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ABSTRACT 

The aims of this study are to analyze the tourists’ perceptions about the impact of factors affecting destination 

attractiveness on the tourists’ satisfaction level after a major shift in the tourism industry due to the recent COVID-19. 

The second is to assess the tourists’ perceptions about the new health safety measures or potential of virtual tourism in 

tourist destinations. The researchers have investigated tourists’ perceptions after this pandemic period using a sample of 

417 tourists visiting 5 major tourist spots in Uttarakhand namely Almora, Nainital, Dehradun, Haridwar, and Rishikesh. 

The judgmental sampling design is used in the study. Descriptive statistics and SEM (structural equation modelling) 

techniques are used for data analysis. The findings of the study entail that health safety has been marked as an important 

attribute for tourism destination selection for many tourists due to the COVID-19. As COVID-19 has emphasized the 

tourist destination stakeholders to follow the safety measure and health protocols to reset the tourism industry and tackle 

the health crisis, hence improving health safety and building travelers’ confidence is the immediate challenge that needs 

to tackle first. Findings also show the potential of virtual tourism as a new market that needs to be tapped by the host 

stakeholders. 
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1. Introduction 

On 11-03-2020, the World Health Organization declared COVID-19 a worldwide pandemic[1]. Every 

section of the economy was affected around the world[2]. However, the tourism and hospitality sectors 

are unquestionably some of the industries that have affected the most. Although the current phase of 

tourism has historically demonstrated extraordinary adaptation and tenacity. The tragic events of 

9/11[3], SARS in Asia[4], International terrorist acts[5], and the global financial crisis 2008–09[6], are 

some instances of people’s attitude and practices being affected by these significant occurrences but 

they also show how the tourism market has been able to consistently return[2] and grow over time. 

COVID-19 was clearly an irregular tremor for tourism industry[7]. 
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Travel restrictions imposed by various countries harmed their economies which included inbound and 

outbound tourism, as well as a diverse range of tourism and hospitality service providers[8]. Countries increased 

restrictions on travel in 2020 to curb spread of COVID-19, and this led tourism industry a drastic fall in 2021. 

Many countries reported a significant decrease in travellers in the first quarter of 2021. UNWTO World 

Tourism Barometer[9] released a statement by its Secretary-General in relation to the tourism sector and its 

economic status as “2020 was the worst year for tourism on record”. Due to health concerns, tourism services 

around the world have been temporarily halted due to COVID-19 virus and this created economic loss on the 

global tourism in a short period of time, resulting in an unprecedented global economic catastrophe[10–13]. 

It’s worth noting that tourism, as well as the wellness aspects of vacations, play a vital role in public 

health[14,15]. To promote a balanced recovery of tourism, governments must provide financial assistance to the 

tourist and health sectors. Although COVID-19 has not been entirely controlled, there is still a desire for 

visitors; the mode of travel will alter, and travel with a mask for COVID-19 will become the new normal. 

Entrepreneurs are seeking to revive the tourism industry and rebuild their tourism economies. It’s initially very 

vital to know the scale and scope of the ups and downs that will arise in post-COVID tourists’ consumption 

practices and primacies, but there will undoubtedly be a shift. The travel pattern has grown selective as 

COVID-19 has dramatically modified travelers’ psychological perspectives[16]. Future tourism trends may be 

driven by autonomous tourism, luxurious outings, and wellbeing tourism[17]. Hence, new parameters may lead 

to future tourism that meets visitor demand while reducing negative impacts. 

2. Literature review 

The tourism industry is judged on its ability to attract visitors as well as its potential for long-term benefits 

to the economy. Since the outbreak of the SARS-CoV2 virus, all human activities have been impacted, but 

none more so than tourism[18]. The literature review is looked at from two angles: (i) it reflects the elements 

that influence destination attractiveness, and (ii) the literature focuses on tourists’ perceptions, satisfaction, 

and expectations after the health crisis. 

2.1. Tourist destination attractiveness 

The attraction of any tourist destination comprises many components, such as accommodation units, food 

and beverage outlets, and other commercial entities; these contribute to its attractiveness and encourage visitors 

to visit a destination and its multiple features define its attractiveness to a certain person in a specific 

context[19,20]. The attraction of a destination indicates travelers’ ideas and demands[19,21,22]. The better a 

destination meets tourists’ expectations, the more attractive it is and the greater the chance of being chosen as 

a destination[23]. Attractiveness is a perceived capability that is enhanced by a destination’s qualities, or the 

elements that make up the destination[23–25]. The natural beauty and infrastructure of a tourist location entice 

visitors to visit and spend their leisure time at tourist attractions[24,25]. Tourism cannot thrive without attractions 

and demand for tourism amenities; nevertheless, services may be limited or non-existent[26]. Visitors will only 

flock to a destination if the infrastructure and amenities are adequate[27]. 

2.2. Attributes affecting tourist destination attractiveness 

Tourist destinations (DT) are comprised of numerous characteristics that have a significant influence on 

travellers at various stages[28]. Define destination attributes as “a combination of distributed factors that 

stimulate visitors to a destination”. The attractiveness of the destination creates some characteristics in visitors’ 

minds that direct expectations from a tourist destination, and this contributes to better levels of satisfaction 

among tourists[29–31]. Choice of destination and subjective benefits are linked to destination attractiveness. The 

relative choice of individual benefits and the traveler’s perception of what they expect to receive from the 
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destination combine to create this attractiveness[32]. The more tourists believe a destination can meet their needs, 

the more appealing it becomes, and the more likely it is that they will pick it as a promising tourist 

destination[33,34]. An optimistic appearance of a location created by a collaboration of destination qualities such 

as tourism infrastructure, tourist facilities, tourism attractions, etc., has an impact on destination selection 

decisions[18,25]. 

2.3. Tourist preferences regarding selection of destination 

In terms of accommodation, transportation, hotel and shopping price sensitivity, duration of stay, and 

seasonality[35–39], tourist preferences are connected to various travel attributes. Tourist behavior is heavily 

influenced by their vacation activity preferences. Vacation activities have an impact on travelers’ experiences, 

satisfaction levels, and enjoyment with specific destinations[39]. People are gravitating toward novel immersive 

and participative activities that provide a break from their regular routines[40]. As a result, activities at the 

location are an important factor to consider when promoting and developing destination branding[40]. Tourists 

choose destinations depending on their personal judgments of destination qualities, including risk factors[41]. 

When choosing a destination, one’s income level is also a deciding factor. As a result, it is vital to determine 

what tourism destination preferences are in demand following the health crisis[18]. 

2.4. Tourist satisfaction 

The term ‘Satisfaction’ is explained as “the interaction between a tourism experience and expectation 

about the destination”[41]. Satisfaction is influenced by one’s attitude[41]. In the present COVID-19 scenario, 

the client’s attitude to the threat raised from the epidemic is a significant forecaster because the person 

understands that accessing a public area raises the chance of infection[42,43]. Previous economic research have 

demonstrated how the COVID-19 issue has changed dynamic client responses and purchasing habits[7]. 

According to Untaru and Han[42], customer perceptions of precautionary measures have a strong mediation 

relationship with customer happiness and behavioral intentions in retail businesses, resulting in enhanced 

customer satisfaction and return visit rates. 

2.5. Virtual tourism 

The Information and Communication Technology (ICT) gave scope to visit tourist destinations virtually. 

This paradigm gave a new edge to the tourism industry and brought Virtual Tourism (VT). In the 21st century, 

many companies have significantly enhanced the quality of their products and services, which has led their 

organisational structures to shift to a virtual model[44,45]. These changes added a drastic effect on the expansion 

of communication channels, especially in terms of providing worldwide internet services. Similar to other 

industries, the tourism industry has seen significant transformations in the past decade[46]. 

VT is in high demand as a remarkable new form of tourism experience[47,48]. VT has benefited from the 

advent of ICT, which is constantly improving people’s ability to access information and explore tourist sites 

online. VT is a nonphysical type of tourism product that exists in the three-dimensional world in order to merge 

human perceptions with the computer applications that include the virtual travel experience. The preceding 

study considered VT to tourism destination for persons who are physically unable to travel but wish to travel 

to new areas[49,50]; Paquet and Viktor[51] cite a number of advantages of VT, including cost reduction, 

accessibility, and knowledge enhancement for vacation planners, tourism and hospitality businesses, and other 

tourism management bodies[52]. These benefits of VT also apply to people who would be interested in visiting 

tourist destinations virtually due to time, money, and other personal reasons. However, the COVID-19 

pandemic, made us compel to revisit the applicability of VT in the tourism industry. 
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2.6. Tourists’ perceptions and expectations towards smart or virtual tourism 

The expectation theory is a set of characteristics designed to accomplish or lead to a particular outcome[53]. 

