD F Value| Sig.
Independerl 122 |4.1787| .74769
Chain 72 | 4.0500| .86513
Regulatory Issue§Network 52 |[4.0865( .72708 .980 403
Franchise 54 | 3.9704| .84488
Total 300 |4.0943| .79172
Independerl 122 | 3.4393| .95386
. . Chain 72 | 3.2750| 1.11769
E'rr(‘)?)rl‘g;fl"s Network 52 |3.2004| 94356 | .692 | .557
Franchise 54 | 3.2444| 1.05788
Total 300 |3.3390| 1.01103
Independerf 122 | 3.8716( 1.12709
Chain 72 | 3.6296| 1.15138
Operational IssugNetwork 52 | 3.7468| 1.10873 | 1.828 142
Franchise 54 | 3.4630( 1.12559
Total 300 |3.7183| 1.13425
Independerl 122 | 4.0451( .89363
Chain 72 | 3.8750| 1.07386
Marketing Issues [Network 52 |[4.0625( .96872 .565 .638
Franchise 54 |3.9861| .97179
Total 300 | 3.9967| .96424
Independert 122 | 4.0738| 1.11280
' Chain 72 | 3.7431| 1.41668
rsesfjgr;o'og'ca' Network 52 |3.6827| 1.32113 | 2.009 | .113
Franchise 54 |4.0648| 1.14943
Total 300 |3.9250| 1.24111
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Mode of Operation N Mean SD F Value| Sig.

Independert 122 | 3.6530| 1.25996
Chain 72 | 3.4815| 1.34139
Personal Issues [Network 52 | 3.4679| 1.34514 402 752
Franchise 54 3.5247| 1.22791
Total 300 | 3.5567| 1.28542
Independerf 122 | 3.7978( 1.34401
Chain 72 | 3.7500( 1.30696
Training Problem{Network 52 3.6154( 1.33722 .545 .652
Franchise 54 | 3.9321| 1.14262
Total 300 | 3.7789| 1.29702

Source: Primary Data

In the case of regulatory issues the mean scdrghest among Independent
mode of business (mean value 4.1787) followed bywhikk (4.0865), Chain
business (4.0500) and Franchisee (3.9704). Itusdahat there is no significant
difference among them.

With respect of financial problems, Independentiing the highest means
score of 3.4393. This is followed by Network (meahue 3.2904), Chain (3.2750)
and Franchisee (3.2444). The difference in thipeesis not statistically significant.

In the case of operational issues, it is more anbe Independent hotels
(mean value 3.8716) followed by Network hotels (mealue 3.7468), Chain
(3.6296) and Franchise (3.4630). This differesceat significant.

As regards Marketing Issues, it is seen that Nekwwtels secured the
highest mean value (4.0625). It is 4.0451, 3.988.8/750 respectively among
Independent, Franchise and Chain mode of Hotels.diiierence in this respect is
not statistically significant.

In the case of technological issues, Independevdenof Hotels occupy
highest mean value of 4.0738 followed by Franch@eain and Network mode of

Hotels without any significant difference.
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With respect of personal issues, Independent bgati@ highest means score
of 3.6530. This is followed by Franchisee (mearuga8.5247), Chain (3.4815) and
Network (3.4679). The difference in this respectaos statistically significant.

In the case of Issues related to Training, themsEre is highest among
Franchisee business (mean value 3.9321) accordingptle of operation followed
by Independent (3.7978), Chain business (3.7500)Nstwork (3.6154). It is found

that there is no significant difference among them.
Testing of Hypothesis No.10

HO: There is no significant difference among Hotel entrepreneurs in
unorganized sector according to the mode of operation of organization in

respect of their issues and challenges.

In order to test the hypothesis, issues and aiggle in seven areas namely
Regulatory Issues, Financial Problems, operatioisales, Marketing Issues,
technological issues, Personal Issues and traprioiglems have been analysed. The
analysis revealed that in the case of all the séssres, no statistically significant
difference is seen among the four types of entreqaness according to their mode of
operation. In none of the cases the significaneel lis found below 0.05. Thus, it is
clear that there is no significant difference amtmg hotel entrepreneurs in respect
of their issues according to their mode of operatidence the tenth hypothesis is
that there is no significant difference among Haetrepreneurs in unorganized
sector according to the mode of operation of ogion in respect of their issues

and challenges can be accepted.
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Section B

7.6. Issues and Challenges of Travel Agency Business

Entrepreneurs

7.6.1. Issues and challenges - Scale Validation

Here the scale ‘Issues and challenges’ has underggst of validation. For
this, the researcher has applied exploratory faatmlysis (EFA), confirmatory
factor analysis (CFA), convergent validity, discimant validity, reliability

(Cronbach’s alpha) and normality.
1. Exploratory Factor Analysis

The researcher identified thirty eight variablasorder to measure ‘Issues
and Challenges’ of travel agencies. An Exploratfagtor analysis with varimax
rotation was performed and found appropriate wherobjective was to identify the
minimum number of factors associated with the maxmexplanation of variance
(Hair et al, 1998).

Table 7.13

KMO and Bartlett's Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 932
Approx. Chi-Square 17695.407

Bartlett's Test of Sphericity Df 703
Sig. .000

The Kaiser-Meyer-Olkin Measure of Sampling Adequaas 0.932 and the
Bartlett Test of Sphericity was significant (p=0000vith a Chi Square value of
17695.407 with 703 degrees of freedom (Table 7vilith was considered to be

excellent for further analysis and provided supjparthe factorization.
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The results of statistical assumption tests iriditahat the data set was

appropriate for factor analysis. Therefore, priatigomponent analysis was

conducted.
Table 7.14
Total Variance Explained

- Extraction Sums of Squared | Rotation Sums of Squared
= Initial Eigen values Loadi ;
o oadings Loadings
(=]
o 0 . 0 . 0 .
£ % of | Cumulative % of | Cumulative % of | Cumulative
3 Total Variance % Total Variance % Total Variance %

—_

21.151|  55.660 55.660(21.151|  55.660 55.660(6.575 17.303 17.303

N

3.291 8.661 64.321| 3.291 8.661 64.321|5.723[ 15.060 32.363

w

2573  6.771 71.091 2573] 6.771 71.091(5.509| 14.498 46.861

4 1.519(  3.997 75.088 1.519]  3.997 75.088(4.492| 11.822 58.683

5 1.228 3.232 78.321| 1.228 3.232 78.321|14.177)  10.993 69.676

6 978 2574 80.894| 978 2.574 80.894(3.781 9.950 79.626
7 860  2.262 83.156| .860|  2.262 83.156|1.342  3.531 83.156
8 744 1.957 85.114
9 1707 1.862 86.975

10 574 1.511 88.487

11 540 1.421 89.907

12 484 1.273 91.180

13 443 1.167 92.347

14 384 1.011 93.358

15 362 952 94.310

16 311 818 95.128

17 271 112 95.840

18 211 555 96.395

19 194 512 96.907
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- Initial Ei Extraction Sums of Squared | Rotation Sums of Squared
§ nitial Eigen values Loadings Loadings

é‘ Total % of | Cumulative Total % of | Cumulative Total % of [Cumulative
o Variance % Variance % Variance %

20 145 381 97.288

21 120 316 97.604

22 114 299 97.903

23 .099 260 98.163

24 .089 234 98.397

25 .086 226 98.623

26 .068 A79 98.802

27 .065 A72 98.974

28 054 142 99.116

29 .052 138 99.254

30 .048 A27 99.380

31 047 123 99.503

32 044 114 99.618

33 .036 .094 99.711

34 031 .082 99.793

35 026 .067 99.860

36 022 .058 99.919

37 019 051 99.970

38 012 .030 100.000

Extraction Method: Principal Component Analysis.

Source: Primary data

The Exploratory factor analysis identified sevantbrs with an Eigen value
greater than 1, which together explained about §&¥eent (Table 7.14) of the
variance indicated a good fit and hence it was massuthat model represents the

data very well.
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Table 7.15

Rotated Component Matrix

Component
n 2} 0
o | E 81 3|8 &
7 s |8 ol 2 | 2
L) o) c o w © [%2] 8
E‘ E g (] (@)} Qo — =
S|z le=sl | 2|82
B | S |loo| T | 2|o| 2
S O o = e o | =
§ | = s | 9|2 8
i 2 =

Unsupportive tax system and tax lev .893

Changes in regulatory framework .892

Lack of transparency .884

Bankruptcy laws .868

Ineffective competition law .863

Complex procedures for property rig| .779

regulation

Complex procedures for copy right | .709

regulation

Complex procedures for patent and | .527

trademark regulation

High cost for business regulation 512

Complex procedures for business | .505

regulation

Lack of fixed capital 912

Lack of personal savings and resour .908

Fear of taking more loan .907

Lack of securities and credibility for 901

debt financing

Lack of business experience .880

Lack of skill for debt financing .875

Strict credit scoring methodologies a .873

regulations

Complex financial document 770

procedures

Long time needed to decide on an .692

application for funding
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Component
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Lack of knowledge, understanding .588

awareness of start up funding

Lack of coordination .818

Problem of infrastructure .796

Lack of skill .763

Cost containment 717

Shortage of skilled staff .705

Increased competition .659

Lack of adequate marketing and .814

promotion

Increased guest sophistication .812

Limited market access 197

Increased in number of similar 751

businesses

Interactive reservation system .654

Yield management .652

Affected by health problems .786

Limited time take up dual role 757

Opposition from the family .645

Lack of time to attend the training .750

Huge training cost .586

Long distance to training centre 529

Extraction Method: Principal Component Analysis.

Rotation Method: Varimax with Kaiser Normalization

a. Rotation converged in 8 iterations.

Seven factors extracted from the exploratory faetoalysis are shown in

table 7.15. There are ten variables grouped beltmtiee factor ‘Regulatory issues’,
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ten variables for ‘financial problems’, six variablfor ‘operational problems’, four’
for ‘marketing issues’, two for ‘technological i€=], three for ‘personal issues’ and

three for ‘training problems’.
2. Confirmatory Factor Analysis (CFA)

In order to confirm the structure of the construgperational issues’
extracted from exploratory factor analysis, con@itory factor analysis technique is
used. For this, SPSS Amos 21.0 has been employed.

{
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regulational_issuss2
regulational issuss3

regulafional_issuesd

reguiational_issusss e e =
regulafional_[ssuest g = ssues

regulational_issues?

regulational_issusss
regulational_issues8

regulational_issues10

£ —m]
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£
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&i—w={ financial_problems1
e
@~
€D
&=
€3
€3]
&3>
€2
&

e e
fanancial_problems2

financial problems3

financial_problem=4

[ financial_problemss | s
financial_problems& % = Problems

[ financial_problems7_ =

financial_problemsz8
financial_problems9

financial_problems10

88

£ opErahional =sues] i

£ ogaﬁnna Ssuess 53 ;

£7 ) operalional (ssuess = = D;E:;tmal

b2 ) pperalional issue - Lol :

b2 operalional 1=suesh \

£7) operzlional lssuesh ¥

30 84 4"
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(2w makehng ssussd ¥
e e ),

£3) fechnological jssuess izl ’,/

: ¥ TR - Issues

£33 porsonal salesd ]

%. [ramng_problems] iy

: Issues

£30 [ aming Dropemsa |

Fig 7.2: Measurement model for ‘Issues and Challereg’ of Travel Agency

Entrepreneurs

289



The results shown in table 4 provide a quick owmavvof the model fit.
Goodness of Fit index (GFI) obtained is 0.922 adre the recommended value of
above 0.90. The Adjusted Goodness of Fit Index (BG4 0.908 as against the
recommended value of above 0.90 as well. The Noffihéatdex (NFI), Relative Fit
index (RFI), Comparative Fit index (CFI), Tuckerwie Index (TLI) are 0.904,
0.918, 0.909, 0.918 respectively as against themmewended level of above 0.90.
RMSEA is 0.039. It is well below the recommendeditiof 0.08. The Root Mean
Square Residual (RMR) is also well below the recemaed limit of 0.05 at 0.045.
This can be interpreted as meaning that the moggaias the correlation to within
an average error of 0.045 (Hu and Bentler, 199@nhdd the model shows an overall

acceptable fit.

Table 7.16

Model Fit Indices

GFI | AGFI | NFI | RFI |CFI |TLI RMSEA RMR

Obtained 922 .908 | .904/ .918 .909 .918 .03¢ .045

Recommended >90| >90 | >90 | >90 | >.90 | >.90 <0.08 <0.05

All the paths shown in the model (Fig 7.2) arendigant as critical ratios

were above 1.96. Hence, confirms the measuremetélimo
3. Validity

The researcher seeks expert opinion in order teesas whether the
measurement scale had construct validity. In thislys both content validity and

construct validity established.
A. Content validity

In research, content validity (also known as lagicalidity) refers to the
extent to which a measure represents all facessgifen construct. Content validity

is tested by consulting the experts in the fieldesiearch.
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B. Construct validity

Construct validity is "the degree to which a testasures what it claims, or
purports, to be measuring. There are several mettootkst the construct validity. In
this research, the researcher used two kinds afigsatests, i.e, convergent validity
and discriminant validity.

