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ABSTRACT  

Current study aims to measure the economic impact of the rural tourism development on the 

local vendors. Study was conducted on the local vendors of Kutch and Bhuj area. Total sample size 

of the study was 250 local vendors running their shops in the Kutch and Bhuj. Researcher has used 

t-test, one-way Anova test and descriptive analysis for the data analysis and testing of hypothesis. 

It was found that the tourism development in Kutch & