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IMPACT OF PROMOTIONAL MIX ELEMENTS ON TOURIST’S SATISFACTION: A CASE STUDY OF MUSSOORIE 
 

MOHAMMAD SHOAIB KHAN 

RESEARCH SCHOLAR 

DEPARTMENT OF COMMERCE 

ALIGARH MUSLIM UNIVERSITY 

ALIGARH 

 

ABSTRACT 
The main objective of the study is to investigate the impact of the different promotional mix elements on the satisfaction of the tourist visited the Mussoorie hill 

station of Dehradun district in Uttarakhand State. Mussoorie, queen of hills, is one of the major summer tourist’s destination of India The data was collected by 

using a survey questionnaire which was distributed among 200 respondents at the main exit points of the Mussoorie hill station. Data has been analyzed by using 

Statistical Package for Social Research-17 by using descriptive statistics and simple linear regression technique. The findings of the study reflected that apart from 

the direct marketing, the other elements of promotional mix, i.e. advertising, sales promotion and publicity were having significant impact on tourist’s satisfaction 

and were responsible in creating awareness in the potential tourists. Also it was found that certain satisfaction attributes were not up to the mark so some recom-

mendations have been given. 

 

KEYWORDS 
Mussoorie, promotional mix elements, tourist’s satisfaction. 

 

1. INTRODUCTION 
ourism has been considered as an important vehicle for socio-economic development of a state or country. It is an important source of foreign exchange 

generation and also contributes to the national balance of payments and act as a major source of income and employment. Around the globe, the most 

promising reason for pursuing tourism as a development strategy is its alleged positive contribution to the local or national economy (Sharpley, 2004). 

Tourism is one of the most important and key industry of Uttarakhand State and has enormous potential for tourism development and a pool of tourist activity 

can be found widely spread in the state. Mussoorie, also known as the queen of hills has a variety of beautiful and cheerful scenic landscape, waterfalls, lakes, 

temples etc best suited for tourism activities. Mussoorie is a small town on hills but filled with various tourism dimensions. 

It is a well-known fact that for any business to prosper especially in service sector, the needs of the consumers should be satisfied by providing a quality product 

or service (Peterson & Wilson, 1992). Consumer satisfaction is very crucial for the service based businesses like tourist attractions (Oliver, 1994; Otto & Brent 

Richie, 1996; Pearce & Moscardo, 1998; Sparks, 2000; Matear, Osbourne, Garret & Gray, 2002). There exists a strong link among consumer satisfaction and service 

provider profitability (Bolton & Drew, 1994; Hill, 1996). Therefore, a need arises for assessing the relationship and impact of the different promotional mix elements 

on tourist satisfaction so that marketer and tourism firm operators would develop optimal strategies to maximize satisfaction and hence profitability. 

 

2. LITERATURE REVIEW 
2.1 PROMOTION MIX 

Promotion is one of the 4 P’s of Marketing and is very effective way to reach potential customers to influence their purchase decisions and actions related to the 

product or services. Promotion helps in informing the customers about the availability of the product and to make them aware about the marketing activities 

(Bagozzi, 1998). Promotion strategy is defined as an activity of marketers to communicate with the target audience in the various or selected market (Kotler, Rein 

& Haider, 1993). 

Promotional mix, also known as marketing communication mix, contains tools of advertising, personal selling, sales promotion, publicity and direct marketing 

which are used by the companies to accomplish its advertising and marketing objectives (Kotler, 2007). 

Mohammadi, Esmaeily and Salehi (2012) in their study of Prioritization of promotion tools based on AIDA model by Analytic Hierarchy process in production sector 

of sport industry identified the best possible promotional mix in production sector of sport industry. They used AIDA model, for analysis AHP (Analytical Hierarchy 

process) model was used. Different 17 promotional tools were selected for the study and importance of each variable was correlated with customer awareness 

and interest. 

2.2 TOURIST’S SATISFACTION 

Tourist satisfaction may be defined as the psychological and emotional state of the tourist after or during experiencing his visit or trip Baker and Crompton (2000).  

Tourist’s satisfaction is the social and behavioral judgment provided by the tourists as a feedback to overall tourism performances which comprise the tourism 

environment, infrastructure, social services, facilities provided at the destination, safety etc. of the tourism activities found at the place of tourism. Hence it is the 

best indicator to show the quality of the services provided by the tourism activities. Therefore, it is very important for the sustainable development of tourist 

attractions. 

Fuchs and Weiermar (2003) applied multi-attribute model to define tourist satisfaction. They calculated through different dimensions of service quality like safety, 

security, aesthetics appeal, service orientation, amenities and accessibility of services. They also measured of tourism activities like food and accommodation, 

shopping, transportation and other attractions. 