C. Convergent Validity

Convergent validity tests establish whether respsrto the questions are
sufficiently correlated with the respective latemiriables. Convergent validity is
usually assessed based on the comparison of l@adiagulated through a non-
confirmatory analysis with a fixed value (Ketkamdk, Parente & Verville, 2012)

Table 7.17

Factor Loadings and p values- operational issues

Structural Paths Estimate Sig.
Financial_problems10 <« Financial Problems .690 .000
Financial_problems9 <« Financial Problems 671 .000
Financial_problems8 <« Financial Problems .644 .000
Financial_problems7 <«  Financial Problems .505 .000
Financial_problems6 <«  Financial Problems .758 .000
Financial_problems5 <«  Financial Problems .788 .000
Financial_problems4 <«  Financial Problems .897 .000
Financial_problems3 <«  Financial Problems 941 .000
Fanancial_problems2 <«—  Financial Problems .987 .000
Financial_problemsl <« Financial Problems .980 .000
Regulatory issuesl0 «— Regulatory Issues .863 .000
Regulatory issues9 <«— Regulatory Issues .863 .000
Regulatory issues8 <«— Regulatory Issues 914 .000
Regulatory issues7 <«— Regulatory Issues 921 .000
Regulatory issues6 «— Regulatory Issues 911 .000
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Structural Paths Estimate Sig.
Regulational_issues5 «—  Regulatory Issues .845 .000
Regulatory issues4 «—  Regulatory Issues .837 .000
Regulatory issues3 «— Regulatory Issues .809 .000
Regulatory issues2 «— Regulatory Issues q27 .000
Regulatory issuesl «— Regulatory Issues .695 .000
Operational_issues6 <«—  Operational Problems 577 .000
Operational_issues5 <«—  Operational Problems .793 .000
Operational_issues4 <«— Operational Problems .900 .000
Operational_issues3 <«— Operational Problems 942 .000
Operational_issues2 <«—  Operational Problems .984 .000
Operational_issuesl <«— Operational Problems 979 .000
Marketing_issues4 <« Marketing issues .834 .000
Marketing_issues3 «— Marketing issues 940 .000
Marketing_issues2 <« Marketing issues 935 .000
Marketing_issuesl «—  Marketing issues .842 .000
Technological_issues2«<—  Technological Issues 971 .000
Technological_issuesl «— Technological Issues 967 .000
Personal_issues3 «— Personal Issues .959 .000
Personal_issues2 «— Personal Issues .985 .000
Personal_issuesl «— Personal Issues 129 .000
Training_problems3 <«  Training Problems 974 .000
Training_problems2 <«  Training Problems .986 .000
Training_problemsl <«  Training Problems .858 .000

Source: Primary Data.

In the study, the factor loadings associated whth latent variables ranged
between 0.50 and 0.99 as shown in Table 7.17. Héna@as reasonable to assume
that the measurement model for the construct “djpera issues” has acceptable
convergent validity.

292



D. Discriminant Validity

Discriminant validity tests verify whether respeadrom the respondents to
the questions are either correlated or not witleiotatent variables. A measurement
model has been acceptable discriminant validitth& square root of the average
variance extracted (AVE) for each latent variabée higher than any of the
correlations between the latent variable under idenstion and any of the other
latent variables in the measurement model (Fofaékhrcker, 1981).

Table 7.18

Correlations and AVE's

Correlations Average Variance Extracted
Financial Issues < Regulational Issues 459  Financial Issues 812
Financial Issues «  Operational Problems 23l  Regulational Issues| .902
Financial Issues < Marketing Issues 426  Operational 758
Financial Issues < Technological Issues .52 Marketing Issues 824
Financial Issues <« Personal Issues 345 Technological Issues .69
Financial Issues « Training Problems .293 Personal Issues 918
Regulatory Issues— Operational Problems .64]L  Training Problems .856
Regulatory Issues— Marketing Issues .559
Regulatory Issues <« Technological Issues .56
Regulatory Issues <« Personal Issues .56/1
Regulatory Issues <« Training Problems .264
Operational Problems> Marketing Issues .332
Operational Problems> Technological Issues .29p
Operational Problems> Personal Issues .329
Operational Problems> Training Problems .564
Marketing Issues < Technological Issues .52
Marketing Issues < Personal Issues .586
Marketing Issues < Training Problems 521
Technological Issues— Personal Issues 597
Technological Issues— Training Problems .52
Personal Issues < Training Problems

Source: Primary Data.
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Discriminant validity was confirmed by examiningreelations among the
constructs. As a rule of thumb, a 0.85 correlatmn higher indicates poor
discriminant validity in structural equation modetj (David 1998). None of the
correlations among variables were above 0.85 (Tall8). The results suggested

adequate discriminant validity of the measurement.
4, Normality and Reliability

In statistics, normality tests are used to deteemi a data set is well-
modeled by a normal distribution and to compute Hikely it is for a random
variable underlying the data set to be normallyriigted. Reliability in statistics
and psychometrics is the overall consistency okasure. A measure is said to have

a high reliability if it produces similar resultader consistent conditions.

Table 7.19

One-Sample Kolmogrov- Smirnov Test

Statements Mean Desitacllt'ion Sig,
Unsupportive tax system and tax levels 1.7933 | 1.04607| 0.000
Changes in regulatory framework 1.8400 | 1.03826| 0.000
Lack of transparency 2.0967 | 1.17698( 0.000
Bankruptcy laws 2.1567 | 1.15899( 0.000
Ineffective competition law 2.1767 | 1.16188| 0.000

Complex procedures for property rights regulation] 2.1067 | 1.12227| 0.000

Complex procedures for copy right regulation 2.1233 | 1.12799| 0.000

Complex procedures for patent and trademark 21033 | 1.10909| 0.000

regulation

High cost for business regulation 1.9433 | 1.12740| 0.000
Complex procedures for business regulation 1.9167 | 1.11679| 0.000
Lack of fixed capital 2.7467 | 1.08617| 0.000
Lack of personal savings and resources 2.7400 | 1.07840| 0.000
Fear of taking more loan 2.8100 | 1.08219| 0.000

Lack of securities and credibility for debt finangi | 2.6967 | 1.09330| 0.000
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Statements Mean Desitacllt'ion Sig,
Lack of business experience 2.5100 | 1.24703| 0.000
Lack of skill for debt financing 2.4133 | 1.22235| 0.000
Strict credit scoring methodologies and regulation| 2.2600 | 2.11992| 0.000
Complex financial document procedures 1.9967 | 1.03935| 0.000
]Ic_uonndg;rfigme needed to decide on an application for 20267 | 1.11809| 0.000
tgiﬁr?;il:]gowledge, understanding awareness of § 23000 | 1.17527| 0.000
Lack of coordination 2.4867 | 1.22535( 0.000
Problem of infrastructure 2.5100 | 1.19499( 0.000
Lack of skill 2.5333 | 1.18331| 0.000
Cost containment 2.4833 | 1.22258( 0.000
Shortage of skilled staff 2.3233 | 1.20705| 0.000
Increased competition 1.5033 | .79504 | 0.000
Lack of adequate marketing and promotion 1.8767 | 1.11006| 0.000
Increased guest sophistication 2.1800 [ .99208 | 0.000
Limited market access 2.2067 | 1.02671| 0.000
Increased in number of similar businesses 1.8300 | 1.07624| 0.000
Interactive reservation system 2.0167 | 1.20606| 0.000
Yield management 2.0667 | 1.22770( 0.000
Affected by health problems 2.6333 | 1.40433| 0.000
Limited time take up dual role 3.0267 | 1.27201| 0.000
Opposition from the family 3.0900 | 1.31186(| 0.000
Lack of time to attend the training 2.6333 [ 1.59815| 0.000
Huge training cost 2.9233 [ 1.47582| 0.000
Long distance to training centre 2.9267 | 1.47032| 0.000

Source: Primary Data.

Analysis for univariate normality done using Kologorov- Smirnov test
with Lillefors significance correction revealed thaone of the variables are
normally distributed.
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To assume normality, skewness and kurtosis aremamty used by the
statisticians. Skewness refers to the symmetry dis&ibution whereas kurtosis
relates to the peakedness of a distribution. Aribdigion is said to be normal when
the values of skewness and kurtosis are equalto(Zabachnick and Fidell; 2001).
However, there are few clear guidelines about howchm non-normality is
problematic.It is suggested that absolute valueuurufariate skewness indices
greater than 3.0 seem to describe extremely skelaéal sets (Chou and Bentler
1995). Regarding kurtosis, there appears that &isrindex greater than 10.0 may

suggest a problem.

Table 7.20

Skewness and Kurtosis

Statements Ske\{vn_ess Kurt(.)sis

Statistics | Statistic
Unsupportive tax system and tax levels 1.305 .658
Changes in regulatory framework 1.155 276
Lack of transparency .703 -.729
Bankruptcy laws .625 -.760
Ineffective competition law 707 -.543
Complex procedures for property rights regulation 1.103 .559
Complex procedures for copy right regulation 1.092 537
Complex procedures for patent and trademark reigulat .964 176
High cost for business regulation 1.127 371
Complex procedures for business regulation 1.065 133
Lack of fixed capital 281 -.512
Lack of personal savings and resources .259 -.543
Fear of taking more loan A77 -.673
Lack of securities and credibility for debt finangi .208 - 721
Lack of business experience .326 -.996
Lack of skill for debt financing .507 - 797

Strict credit scoring methodologies and regulations 10.372 | 148.081
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Statements Ske\{vn.ess Kurt(.)s?s
Statistics | Statistic
Complex financial document procedures 1.176 .982
Long time needed to decide on an application fading 1.147 .580
Lack of knowledge, understanding awareness of sfart 469 -771
funding
Lack of coordination 443 -.841
Problem of infrastructure 391 -.857
Lack of skill .383 -.840
Cost containment .503 -.748
Shortage of skilled staff .736 -.398
Increased competition 1.858 4.041
Lack of adequate marketing and promotion .925 -.557
Increased guest sophistication 749 -.093
Limited market access q71 -.028
Increased in number of similar businesses 1.105 .105
Interactive reservation system 1.085 145
Yield management .986 -.135
Affected by health problems .308 -1.310
Limited time take up dual role 136 -1.241
Opposition from the family .083 -1.298
Lack of time to attend the training .382 -1.456
Huge training cost .208 -1.394
Long distance to training centre 197 -1.385

Source: Primary Data.

In this study, all the variables fall under thertksis value of 10 and
Skewness value of 3, inferring kurtosis and skewmvesre not problematic in this
research. Hence, parametric test can be used.
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Table 7.21

Reliability Test (Cronbach’s Alpha)- Operational Issues

Regulational | Financial | Operational | Marketing | Technological | Personal | Training
Issues Issues Problems Issues Issues Issues | Problems
.827 915 918 .798 787 .926 .87¢

The test of reliability shows adequate valueschkeit is concluded that the

measurement construct a reliable one.

7.7,

Issues and Challenges

Comparison of means tests helps the researchest¢éoniine if the groups

have similar means. There are many cases in gtatistcompare mean®r two

populations or samples.

7.7.1. Issues and Challenges - One sample T test

Five point Likert's scale is used to record thepanses, where 1 indicates

with ‘Strongly disagree’ and 5 represents ‘Strongtyree’. Table 7.22 shows the

Perception of the respondents with regard to thsus and Challenges’.

Table 7.22

One sample t test

t
Factors Statements Mean| SD Sig.
Value

Unsupportive tax system an4.206%1.04607 19.980( .000
tax rates
Frequent changes in 4.160(01.0382¢4 19.351| .000
regulatory framework
Bankruptcy laws 3.84331.1589912.603[ .000
Ineffective competition law |3.82331.1618§ 12.274( .000
Complex procedures for  (3.89331.1222713.787| .000
property rights regulation
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Factors Statements Mean| SD Sig.
Value
Complex procedures for cof3.87641.12799 13.461] .000
right regulation
Complex procedures for  (3.89671.10909 14.003] .000
patent and trademark
regulation
High cost for business 4.05641.1274( 16.234| .000
regulation
complex procedures for 4.08331.1167916.802 .000
business regulation
Lack of fixed capital 3.25331.08617 4.040| .000
lack of personal savings an¢3.260(1.0784( 4.176| .000
resources
Fear of taking more loan  |3.190(1.08219 3.041( .003
Lack of securities and 3.30331.0933( 4.806| .000
credibility for debt financing
Lack of business experienc{3.490(1.24703 6.806 | .000
. . Lack of skill for debt 3.58611.22234 8.313| .000
Financial financing
Problems . . .
Strict credit scoring 3.940(2.03889 7.986| .000
methodologies and
regulations
Complex financial documen(4.00331.03934 16.720] .000
procedures
Long time lag for funding |3.97331.11809 15.078[ .000
Lack of knowledge, 3.700(1.1752710.316] .000
understanding awareness 0
start up funding
Lack of coordination 3.51331.22539% 7.256| .000
Problem of infrastructure  |3.490(01.1949¢ 7.102( .000
_ Lack of skill 3.46611.1833] 6.831| .000
Operational Issug—
High level of cost 3.516141.22254 7.320| .000
Shortage of skilled staff 3.67671.2070§ 9.710| .000
Increased competition 4.4967 .79504) 32.606| .000
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Factors Statements Mean| SD Sig.
Value

Lack of adequate market |4.12331.11004 17.528( .000
promotion measures

Increased demands of gueg3.820( .99208| 14.316[ .000
Limited market access 3.79331.02671 13.383| .000

Increased No. of similar 4.170(01.07624 18.829| .000
businesses

Marketing Issueg

Technological Interactive reservation systg3.98331.2060¢ 14.122( .000
Issues Yield management 3.93341.2277(13.168, .000

Health problems 3.36641.40433 4.522( .000
Personal IssuedLimited time take up dual r0|2.97331.2720] -.363 | .041
Opposition from the family [2.910(01.3118¢ -1.188| .023

Lack of adequate time to  |3.366%1.59814 3.974( .000
attend the training

programmes

Training Problem High cost of training 3.07641.47587 .900 .041
Long distance to training |3.07331.47033 .864 .038
centre

Source: Primary Data.

