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Today brands virtually rule our lives. able growth in the last few years. The revenue
People no longer drive cars. They drive Hyundajenerated in the economy of Kerala from tour-
andTata IndicaThey eat Kellogg and drink ism is estimated to be nearly Rs.4000 crores
Coke and Pepsi. People ask for ‘Sintex’ rathexhich is 6.29% of the staGDPRTourism has
than an ‘Overhead tankhey watch th&Vorld generated employment in Kerala to the tune of
Cup, not a cricket game. Sometimes a brandmearly 7 lakhs (based on the study Tata
so closely identified with the product, that itConsultancy Services). Kerala has egeeras
forms part of our day-to-day language. A numthe most attractive tourist destination of the
ber of studies have confirmed that strong brand®untry in the recent past.
create shareholder value in their own right. A

_ v of n This article is prepared on the basis of
S,t“d?/ by Harvard University o 50%“ Caro-a pilot study conducted as part of a Ph. D The-
lina in 2001 observed that ownership of valu

_ ) 'sis. The purpose of this study is to identify and
able brand enabled companies to yield ConS'a'nalyse the key attributes of Keralaurism

tently higher than market average returns to thet’ﬁat have been successfully woven into the

shareholders.and car.rya value lower than mMatand promotion model. The pilot study has

ket average risk profile. been conducted by administering structured
Brand building is one of the most basiaquestionnaire to tourists, both domestic and

functions of any manufacturer of consumeforeign. 60% of the respondents were domestic

goods and certainly it is one of the finest thingsurists and the remaining 40% were interna-

that has ever happened to the customéh- tional tourists. The findings of the survey are

out trademark brands, there would be no simpeummarized below:

way to know what to reach for and what to avoid. Table — 1

Building a strong brand involvedefts to make

. . Information on Kerala as a Tourist
the product occupy a prominent place in the

. . Destination
prospective minds of the tgted customer
A cursory check on India’ most SNeglaI Source of information | Percentag

successful brands reveals a disappointing
history for Kerala based brands. Over the years, 1 | Word of mouth 30%
Kerala neither produced a single brand of 2 Periodicals 20%

P i g. 3 Advertisements in T.V 20%
global repute nor witnessed brandintpgk to 4 Tour operator 10%
match the scale that is undertaken in other states. o Internet 10%

. . . 1 0,

Kerala tourism and its aggressive brand promg- & | Personal interest 10%

tion strategies &ér a genuine exception to thiSSource' Survey data
trend. Kerala tourism has recorded a remark-
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The survey reveals that word of moutroutweighs ‘Advertisement’ in promoting Kerala
is the most important source of information t@s a prominent tourism destination. 10% of the
the tourists. About 30% of the touriststourists mentionedlour Operators as the source
interviewed said that they got information orof providing information on Kerala. Advertise-
Kerala from their friends and relatives. 20% ofments through web sites also help the flow of
the tourists pointed out periodicals andourists to Kerala. About 10% visit Kerala out
advertisements if.V. as the most important of their personal interest.
media of information. Hence ‘Publicity’

Table — 2
Purpose ofVisit

Egnal Purpose of visit Percentage
1 Sight seeing 40%
2 Culture& Heritage 20%
3 Business 15%
4 Adventure 10%
5 Health 10%
6 Religion 5%

Source: Survey data

Majority of the tourists visit the State Health and adventure are other important pull
to enjoy the scenic beauty of the state as wedHctors for tourists from all parts of the world.
as to study the culture and heritage of the stat&bout 15% of the tourists visit Kerala for busi-
Table 2 reveals that 40% of the respondents visiess purpose&/isiting Kerala for religious pur
the state for sight seeing while 20% to imbib@ose is another priority of tourists.
the culture and heritage of the people of Kerala.

Table — 3
Attractive Tourism Product

Serial Attractive tourism
Percentage
No. products
1 Hill station 50%
2 Back water 18%
3 Culture & Heritage 15%
4 Ayurveda 12%
5 Beaches 5%

Source: Survey data
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While conducting the surveyw ques- 15% of the tourists gave weightage to culture
tion was included to find out the most attractivand heritageAyurveda and Beaches are other
tourism product. About 50% of the touristamportant tourism products. The study reveals
opined that Hill-station is the most attractivehat ‘Ayurveda’is an upcoming tourism prod-
tourist destination. 18% of the tourists citedict of the state with potentiality to market.
Backwater as the major attraction in Kerala.