Expectations are benchmarks against which tourists evaluate a service provider’s performance[54]. Discovered 

that travellers’ cognitive/affective image forms[55]. Visitors participate in tourist activities because they expect 

a memorable experience[56]. As a result, tourist expectations may become the driving force behind the 

journey[57]. The tourist experience during the stages of the travel process is influenced by expectations about a 

destination[58]. In the post-COVID-19, individuals are adjusting their values and priorities[59–62]. As a result, 

determining tourists’ expectations prior to the trip becomes critical. 

The current study includes a thorough series of questions concerning people’s travel impressions and 

expectations about elements impacting destination attractiveness, as well as smart tourism technologies and a 

new set of health safety standards in the reference of the COVID-19 pandemic’s restricted conditions. The data 

obtained from visitors visiting Uttarkhand demonstrates considerable changes in different aspects of tourists’ 

expectations, as well as their impact on Uttarkhand. As a result, in light of the new formula of safety protocols 

and virtual tourism, examine tourist opinions of destination attractiveness aspects. 

3. Materials and methods 

3.1. Research problem 

The COVID-19 has a vast influence on the tourism business in Uttarakhand (India), which is a major 

employer and source of income for hundreds of thousands of people. The limitations are expected to result in 

a revenue loss of Rs 7000–8000 crores, according to the Uttarakhand Finance Department. An estimated 2.5 

lakh people employed in the hotel industry lose their jobs by the end of June 2020. When compared to 2019, 

the number of tourists dropped by 90–95 percent in 2020[63]. Tourists began to return in August 2020, following 

the State government’s gradual unlocking steps, and most tourist destinations reported a healthy flow of 

arrivals until March 2021. The State’s spectacular rebound from October 2020 to February 2021 is an 

indication of the prospect of tourist resuscitation[35], restoration, and resurgence once the second wave has 

passed. Once the pandemic passed, Uttarakhand must adopt revival and growth strategies, as well as plans 

backed by resources, to kick-start the sector in a systematic manner. People who are pent up in their homes 

will wish to travel with a passion; thus, it would be an opportune time to rekindle the tourism business with 

tempting products and deals. Reforms are the first step toward adjusting to the ‘new normal’, and recovery 

would follow reforms, as people are concerned about recent travel and place a premium on sanitation and 

hygiene in light of COVID-19. The use of technology will be beneficial to the state, and understanding changed 

travel behaviour and tourist motivation will aid Uttarakhand’s tourism industry in resuming smoothly and 

becoming a leader in this renaissance. As a result, the researchers chose this topic for their study in order to 

evaluate tourist perceptions of destination attractiveness components while keeping in mind the new health 

safety protocol and virtual tourism formula. The current study will be useful in gathering input from tourists 

on technology developments as well as new safety regulations or measures in tourist destinations. 

3.2. Research objectives 

This study aims to analyze the tourists’ perceptions about the impact of factors affecting destination 

attractiveness on the tourists’ satisfaction level after a major shift due to COVID-19 in the tourism industry. 

The second is to evaluate the tourists’ perceptions of new health safety measures or the potential of virtual 

tourism in tourism destinations. 
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3.3. Research design and tools 

The research design of this study is explorative. The data is collected through primary and secondary data. 

Tourism in Uttarakhand state has seen many faces in the past. Originally Uttarakhand state is famous for 

religious tourism from many years however, in recent years the tourists visited the state for other different 

reason also. In the study, 30 variables are comprised in the questionnaire (see Appendix) related to different 

attributes of destination attractiveness and competitiveness in Uttarakhand with the support of literature review. 

These 30 variables represent six different factors of destination attractiveness which affect the tourists’ 

satisfaction level in Uttarakhand state. These factors are named as Tourism Infrastructure, Tourist Facilities, 

Attractiveness of Destination, Uniqueness of tourist destinations, Tourist Destination Competitiveness and 

Tourism Standard. The list of detailed literature review is shown in Table 1. 

Table 1. Literature review regarding factors of destination attractiveness. 

S. No. Factors Variables Literature review 

1 Tourism infrastructure Availability and Standards of 
accommodations’ facilities 

[21], [64], [65], [66] 

Tourism infrastructure encompasses the physical 
and organizational components that support and 
enhance the travel experience for tourists. It 
includes transportation networks, 
accommodation facilities, recreational 
amenities, information and communication 
centers, and other essential services that 
contribute to a destination’s appeal and 
accessibility. 