Table 7.22 exhibits the issues and challengesriexped by the sample
travel agency entrepreneurs. Among the Regulat@guds, the problem of
unsupportive tax system and tax rates is identéigdhe major problem with mean
value of 4.2067. This is followed by frequent chemgn regulatory framework
(mean Score 4.1600), Complex procedures for busiregulation (4.0833), High
cost for business regulation (4.0567), Lack of sgarency (mean Score 3.9033),
Bankruptcy laws (mean Score 3.9600), Complex praaed for property rights
regulation (3.8933 ) and Complex procedures foyaaght regulation (3.8767).

In respect of financial problems, Complex finahadacument procedures
Long time gap for financing (with the mean scor&t ®033) is the major issue. The
other problems in that order are long time lag floxding (3.9733), Strict credit

scoring methodologies and regulations (3.9400);klaf knowledge, understanding
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awareness of start up funding (3.7000), Lack of &ki debt financing (3.5867) and

Lack of business experience (3.4900).

The major problem in the area of Operation of hess is increased
competition (with mean score of 4.4967). Shortafyekdled staff with mean score
of 3.6767 is the next major issue in this respEiee other problems are high level of
cost (3.5167), Lack of coordination (3.5133) anddkRem of infrastructure (3.4900).

Increase in number of similar businesses is ifledtas the major marketing
problem (4.1700). The other marketing issues areklLaf adequate market
promotion measures (4.1233), and increased denwdmgests (3.8200).

Interactive reservation system with mean scor8.9833 is identified as the

major technological issue followed by Yield managain3.9333).

The major personal issues of the entrepreneursesih problems (3.3667),
Limited time to handle dual role (2.9733) and Optias from the family (2.9100).

In respect of training, Lack of adequate time ftiberal the training
programmes (3.3667), is identified as major isstiee other problems are High

training cost (3.0767) and Long distance to tragreentre (3.0733).
7.7.2. Operational Issues according to Form of Business

Table 7.23 presents the issues and challengesagéllagency Entrepreneurs

according to the form of business.
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Table 7.23

Form of Business wise Classification of Travel
agency owners showing Operational Issues - One WaANOVA

Form of Business N [Mean De?itgt.ion Esrtgr ValTue Sig.
Partnership |96(4.1281 .84973 | .08673
Eﬁ;?r']'é’ss 64(3.9561 .98559 | .12320
Regulational Issuep e torship| 79[3.9190 97508 | 10071 | 1419239
Private limited| 61|3.823(0 1.08173 .13850
Total  [30003.9743 .96440 | .05568
Partnership |96(3.7271 97338 | .09935
Eﬁ;?r']'gss 64(3.6250 .94852 | .11856
Financial Problemis o e torshin| 79[3.539 01433 | .10287 |2-399068
Private limited| 61|3.3049 1.10551 14155
Total  |3003.570( .98848 | .05707
Partnership |96(3.881 .99793 | .10185
| ES;?:}'ZSS 64[3.7051 96259 | .12032
Operational : . 2.444).064
Problems Proprietorship| 7913.6561 1.01462 | .11415
Private limited| 61|3.4317 1.14033 .14600
Total  |3003.6933 1.03292 | .05964
Partnership |96(4.138] .93953 | .09589
Eﬁ;?r']'gss 64(3.9141 .89000 | .11125
Marketing Issues |5 0 etorship| 79[3.9904 97102 | .10935 | +-949123
Private limited| 61|3.770§ 1.03611 .13266
Total  |3003.9767 .96288 | .05559
Partnership |96(4.1404 1.17138 | .11955
' Eﬁ;?r']'gss 64(3.8824 1.18771 | .14846
Technological _ : 2 249 083
Issues Proprietorship| 7914.0314¢ 1.03880 | .11687
Private limited| 61(3.655] 1.39206 | .17824
Total  |3003.9587 1.19814 | .06917
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Form of Business N [Mean Std. Std. F |Sig.

Partnership |96(3.0313 1.30772 | .13347

Family 64(3.1094 1.14404 | .14301
business

Personal Issues 5 0 ietorship| 7903.1394  1.17743 | 13247 | 122|949

Private limited| 61|3.065¢ 1.27049 | .16267
Total 3003.0833 1.22743 | .07087

Partnership |96(3.1111 1.49437 | .15252

Family 64(3.1354 1.52893 | .19112
business

Training Problem Proprietorship| 7913.2194 1.36802 | .15391 1501934

Private limited| 61|3.2459 1.42842 | .18289
Total 3003.17294 1.45014 | .08372

Source: Primary Data.

Table 7.23 reveals that as regards the regulateunes, the problem is more
among Partnership form of business (meanes4.1281) followed by Family
business (mean score 3.9563), Proprietorship (reeare 3.9190) and Private Ltd
(mean score 3.6557). The application of F test shtvat this difference is not

significant.

As regards financial problems, it is more amongtrféaship (mean score
3.7271). The mean score in this respect is 3.62806ng family business and is
3.5392 among the sample Proprietorship unitss [camparatively low among
private Ltd business (mean score 3.3049). Thisuifice is not found statistically

significant.

In respect of operational problems, Partnershqupes highest mean score
of 3.8819 followed by Family business (3.7057) &ndprietorship (3.6561) and the

difference is not significant statistically.

With respect to marketing problems, the Partnprdiorm of business
occupied the highest mean score (4.1466). Thisollevied by Proprietorship
(3.9905), Family business (3.9141) and Private (Btd705). The difference in this

respect is not statistically significant.
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In the case of technological problems the meamesisohighest among the
Partnership (4.1406) followed by Proprietorshid84.6), Family business (3.8828)
Private Limited (3.6557) and the difference amdmg tarious forms of business is

not statistically significant.

The Proprietorship occupies highest mean scor8.1392 in the case of
personal problems. The mean score in this resge8t6858, 3.0656 and 3.0313
respectively among proprietorship, Private Ltd a&rattnership business and this

difference is also statistically not significant.

In the case of training problems the mean scobhggisest among the private
limited form of business entrepreneurs (3.2459)lowed by Proprietorship
(3.2194), Family business (3.1354) and Partneréhipl11). This difference is not

statistically significant ( F test).
Testing of Hypothesis No.11

Ho: There is no significant difference among Travel agency business in
unorganized sector according to the form of business organization in

respect of their issues and challenges.

In the case of seven issues and challenges erpedeby travel agency
entrepreneurs, the form of business wise analys@ved that no statistically
significant difference (F-Test) is seen in anyhedde problems among the four forms
of business entrepreneurs. In all the cases, tred & significance is found more
than that of 0.05 levels. Hence the hypothesis ttiere is no significant difference
among Travel agency business entrepreneurs in aniagg sector according to the
form of business organization in respect of thesues and challengesan be

accepted.
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7.7.3. Issues and challenges according to Mode of Operatio

The different issues and challenges experiencettidgample travel agency
entrepreneurs according to their mode of operatrershown in Table 7.24.
Table 7.24

Mode of Operation wise Classification of Travel
agency owners showing Operational Issues - One WANOVA

Mode of Operation N [ Mean SD ESr:gr ValTue Sig.

Independen| 120 4.0783| .89660 | .08185

_ Chain 86 | 3.9070] 1.02450| .11047
E‘:gg's""t'ona' Network | 45 |3.8422| 98753 | .14721 | .890 | .447

Franchise | 49| 3.9592| .99811 | .14259

Total  |300|3.9743| .96440 | .05568

Independen|{120| 3.7008| .91729 | .08374

Chain 86 | 3.5244| 1.03355| .11145

Financial

broslems  |Network | 45]3.5600] 1.00553| 14990 | 1.668 | .174

Franchise | 49 |3.3388| 1.03959( .14851

Total |300| 3.5700| .98848 | .05707

Independen| 120| 3.8056| .95909 | .08755

| Chain 86 | 3.5620| 1.10526| .11918
Sﬁ)ebrlztr'gga' Network | 45 |3.8259] 97569 | .14545 | 1.615 | .186

Franchise | 49 | 3.5272| 1.10572| .15796

Total  |300|3.6933| 1.03292| .05964

Independen{120| 4.1271| .84141 | .07681

| Chain 86 | 3.8227| 1.07981| .11644
:\:23;‘?5“”9 Network | 45 |3.9611| .97694 | .14563 | 1.853 | .138

Franchise | 49 | 3.8929| .98689 | .14098

Total |300|3.9767| .96288 | .05559

Independen{ 120| 4.1375| 1.00411| .09166

~ |chain 86 | 3.6919| 1.30872| .14112
ITSes‘l‘JZZO'Og'Ca Network | 45 | 4.0556| 1.27574| .19018 | 2.489 | .061

Franchise | 49 | 3.8980( 1.30296( .18614

Total |300|3.9583| 1.19814| .06917
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Mode of Operation N | Mean SD Std. F Sig.

Independen| 120| 3.1389( 1.26991| .11593
Chain 86| 2.9574| 1.21945| .13150
Personal
lssues Network 45 3.1704| 1.14949| .17136 457 712
Franchise | 49 | 3.0884| 1.22432| .17490
Total 300( 3.0833| 1.22743| .07087
Independen| 120| 3.2750( 1.48862| .13589
o Chain 86 | 3.0039| 1.42388| .15354
Training Network | 45 |3.1481| 1.40984| 21017 | .623 | .601
Problems
Franchise | 49| 3.2381| 1.45297| .20757
Total 300( 3.1722| 1.45014| .08372

Source: Primary Data.

From the above Table it is clear that, in the calseegulatory issues the
mean score is highest among Independent travelcggbusiness (mean value
4.0783) according to mode of operation followed Fmanchisee (3.9592), Chain
business (3.9070) and Network (3.8422). Howeves, diiference is not significant

(application of F-test).

With respect of financial problems, Independentitghe highest means
score of 3.7008. This is followed by Network (meahue 3.5600), Chain (3.5244)

and Franchisee (3.3388). The difference in thipeesis not statistically significant.

In the case of operational issues, it is more anba Network travel agency
business (mean value 3.8259) followed by Indepen@8056) Chain hotels (mean
value 3.5620) and Franchise (3.5272). This diffeeeis not significant (F test).

As regards Marketing Issues, it is seen that Indeéget travel agency
business secured the highest mean value (4.12719. 3.9611, 3.8929, 3.8227
respectively among Network, Franchise and ChainerafdHotels. The difference

in this respect is not statistically significant.

In the case of technological issues, Independendemaf travel agency
business occupy highest mean value of 4.1375 fekbloy Network, Franchise and
Chain mode of Hotels without any significant difface.
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With respect of personal issues, Network travelnagebusiness is having
the highest means score of 3.1704. This is followgdndependent (mean value
3.1389), Franchise (3.0884) and Chain (2.9574)s Tifference is not statistically

significant.

In the case of Issues related to Training, themsEre is highest among
Independent business (mean value 3.2750) accotadinmgpde of operation followed
by Franchise (3.2381), Network (3.1481) and Cha®0Qq39), without any
significant difference.

Testing of Hypothesis No.12

Ho: There is no significant difference among Travel agency business
entrepreneurs in unorganized sector according to the mode of operation of
business organization in respect of their issues and challenges.

In order to test the above stated hypothesisesssind challenges in seven
areas namely Regulatory Issues, Financial Probleperational issues, Marketing
Issues, technological issues, Personal Issues m@aming problems have been
analysed. The analysis revealed that in the casallothe seven issues, no
statistically significant difference is seen amahg four types of entrepreneurs
according to their mode of operation. In none @& tlases the significance level is
found below 0.05. Thus, it is clear that there assignificant difference among the
Travel agency entrepreneurs in respect of theuressaccording to their mode of
operation. Hence the last hypothesis that themoisignificant difference among
Travel agency entrepreneurs in unorganized seatoording to the mode of
operation of business organization in respect eirtissues and challenges can be

accepted.
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Chapter 7

Findings, Conclusions and Recommendations

Travel and tourism is the largest service industrindia. It is one of the key
sectors of the Indian economy and contributes Bggmitly in achieving sustainable
development of the Country. In terms of contribntim GDP and employment
opportunities, tourism sector plays a key roleha Country. Travel and tourism
depends on a wide range of infrastructure senvikesroads, railways, airports,
hotel and accommodation, restaurants, shops awed k@breation facilities. Tourism
is both an industrial and economic activity. Mangrporations, individuals,
organizations, firms and associations are engagetiis sector. Tourism activity
involves many industries in India. Hospitality amchvel industries, hotel and
accommodation, travel agencies, transportation,pshaestaurant and food
establishments, entertainment venues, house ldloatspperating companies are the

chief among them.

In the State of Kerala, the hotel & accommodatima Travel agency are
two major forms of services related with tourisnanGidering the significance of
tourism, the government of Kerala provides variausentives and subsidies to
entrepreneurs to attract investménthe Sector. In Kerala, known as “God’s own
Country”, there are greater potentialities for eaging employment opportunities

for young talented youth having entrepreneuriallskin the various business
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activities related with tourism. In the State, Epneneurship in unorganized sector
is considered as one of the most beautiful platésdia due to its strategic location
and the interesting adventurous sceneries thap@served and protected by the

Government to generation, experience and education.
8.1. The Research Problem in Brief

Tourism in the unorganized sector in the Stated&sy role in attracting
domestic and foreign Tourists to various destimetio The sector provides
employment directly or indirectly to a sizable nwntof skilled and unskilled
people of the state. More number of young taleetdutated people in the state has
been serving as tourism entrepreneurs. Furthergeent years more number of
tourism businesses has been mushrooming in unaeghisiector in the State. The
government concentrates only on the organized seéttourism industry in the
State. In the State, tourism enterprises are largeimber and scattered. Many of
them operate still in the unorganized sector. To#gr very creative services and
products to suit the requirements of tourists wigitour country and adopt various
innovative strategies and practices for the proomotf tourism marketing. In most
cases, they operate the units with the help of ovWuaeds. The government agencies
and financial service providers concentrate mor@manized sector of the tourism
industry only. They do not provide any incentiv@spport and encouragement to the
unorganized sector. The tourism entrepreneurs angamized sector especially hotel
and travel agencies provide more services anditfesiland also adopt various
marketing strategies. They experience certain sssuel challenges in their day to
day operation of business. However, from the sufegvailable literature, it has
been found that no systematic research has beentdoaview the areas of services
and facilities; Marketing strategies; Support &tietives on the Part of Government
and Other agencies; issues and challenges of tmésno entrepreneurs in the

unorganized sector in Kerala.

