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Abstract:  

This study explores innovative marketing approaches aimed at enhancing tourism experiences in Assam, a 

state rich in biodiversity and cultural heritage yet often overlooked by travelers. Despite its vast potential, 

many tourist destinations in Assam remain underrated, limiting economic growth and local community 

development. This research examines the geographical and cultural significance of these hidden treasures, 

emphasizing the need for effective marketing strategies to promote them. By identifying challenges in current 

promotional efforts and understanding traveler preferences, the study aims to propose targeted marketing 

strategies that highlight Assam's unique attractions. Additionally, the research addresses issues of tourist 

awareness and engagement, aiming to create a more informed visitor base. This involves examining successful 

marketing practices from other regions to inspire innovative approaches in Assam. The study also delves into 

potential tourism development opportunities, focusing on sustainable practices that benefit both the 

environment and local economies. Moreover, it highlights the challenges faced in promoting these destinations, 

such as inadequate infrastructure and limited resources, while emphasizing the importance of conservation 

efforts. The findings are expected to contribute significantly to tourism policy discussions and help 

stakeholders create a robust framework for enhancing tourism in Assam. Ultimately, this research aims to 

position Assam as a key player in India’s tourism landscape, benefiting both visitors and local communities 

through increased awareness and engagement. 
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Introduction 

Tourism is a vital sector for economic development, cultural exchange, and environmental sustainability. 

Assam, nestled in the northeastern part of India, is endowed with rich biodiversity, vibrant culture, and 

historical significance. However, many of its unique attractions remain underexplored and underrated 

compared to more popular tourist destinations in India. This lack of recognition not only limits the influx of 

tourists but also hampers local economies and the livelihoods of communities that depend on tourism for their 

sustenance. 

The state boasts a myriad of hidden treasures, from pristine landscapes and wildlife sanctuaries to traditional 

festivals and ethnic crafts. Despite these offerings, Assam struggles to position itself as a prominent tourist 

destination. Traditional marketing strategies have often failed to highlight the region's unique selling points, 

leading to a disconnect between potential tourists and the rich experiences available. 

This study aims to explore innovative marketing approaches to enhance tourism experiences in Assam. By 

examining current practices and identifying gaps in awareness and promotion, the research seeks to formulate 

strategies that can effectively draw attention to the state's hidden gems. Through a comprehensive analysis of 

the geographical and cultural significance of these destinations, the study will provide valuable insights into 

how Assam can transform its tourism landscape. Ultimately, the findings will contribute to a more sustainable 

and inclusive tourism model that benefits local communities and preserves the region's unique heritage. 

Statement of the problem 

The problem addressed in this study is the underutilization of Assam's diverse and culturally rich tourist 

destinations, which are often overshadowed by more popular regions. Despite having significant potential for 

tourism growth, Assam faces challenges such as inadequate marketing strategies, low awareness among 

potential travellers, and insufficient infrastructure. This has resulted in missed opportunities for local economic 

development and community engagement. The study aims to explore innovative marketing approaches that can 

effectively enhance the visibility of these hidden treasures, attract more tourists, and ultimately contribute to 

sustainable tourism growth in the region. 

Significance of the study 

This study is significant as it aims to transform Assam's tourism landscape by identifying innovative marketing 

strategies that enhance tourist experiences. By promoting underrated destinations, it seeks to diversify tourist 

traffic and boost the local economy, benefiting communities and businesses. The focus on sustainable tourism 

practices will help protect Assam's environment and cultural heritage for future generations. Additionally, the 

study will enhance visitor satisfaction by tailoring experiences to meet modern travellers' preferences. 
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Ultimately, it contributes to academic knowledge in tourism marketing, providing valuable insights for 

researchers, policymakers, and industry stakeholders interested in emerging destinations.  

Review of literature 

 Borthakur (2024) looked at tourism in Assam using a SWOT analysis. He found that changing traveller 

preferences require businesses to adapt due to shifts in population and culture. Conflicts, weather issues, 

and an ageing population create risks, highlighting the need for smart marketing to boost tourism in 

Assam. 

 Dutta & Hazarika (2024) studied tea tourism in Assam, pointing out its historical ties to the British 

colonial period. The region's great climate produces high-quality black teas, making it a major contributor 

to India’s tea exports. The tea industry provides around two million jobs, showing its importance to the 

local economy. 

 Sarkar et al. (2024) examined ecotourism in Mizoram, known for its stunning natural beauty and wildlife 

areas. While tourism income is increasing, problems like poor infrastructure are holding back progress. 

There are many attractions, but better transportation and facilities are needed to fully realize ecotourism’s 

potential. 

 Bhatt & Rawat (2024) studied tourism in Uttarakhand, which employs about 1 million people, with many 

women in the workforce. Although tourism is growing due to the region’s natural beauty and cultural sites, 

issues like poor infrastructure in the Garhwal and Kumaon areas need to be fixed for sustainable 

development. 