Barsky and Labagh (1992) stated 9 different factor for satisfaction by expectation met, which were location, price, room, employee attitude, facilities, service, 

packing, reception, food and beverages. Bojanic (1996) discovered a powerful and positive correlation between perceived value and satisfaction in a tourism 

context. 

Monsef and Raji (2013) in their study entitles as Assessment of Advertising Role in Guilan Province Tourism Industry Development evaluated the relationship 

between advertising as a promotional tool and satisfaction of tourist. For this purpose, he used correlation method and he concluded that there was a significant 

relationship between advertising and tourist satisfaction. 

Sarker, Aimin & Begum (2012) examined the impact of marketing mix elements on satisfaction of tourist of East Lake (China) in their study entitled as Investigating 

the Impact of Marketing Mix Elements on Tourists’ Satisfaction: An Empirical Study on East Lake. They found that six out of seven elements of marketing mix were 

positively related to satisfaction but tourists were not satisfied with the prices of the product and services. For their study they used survey questionnaire method 

and tested the responses on SPSS software. Same software was used for the analysis purpose. 

 

3. RESEARCH GAP 
After going through literature it has been found that now much work has been done in evaluating the impact of promotional mix on tourist satisfaction. A few 

studies presented relationships and impact between marketing and satisfaction but that were too very limited. Also no work has been done specifically in Mus-

soorie which is one of the major tourist destinations in Uttarakhand, India. Therefore, the current study tries to find the impact of promotional mix elements on 

tourist’s satisfaction through the tourists visited Mussoorie. 

 

 

T 
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4. OBJECTIVES 
The present study has certain specific research objectives. They are as follows 

1. Evaluating the impact of the different promotional mix elements on tourist’s satisfaction. 

2. Giving recommendations and suggestion to policy makers for future development. 

 

5. METHODOLOGY 
CONCEPTUAL MODEL AND HYPOTHESES 

5.1 RESEARCH MODEL 

FIG. 1: PROPOSED MODEL FOR PROMOTIONAL MIX ELEMENTS AND TOURIST SATISFACTION 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In the Fig. 1, the model having four promotional mix elements have been taken into consideration which are advertising, sales promotion, publicity and direct 

marketing and their impact on tourist satisfaction has been evaluated. The general form of the study model was, 

S = a + b1P1+ b2P2 + b3P3 + b4P4 + e 

Where, S is tourist satisfaction, P1 is advertising, P2 is sales promotion, P3 is publicity and P4 is direct marketing; a is constant; b1, b2, b3 and b4 are respective 

coefficients to estimate and e is the error. 

5.2 HYPOTHESES 

Based on the objective of the study following four null hypotheses were created: 

H01:  There is no significant impact of advertising on tourist’s satisfaction of the tourist visited Mussoorie. 

H02: There is no significant impact of sales promotion on tourist’s satisfaction of the tourist visited Mussoorie. 

H03:  There is no significant impact of publicity on tourist’s satisfaction of the tourist visited Mussoorie. 

H04:  There is no significant impact of direct marketing on tourist’s satisfaction of the tourist visited Mussoorie. 

5.3 METHOD 

The study is both empirical in nature, which is based on both qualitative and quantitative data. The study uses both primary and secondary sources for collecting 

data. Convenience sampling technique was used and 200 tourists were selected as respondents, which were all above 18 years so as to get correct responses.  

18 questions were taken under 4 elements of promotional mix and 23 questions for tourist’s satisfaction were included in the questionnaire. The tourist’s selection 

was done on the main exit points of Mussoorie and specific destinations. 

Independent variables taken were advertising, sales promotion, publicity and direct marketing as elements of promotion mix which have been regressed with 

tourist’s satisfaction as dependent variable. Primary data has been collected in the form of well-structured questionnaire on Likert’s five-point scale. 

P > 0.05 (significance value greater than 0.05) shows that there is no significance difference in the mean at 95% level of confidence. The study has been done at 

the confidence level of 95%. 

 

6. DATA ANALYSIS 
After the collection of data by survey questionnaire, in close relation to the objectives and hypothesis of the study, the analysis of the data was done by using 

Statistical Package for Social Research (SPSS)-17. For hypothesis testing and analysis, inferential analysis has been used. Cronbach’s alpha for reliability test, de-

scriptive statistics techniques and linear regression were applied for this purpose. 

6.1 RELIABILITY TEST 

According to Nunnally (1978), Cronbach's alpha with larger alpha values (greater than 0.70) shows higher internal consistency in the measured dimension and has 

greater reliability. From table 1, the Cronbach’s alpha value is greater than 0.70, therefore it is evident that the questionnaire had good internal reliability and data 

could be utilized for further analysis. 