Table — 4
Means of BookingAir Trip

Serial | Means of booking aif
. Percentage
No. trip
1 Tour operator 40%
2 Airline directly 30%
3 Travel agent 20%
4 Internet 10%

Source: Survey data

Itis found that 40% of the tourists bookairline. Only 20% of the tourists use travel
their visit throughTour operator while 30% agents for booking their trip. At present there
book their trip through travel agents. About 30%re very few bookings through web sites. Only
of the tourists book their trips directly with the1l0% of holiday travel is booked online.

Table — 5
Opinion about Infrastructur e
Opinion | Transportationl Communication Road
facilities facilities maintenance
Good 75% 70% 20%
To be o o o
improved 20% 20% 60%
Poor 5% 10% 20%
Total 100% 100% 100%

Source: Survey data
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Majority of tourists interviewed are sat- Domestic tourists mostly prefer a hill-
isfied with the transportation and communicastation as their holiday destination. There is lack
tion facilities. 20% of the tourists said that thef infrastructure and amenities for tourists in such
transportation facilities should be improveddestinations. A traveller from Gujarat opined that
Only 5% of the tourists are dissatisfied with theénhe International Blossom Park in Munnar should
transportation facilities. 70% of the tourists ratege made more attractive to the tourists. He also
the communication facilities as good. 20% saifpted that the famoTataTea factory in Munnar
that comm_unication facilities sho_uld be im-should be opened to the publi@urists are in-
proved while 10% gave a poor rating. Of thgsrested in seeing the manufacturing process in
tourists surveyed, only 20% expressed goqd, tactories and to buy best quality tea directly
opinion about maintenance of roads. About 60%om the factory He also alleged that there is
of the tour_ists feel that_ the CO”O”F‘O” of rOadﬁack of boating facilities in Mattupetty Dam. Only
S.hOUId be |mproved Wh”e.ZO% said that ConCIIf'our boats are available and the travellers have
tion of roads is very poor in Kerala.

to wait for a long time to have a ride on the boat.
¢ h'Iretri!a IS blgss.fslylth bee;chgs, bngV\f[a' A Russian traveller said thAyurveda
ers, hill station and wild life sanctuanes. LU 1. ¢ shion in their countrivlany people come
lack of publicity the tourists are unaware of des;

to Kerala for ayurvedic treatment. Kerala has a

tinations in the northern parts of the state. The - ayurvedic centers. But the only mo-

SUurvey r eveale_d that word of mputh IS the mo%e behind these centers is business. They will
influential media among the tourist®urists are

.o more harm to the patients and to the credibil-

Smt?]assad(zrst 'rl: ﬂt]he " OV\:cr;hcquntrles: They Wity of ayurveda. Another drawback pointed out
€ the one fo tell 0INers OTINEIr EXperence, 9o ihe tourists is lack of tourist information cen-

or bad. Mass media also plays an important ro rs. Brochures and other publicity materials are

in promoting tourism. There are a number o vailable to attract tourists to Kerala. But once

travel magazines that describe tourist attractior}%.ey reach Kerala they have very little access to

;I'.V. ?ISO lnfluencegs_ the tourls:s throlugh Ivanouﬁseful information. Materials like regional maps
ravel programmesiour operalors also piay an, guidebooks for travel are not available. A

important role in promoting tourism. foreign traveller opined that travelling to India is
Major drawbacks of Kerala tourismvery expensiveTicket fare should be reduced.

pointed out by the tourists are lack of proper inviore chartered flights should be arranged to in-
frastructure, inadequately maintained roads, vegyease the flow of tourists to Kerala.
high rates of air fare, lack of tourist information The development of tourism depends

centers, commum(_:atlon fac!lmes, good m'dql%pon the marketing strategies adopted by Gov-
class accommodation, pollution, unsafe d”nkmgrnment Tour operators and Facilitator§o

water and non-availability of hygienic food Siuf develop, maintain and conserve the tourist at-

The deplorable quality of roads creates a N€9@actions like Beaches, Backwaters, Hill-sta-
tive impression in the minds of the tourists. Pa#- ’ ’

icularl fortunateis the h q i ions, Wild life etc., the need for planned de-
icularly unfortunateis the hazardous nature (_)velopment is recommended.
roads leading to the hill-stations and sanctuaries.
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