In this background, the present study has beeertaien to investigate the

following major research issues.
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8.2.

What is the current status of Tourism entrepren@iriotels and travel

agency business in the unorganized sector in #te of Kerala?

What are the services and facilities offered by Thearism entrepreneurs of
hotels and travel agency business in the unorgdrseetor? And whether
these services differ significantly according te thature of business and

mode of operation.

What are the marketing strategies and practiceptadoby the Tourism
entrepreneurs of hotels and travel agency businetd& unorganized sector
for their market promotion? And whether there iy amgnificant difference
among the entrepreneurs according to the natuteusiess and mode of

operation?

What are the initiatives and support on the parGoffernment, banks and
business associations to attract tourism entreprenii the unorganized
sector? And are these initiatives and support iffegnificantly according

to the nature of business and mode of operation?

What are the major issues and challenges facedursin entrepreneurs in
the unorganized sector in the State?

Objectives of the Study
The specific objectives of the study are as fodow

To examine the current status of Tourism entrepnesigp in unorganized
sector in India in general and in the State of Kera particular.

To review the existing facilities and services pded by the tourism

entrepreneurs in unorganized sector in the State.

To evaluate the marketing Practices and strateagiepted by the tourism

entrepreneurs in unorganized sector.
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4, To examine the initiatives and support from Govezntm Banks and
business associations for the development of touestrepreneurship in

unorganized sector.

5. To identify the issues and challenge of tourismiepreneurs in unorganized

sector in Kerala.

8.3. Hypotheses
The following hypotheses were developed and tested.

1. Ho: In respect of marketing practices and strae@dopted, there is no
significant difference among the hotel entrepresaanrunorganized sector

according to the form of business organization.

2. Ho: In respect of marketing practices and stragegidopted, there is no
significant difference among the hotel entrepresaanrunorganized sector

according to the mode of operation of business.

3. Ho: In respect of marketing practices and strae@dopted, there is no
significant difference among the travel agency bess entrepreneurs in

unorganized sector according to the form of busimeganization.

4, Ho: In respect of marketing practices and stra®e@dopted, there is no
significant difference among the travel agency bess entrepreneurs in

unorganized sector according to the mode of oerati business.

5. Ho: Hotel entrepreneurs in unorganized sector dodiffer significantly
according to the form of business organization w&pect to the initiatives
and support from Government, Banks and businesgiasi®ons.

6. Ho: Hotel entrepreneurs in unorganized sector dodiffer significantly
according to the mode of operation of business va#ipect to the initiatives

and support from Government, Banks and busineseias®ons.

7. Ho: Travel agency business entrepreneurs in unargd sector do not

differ significantly according to the form of busss organization with
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10.

11.

12.

8.4.

respect to the initiatives and support from GovesninBanks and business

associations.

Ho: Travel agency business entrepreneurs in unargad sector do not
differ significantly according to the mode of opgva of business
organization with respect to the initiatives anghmurt from Government,

Banks and business associations.

Ho: There is no significant difference among Hotaitrepreneurs in
unorganized sector according to the form of busireeganization in respect

of their operational issues and challenges.

Ho: There is no significant difference among Hotaitrepreneurs in
unorganized sector according to the mode of opmeraof business
organization in respect of their operational issuad challenges.

Ho: There is no significant difference among Trawagency business
entrepreneurs in unorganized sector according & ftnm of business

organization in respect of their operational issuad challenges.

Ho: There is no significant difference among Trawgency business
entrepreneurs in unorganized sector according @éontbde of operation of

business organization in respect of their operatimsues and challenges.
Methodological Design

The present study is both descriptive and analytature. Both secondary

and primary data were collected and used for thdystThe secondary data were

collected from published and unpublished reportd eecords of Department of

Tourism, Government of India and Kerala; Journgbgriodicals, research

dissertations, books, websites, conference proogedetc. The primary data have

been collected from the selected entrepreneurtd land travel agency business

functioning in unorganized sector in Kerala. A ta@f600 entrepreneurs consisting

of 300 from hotel business and 300 from the traggncy business were selected

with the help of Simple Random sampling throughelgt method. The data have
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been collected with the help of a structured pstete questionnaire after conducting

suitable validity and reliability tests.

The review of tourism entrepreneurship with spe@éerence to Hotels and
Travel Agency business has been performed withht#ip of secondary data and
fulfilled the first objective. In order to fulfilthe second specific objective of the
study, the various services and facilities offeldthe tourism entrepreneurs of
hotel and Travel agency business for the benefitanfrists have been examined in
detail and analyzed according to the form of bussnend mode of operation with
the help of selected variables. According to thenfof business organization, the
selected entrepreneurs are classified as partperstmily business, proprietorship
and private Ltd. Likewise, on the basis of modeopkration of business, the
entrepreneurs may be in the form of independergingcmetwork and Franchisee.
The various practices and strategies adopted byotlvesm entrepreneurs of hotel
and travel agency business for the promotion ofketarg have been analyzed to
achieve the third objective of the study. In thése also, a comparative analysis on

the basis of form of business organization and nudageration has been done.

For achieving the fourth specific objective, a gamative analysis on the
Initiatives and Support of Government, Banks andiBess Associations for the
development of hotel and travel agency entreprenguunorganized in the State
has been attempted with the help of selected Masal@he issues and challenges
experienced by the tourism entrepreneurs of hatdl teavel agency business in
unorganized sector in the selected areas are figeinind a comparison has been
conducted among the entrepreneurs according to tbien of organization and

mode of operation.

The analysis of the data has been done by empgjmsuaitable mathematical
and statistical tools like Mean, Percentage Stah@aviation, One Sample t test,
One way ANOVA and Factor Analysis. The data weralyed with the help of
computer by applying the softwares AMOS 20 and SPES.
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8.5.  Summary of the Chapters

The report of the research work has been presentemight chapters as

detailed below.

The first chapter is the introduction and contaihse significance of the
Study, Statement of the research problem, Scopehef study, Objectives,
Hypotheses developed and tested, Methodology and Ise, Limitations of the

study and Chapter scheme of the research report.

In the second chapter, the available relevantalitge on the topic of
research are presented under three heads nanmaiyatibnal level studies, national

studies and state level studies.

The third chapter gives an overview of Tourism rgmteneurship in
unorganized sector in India in general and Keralgarticular with the help of

secondary data.

The fourth chapter attempts to review the praffi¢he sample entrepreneurs
of hotel and travel agency business in unorganigector in Kerala and their

services and facilities to the customers with thip lof primary data.

The fifth chapter discusses the results of angalgsi the marketing practices
and strategies of entrepreneurs of hotel and tragehcy business in unorganized
sector in Kerala

The sixth chapter deals with the initiatives angport of government, banks
and business associations for entrepreneurs of aotktravel agency business in

unorganized sector in Kerala.

The seventh chapter attempts to identify the ssara challenges of the

tourism entrepreneurs of hotel and travel agensynass in unorganized sector.

The eight and last chapter presents the majorinigsdof the study, the
conclusions based on the findings, recommendatadsscope for further research.

314



For the purpose of discussion, the chapter isddiviinto three sections.

Section A presents major findings, B is concern&tl the conclusions drawn from

the findings and section C deals with the recomraBads based on the findings

and conclusions of the study.

Section A
8.6. Findings of the Study

Based on the analysis of the data collected fioenhibtel entrepreneurs and

travel agency owners, the study turns up some bhluandings, which are shown

under different heads in the following pages.

8.6.1. Demographic Profile

A.

Demographic Profile of Hotel Entrepreneurs
All the sample hotel entrepreneurs (100%) are male.

Most of the respondents (36.6%) are in the agegogyeof 31-40 years,
followed by 41-50 age group respondents (35%), ®d above category
(21.7%) and the remaining up to 30 years (6.7%).

It is seen that 36.7 percent of the respondentp@stgraduates, 20 per cent
up to 12 Standard , 13.3 percent of the respond@oisses other
gualifications. Only 6.7 percent of the respondeate specialization

gualified persons.

Form of business wise classification of sample Ihetérepreneurs showed
that 29% of the respondents are from proprietorétripg, 26.3% belong to
partnership and family business and 18.3% belonthéoform of Private

Limited.

Mode of operation of business wise classificatioh sample hotel

entrepreneurs revealed that 40.6 per cent are émdiemt mode, 24 per cent
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represent chain business, 18 per cent franchiseeghenremaining 17.3per

cent are in the network mode of business.

B Demographic Profile of Travel Agency Entreprenars

1.

All the selected Travel Agency entrepreneurs (1088é)male.

It is seen that 46.7% of the respondents are iragigegroup of 31-40 years.
This is followed by 41-50 age group respondents3@3, below 30 years
group (18.33%). Only 11.7% fall the age group obabove years.

The data regarding educational qualification opogglents showed that 45
per cent of the respondents are graduates, 25meaegpondents have the
education up to I standard. Only 13.3 per cent of respondents as¢ po
graduates. Similarly only 10 per cent are othellifiead persons and 6.7 per

cent of the respondents are with specializatiorifipagtion.

Classification of sample respondents accordingh® basis of form of
business revealed that 32% respondents run theindss in the form of
partnership. The per cent share of respondent.8 21.3, 20.3 respectively
among entrepreneurs in the form of proprietorsiigmily business and

private limited.

Classification of sample respondents accordinghi® lhasis of mode of
operation of business showed that 40 per cent heir tbusiness in
independent mode, 28.6 per cent in the mode ofncHi.3 per cent of
respondents in franchise mode and remaining 15%einvork mode of

business.

8.6.2. Services and Facilities

A Services and Facilities of Hotel Entrepreneurs

1.

Majority of the sample hotels provide the servicéfood and beverages
(99%) and room service (94.33%). It is found th&66% hotels provide the
service of conference hall and 75.66% percent scalanged emergency
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medical service and other services. Similarly, 886of entrepreneurs have

linkage with tour operators and government.

The Services provided by the hotels according tonfof business showed
that proprietorship form of business occupies aidant position. In the
case of room service provided by the hotels, thienpeship and family form
of businesses have the same share (25.44%). AsdseGaod and beverage
service provided by the hotels, proprietorship foofn business has the
highest share (29.29%) followed by partnershipd@%).

The Services provided by the hotels according &rtode of operation of
hotel indicated that occupies a prime position carag to other mode. The
percentage share of network and franchise mode usfnéss is found

comparatively low in the case of all the servicesvmed.

It is found that 99% of the sample hotels provide facility of restaurant
and coffee shop, 96. 33% provides parking facili®3.66% provides
accommodation facility and 77.33% offers the mddeavices.

Proprietorship form of hotel business occupiegaiicant place in the case
of facilities like Restaurant and coffee shop (B84, Accommodation

(29.53%), Parking facility (28.72%), Outdoor po8IL(28%), Air condition

(28.03%), Internet (29.84%) and Fitness centred@5).

Similarly, partnership form of business fares virelthe case of facilities like
restaurant & coffee shop, accommodation, Parkangify , Air condition,
Child care Facility, Laundry service, Child careilidy and Wi-Fi or internet

service.

Family business performs well in the provision a€ifities like Restaurant
and coffee shop, Parking facility, Air conditiondahaundry service. The
role of Private Ltd is noticeable in facilities éik Shopping Facility,

accommodation and parking facilities.
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10.

11.

12.

13.

Independent mode of operation of Hotels concergratere on the facilities
of Restaurant and coffee shop, Accommodation Fgaciiarking facility, Air
condition, Medical facility, Valet service and Barg hall. Chain hotels give
more stress on the services like AccommodationliBadWi-Fi or internet

service, Air condition, Fitness centre etc.

In the case of network form of hotels, the fa@ktiof Accommodation,
Restaurant and coffee shop, Wi-Fi or internet servand parking.
Franchisee form of hotels give more stress on #uoditfes like parking,
Restaurant and coffee shop, accommodation anamadfitoon.

It is found that 98.66% of the hotels provide Imdfood items and 47.33%
of sample hotels offer Continental food items. Pleecentage share of hotels
providing Chinese food is 38.66. But, in the cak&ast food and other food
items, the percentage share of sample hotels rdftaw and is only 28.33

in the case of fast food and 24 in other food items

Form of Business wise Classification of Sample koshowed that the
percentage share is more in providing Indian foosbrag the four forms of
hotels. It is 29.39, 26.35, 25.67 and 18.59 respagtamong proprietorship,

Family business, Partnership and Private limitecthfof hotels.

In providing continental food, the percentage sldriamily business hotels
is more (32.39) compared to Proprietorship (26.p6&)tnership (21.13) and
private Ltd (20.42). It is also found that 29.31%sample family business
hotels provide Chinese food. The percentage simatkis respect is 26.72,
24.14 and 19.83 respectively among partnershigr@torship and private
Ltd form of hotels. The percentage share of allfthe forms of business of

hotels in providing fast food and other food isridwery low.

Classification of sample respondents accordinghe® basis of mode of
operation of business showed that in providing dndiood, the percentage
share of Independent hotels is more (41.21%) coedbéw Chain Hotels
(23.32%), Network (18.24%) and Franchise mode télkq17.23%).
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In the case of continental food also, the percentsitare of Independent
hotels is more (35.92%). It is 23.24%, 20.42%, 2%4espectively among
Chain, Franchise and Network mode of hotels. Howeweproviding fast

food and other food items the percentage shardl tdieadifferent modes of

hotels is found low.