6.2 DEMOGRAPHIC AND TRAVEL DETAILS OF THE TOURIST 

In the respondents 71% were Indians and 29% were foreigners. Most of the tourists were males which contributed 67% while females were 33%. Majority was 

between the age group of 26-35 years with 27.5% followed by 46-55 years with 24.5% and 36-45 years with 22.0%. Tourist above the age of 55 years counted for 

8% and the remaining 18% were less than 26 years. 54.5% belonged to Hindu religion followed by 25.5% Christians in which majority was of foreigner and 14% 

Muslims. Sikh, Buddhist and other contributed in the remaining percentage. Married tourists were found to be 56.5% as compared to single tourists with 43.5%. 

80% of the tourists visited with friends and family while 14.5% with spouse. 3% came alone for the visit and 2.5% selected the response as ‘other’. Most of the 

tourists who visited Mussoorie had good educational background in which 59.5% were graduates, 25.5% post graduates and 11% were technical. It was also found 

that only 2.5% have studied up to high school and 1.5% was having degree above post-graduation. All types of visitors from student to employee, business man to 

home maker were found. 34.5% respondents had monthly income more than 40,000 rupees, 25% had no income and remaining under 40,000 rupees. 

Purpose of visit of 50% of the tourist was recreational or for pleasure, 15% contributed as pilgrimage and 12.5% for knowing cultural and historical significance in 

which again majority was of foreigners. Others came for adventure, honeymoon or education or on official visit. 72% stayed in hotels and guest house while 17% 

stayed at friends and relative’s places, few didn’t stay anywhere and contributed for 1.5%. Railways were found to be the most preferred mode of travel with 44% 

responses followed by chartered taxi with 29%. Air travel got the least response of 4% only. Day visitors were only 13(6.5%) while most of the tourist stayed for 

one day to one week, in which 28% stayed for 3-5 nights, 26% for 1-2 nights, 23.5% for 1 week. 32 tourists stayed for more than a week with a contribution of 

16%. 

6.3 DESCRIPTIVE STATISTICS 

In table 2, the mean scores and std. deviations of the variables are clear. Among the independent variables advertising with the mean score of 3.8107 secured first 

rank followed by Publicity, Sales Promotion and Direct Marketing with 3.6875, 3.6510 and 2.4000 mean scores respectively.  

 

ADVERTISING 

DIRECT MARKETING 

SALES PROMOTION 

PUBLICITY 

 

TOURISTS SATISFACTION 
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6.4 REGRESSION ANALYSIS 

Simple Linear Regression analysis has been used to evaluate the impact of independent variables on the dependent variable. The single variable regression takes 

the linear form of functional relations like:  

��� � +  ��� + 	� 

When there are n data points {(xi, yi), i = 1,..., n}, y is the dependent variable, 'x' is the independent variable, ' 
 ' is the slope of the straight line and ' � ' is the y – 

intercept. 

1. H01: There is no significant impact of advertising on tourist’s satisfaction of the tourist visited Mussoorie. 

The value of R2 was found to be 0.663 which depicts that 66.3% variance in tourist’s satisfaction is explained by advertising. F = 389.177 at P = 0.000 explains the 

model’s goodness of fit. Value of t = 19.728 shows positive and strong relationship between advertisement and tourist’s satisfaction. So after assessing these 

results it can be inferred that this hypothesis is rejected at 95% significance. 

2. H02: There is no significant impact of sales promotion on tourist’s satisfaction of the tourist visited Mussoorie. 

The value of R2 was found to be 0.703 which depicts that 70.3% variance in tourist’s satisfaction is explained by advertising. F = 467.685 at P = 0.000 explains the 

model’s goodness of fit. Value of t = 21.626 shows positive and strong relationship between sales promotion and tourist’s satisfaction. So after assessing these 

results it can be inferred that this hypothesis is rejected at 95% significance. 

3. H03: There is no significant impact of publicity on tourist’s satisfaction of the tourist visited Mussoorie. 

The value of R2 was found to be 0.677 which depicts that 67.7% variance in tourist’s satisfaction is explained by advertising. F = 414.991 at P = 0.000 explains the 

model’s goodness of fit. Value of t = 20.369 shows positive and strong relationship between publicity and tourist’s satisfaction. So after assessing these results it 

can be inferred that this hypothesis is rejected at 95% significance. 

4. H04: There is no significant impact of direct marketing on tourist’s satisfaction of the tourist visited Mussoorie. 

The value of R2 was found to be 0.007 which depicts that 00.7% variance in tourist’s satisfaction is explained by advertising. F = 1.384 at P = 0.241 does not explains 

the model’s goodness of fit. Value of t = 1.176 shows positive and extremely weak relationship between direct marketing and tourist’s satisfaction. So after 

assessing these results it can be inferred that this hypothesis is accepted at 95% significance. 