Availability of transport [27], [67], [68], [69] 

Travel agencies and Tour operators [64], [70], [71], [72] 

Sources of entertainment [21], [29], [70], [71] 

Tele Communication facilities [20], [64], [71] 

2 Tourist facilities Accessibility of accommodation  [20], [29] [64], [71] 

Tourist facilities refer to the various amenities 
and services designed to cater to the needs and 
comforts of travelers. These can include 

accommodations like hotels and hostels, 
restaurants, transportation services, basic 
requirements like food, water and cleanliness, 
visitor information centers, all of which are 
essential in ensuring a pleasant and convenient 
experience for tourists. 

Accessibility of transport [25], [27], [28], [67], [68] 

Availability and quality of cuisine and 
drinking water 

[66], [73] 

Cleanliness and hygienic environment  [20], [27], [74], [75], [76] 

3 Attractiveness of tourist destination Rich spiritual attractions  [12], [21], [29], [65], [70] 

The attractiveness of a destination is the sum of 
its unique and appealing features that draw 
visitors. This includes natural beauty, cultural 
richness, historical significance, recreational 
opportunities, and other factors that make a 

place desirable for tourism.  

Fairs and Festivals, Arts and exhibitions [21], [29], [70] 

Natural health resorts and therapy 
facilities 

[25], [29], [39], [77] 

Shopping Centers [16], [29], [71] 

Adventurous and Sports Activities [20], [27], [74] 

Good night life [27], [66] 

4 Uniqueness of tourist destination Outstanding natural sites and 

sceneries/wonders 

[27], [32], [74] 

The uniqueness of a tourist destination lies in its 

distinctive characteristics and experiences that 
set it apart from other places. It could be defined 
by its natural sceneries/wonders, multi-cultural 
heritage, local traditions, or specific activities 
like yoga and meditation that cannot be 
replicated elsewhere. Uniqueness of the 
destination plays a pivotal role in attracting 
travelers seeking novel and memorable tourism 

experience. 

Yoga and meditation facilities [14], [23] 

Multi-cultural heritage [25], [67], [68] 

Rest and Relax environment/Undisturbed 
nature 

[21], [29], [70] 
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Table 1. (Continued). 

S. No. Factors Variables Literature review 

5 Tourist destination competitiveness Hospitable and friendly people [29], [64], [65], [66] 

Tourist destination competitiveness is a measure 
of a location’s ability to attract and retain 
visitors in a competitive tourism market. It 
involves factors such as infrastructure, 
accessibility, marketing strategies, pricing, and 
the overall quality of the visitor experience. 

Destinations that effectively enhance their 
competitiveness can increase tourism revenue, 
stimulate economic growth, and sustain their 
appeal in a global tourism industry. 

Personal safety and security  [20], [64], [66], [71], [73] 

Proper information and communication 
channels about tourist spots 

[74], [75], [78] 

Training of service providers at tourist 
spots. 

[60], [78], [79] 

A place with good name and reputation [66], [73] 

6 Tourism standard Travel and tour packages [21], [27], [64], [70], [71], 
[78] 

Tourism standards refer to various 
strategies/guidelines/benchmarks and the 
support system that defines the expected level of 
quality and service in the tourism industry. 
These standards help ensure consistency and 
excellence in areas such as accommodations, 
restaurants, tour operations, and transportation, 

thus enhancing the overall experience for 
travelers while promoting safety, sustainability, 
and customer satisfaction. 

Government policies and strategies [73], [79], [80] 

Various forms of tourism [16], [17], [27], [60] 

NICHE products of tourism [16], [17], [28], [49], [52] 

No fear of terrorism [3], [5] 

3.4. Statistical tool and techniques 

The SEM (Structural Equation Modelling) approach is used to examine the effect of factors of tourist 

destination attractiveness on the satisfaction level of the tourist after this pandemic period. Descriptive statistics 

technique is applied to measure the tourists’ perceptions about the new concept of virtual tourism and a new 

factor affecting the destination attractiveness—safety measures with health protocols after COVID-19. 

3.5. Sampling design and sampling frame 

The population of the current study includes the different types of tourists visiting five major tourist spots 

in Uttarakhand namely Almora, Nainital, Dehradun, Haridwar and Rishikesh. The judgmental sampling design 

is used in the study. The selected criteria are used in picking the sampling unit from the target population. 

Sample size is restricted to 417 tourists. The efforts are made to maintain the randomness of selecting the 

sample units in the peak seasons as well as in the peak day of the week. The sample size of 417 is considered 

as representative of the target population. According to Bartlett table of sample size calculation, the sample 

size of 384 is considered suitable for the population up to 30 billion. 

3.6. Theoretical model and hypothesis formulation 

The following theoretical model (Figure 1) is tested in the study: 
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Figure 1. Theoretical model. 