B Services and Facilities of Travel Agency Entreneurs

1.

It is found that among the various services offebgdthe travel agency
business entrepreneurs, the services like Air tioge(92.66%), Hotel and
accommodation booking (90.66%), Tour Packages(90%),Visa

processing(89.33%), Railway Booking (88.33%), Picknd drop

arrangements(67.33%), Tourist guides (53.66%) ardooft transfers
(49.66%) occupy a significant place.

Form of business wise classification of sample sadents showed that the
percentage share of partnership form of travel eges more in the
provision of services like Air ticketing (32.74%l)pur packages (33.33%),
Visa processing (32.83%), Hotel and accommodabiooking (31.98%),
Pick and drop arrangements (33.66%) and Touristdegui(32.68%)
compared to family, proprietorship and partnershid forms of travel
agency business. Next to this, proprietorship pe=ua significant role in
offering various services. The role of Family besis and Private Ltd form
of travel agency business is found more only in Hesvices like Air

ticketing, visa processing, Railway booking and Tpackages

Mode of operation of business wise classificatidnsample respondents
revealed that the percentage share of Independede rof operation of
Travel agency is found more in the case of servides Air ticketing
(40.28%), Visa processing (41.42%), Hotel and acunoduation booking
(40.44%), Tour packages (39.26%), Pick and dropngements (39.60%)
and Airport transfers (39.60%) compared to othedesooperation of Travel
agency. It is seen that Chain mode of Travel agefiacgd well in the
provision of services like Air ticketing (28.06%ljpur packages (28.89%),
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Railway ticket booking (28.30%), Visa processi&y.61%)and Pick and
drop arrangements (30.20%). Similarly, Franchizeé network modes of
operation of Travel agency performed better in hog services of Air
ticketing, Railway booking, Visa processing arauif packages.

In the case of various tour operating services igem; it is found that
Accommodation services are offered by 92.66 pet oénsample travel
agency entrepreneurs. Similarly, 91.33 per censahple travel agency
entrepreneurs provided the sightseeing servicéhdrcase of Transport/ car
hire services the percentage share of sample rdeptmis found to be 85
and the percentage share of sample respondentsoftér@d the Travel
guiding services is 79. The percent share of sampleepreneurs provided

the Insurance services and Recreational services asmd 53 respectively.

Form of business wise classification of sample sadents showed that
partnership form of Travel Agency Busindsss a crucial role in the case of
Accommodation services (33.09%), Transport/ cae Iservices (32.55%),
Travel guiding services (32.07%), Sightseeing (824 Recreational
services (33.33%), Insurance services (31.62%) aoaapto other forms of
Travel Agency Business. The partnership form ofvélaAgency Business
occupied the next position in the case of varicelvises except the case
other services. The role of family and Private kddm of Travel Agency

Business in providing various services is found.low

Mode of Operation wise Classification of SamplerEpteneurs of Travel
Agencies showed that the independent mode of aperaf travel agency
occupies a prime place in the case of all the oparating services provided.
The percentage share is 39.92 for Accommodationices. While it is

29.50, 15.47 and 15.11 respectively among chaiandhisee and Network
mode of operation of Travel Agencies. In the cakd@ransport/ car hire
services, the percentage share of independent mibdperation of travel

agency is found to be 38.83. However, it is 29.47,25 and 14.51
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respectively among chain, Franchisee and Networklemaf operation of

Travel Agencies.

As regards the various Facilities/ Activities prbetd by the travel agencies,
it is found that sightseeing is the most importaith a percentage share of
95. The facility of nature seeing is the next intpot activity accounting
82.33%. It is also seen that 79.66% of the sameipandents operate
cultural activities. Religious activities constiguan important one with a
percentage share of 66.33.The percentage sharehef activities like
shopping (42.66%), Adventure (40.66%), Beauty 285, (Music (28.33%),

Corporate meeting (18.33) is also found noticeable.

The Form of Business wise classification of sang&epreneurs of travel
agency showing various facilitiesshowed that partnership form occupies a
dominant place in the case of Sightseeing (32.988{re seeing (34.41%),
Cultural activities (34.74%) Other activities (33%) and Religions
(32.16%) compared to other forms of proprietorsiipmily business and

Private limited.

It is found that independent mode of operatiorra¥el agencies is dominant
in providing the facilities of Sightseeing, Natwseeing, Cultural, Religions
and other services. The percentage share in tbece is 40.35, 38.46,
38.49, 40.71 and 35.17 respectively. Next to inddpat mode, Chain mode
occupies the second position especially in theiprav of facilities of Music
(31.77%), Sightseeing (28.07%), Cultural (30.14%g Blature (29.97%).

Marketing Practices and Strategies
Marketing Practices and Strategies of Hotels

The result of marketing practices and strategiesvstthat in the case of cost
leadershipCost reduction through adoption of product desifjoompetitive firms
is the highest mean score (3.3033) followedHajlowing of the operation

system of experienced firms to reduce the cd&s8000). In the case of
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differentiation, Following of superior distributionhannel is the highest
mean score (4.6867) followed yffering of superior level of servidg.6800).
In the case of focussocusing on a particular group of buyessthe highest
mean score (3.4033) followed byatering for the benefits required by a
particular group of buyerq3.3467). There is no statistically significant
difference of marketing practices and strategiesragrhotel entrepreneurs

according to form of business of an organization.

It is found that in the case of cost leadershiprttean value is more (3.3549)
among proprietorship form of business entreprenetifsotels. However, it

is found low among Private limited hotel entreprase(3.0955). In the case
of differentiation the mean value is more (4.748®&ong private limited

form of hotels and low mean value (4.6025) amondneaship business.
And in the case of focus, family business has tlghdst mean score
(3.3576) and private limited has the lowest meames¢3.0727). There is no
significant difference of marketing practices amctegies adopted by hotel

entrepreneurs according to mode of operation.

The result shows that in the case of cost leadertsi@ highest mean value
(3.3727) is in the category of franchise and theelst mean value (3.2115)
among network business. In the case of differantiathe mean value is
more (4.7611) among chain and low mean value (8)%2dmong
independent hotels. And the case of focus the mahre is more (3.2639)
among franchise and low mean value (3.1285) amdmgncmode of
operation

Marketing Practices and Strategies of Travel encies

It is found that marketing practices and strategé cost leadershig;ost
reduction through adoption of product design of petitive firms secured the
highest mean score (3,3033) followed Fntlowing of the operation system of
experienced firms to reduce the cost§3.3000). In the case of differentiation,
Following of superior distribution channels occugwe highest mean score
(4.6867) followed by Superior product promotion6@33). In the case of
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focus,Focusing on a particular group of buysacured the highest mean score
(3.4033) followed byCatering for the benefits required by a particyesup of
buyers (33467).

It is observed that there is no significant diffese of marketing practices
and strategies among travel agency entreprenewsrdieg to form of

business of an organization.

From the analysis of respondents on basis of forrusiness, it is found
that in the case of cost leadership the mean vialueore (3.4082) among
family business form of business entrepreneursavkt agencies. However,
it is found low among Proprietorship travel agemeyrepreneurs (3.1566).
In the case of differentiation the mean value isren(4.7021) among
partnership form of travel agencies and low mealuev¢4.6101) among
proprietorship business. And in the case of fodasily business has the
highest mean score (3.3008) and private limitedthasowest mean score
(3.0123). 1t is found that there is no significatifference of marketing
practices and strategies among travel agency eatreprs according to form

of business of an organization.

From the analysis of respondents on basis of mbdgeration of business,
it is found that in the case of cost leadershiphiglest mean value (3.4651)
is in the mode of chain and the lowest mean valBd968) among
independent mode of business. In the case of diff@tion the mean value
is found more (4.7265) among franchise and low mwdure (4.6222) among
network agencies. And the case of focus the meareva more (3.2398)
among franchise and low mean value (3.1556) amatgark mode of
operation. It is found that there is no significatitference of marketing
practices and strategies among travel agency eatreprs according to

mode of operation of an organization.
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8.6.4. Initiative and Support of Government, Banks and Business

Associations

A. Initiative and Support of Government, Banks & Business Association
for hotels

1. It is observed that in the case government suppoitable government

policies poses a threat to the realization of goélthe entrepreneurs which
secured highest mean score (3.7967) and involvemiegbvernment in
Tourism activity has the lowest mean score(3.55B8)he case of business
association support, support for marketing secungzhest mean value
(3.9200) and Adoption of suitable Business techesgnas the lowest mean
value (3.7167). In the case of bank support, Stliearg the procedures to
overcome the existing procedure is found to haweHighest mean value
(3.8553) and Provision of more fund secured theekiwmean value
(3.7700).

2. From the mode of form of business wise analysisisitfound that
proprietorship mode of hotels have got the highesan score in the case of
government support and family mode of businessredcthe least mean
score in this respect. In case of bank supportneeship firm has got the
highest support and family business got the lowegiport. In the case of
support from business associations, Proprietorshgque has secured the

highest mean value, the lowest by the family bussmaode in this case.

3. It is found that there is no significant differenicerespect of initiatives and
support of Government, banks and business assowatifor hotel

entrepreneurs according to form of business.

4. It is observed that independent mode of firms hgetthe highest support
from government, banks and business associatidr@n@irms got only the

least support from government, banks and busirsssxcetions.
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It is found that there is no significant differen@mong the hotel
entrepreneurs according to the mode of operatiohusfness organization
with respect to the initiatives and support fromv&mment, Banks and

business associations.

Only 40% of the entrepreneurs responded that theegs of getting license
is very difficult and the percentage share in ttaspect is 34.16 among
proprietorship form of Business. It is 25, 20.881&0 respectively among
the Partnership, Private Limited and Family Bussnesm of entrepreneurs.
Likewise, 11.33% of sample hotel entrepreneursedtéihat the process is

very easy.

It is found that 63% of the sample hotel entrepuesdave got the benefit of
start up phase support of various agencies. Incdsg, the percentage share
is more among Proprietorship form of business @29d®mpared to Private
Limited (17.99).

The area of Marketing is found to be the major am®ng different areas of
support from various institutions. Out of 65% o€ tntrepreneurs who got
the benefit of Marketing, Proprietorship form ranise first (32.30%)
followed by Private Limited (24.61%) and Partneps23.07%). The next
important area of assistance is business managemehts respect, Family
business enjoyed the highest benefit, the percensdmre being 34.21
followed by Proprietorship form (26.31).

The Former employers constitute the most impoiitastitutional support. In
this case, the per cent share of Proprietorshipage (38) among compared
to Family business (28), Private Limited (18) arattRership (16). Next to
this, NGO and Tourism department are the importastitutions who
provided start up phase support to the Hotel ergregurs.

Out of 189 entrepreneurs who got the benefit the sip phase support, 108
entrepreneurs responded that the scheme is u3éfelpercentage share is

more among Proprietorship form of business (38.56f. the 37%
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12.

13.

entrepreneurs opined that it is very useful, 32.48%6ng to the category of
Partnership, 27.02% from Family business group. @ut89 entrepreneurs
who enjoyed the benefit of the scheme, 26 entrepmsnstated that the
scheme is not useful. In this case also the petr sieare of Proprietorship
firm (38.46) is found high.

Out of 300 entrepreneurs surveyed, only 108 ergresurs have availed
incentives from State Government. The percentageesim this respect is
more in Partnership (30.55) and is found low amBrnigate Limited form

(12.03). Only 113 entrepreneurs are found awar@agital subsidy scheme
of the Ministry of Tourism and the percentage shar@artnership is found
more (32.74). Of the 113 entrepreneurs who areawfithe Capital subsidy
scheme, 92 entrepreneurs have applied for the schémthis case the
percentage share is 43.78 among Partnership fod8&%2 among Family

business.

It is found that 124 sample entrepreneurs respotldadthe other support
from Central Government is not very effective. fegcentage share is more
among Proprietorship form (32.26). It is 27.42%,9206 and 19.35%

respectively among Family business, Partnership Bngate Limited.

Regarding the effectiveness of Central Governmeppart, 68 sample hotel
entrepreneurs stated that it is somewhat effeclive percentage share is
more among Partnership form (27.94). No signifiadifference is witnessed

among the group in this respect.

In the case of other support from State Governmemdjority of the

entrepreneurs are of opinion that it is not verieafve. The percentage
share in this respect is 32.79 among Proprietorahgp17.21 among Private
Limited. In the case of other support from Bank8.93% of sample
Proprietorship entrepreneurs are responded thatniot very effective. The
percentage share in this case is only 16.52 amonvgt® Limited. The

percentage share of respondents who favoured tbetieéness of support

from Banks is found very negligible.
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With regard to the effectiveness of other suppaninf Business associations,
it is found that there is no response from a sgamlmber of sample
respondents (96 entrepreneurs). Of the 94 entrepreropined that it is not

very effective, the percentage share is more anRoogrietorship (34.04).

Initiative and Support of Government, Banks andBusiness Association

for Travel Agents

It is found that in the case government supporitaBle Government policies
scored the highest mean value (3.9900) and sujoont state government
and support from local bodies scored lowest m&#067). In the case of
support of business associations, Information otmepreneurship support
initiatives scored the highest mean value (4.0580) training facilities
scored the lowest mean value (3.6233). In the aasdank support,
Streamlining the procedures to overcome the exgjgthocedure secured the
highest mean value (3.8000) and Provision of monel fscored lowest mean
value (3.7733).