 Basumatary & Sarma (2024) discussed how AI can improve India’s tourism industry by enhancing 

operations and customer service. With good planning, AI can help achieve sustainable growth, making 

technology essential for India to stay competitive in tourism. 

 Ekka & Joseph (2024) looked at how climate change affects tourism, noting threats to wildlife and 

increased health risks for travellers. It's important for governments and the tourism industry to work 

together on sustainable practices to address these environmental issues. 

 Jayaraj & Chandrakala (2024) talked about India’s potential in medical tourism, stressing the need for 

government support to make processes smoother and improve infrastructure. The paper suggests ways to 

boost India’s image as a medical tourism destination while ensuring quality care and meeting customer 

needs. 

 John et al. (2024) explored how tourism can help achieve sustainable development goals in India, focusing 

on public-private partnerships (PPP) and their effects on tourism projects in Goa. They looked at traveller 

preferences and proposed new projects to enhance agro-tourism and medical tourism. 
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 Ahmed & Nath (2023) studied the impact of linguistic imperialism on the Assamese language in the 

Sivasagar District. They found that temple-goers in Telangana were highly engaged and satisfied. The 

study recommends strategic development by authorities for sustainable growth in temple tourism. 

 Kamarapu & Saritha (2023) reviewed Kerala's successful tourism industry, which is known for its 

beautiful landscapes, heritage sites, and religious destinations. The hospitality sector is crucial, supported 

by tour operators and travel agents who help with travel and accommodations for various visitors.  

Research gap 

Despite Assam's rich cultural heritage and natural beauty, there is limited research on the innovative marketing 

strategies specifically tailored for its tourism sector. Existing studies often focus on broader regional analyses 

or traditional marketing approaches, leaving a gap in understanding how unique marketing techniques can 

enhance tourist experiences and promote lesser-known destinations within Assam. Additionally, the integration 

of digital marketing and social media in promoting Assam's tourism is underexplored, highlighting the need for 

targeted research to develop effective strategies that align with modern traveler preferences. 

Objective of the study  

To identify and evaluate innovative marketing strategies that can improve tourism experiences and attract more 

visitors to Assam. 

Sample size and Sampling  

The sample of the present study consists of 300 participants. Simple random sampling were used as a sampling 

technique. The questionnaire was designed to cover all important topics for the study. The analysis is presented 

below. 
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Area of Study 

The area of study is Assam. 

Data Analysis and Interpretation 

Particular Category Frequency Percentage 

 

Gender 

Male 197 65.66% 

Female 103 34.33% 

Total 300 100% 

 

Age 

Below 25 years 151 50.33% 

25-50 years 101 33.66% 

Above 50 years 48 16% 

Total 300 100% 

 

How often do you 

visit Assam 

Never visited 7 2.33% 

Rarely (once a year or 

less) 

143 47.66% 

Occasionally (2-4 

times a year) 

91 30.33% 

Frequently (more than 

4 times a year) 

59 19.66% 

Total 300 100% 

Marital Status Married 165 55% 

Unmarried  135 45% 

Total 300 100% 

Education 

Qualification 

Graduation 65 21.66% 

Post Graduation 56 18.66% 

Total 300 100% 

(Source: Primary Data) 

The data analysis presents a demographic overview of the 300 respondents surveyed, shedding light on their 

gender, age, visitation frequency to Assam, marital status, and educational qualifications. 

 Gender Distribution: Out of the total respondents, 65.66% (197) identified as male, while 34.33% 

(103) were female. This gender distribution indicates a predominance of male participants in the study, 

which could reflect societal trends or preferences in tourism activities and participation. 

 Age Groups: The age distribution of respondents reveals that 50.33% (151) are below 25 years, 

33.66% (101) are aged between 25-50 years, and 16% (48) are above 50 years. The majority of 
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participants fall into the younger age bracket, suggesting that tourism in Assam may be more appealing 

to younger individuals. This demographic could indicate a potential market for innovative and 

adventurous tourism experiences. 

 Frequency of Visits to Assam: When asked about their visitation frequency, 2.33% (7) of respondents 

reported never having visited Assam, while 47.66% (143) visit rarely, which is once a year or less. 

30.33% (91) visit occasionally (2-4 times a year), and 19.66% (59) visit frequently (more than 4 times 

a year). The high percentage of rare visitors suggests that there is significant room for growth in 

tourism marketing efforts to encourage more frequent visits. 

 Marital Status: In terms of marital status, 55% (165) of respondents are married, while 45% (135) are 

unmarried. This distribution indicates a balanced representation of both demographics, which can be 

valuable for tailoring tourism offerings, potentially focusing on family-oriented experiences for married 

individuals. 