Hypotheses: 

The hypotheses for the study are: 

• H1(a): Tourism infrastructure have a significant impact on tourist satisfaction. 

• H1(b): Tourist facilities have a significant impact on tourist satisfaction. 

• H1(c): Attractiveness of tourist destination has a significant impact on tourist satisfaction. 

• H1(d): Tourism standards have a significant impact on tourist satisfaction. 

• H1(e): Uniqueness of tourist destination have a significant impact on tourist satisfaction. 

• H1(f): Tourist destination competitiveness have a significant impact on tourist satisfaction. 

3.7. Limitations of the study 

Over the past four years, there has been a notable disparity in the number of foreign and domestic tourists 

visiting Uttarakhand. Foreign tourist arrivals were consistently lower than domestic arrivals from 2018–19 to 

2021–22. In 2018–19, foreign tourists accounted for 154,526 out of a total of 36,852,204 visitors, but due to 

the pandemic in 2020, this number dropped to just 38,763. In the following year, 2021–22, foreign tourist 

arrivals were only 15,410[64]. As a result, during our recent survey, the proportion of domestic to foreign tourists 

was approximately 83:17. 

It’s essential to acknowledge that domestic and foreign tourists often have distinct perceptions and 

expectations when exploring a destination, as they differ in their travel experiences. Consequently, when 

formulating hypotheses, it becomes crucial to consider the satisfaction levels of both these tourist groups. 

However, the significant imbalance in the number of domestic and foreign tourists visiting Uttarakhand 

over the past four years has impacted our survey’s representativeness. This limitation hinders our ability to 

effectively analyze and compare the perceptions of these different tourist groups regarding the impact of 

various destination attractiveness factors on their overall satisfaction levels. 
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4. Data analysis and interpretation 

Table 2. Analysis of the demographic profile of respondents. 

S. No. Demographic Profile Category Percentage (Total 417 

Tourists) 

1 Gender Male 49% 

Female 51% 

2 Age Group Below 20 years 6% 

20–30  32% 

30–40 40% 

Above 40 years 22% 

3 Type of tourists Domestic tourists 83% 

Foreign tourists 17% 

Response for potential of virtual tourism 

According to the analysis of the demographic profile of respondents (Table 2), 68.4% of the respondents 

heard about virtual tourism. 60.5% of the respondents confirm their view about destination attractiveness has 

changed after the pandemic (COVID-19). 71% of the respondents feel that health protocols in tourist 

destinations should be mandatory; this makes health protocols a significant element of the destination 

preferences. And it’s interesting to note here that 65.8% of the tourists are also willing to experience their 

favourite tourist destinations virtually. This confirms that the market for virtual tourism is bright. These results 

are greatly influenced due to the health protocol which has been followed in the recent past and this change 

has become a key component that affects tourist destinations and choice of the destination. 

Table 3 highlights the respondents’ views on health protocol in tourist destination. We can see that 

responses to the existence health protocols in relation to destination attractiveness were asked to which 40.99% 

of the respondents strongly agree and 35.87% agree to the statement, “Maintaining health protocols enhances 

destination attractiveness.” And in similar passion, the statement, “Health protocols in a tourist destination can 

alter or impact overall tourist satisfaction.” received 43.59% and 25.9% for strongly agree and agree 

respectively. 

Table 3. Respondents’ views on health protocols in tourist destination. 

N-417 Strongly Agree Agree Can’t say Disagree Strongly Disagree 

“Maintaining health protocols enhances destination 

attractiveness.” 

40.99 35.87 12.88 7.68 2.58 

“Health protocols in a tourist destination can alter or 

impact overall tourist satisfaction.” 

43.59 25.9 17.71 7.68 5.12 

Table 4. Respondents’ views on virtual tourism as an alternative way to experience any tourist destination. 

N-417 Strongly 

Agree 

Agree Can’t say Disagree Strongly 

Disagree 

For those who do not have time to travel 7.24 41.4 25.76 15.36 10.24 

For the person who does not have money to travel 15.12 51.52 12.88 15.36 5.12 

For the person who cannot travel due to health issues 12.88 56.64 12.56 12.8 5.12 

For a hodophobic individual 27.92 38.64 18 12.88 2.56 

Pandemic situations 35.87 23.01 25.76 10.24 5.12 
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Table 4 shows response to virtual tourism as an alternative means for tourists to experience any tourist 

destination comprises five statements, the statement, “For the person who cannot travel due to health issues” 

receives the highest percentage i.e. 56.64% for “agree” and 12.88% for strongly agree. 51.52% of the 

respondents agree with the statement “For the person who does not have money to travel” and 15.12% strongly 

agree with the same statement. And 41.4% of the respondents are agreed with the statement, “For those who 

do not have time to travel” and only 7.24% strongly agreed with the same statement. For the statement, “For a 

homophobic individual” 38.64% of the respondents agree and 27.92% strongly agree with the same statement. 