The form of business wise analysis revealed thafPtfoprietorship business
has got the highest support from government anéhéss association. In
the case of support and initiatives of Banks arglimss associations, Family
for of business has secured the highest mean deaxate limited got the
least support from government, bank and businesxesdion.

From the application of statistical tests, it isifid that there is no significant
difference among the travel agency entrepreneucerding to form of
business in respect of initiatives and support frgowernment, banks and

business associations.

The mode of operation of business wise analysiswstothat that
independent mode of firms have got the highest atdfpom government,
banks and business associations followed by chadhfianchise. Network
firms have got only the least support from governtneank and business

association.
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It is found that there is no significant differeneenong travel agency
entrepreneurs in the case of initiatives and supgfogovernment, bank and

business association according to mode of opetation

It is found that the process of getting licenssttot business is difficult. Out
of 115 sample entrepreneurs opined the proces®ttihg license as very
difficult, 37 are from the Partnership business¢petage share is 32.17). In
this case the percentage share of entreprenetoand low among Family
business (14.787). Only 8.67 per cent of samplepreneurs responded that
the process is easy. In this case also the pegersiaare is more among
Partnership (34.61).

It is seen that 63.66% of sample entrepreneurs gaivthe benefit of start up
phase support from various agencies. The percestae is more (27.74)

among Proprietorship and is found low among Faimilyiness (19.89).

It is seen from the table that Marketing is the nmarea of support from
various agencies followed by Business managemedt Barsiness skills.
Proprietorship form of business has occupied higpescentage of share
(28.75) in the case of Marketing. In the area ofsiBess skills also

Proprietorship has got the highest percentage £B4reés).

As regards the agencies provided start up phaseogufm Travel agency
entrepreneurs, the Tourism department occupied pifie place. The
percentage share in this respect is 34.54 amortgdPship and 16.36 among
Family form business. The other institutions preddstart up phase support
in the order of importance is other institutiongriier employers, State

Government and Chamber of commerce.

It is found that out of 65% of the sample Traveémgy entrepreneurs have
opined about the usefulness of the start up phapeost, 44% of the
respondents stated that it is useful and anoth#r df3the respondents rated

it as very useful.
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It is seen that 63% of sample respondents haveawaited any kind of
incentives from State Government. Out of the 11tBegneneurs who availed
incentives from State Government, 31.85% are frartnérship form. The
percentage share in this respect is 28.31, 26.84&127 respectively among

Proprietorship, Family business and Private Limited

Only 31% of sample Travel agency entrepreneursaavare of Capital
subsidy scheme of Central Government. In this dagepercentage share is

more (31.91) among Partnership form of business.

It is found that only 12.6% have applied for Cdpgabsidy scheme. Of
these the percentage share is more among ProghgidB4.21). However, it

is 15.7% only among Family business form.

It is seen that 80% of the sample entrepreneurponeed about the
effectiveness of support from Central Governmenit &f this, 41% of the
sample entrepreneurs stated that the supports €emral Government
schemes are not very effective. In this respectpireentage share is 45
among Partnership form of business and the pergersiaare is found lowest
(8) among Private Limited. Out of 86 sample entepurs who opined it is
somewhat effective, the percentage share is moom@mroprietorship form

(29.06) and is lowest among Family business.

As regards the effectiveness of State Governmeppaty out of 73% of
sample entrepreneurs stated that the support isveot effective, the
percentage share is found more among Partnership dd business and is

found low among Private Limited.

It is found that in the case of Bank support 56%hef sample entrepreneurs
opined that it is not very effective. The perceetadpare is more (37.12)
among Partnership form. Only 23% of the entreprenave of the opinion
that the Bank support is very effective. In thisedhe percentage share is

more among Proprietorship and Private Limited (2%pPeach.
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In the case of support from Business associaticgh4%®6 of sample
entrepreneurs reported that the support of then®gsi associations is not
very effective. The percentage share of Partner&imnp is found highest
(31.06) and lowest among Private Limited (9.72hiis respect.

Issues and Challenges
Issues and Challenges dflotel entrepreneurs

It is found that hotel entrepreneurs experiencaessand challenges in the
areas of Regulation, Finance, operation, Marketihgchnology, personal

and Training.

Among the Regulatory Issues, the problem of unstpgotax system and
tax rates is found to be the major problem with mealue of 4.4000. The
other major issues in the order are frequent craimgeegulatory framework
(mean Score 4.3833), Complex procedures for busireggulation (4.2867),
Lack of transparency (mean Score 4.1867), High fordbusiness regulation
(4.0433), Bankruptcy laws (mean Score 3.9600), Gexmprocedures for
copy right regulation (3.9233), Ineffective compen law (mean score
3.8700) and Complex procedures for property rigaggilation (mean Score
3.8600).

Long time gap for financing with the mean scoré @633 is found to be the
major financial problem. The other problems inttbader are complex
financial document procedures (4.0333), Lack ofvikdedge, understanding
awareness of startup funding, strict credit scormgthodologies and
regulations, Lack of skill for debt financing andoBlem of taking more

loans.

Increased competition with mean score of 4.360fbusd to be the major
problem in the area of Operation of business. @gertof skilled staff
(3.8200) is the next major issue in this respehbe dther problems are High
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level of Cost (3.5833), Lack of coordination (3.8%0 Problem of
infrastructure (3.5167) and Lack of skill (3.4800).

It is found that increase in number of similar Imesises (mean score 4.1500)
is the major marketing problem. The other marketisgues are Lack of
adequate market promotion measures (4.0167), Ldmitearket access
(3.9167) and increased demands of guests (3.9033).

Interactive reservation system with mean score. @@ is found to be the

major technological issue followed by Yield manageit(3.9100).

The major personal issues of the entrepreneurseaith problems (3.8100),
Limited time to handle dual role (3.4700) and Opipms from the family
(3.3900).

Lack of time to attend the training (3.9400) isriduo be the major issue in
respect of training. The other problems in thisaaaee High training cost
(3.7133) and Long distance to training centre (338

Form of business wise analysis showed that in #se of regulatory issues,
the problem is more among Proprietorship form o$ibess (mean score
4.1908) followed by Private limited (mean score744), Partnership (mean
score 4.0948) and Family business (mean score D) 940e difference is
not found statistically significant.

In the case of financial problems, it is more améhiyate limited (mean
score 3.4164). The mean score in this respect B953. among
proprietorship. It is comparatively low among fayndusiness (mean score

3.2544). This difference is not found statisticalignificant.

As regards the operational problems, Private lichidecupies highest mean
score of 3.9788 followed by Proprietorship (3.8467artnership (3.5970)
and Family business (3.5169) without any signiftadifference.

In respect to marketing problems, the Proprietprdlorm of business is
having highest mean score (4.1466). This is folvisy Private limited
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(4.1000), Partnership (3.8829) and Family busir{8s734). No significant

difference is found in this case.

The form of Partnership business occupies the bighean score in the case
of technological problems (3.9937) followed by Rte Limited (3.9909),
Proprietorship (3.9655) and Family business (3.Y&&& this difference

among them is not statistically significant.

The Private limited has secured the highest mearesif 3.7697 in the case
of personal problems. The mean score in this régpe®.6858, 3.5148 and
3.3080 respectively among proprietorship, partnpreimd family business
forms without any significant difference.

In the case of training problems, the mean scohggisest among the private
limited form of business entrepreneurs (3.9455)pWéd by Proprietorship
(8.736), Partnership (8.270) and Family busines$1(¥®) having no

statistically significant difference.

It is found that there is no significant differermmong Hotel entrepreneurs
in unorganized sector according to the form of bess in respect of their
issues and challenges.

From the mode of business wise analysis, it is dothat in the case of
regulatory issues the mean score is highest amodgpéendent business
(4.1787) followed by Network (4.0865), Chain busise(4.0500) and
Franchisee (3.9704) without any significant diffese.

In the case of financial problems, Independentladtave the highest means
score of 3.4393. This is followed by Network (3.290Chain (3.2750) and
Franchisee (3.2444). The difference in this respeaciot found statistically

significant.

The problem of operational issues is found more ramihe Independent

hotels (mean value 3.8716) followed by Network motémean value
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3.7468), Chain (3.6296) and Franchise (3.4630) awmithany statistically

significant difference.

As regards technological issues, Independent mb#iels occupy highest
mean value of 4.0738 followed by Franchise, Chaid Bletwork mode of

Hotels without any significant difference.

It is found that in the case of personal issuedependent mode of hotels are
having the highest means score of 3.6530. Thisllevied by Franchisee
(mean value 3.5247), Chain (3.4815) and Networ&§®9). This difference
is not statistically significant.

In the case of Issues related to Training, it snfb that the mean score is
highest among Franchisee business (mean value 13.9%#8owed by
Independent (3.7978), Chain business (3.7500) aetivdik (3.6154).

However, this difference is not significant.

It is found that there is no significant differermmong Hotel entrepreneurs
in unorganized sector according to the mode ofaifmer in respect of their

issues and challenges.

Issues and Challenges dfravel Agency entrepreneurs

It is found that among the Regulatory Issues, toblpm of unsupportive
tax system and tax rates is the major problem wigan value of 4.2067.
This is followed by frequent changes in regulatstemework (mean Score
4.1600), Complex procedures for business reguldddB33), High cost for
business regulation (4.0567), Lack of transparefmgan Score 3.9033),
Bankruptcy laws (mean Score 3.9600), Complex praeed for property
rights regulation (3.8933 ) and Complex procedfmesopy right regulation
(3.8767).

Complex financial document procedures Long time fyafinancing (with
the mean score of 4.0033) is found to be the nfajancial issue. The other

important problems are long time lag for funding9{&33),Strict credit
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scoring methodologies and regulations (3.9400), ckLaf knowledge,
understanding awareness of startup funding (3.700@k of skill for debt
financing (3.5867) and Lack of business experi€B8c¢900).

The major problem in the area of Operation of bessnis found to be

increased competition (with mean score of 4.496hprtage of skilled staff

with mean score of 3.6767 is found the next maeue in this respect. The
other problems are high level of cost (3.5167),K.aiccoordination (3.5133)

and Problem of infrastructure (3.4900).

It is found that increase in number of similar Imesises is the major
marketing issue (4.1700) followed by Lack of addquaarket promotion

measures (4.1233) and increased demands of gBe&260Q).

Interactive reservation system with mean score. @833 is found to be the

major technological challenge followed by Yield rmgement (3.9333).

Health problems (3.3667), Limited time to handlealdtole (2.9733) and
Opposition from the family (2.9100) are the majargonal issues of the

entrepreneurs.

In area of training, lack of adequate time to attéme training programmes
(3.3667), is found the major issue. The other irtgydrproblems are high
training cost (3.0767) and long distance to trajreentre (3.0733).

From the form of business wise analysis, it is fbuhat as regards the
regulatory issues, the problem is more among Patiipeform of business
(mean score 4.1281) followed by Family businessafmecore 3.9563),
Proprietorship (mean score 3.9190) and Private (hidan score 3.6557).
The application of F test shows that this diffeergcnot significant.

In the case of financial problems, it is more am@agtnership (mean score
3.7271). The mean score in this respect is 3.68%thg family business and

is 3.5392 among the sample Proprietorship unitss ikomparatively low
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among private Ltd business (mean score 3.3049) Tlkfference is not

found statistically significant.

It is found that in respect of operational problerRartnership occupies
highest mean score of 3.8819 followed by Familyitess (3.7057) and
Proprietorship (3.6561) and the difference is mgnificant statistically.

As regards the marketing problems, the Partnerdbim of business
occupied the highest mean score (4.1466), folloviegd Proprietorship
(3.9905), Family business (3.9141) and Private (Bt@705). The difference
in this respect is not statistically significant.

It is found that in the case of technological pesh$ the mean score is
highest among the Partnership (4.1406) followedPtmyprietorship (4.0316),
Family business (3.8828) Private Limited (3.6557( #¢he difference among

the various forms of business is not statisticsigyificant.

It is seen that the Proprietorship occupies highesn score of 3.1392 in the
case of personal problems. The mean score inegb®ect is 3.6858, 3.0656
and 3.0313 respectively among proprietorship, Reivdd and Partnership
business and this difference is also statistigadlysignificant.

As regards the training problems the mean scdngisest among the private
limited form of business entrepreneurs (3.2459pWéd by Proprietorship
(3.2194), Family business (3.1354) and Partnergl@d111) and the

difference is not found statistically significant.

From the mode of operation wise analysis it is thuhat, in the case of
regulatory issues the mean score is highest amatepéndent travel agency
business (mean value 4.0783) followed by Franchig:8592), Chain
business (3.9070) and Network (3.8422) and thiemihce is not significant
(application of F-test).

With respect of financial problems, Independent en@dhaving the highest
means score of 3.7008. This is followed by Netwgriean value 3.5600),
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17.

18.

19.

20.

21.

Chain (3.5244) and Franchisee (3.3388) and therdifice in this respect is

not statistically significant.

In the case of operational issues, it is more antbadNetwork travel agency
business (mean value 3.8259) followed by Independ8r8056) Chain
hotels (mean value 3.5620) and Franchise (3.527Zjowever, this

difference is not significant (F test).

As regards Marketing Issues, it is seen that Indeéget travel agency
business secured the highest mean value (4.12713. 3.9611, 3.8929,
3.8227 respectively among Network, Franchise andirCmode of Hotels
and the difference is not statistically significant

In the case of technological issues, Independendemaf travel agency
business occupy highest mean value of 4.1375 fekbvioy Network,

Franchise and Chain mode of Hotels without anyiaamt difference.

With respect of personal issues, Network travelnagebusiness is having
the highest means score of 3.1704. This is follolwgdndependent (mean
value 3.1389), Franchise (3.0884) and Chain (2.p5Rbwever, the

difference is not statistically significant.