 Educational Qualifications: Regarding educational qualifications, 21.66% (65) of the respondents 

hold a graduation degree, and 18.66% (56) have completed post-graduation. This suggests a relatively 

educated respondent pool, which can influence their preferences and expectations for tourism 

experiences in Assam. 

The analysis of this data provides valuable insights into the demographics of tourists engaging with Assam. 

The predominance of younger visitors and the significant number of infrequent visitors highlight opportunities 

for targeted marketing strategies. Additionally, the balanced representation of marital status and educational 

qualifications can inform the development of diverse tourism experiences tailored to meet the interests and 

needs of various groups. Overall, these insights will assist in crafting marketing strategies aimed at enhancing 

the tourism experience in Assam. 
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Descriptive statistics, Correlation, and reliability indicators among variables (N=300) 

Construct 1 2 3 4 5 Mean Std. dev 

Digital 

Marketing and 

Social Media 

Engagement 

0.741     3.67 1.57 

Cultural and 

Heritage 

Promotion 

0.852 0.255 0.421   3.62 1.59 

Eco-Tourism 

and 

Sustainability 

Initiatives 

0.963 0.261 0.419 0.318  3.45 1.55 

Collaborative 

Partnerships 

0.357 0.274 0.408 0.294  3.33 1.53 

Customized 

and Thematic 

Tours 

0.369 0.268 0.415 0.251  3.95 1.51 

Note: The values bold in the diagonal indicate the square root values of the AVEs of the variables. 

Descriptive Statistics 

The mean scores for each construct suggest varying levels of engagement and perception among respondents:  

 Digital Marketing and Social Media Engagement has a mean of 3.67, indicating a moderately 

positive perception of its impact on tourism. 

 Cultural and Heritage Promotion has a mean of 3.62, suggesting a significant appreciation for this 

aspect of tourism. 

 Eco-Tourism and Sustainability Initiatives scored a mean of 3.45, showing potential for growth in 

this area. 

 Collaborative Partnerships received a lower mean of 3.33, indicating room for improvement in 

fostering partnerships. 

 Customized and Thematic Tours had the highest mean of 3.95, suggesting a strong interest in 

personalized tourism experiences. 
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Correlation Analysis 

The correlation coefficients among constructs highlight the relationships between different marketing 

strategies: 

 A strong correlation is observed between Digital Marketing and Social Media Engagement (0.741) 

and Cultural and Heritage Promotion (0.852), indicating that effective digital marketing efforts are 

likely to enhance the promotion of cultural heritage. 

 Eco-Tourism and Sustainability Initiatives show moderate correlations with other constructs, 

particularly with Cultural and Heritage Promotion (0.419) and Collaborative Partnerships (0.408), 

suggesting a positive interaction between sustainability initiatives and cultural promotion. 

 Customized and Thematic Tours have significant correlations with all constructs, highlighting their 

importance in enhancing the overall tourism experience. 

Reliability Indicators 

The reliability of each construct can be inferred from the AVE values, as the square root values indicate a good 

level of reliability and construct validity. High values (above 0.7) suggest that the constructs are reliable and 

adequately capture the intended variables. 

The analysis of descriptive statistics, correlations, and reliability indicators demonstrates the 

interconnectedness of various marketing approaches in enhancing tourism experiences. The strong correlations 

among constructs suggest that implementing comprehensive marketing strategies can significantly impact 

tourist engagement and satisfaction in the region. Understanding these dynamics will aid in developing 

targeted initiatives to promote tourism effectively. 

Model Fitting summary 

Model Likelihood Chi-square df Sig 

Incept only 1128.62    

Final 345.22 421.518 5 0.000 

Source: Researchers calculated through SPSS 
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Interpretation of the Results 

1. Likelihood: 

o The likelihood value for the "Intercept Only" model is 1128.62. This represents the log-

likelihood of the data given that only the intercept (the average outcome) is included in the 

model. The high value indicates a good fit for the baseline model, but it does not account for the 

predictors. 

o The likelihood for the "Final" model is 345.22, which reflects the fit of the model that includes 

the predictor variables. A decrease in the likelihood value from the intercept-only model to the 

final model suggests that the inclusion of predictors improves the model fit. 

2. Chi-square Statistic: 

o The Chi-square statistic for the final model is 421.518 with 5 degrees of freedom (df). This 

statistic measures how well the model fits the data compared to the intercept-only model. A high 

Chi-square value indicates that the model with predictors significantly improves the fit over the 

intercept-only model. 

3. Significance (Sig): 

o The significance value (p-value) is 0.000, which is less than the common alpha level of 0.05. 

This indicates that the final model is statistically significant, meaning that the predictors 

included in the model significantly improve the fit compared to the model that only includes the 

intercept. 