35.87% strongly agree with the statement “Pandemic situations” and 23.01% agree, and we can also see that 

25.76% opted for neutral for the same statement. The results are skewed more toward agree side of the Likert 

items, these confirm that virtual tourism has a good potential in the tourism market.  

To find out the relations of factors affecting the satisfaction level of domestic and foreign tourists, the 

SEM technique is applied. The structural model to be examined with the help of the SEM approach is shown 

below in Figure 2. 

 
Figure 2. Structural model. 

The results of SEM approach are shown and discussed in Tables 5 and 6. 

Table 5. Standardized regression path coefficients. 

Endogenous 

Construct 

Exogenous Constructs (Factors of Tourism Attraction) Standardized Regression Path 

Coefficients 

Tourist 
Satisfaction 

Tourism Infrastructure 0.052 

Tourist Facilities 0.073 

Attractiveness of tourist destination 0.272 

Tourism Standards 0.250 

Uniqueness of Tourism Destination 0.087 

Tourist Destination Competitiveness 0.201 

 

 



Environment and Social Psychology | doi: 10.54517/esp.v9i5.1976 

10 

Table 6. Regression path coefficients. 

   Estimate S.E. C.R. P Label 

Tourist_Satisfaction  Tourist__destination__competitiveness 0.248 0.074 3.340 *** par_31 

Tourist_Satisfaction  Uniqueness_of__tourist_destination 0.093 0.056 1.655 0.098 par_34 

Tourist_Satisfaction  Tourism_Infrastructure 0.066 0.070 .938 0.348 par_35 

Tourist_Satisfaction  Tourist_Facilities 0.082 0.069 1.190 0.234 par_37 

Tourist_Satisfaction  Attractiveness_of__tourist_destination 0.418 0.113 3.698 *** par_38 

Tourist_Satisfaction  Tourism_standards 0.272 0.055 4.948 *** par_39 

Table 7 Hypotheses indicate that the probability value of the critical ratio is found to be less than 0.05 in 

the case of each of the factors, namely attractiveness of a tourist destination, tourism standards, and tourist 

destination competitiveness. Hence, with a ninety five percent confidence level, it can be concluded that the 

factors, namely, the attractiveness of a tourist destination, tourism standards, and tourist destination 

competitiveness, have a significant impact on tourist satisfaction. It is also found that the standardised 

regression coefficient of these factors is positive. Hence, the presence of these factors has a significant positive 

impact on the satisfaction level of tourists. 

Table 7. Hypothesis testing. 

Endogenous 

Construct 

Exogenous Constructs (Factors of 

Tourism Attraction) 

P Value Significant/No significant 

Impact on tourists’ satisfaction 

R Square 

Tourist  
Satisfaction 

Tourist Facilities 0.234 No Significant Impact 61%  

Tourism Infrastructure 0.348 No Significant Impact 

Attractiveness of tourist destination 0.000 Significant Impact 

Tourism Standards 0.000 Significant Impact 

Tourist Destination Competitiveness 0.000 Significant Impact 

Uniqueness of Tourism Destination 0.098 No Significant Impact 

By comparing the magnitude of the standardised regression coefficient of these significant factors, it is 

found that the attractiveness of the destination plays the highest role in modulating tourist satisfaction. This is 

followed by tourism standards, which are found to have the second highest impact on tourists’ satisfaction. 

After this, the next most significant factor affecting tourist satisfaction is the competitiveness of tourist 

destinations. However, in the case of the uniqueness of tourist destinations, tourist facilities, and tourism 

infrastructure, the probability value is found to be greater than the 5% level of significance. The attractiveness 

of tourist destinations, tourism standards, and tourist destination competitiveness affect tourists’ satisfaction 

differently. Hence, results in the perception of virtual tourism as an alternative means to experience tourist 

destinations also vary differently, as we can see in Table 4. 