In the case of Issues related to Training, the nseare is highest among the
Independent mode (mean value 3.2750) followed gnéhise (3.2381),
Network (3.1481) and Chain (3.0039). This differeris not statistically

significant.
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Section B
8.7. Conclusions

The major conclusions drawn from the above meetlofindings of the

study are listed below.

1.

Majority of the entrepreneurs of hotel businesshim unorganized sector in
Kerala provides the services of food and beveragasn services, the
services of conference hall, emerging medical sesvand swimming pools
to the tourists. Out of the four forms of businge®prietorship form plays a
crucial role in rendering different services torists visiting the state. The
independent mode of operation is the most importaatle in terms of
providing various services. As regards the faetitprovided by the hotel
entrepreneurs, restaurants, parking, accommodagiwmncondition, WIFI/

internet facilities, laundry, valet are the mostportant ones. Among the
various forms of businesses providing these faasljt proprietorship and
partnership forms occupies a prime place. Likewisdependent mode of
operation of hotels enjoys a pivotal position ilopding various facilities.

With regard to the type of food provided by theeh@ntrepreneurs in the
unorganized sectors, Indian food, continental foGHinese food and fast
food are the major items. Family form of business a crucial role in
providing Indian, Chinese, continental food itenSmilarly independent
modes of operation of hotels are in forefront inyision of different type of

food items.

The major services offered by the travel agencyrepnéneurs in the
unorganized sector are air ticketing, hotel andagnodation booking tour
packages, visa processing, railway ticket bookingd apick drop
arrangements. Among the four forms of businessoffiering various
services, partnership and proprietorship form omsipn important role. The
independent mode of travel agency ranks the firgiroviding the services.

The important tour operating services includes awnodation, sightseeing,
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transport hiring, insurance, recreational and shapgervices. Among the
four forms of travel agency business entreprenepatnership and
proprietorship form occupies a significant placepmoviding various four
operating services. In the case of tour operatenyices also the role of
independent mode of operation of travel agencyepnéneur is very crucial.
The important activities or facilities of travel eagy business are
sightseeing, nature seeing, cultural seeing arndioak centre seeing and
adventure trips. Partnership form of business amtkpendent mode of

operation of travel agencies are in forefrontsriovling various facilities.

Cost leadership, differentiation and focus are strategies and practices
adopted by hotel and travel agency entrepreneurthéomarketing of their
products and services. In the case of cost leaigesttategy, the practices
followed by hotel entrepreneurs under various foohbusiness are more or
less the same. There is no significant differenceorsy the hotel
entrepreneurs of different forms of business irpees of the strategies of
differentiation and focus. Likewise, there is ngrsficant difference among
the independent, chain, network and franchise nobd®tel entrepreneurs in
respect of the marketing strategies of cost lehdgrgifferentiation and

focus.

The marketing strategies adopted by the travel @gemtrepreneurs of
different forms of partnership, family businesspgmietorship and private
Ltd are more or less the same. No significant teffiee is witnessed among
the four modes of operation of independent, chagtywvork and franchise in
respect of different marketing strategies and prestfollowed by travel

agency entrepreneurs.

Government, banks and business associations aragtmecies involved in
the development of tourism entrepreneurship in g@ozed sector.
However, no significant difference is seen in tlasec of initiatives under
support of government, banks and business asswwatio the hotel

entrepreneurs of unorganized sector according to the form of business
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and mode of operation of the business. Likewiseéh@écase of support and
initiatives of government, bank and business asa$iocs towards travel
agency entrepreneurs, no significant difference fasnd among the
entrepreneurs according to form of business andenaidoperation wise

classifications.

The entrepreneurs of hotel and travel agency bssifeces the issues and
challenges in the areas of Regulation, Finance,rddpea, Marketing,
Technology, Personal and Training. The problemnsfupportive tax system
and tax rates is the most crucial among the regulaissues. Frequent
changes in regulatory framework and complex proeegiifor business
regulators are the other important issues in thés.alLong time gap for
financing is the major financial problem experiethd® hotel entrepreneurs
followed by complex financial documents proceduraad lack of
knowledge, awareness of startup funding. Increasethpetition and
shortage of skilled staff are the crucial problevhthe hotel entrepreneurs in
their day to day operation of business. Increasenumber of similar
businesses and lack of adequate market promotieatsures are the major
marketing issues. Interactive reservation systeanasicial one in the area of
technology. Health problems, limited time to handil&l role and opposition
from the family are the major personnel challenggperienced by hotel
entrepreneurs. However, in respect of these issnéshallenges there is no
significant difference among the hotel entrepresaanrunorganized sector

according to both the form of business and modgpefations.

In the case of travel agency entrepreneur alsgtbblem of unsupportive
tax system and tax rates, frequent changes inatgylframework are found
to be the major regulatory problems. Complex fimancdocument
procedures and long time lag for funding are thgominancial problems.
Among the operational problems, increased compatiand shortage of
skilled staff are the most crucial ones. Increasenumber of similar

businesses is found as the major marketing problEn@ most crucial

339



technological issue is interactive reservationaystHealth related issues are
the most personal problem of travel agency entrepnes. Lack of adequate
time to attend the training programmes and hight obgraining are the
major problems of travel agency entrepreneurs iorgamized sector in
respect of training. However, there is no significdifference among the
travel agency entrepreneurs in unorganized seatoording to form of

business and mode of operation with respect to tbsies and challenges.
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Section C
8.8. Recommendations

Based on the above stated findings and conclusidine following

recommendations are presented for the improvenfehe@urrent situation.

1.

From the analysis of survey data, it has been fabhedourism entrepreneurs
in hotel and travel agency business experiencesseelating to the existing
tax system. Considering the employment opportunidied contributions to
foreign exchange, the Central Government may initedthe provisions for
deductions exclusively meant for tourism entrepuesen the income Tax
Act. Both the Central and State Governments shatléamline and
simplifying the existing regulatory frame in thespect of tourism

entrepreneurship.

It is found that the existing provisions in the rism regulations are not
sufficient to overcome the growing issues and engiés of tourism
entrepreneurs. This can be solved by simplifyingl atreamlining the
present rules and regulations related tourismhieurthe existing regulations
in the area of tourism do not contain provisionthwespect to unorganised
sector tourism. Hence, the State Government magtemaomprehensive
Tourism Act with a view to direct supervise andulage the activities of

unorganised sector tourism entrepreneurs in Kerala.

From the analysis it is found that the tourism emteneurs in unorganized
sector experience different problems in the areéinaince. The following

suggestions will be helpful to overcome the exgfinancial problems.

a) The State Government can direct the cooperativiksbam utilize
their excess funds generated for providing findnsigport to the
tourism entrepreneurs in unorganized sector. Wipleviding
financial assistance, due consideration should Ieeng the

performance of the entrepreneurs.
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b)

d)

9)

The Banks should take necessary steps to reducéntieelag for

financing to tourism entrepreneurs to the minimwagible extent.

The existing credit scoring methodologies and ragohs followed
by the Banks should be simplified to the extentspge in respect of

tourism entrepreneurs in unorganized sector.

The existing procedures and formalities relatedsetvmission of
financial documents by the unorganized sector sountrepreneurs

may be simplified by banks.

It is also found that the banks are reluctant tarice unorganized
sector tourism entrepreneurs without having priousibess
experience. Hence, it is suggested that the Gowarhiran initiate
steps to start Tourism Parks in major tourism @mntn the State.
This will motivate and promote the young talented seducated
people to the tourism entrepreneurship. Furtheye@onent should
direct the cooperative banks and public sector $aokintroduce
separate scheme of financial support for unorgansasztor tourism

entrepreneurs.

Even though start up funding is provided by the &awment for
tourism entrepreneurs, it is found that most of thmorganized
entrepreneurs are not aware about the scheme. Hetieps may be
taken by the Government authorities for its publighrough TV,

Radio, Periodicals and magazines.

Tourism entrepreneurs in unorganized sector expegi¢he problem
of infrastructure in their day to day operationgnide, it is necessary
that adequate funds should be earmarked in thefptahduring the
budget preparation especially for improving the rasfructure
facilities like tourist transport, accommodatiomutist lodges,
restaurants, cafeterias, way side facilities temetbmmodation etc.

The entrepreneurs in tourism sector can choosertrepreneurship
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in the form of micro, tiny small enterprises acéogd to their

financial capacity and infrastructure.

h) The Cooperative banks in the state may formulabet $arm and long
term loans for new and existing unorganized sedtmurism
entrepreneurs at a moderate and fair interest lPaterity should be
given to professionally qualified entrepreneurs hwisufficient

infrastructure while providing loans.

The tourism industry in the unorganized sectoroisnfl to be experienced
problems in the area of training. Inadequate nunabdrained managerial
and skilled manpower is a serious issue in theestramd tourism industry in
unorganised sector. As a solution to this, theofailhg measures will be

useful.

I. The Department of Tourism, Government of Keralausthopen new
training centres in important tourism centres adicwy to the

convenience of unorganized entrepreneurs.

il. The Government controlled institutions in the teari sectors like
KITS can play a positive role in this respect. Tingitution with the
help of their faculty members can introduce theegsoh of training to
the existing and prospective entrepreneurs in tieganised sector

at major tourism centres.

The subject of Tourism may be introduced in theiculum of high school
classes in the State. The Education DepartmeriteoGovernment of Kerala
may take initiative for this.

More and more Research and Development activiteaslve encouraged and
undertaken by the Tourism Department with a viewrtprove potentialities
of the untapped areas. The areas like ecotouriporisstourism, heritage

tourism, education tourism have more potentialitethe State.
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10.

In order to avoid unhealthy competition among timreppreneurs in the
unorganised sector, it is necessary to procurenvamum fund from the pool
of entrepreneurs in the tourism sector. The fund ba utilized for the
common purpose of the entrepreneurs like advergséntraining etc. This

scheme will help to a significant extent to redtie cost of entrepreneurs.

Fast growing and variety of demand on the parbodign tourists is found to
be a major issue. Because of this, the entreprenexperience tough
competition from similar business in the unorgadisector. Therefore, it is
necessary to conduct market surveys among thestourustomers of both
domestic and foreign about their perception andisiend the same may be
circulated among the entrepreneurs. In this regbecassociation of tourism
entrepreneurs can play a crucial role. Ultimatehge entrepreneurs can
introduce products and services according to tleel®iand desires of tourists

in a most satisfactory style.

The unorganized sector tourism entrepreneurs expazitechnology related
issues. The existing interactive reservation sysgethe major hurdle in this
respect. Hence, a common website of tourism emngurs in unorganized
sector in the state can be hosted containing thddtails tourism services. It
should have adequate provisions for the reservatayment through online

in a customer friendly manner.

It is found that most of the entrepreneurs in therganized sector tourism
experience personal problems like health probldmsted time to handle

dual role and opposition from family. As a solutida this, separate
arrangements should be made for the medical treditofeentrepreneurs in
the unorganized sector like railway, telecom em@ésy For this purpose
hospitals may be started in important tourism @mntiThese hospitals can
provide treatment facilities and yoga classes canaranged for the
exclusive benefits of tourism entrepreneurs withieav to overcome their

health issues.
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11.

12.

13.

The unorganized tourism entrepreneurs run theirinbas units with
comparatively low cost when compared to organizectos units. Thus,
these entrepreneurs offer services at moderates ratethe form of
accommodation, transportation, tour services ethis Twill be more
beneficial to economically weaker domestic touritsorder to improve the
market of these products a separate new brandeimaime of unorganized

sector tourism may be established by utilizingdgbemmon pool of fund.

The concept of Responsible Tourism can be extetwlatl tourist centres of
Kerala with the help of unorganized sector entnepues by utilizing the
unique facilities available in the State of Kerdiee natural resources,
educated talented manpower, supportive and stroceg kelf government,

NGOs, micro enterprises, responsible media etc.

In order to promote the market of unorganized sectarism, the following

suggestions are offered.

I. It is necessary to link all the tour centres wittoger transport

facilities like railways.

il Global Fares can be organized by unorganized sentogpreneurs to

market their products and services.

ii. Separate Guides and trained people can be appdiatgadomote

unorganized sector tourism marketing.

iv. It is necessary to display about the products aedices of
unorganized sector tourism in all the major railwstations, bus

stations and common places.

345



8.9. Scope for Further Research

Based on the present investigation, the followimpgics are found relevant

for further research.

1.

Impact of Working of Government Agencies for thevBlepment of tourism

Industry in unorganized sector in Kerala.

Tourist Perception and Satisfaction towards unamgahsector Tourism in

Kerala.

Role of unorganized sector Hospitality Industryhe Tourism Development

of Kerala.

Role of Travel Agency Entrepreneurs in unorganigedtor in the Tourism

Development of Kerala.

Tourism Industry in Unorganized Sector in Keralad aramil Nadu - A

Comparative Study.
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Serial No..........

Appendix 1
Questionnaire for the Hotel Entrepreneurs

Dear Sir/Madam,

This is a humble request you to goulgh the questionnaire and respond to
the questions given below. This will be immensehelmy research work entitled
“Tourism Entrepreneurship among unorganised sectdferala - An evaluative
study With Reference to Hotels and Travel Agengieairied out under University
of Calicut. You may be assured that proper secvélfype maintained in regard to
your opinion expressed. The data will be usedtbtrior the academic purpose only.
Thanking You

Rahanas. V. K
Research Scholar
DCMS, University of Calicut

Name of the Hotel and ACCOMMOdAtioN . .....ccoceeeiiiiiiiiiiiiiiiieieeeeeeeeeeenns
Place L ————— s
Phone Number L e e eaee
Mail Id L e ————————————

Name of the owner PR

S o

Gender
Male [] Female []
Age e
8. Educational qualification
Up to 12"

Graduation

PG

9. Year of establishment SRR

Specialisation []
Any other []

10O

10.  Form of business of the Hotel?
Partnership [] Proprietorship
Family Business [] Private Limited
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11.