 

7. DISCUSSION 
After observing the mean score of the elements of promotional mix it was found that highest mean score was of advertising, 3.8107, which created awareness in 

the tourist and later they were satisfied with the services availed in Mussoorie. Direct marketing got the lower mean score of 2.4 and was found to be insignificant 

in relation to tourist’s satisfaction. The remaining two independent variables publicity and sales promotion followed advertising in order and have significant 

relationship with tourist satisfaction. Their means score was found to be 3.6875 and 3.6510 respectively, which shows that tourist was motivated up to an extent 

but not highly motivated by these promotion tools. The overall satisfaction of the tourists is also in a good range and has mean score of 3.7003 which shows that 

tourists have scored their satisfaction levels near satisfied but not highly satisfied. 

 

8. CONCLUSION AND RECOMMENDATIONS 
8.1 CONCLUSION 

Based on the results and discussion of descriptive statistics and regression analysis the study can be concluded that only direct marketing has no significance in 

creating awareness in tourists and also has no significant impact on tourist satisfaction. While the remaining three independent variables i.e. advertising, sales 

promotion and publicity were effective in creating awareness and found to have a strong and positive impact on tourist’s satisfaction. 

8.2 RECOMMENDATIONS 

As level of satisfaction is not as high as it should be more focus should be given on the different satisfaction attributes in Mussoorie so that it would lead to 

profitability. Although advertising, sales promotion and publicity are having a better participation in influencing the awareness and motivational levels of tourist 

and converting them from potential to actual tourists but somewhere direct marketing is lagging behind, so proper emphasis should give on different tools of 

direct marketing like direct mails, Kiosk marketing etc., in promoting Mussoorie as tourism destination. 

The foreign tourists are often mocked by locals and other peoples which should be avoided at all cost. Awareness regarding the true sense and meaning of ‘Atithi 

Devo Bhava’ should be implemented in the society. Also proper historical description and path directions should be in English too. Publication of some ‘Information 

Brochure’ in major foreign languages should be done. 

Information Technology infrastructure and tourist information database should be properly developed and maintained. Up-to-date information should be available 

to the tourists round the clock. 

Tourist’s information centre should be placed in different entry and exit point so that it would be more convenient for the tourists and they can collect right 

information very easily. 

Cleanliness and ecofriendly environment should be well promoted and improved. 

Frequency in the different promotional tools like advertising and publicity should be implemented so as to create top of mind awareness. 

 

9. LIMITATIONS 
As this research is based on the tourist behavior therefore possibilities of some biased and irresponsible information could be provided while filling questionnaires 

which will be reflected in the analysis and interpretation that cannot be simply neglected. Respondents usually hesitate to share their true self and therefore it is 

one of the major limitations of the survey based research. Sample size could have been more to make it more representative and the findings cannot be generalized 

over total population of tourists in Mussoorie. Time and money constrains were also one of the limitations of the study. Data was only collected during the peak 

seasons. In the study only four elements were taken into consideration, other elements can also be incorporated in the study like personnel selling, word of mouth 

etc. 

 

10. DIRECTION FOR FUTURE RESEARCHES 
As the study has some limitations and had specific objectives, other elements relating to the promotion and satisfaction can be covered in future researches. 

Destination image also affects the tourist satisfaction which can be incorporated in the model. More and advanced statistical tools and techniques could be used 

for analyzing more results from the same or associated model. 
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APPENDIX 
TABLE 1: RELIABILITY TEST 

Variables Cronbach's Alpha (a)* 

Advertising 0.751 

Sales Promotion 0.744 

Publicity 0.869 

Direct Marketing 0.745 

Tourist satisfaction 0.897 

Source: Compiled and calculated by researcher 

*Cronbach’s Alpha value of 0.7 or higher are considered acceptable (Nunnally, 1978) 

 

TABLE 2: DESCRIPTIVE STATISTICS 

Statements N Mean Std. Deviation 

Advertising 200 3.8107 .37317 

Sales Promotion 200 3.6510 .43236 

Publicity 200 3.6875 .53328 

Direct Marketing 200 2.4000 .43698 

Tourist’s Satisfaction 200 3.7033 .33907 

Source: Compiled and calculated by researcher 

 

TABLE 3: REGRESSION ANALYSIS 

Model R R Square Coefficients t F P 

Advertising .814 .663 .814(.740*) 19.728 389.177 .000 

Sales Promotion .838 .703 .838(.657*) 21.626 467.685 .000 

Publicity .823 .677 .823(.523*) 20.369 414.911 .000 

Direct Marketing .083 .007 .083(.065*) 1.176 1.384 .241 

 Predictors: (Constant), Advertising, Sales Promotion, Publicity & Direct Marketing 

 Dependent Variable: Tourist’s Satisfaction 

Source: Compiled and calculated by researcher 

* Unstandardized Coefficients 
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