The results for the statistical fitness indices of the structural model indicate the factors affecting tourism 

attractiveness and tourist satisfaction indicate the presence of good fit (Table 8). The CMIN/DF is found to be 

1.516 < 3. GFI is 0.903 > 0.8, and AGFI is 0.886, which is more than 0.8. CFI is 0.976 > 0.9, TLI is found to 

be 0.973 > 0.9, NFI is 0.932 > 0.9, and RMSEA is found to be 0.035 < 0.08. So, it can be said that the SEM 

model is statistically acceptable as a whole. 
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Table 8. Statistical fitness indices. 

Statistical Fitness Index Estimated Value Required value 

CMIN/DF 1.516 Less than 3 

Goodness of fit index (GFI) 0.903 More than 0.8 

Adjusted Goodness of fit index (AGFI) 0.886 More than 0.8 

Comparative fit index (CFI) 0.976 More than 0.9 

Tucker-Lewis coefficient (TLI) 0.973 More than 0.9 

Normed fit index (NFI) 0.932 More than 0.9 

Root mean square error of approximation (RMSEA) 0.035 Less than 0.08 

5. Research implications 

Tourist satisfaction is depicted to be a crucial aspect of any destination’s ability to become a leading 

attraction. For example, the quality of the visitors’ experience and satisfaction level are important 

considerations when developing strategies for a tourist destination. Tourist satisfaction is more crucial in 

developing an articulate and long-lasting relationship with consumers than other factors in marketing strategy. 

The COVID-19 pandemic has made us more conscious while traveling, and therefore, hygiene and safety have 

become significant predictors of tourist satisfaction. Maintaining health protocols and safety measures in 

tourist destinations builds confidence and trust amongst tourists. And along with this, the quality of such 

service is also an important component in creating an attractive tourist destination. Hence, the study suggests 

that the host stakeholder prepares their tourist destination efficiently in terms of health safety and maintains 

protocol for any emergency cases. 

The findings of the study indicate that the safety in a destination is an important factor for many tourists 

during destination selection. People who would like to visit tourist destinations digitally owing to time, money, 

or other personal reasons can also profit from virtual tourism, as we have clearly seen from the result of this 

study. Along with this, the COVID-19 outbreak compelled customers to reconsider their destination choices 

due to safety and health protocols, which are essential for destination choices and tourist satisfaction. 

The findings of the study indicate that safety has become an important factor for many tourists when 

selecting destinations. The selection of tourist destinations is oriented toward safety measures that compel 

destination planners and host stakeholders to prepare tourist destinations. Emphasizing health-related safety 

measures should be a standard procedure in the host destination; guidelines for health protocols and frequent 

quality checks should also be practised during the operation. This shift in destination attractiveness directs 

destination marketing organisations to consider highlighting destination safety and security related to health 

in promotional messages. This can also act as a strategy to use such messages as there are clear signs of a 

connection between destination attractiveness and tourist perception that they conceive from promotional 

messages. 

The state government of Uttrakhand should create regulations to monitor the quality of services provided 

at the destination and develop a strategy to tackle health and safety concerns. This concern is not limited to the 

outbreak of viruses but also general safety measures that should be taken for any natural calamity in the region. 

Uttrakhand has faced many natural disasters in the recent past. The state is prone to natural calamity due to its 

mountainous regions, and the rapid development of the state has only added to this cause. Uttrakhand attracts 

mass tourism and is quite a popular destination among different tourists from all around the globe. All these 

direct the state government of Uttrakhand to make the state a prerequisite to be prepared concerning safety 

measures in all aspects. Tourist satisfaction is also important for successful destination branding because it 
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affects where tourists go, what products and services they buy, and where the state should put its attention. 

In the mid of all these crises virtual tourism steps in as an alternative way to experience and rekindle its 

potential in tourism and hospitality industry. The findings also point to virtual tourism’s potential as a new 

market that has to be explored by host stakeholders. The prospects of virtual reality in tourism have sparked a 

lot of interest. Virtual tourism can definitely be opted by the person who is suffering from hodophobia and the 

person who does not have much money and time to travel physically but still wish to experience a tourist 

destination in virtual mode. 

6. Conclusion 

The attractiveness of a destination symbolises the tourists’ thoughts and impressions of the destination’s 

ability to meet their needs. The more a place meets the expectations of visitors, the more appealing it is and 

the more likely it is to be chosen as a destination. Attractiveness is a personal trait that can be improved by a 

destination’s qualities, or the things that make it up. 

Tourism cannot thrive without attractions and demand for tourist amenities. Nevertheless, services may 

be limited or non-existent. Six elements determining Uttarakhand’s tourism attraction are highlighted in this 

study. These elements include tourist destination competitiveness, tourism infrastructure, tourist facilities, 

tourist destination attractiveness, tourism standards, and the uniqueness of a tourist destination. The 

attractiveness, tourism standards, and competitiveness of a tourist destination all influence tourist satisfaction. 