12.

13.

14.

15.

16.

17.

18.

Mode of Operation of the hotel?

Independent [] Network []
Chain [] Franchise []
Are you a member of any of these?

[] Association of Approved and Classified Hotels efr&la (AACHK)
[] Federation of Hotel and Restaurant Associatiomdia (FHRAI)
[] Hotel Association of India (HAI)

[] Association of Tourism Trade Organization (ATTO)

[] Kerala Hotel and Restaurant Association (KHRA)

Number of employees in the hotel?

[] Below 10 [] 10-15 [] Below 20
Do you consider hotel business as a profitablearala?

[] Yes [] No

How would you rate the quality of your customervsss experience?

[] Very positive [] Somewhat negative
[] Somewhat positive [] Very negative

[] Neutral

Which of the following payment options are offetgdthe hotel?

[] Credit card [] Debit card

[] Cash [] Other

Which of the category of travellers offer clientbl@se?

[] Corporate Business

[] Official job Medical

[] Transit passenger Recreational tourist
Services provided in your enterprise?
Food

Room service

Shopping

Swimming pool

oo god

Conference hall Emergency health care
Linkage with Tour operators and Government

Others

OO0 4
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19. Facilities provided in your enterprise?

[ ] Restaurant and coffee shop [ ] Laundry service
[ ] Accommodation facility [ ] Travel desk
[] Shopping [] Wi-Fi/lnternet
[ ] Air condition [ ] Banquet hall
[ ] Child care [[] Games
[ ] Outdoor pool [] Valet service
[ ] Fitness centre [ ] Secretarial service
[] Gym [] Telephone
[ ] Beauty parlour [ ] Night club
[ ] Parking facility [ ] Others (Specify)
[] Spa
[ ] Medical Facility
20. Type of food you serve?
[] Indian [] Fast food
[] Chinese [] Other
[] Continental
21.  Total number of rooms in your hotel?
A/C TOOMS: ..o, Non A/oruos: .........

22.  From which category do get maximum guest?

[] Family [] Office goers
[] Pairs [] College/University goers
23.  What are the marketing strategies adopted in yotargrise?
Neither
Strategy Sggrr;gzely Agree arg]]g?e Disagree glt:;g?&
disagree

Cost reduction through adoption pf
product design of competitive firms.

Using of less expensive
resource inputs.

Production of products by
eliminating unnecessaly
features and thereby reducing
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Strategy

Strongly
Agree

Agree

Neither
agree
nor
disagree

Disagree

Strongly
Disagree

labour costs and increasir

labour productivity.

9

Securing of economies of sc3
through high volume sales.

e

Adoption of Large scale buyin
and enjoy discounts for bu
buying of resource inputs su
as accommodation c
transportation requirements.

ch
r

Locating activities in areas whe
costs are low or government help a
support are available.

Following of the operation system
experienced firms to reduce the cost

Standardization of products or
resource inputs

Creation of better products superior
that of competitors in terms of desig
technology, performance etc.

>

Offering of superior level of service.

Following of
distribution channels.

superior

Creation of strong brand name throu
design, innovation and advertising

gh

Superior product promotion

Focusing on a particular group
buyers.

Specializing in particular geograph
destinations.

ic

Catering for the benefits required by
particular group of buyers.

Resort destinations targetir
particular market segments.

g
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24. How do you rate the process of getting a license?
[]  Verydifficult [] Easy
[] Difficult [] Very easy
25. Did you receive any business support before orgltie start-up phase of
your business?
[] Received [] Not received
26. If yes, which particular subjects have you beentorexd?
[] Technical training [] Business management
[] Business skills [] Marketability
[]  Accountability [] Others
27.  Which institution provided these services?
[] Chamber of commerce [] State government
[] Former employer []  Tourism department
[] NGO [] Others
28. If you attended, do you think that they are usetulyour enterprise in
anyway?
[]  Very useful [] Not useful
[] Useful []  Verynot useful
29.  Availing of any kind of incentives from State Gomerent?
[] Availed [] Not availed
30. Awareness of capital subsidy scheme of MinistryTotirism, Government
of India?
[] Aware [] Not aware
31. If yes, whether applied for Capital Subsidy Scheme?
[] Applied [] Not applied
32. Please rate how much you believe each of thesg gapport
Very Somewhat Not very No
effective effective effective | response
1. Central government
2. State government
3. Banks
4. Business association
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33. Indicate to what extent you agree/ disagree wighfdthiowing statements

Statements

Strongly

agree

Agree

Neutral

Disagree

Strongly
disagree

Support from state government

Information on entrepreneurship
support initiatives

Efficient tax administration

Suitable regulations

Support from the local bodies

Government interventions

Financial support

Scheme training to entrepreneu

s

Involvement of government in
Tourism activity

Marketing assistance

Support for establishment

Legal framework regulation

Provision of more fund

Elimination of Competition

Streamlining the procedures to

overcome the existing procedure

1Y

Support during unpredicted rainy
season and dry season

Adequate government
involvement

Suitable Power tariff

Training facilities

Marketing support

Adoption of suitable business
techniques

Minimisation of Official
formalities

Elimination of Middlemen or
brokers

Suitable Government policies
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34. Indicate to what extent you agree/disagree with fll®ewing statements.

Where 1= strongly agree and 5= strongly disagree

Statements 112(34|5

Unsupportive tax system and tax rates

Frequent changes in regulatory framework

Lack of transparency

Existing Bankruptcy laws

Ineffective competition law

Complex procedures for property rights regulation

Complex procedures for copy right regulation

Complex procedures for patent and trademark reigulat

High cost for business regulation

Complex procedures for business regulation

Inadequate fixed capital

Lack of personal savings and resources

fear of taking more loan

Lack of securities and credibility for debt finangi

Lack of business experience

Lack of skill for debt financing

Strict credit scoring methodologies and regulations

Complex financial document procedures

Long time needed to decide on an application fading

Lack of knowledge, understanding awareness of sgaftinding

Lack of coordination

Problem of infrastructure

Lack of skill

Cost containment

Shortage of skilled staff

Increased competition

Lack of adequate marketing and promotion

Increased guest sophistication

Limited market access
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Statements

Increased in number of similar businesses

Interactive reservation system

Yield management

Affected by health problems

Limited time take up dual role

Opposition from the family

Lack of time to attend the training

Huge training cost

Long distance to training centre

354
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Serial No..........

Appendix 2
Questionnaire for Travel Agency Entrepreneurs

Dear Sir/Madam,

This is a humble request you to go through thestpenaire and respond to
the questions given below. This will be immensephal my research work, title
“Tourism Entrepreneurship in the unorganised sdotéterala- An evaluative study
With Special Reference to Hotels and Travel Agenbging carried out under
University of Calicut. You may be assured that grogecrecy will be maintained in
regard to your opinion expressed. The data willubed strictly for the academic
purpose only.

Thanking You,

Rahanas. V. K
Research Scholar
DCMS, University of Calicut

Name of your travel agency/ tour operating Company.............ccccceeeeeeeennn.
Place e e
Phone Number s
Mail Id P UUPUUURUUP PR PP

Name of the owner e

o a0k 0w N PE

Gender

[] Male [] Female

Age PP TRUPPIN
8. Educational qualification

Up to 12"

Graduation

PG

Specialisation

Oodon

Any other
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10.

11.

12.

13.

14.

Year of establishment e

Form of business of the Travel agency/ tour opegatompany?

[] Partnership [] Proprietorship
[] Family Business [] Private Limited
Mode of Operation of the Travel Agency?

[] Independent [] Network

[] Chain [] Franchise

Are you a member of any of these?

Travel Agents Association of India (TAAI)
Travel Agents Association of Kerala (TAAK)
Travel Agents Federation of India (TAFI)
Indian Association of Tour Operators (IATO)

Association of Domestic Tour Operators of Indid{FOI)

DoOoodon

Kerala Association of Tour Operators (KATO)
Is your company?
[] Online [] Offline

Is your company?

[] An outbound tour operator [] Adventure tour operator
[] An inbound tour operator [] Domestic tour operator

Number of employees in the company?

[] Below 10 [] 10-15 [] Below 20

Do you consider travel agency/ tour operating campas a profitable in

Kerala?

[] Yes [] No

How would you rate the quality of your customervsss experience?

[]  Very positive [] Somewhat negative
[] Some what positive [] Very negative

[] Neutral
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18.

19.

20.

21.

Which of the following payment options are offeredy the

agency/company?

[]
[]

Credit cash [] Debit card
By Cash Others

Clientele served in the firm?

[l
[l

]
Individuals [] Corporate
[] Others

Groups

Kind the services the firm currently offers?

oo oodon

Air ticketing

Hotel and accommodation booking
Visa processing

Pick and drop arrangements
Railway booking

Wildlife safari arrangements

Tour packages

Overnight camping arrangements
Tourist guides

Airport transfers

Travel insurance

Which services are offered by the tour operatingany?(tick the relevant

(o3
o
x
M
n
~

Dooddoood

Accommodation services
Sight seeing

Transport/Car hire services
Shopping services
Catering/Restaurant services
Recreational services

Travel guiding services
Insurance services

Others (Specify)
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22.  What type of trips/activities do you mainly offer?
[] Sightseeing [] Religions
[] Cultural []  Adventure
[] Music [] Sports
[] Beauty spa [] Corporate meeting
[] Nature [] Others
[] Shopping
23.  What are the marketing strategies adopted in yotargrise?
Neither
Strategy Strongly Agree | agree nor | Disagree S'Frongly
Agree di Disagree
isagree
Cost reduction through adoption
of product design of competitive
firms.
Using of less expensive
resource inputs.
Production of products by
eliminating unnecessary
features and thereby reducing
labour costs and increasing
labour productivity.
Securing of economies of scale

through high volume sales.

Adoption of Large scale buying

and enjoy discounts for bul
buying of resource inputs su
as accommodation q
transportation requirements.

k
th
r

Locating activities in area
where costs are low
government help and suppd
are available.

= O

Following of
system of experienced firms
reduce the costs.

the operation

10]

Standardization of products or
resource inputs

Creation of better produc
superior to that of competito
in terms of design, technolog

performance etc.
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Strategy

Strongly

Agree Agree

Neither
agree nor | Disagree
disagree

Strongly
Disagree

Offering of superior level o
service.

Following of superior
distribution channels.

Creation of strong brand nan
through design, innovation ar
advertising

d

Superior product promotion

Focusing on a particular groy
of buyers.

P

Specializing in particulal
geographic destinations.

Catering for the benefit
required by a particular group
buyers.

Resort destinations targetir

19

particular market segments.

24. How do you rate the process of getting a license?

[] Very difficult
[] Difficult

[] Easy
[] Very easy

25. Did you receive any business support before orgithe start-up phase of

your business?
[] Received

[] Not received

26. If yes, which particular subjects have you beentorexd?

[]  Technical training

[] Business skills

[]  Accountability

Business management
Marketability
Others

oo

27.  Which institution provided these services?

[] Chamber of commerce

[] Former employer

[] NGO
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28. If you attended, do you think that they are usdtulyour enterprise in
anyway?
[] Very useful [] Not useful
[] Useful []  Verynot useful
29. Availing of any kind of incentives from State Gomerent
[]  Availed [] Not availed
30. Awareness of capital subsidy scheme of MinistryTofirism, Government
of India
[] Aware [] Not aware
31. If yes, did you apply for it or not?
[] Applied [] Not applied
32. Please rate how much you believe each of thesg gapport .
Very Somewhat| Not very No
effective | effective | effective | response
1. Central government
2. Local government
3. Banks
4. Business association
33. Indicate to what extent you agree/ disagree wighfdthiowing statements
Statements Sggrnegely Agree | Neutral | Disagree iggg?éi
Support from state government

Information on
entrepreneurship support
initiatives

Efficient tax administration

Suitable regulations

Support from the local bodies

Government interventions

Financial support

Scheme training to
entrepreneurs
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=

Involvement of government i
Tourism activity

Marketing assistance

Support for establishment

Legal framework regulation

Provision of more fund

Elimination of Competition

Streamlining the procedures to
overcome the existing
procedure

Support during unpredicted
rainy season and dry season

Adequate government
involvement

Suitable Power tariff

Training facilities

Marketing support

Adoption of suitable business
techniques

Minimisation of Official
formalities

Elimination of Middlemen or
brokers

Suitable Government policies

34. Indicate to what extent you agree/disagree with fdll®ewing statements.

Where 1= strongly agree and 5= strongly disagree

Statements 112(3|14|5

Unsupportive tax system and tax rates

Frequent changes in regulatory framework

Lack of transparency

Existing Bankruptcy laws

Ineffective competition law

Complex procedures for property rights regulation

Complex procedures for copy right regulation
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Statements

Complex procedures for patent and trademark regulat

High cost for business regulation

Complex procedures for business regulation

Inadequate fixed capital

Lack of personal savings and resources

fear of taking more loan

Lack of securities and credibility for debt finangi

Lack of business experience

Lack of skill for debt financing

Strict credit scoring methodologies and regulations

Complex financial document procedures

Long time needed to decide on an application fadiig

Lack of knowledge, understanding awareness of gspaftinding

Lack of coordination

Problem of infrastructure

Lack of skill

Cost containment

Shortage of skilled staff

Increased competition

Lack of adequate marketing and promotion

Increased guest sophistication

Limited market access

Increased in number of similar businesses

Interactive reservation system

Yield management

Affected by health problems

Limited time take up dual role

Opposition from the family

Lack of time to attend the training

Huge training cost

Long distance to training centre
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