Overall, the model fitting summary suggests that the final model, which incorporates predictor variables, 

provides a significantly better fit to the data than the intercept-only model. The significant Chi-square value 

and low p-value imply that the predictors are essential in explaining the variations in the dependent variable 

within the context of the study. This analysis supports the effectiveness of the identified marketing strategies in 

enhancing tourism experiences. 

R-Squared summary 

Nagelkerke 0.788 

Cox and Snell 0.791 

McFadden 0.709 

Source: Researchers calculated through SPSS 

 

http://www.ijcrt.org/


www.ijcrt.org                                                      © 2024 IJCRT | Volume 12, Issue 10 October 2024 | ISSN: 2320-2882 

IJCRT2410653 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org f614 
 

Interpretation of R-Squared Values 

1. Nagelkerke R-Squared (0.788): 

o This value adjusts the Cox and Snell R-squared to account for the maximum possible value, 

providing a clearer indication of the explained variance. A Nagelkerke value of 0.788 suggests 

that approximately 78.8% of the variance in the dependent variable can be explained by the 

model. This is considered a high value, indicating a strong relationship between the independent 

variables and the outcome. 

2. Cox and Snell R-Squared (0.791): 

o This measure, while informative, can sometimes underestimate the maximum value because it 

does not reach 1. The value of 0.791 indicates that about 79.1% of the variance is explained by 

the model. Similar to the Nagelkerke measure, this suggests a significant explanatory power, 

although it reflects a slightly lower proportion than Nagelkerke. 

3. McFadden R-Squared (0.709): 

o McFadden’s R-squared is another measure of the goodness of fit for logistic regression models. 

A value of 0.709 implies that the model explains approximately 70.9% of the variance. 

Although this is lower than the Nagelkerke and Cox and Snell values, it still indicates a 

reasonably good fit. McFadden values between 0.2 and 0.4 are considered indicative of a good 

model fit in logistic regression. 

The R-squared summary indicates that the model possesses a strong explanatory power, with Nagelkerke and 

Cox and Snell values suggesting that a substantial proportion of the variance in the dependent variable is 

accounted for by the predictors. The findings support the effectiveness of the innovative marketing strategies 

explored in enhancing tourism experiences. These results underline the importance of the identified factors in 

the model, emphasizing their relevance to stakeholders in the tourism sector. 

Findings 

The data analysis reveals key demographic details about the 300 respondents surveyed. Most participants are 

male (65.66%), and a significant number are under 25 years old (50.33%). Many respondents visit Assam 

rarely, with 47.66% saying they go once a year or less, while only a small group (2.33%) have never visited. In 

terms of marital status, 55% are married, and 45% are unmarried. The education levels show that 21.66% have 

a graduation degree and 18.66% have completed post-graduation. These findings suggest that tourism in 

Assam is mostly appealing to younger, educated males who may not visit often, indicating potential for more 

targeted marketing strategies. 
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Conclusion 

The analysis of the survey data provides valuable insights into the demographics and preferences of tourists 

engaging with Assam. The predominance of younger visitors and the significant number of infrequent travelers 

highlight opportunities for targeted marketing strategies that can enhance tourism experiences. Furthermore, 

the balanced representation of marital status and educational qualifications suggests a diverse audience, 

allowing for the development of varied tourism offerings to meet the needs of different groups. Overall, these 

insights underscore the importance of understanding tourist demographics to effectively promote Assam as a 

desirable travel destination. 

Suggestions  

1. Targeted Marketing Campaigns: Develop marketing strategies aimed at younger audiences, 

leveraging social media platforms to promote Assam's unique attractions and adventure tourism 

opportunities. 

2. Increased Accessibility: Improve transportation and accommodation options to make Assam more 

accessible for both infrequent and potential first-time visitors. 

3. Cultural and Heritage Promotion: Highlight Assam’s rich cultural heritage and festivals through 

organized events and campaigns that engage both domestic and international tourists. 

4. Customized Tour Packages: Create themed and customized tour packages catering to various 

interests, such as eco-tourism, adventure sports, and cultural experiences, to appeal to diverse tourist 

preferences. 

5. Collaboration with Local Businesses: Foster partnerships with local businesses and communities to 

enhance tourism experiences, ensuring that benefits extend to the local population and create a more 

authentic experience for visitors. 

6. Sustainability Initiatives: Emphasize eco-friendly tourism practices and promote sustainable 

initiatives to attract environmentally conscious travelers, ensuring the preservation of Assam's natural 

beauty. 

7. Feedback Mechanisms: Establish channels for tourists to provide feedback on their experiences, 

which can help improve services and offerings based on their preferences and suggestions.  

By implementing these strategies, Assam can better position itself as a competitive and attractive destination, 

encouraging more frequent visits and enhancing overall tourist satisfaction. 
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