The findings of the study also indicate that destination safety has become an important selection criterion for 

many tourists. The selection of tourist destinations is slanted toward safety measures and tourist destination 

preparedness. 

Various aspects explored under diverse perceptions of tourist destinations show that in order to create a 

long-term relationship with tourists, their satisfaction should be prioritised over any other marketing strategy. 

This shift in destination appeal prompts destination marketing organisations to highlight health-related safety 

measures and protocols at the host destination during promotion and marketing as a strategic tool. With the 

help of technology, virtual tourism is a prospective market among the younger generation that provides them 

with an envisioned tourist destination. However, some still argue about user-friendly virtual tourism tools for 

elderly people, which opens up further studies. The virtual reality in tourism does not appear to have the 

potential to replace genuine travel. However, there are numerous advantages to such technologies in trip 

planning. They use these technologies in cases like being unable to travel due to health conditions, pandemics, 

and bad weather, or for tourist places that remain inaccessible for most of the year. 
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Appendix 

Questionnaire for Tourist 

The attached questionnaire is an important survey designed to assess your satisfaction level related to the 

factors affecting tourist destination attractiveness in Uttarakhand. I seek your cooperation and request you to 

spare few minutes of your valuable time for filling up this questionnaire. The information provided by the 

respondents will be used for the academic purpose only and will be strictly kept confidential. Note: Non-

residents of Uttarakhand are requested to perceive themselves as tourist. Thanks in Advance. 

SECTION-A 

Demographic profile: 

1) Gender…….. 

(a) Male  

(b) Female 

2) Age (in years) ……….. 

3) Nationality…………  

(a) Indian (Specify the state……………..) 

(b) Foreigner (Specify the country……………) 

SECTION-B 

How do you rate your satisfaction level with the factors affecting tourist destination attractiveness in 

Uttarakhand while visiting? Kindly rate those by using rating scale. 

S. No. Variables 1 2 3 4 5 

1 Availability and Standards of accommodations’ facilities      

2 Availability of transport      

3 Travel agencies and Tour operators      

4 Sources of entertainment      

5 Tele Communication facilities      

6 Accessibility of accommodation       

7 Accessibility of transport      

8 Availability and quality of cuisine and drinking water      

9 Cleanliness and hygienic environment       

10 Availability of competent tourist guide      

11 Rich spiritual attractions       

12 Fairs and Festivals, Arts and exhibitions      

13 Natural health resorts and therapy facilities      

14 Shopping Centers      

15 Adventurous and Sports Activities      

16 Good night life      

17 Outstanding natural sites and sceneries/wonders      

18 Yoga and meditation facilities      

19 Multicultural heritage      
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S. No. Variables 1 2 3 4 5 

20 Rest and Relax environment/Undisturbed nature      

21  Hospitable and friendly people      

22 Personal safety and security       

23 
Proper information and communication channels about 
tourist spots 

     

24 Training of service providers at tourist spots.      

25 A place with good name and reputation      

26  Travel and tour packages      

27 Government policies and strategies      

28 Various forms of tourism      

29 NICHE products of tourism      

30 No fear of terrorism      

Very Bad (1), Bad (2), Neutral (3), Good (4), Very Good (5). 

SECTION-C 

1) Have you heard about virtual tourism? 

a) Yes. 

b) No. 

2) If yes, how would you rate Virtual Tourism as an alternative means for tourists to see any tourist 

destination? 

Not important (1), less important (2), Can’t say (3), Important (4), Most important (5)  

a) For the person who does not have money to travel 

b) For those who do not have time to travel  

c) For the person who cannot travel due to health issues 

d) For a hodophobic individual 

e) Pandemic like situations 

3) How would you rate the importance of health protocols in tourist destinations? 

Not important (1), Less important (2), Can’t say (3), Important (4), Most important (5) 

4) Has your opinion about destinations attractive changed after the pandemic? 

a) Yes 

b) No 

5) How strongly do you agree with the following statements? 

a) Strongly disagreed (1), Disagreed (2), Can’t say (3), Agreed (4), Strongly Agreed (5) 

b) Maintaining health protocols enhances destination attractiveness 

c) Health protocols in a tourist destination can alter or impact overall tourist satisfaction.  

6)  According to you, what improvements need to be carried out to enhance your level of satisfaction with 

Uttarakhand as a tourist destination in National as well as International Level? 


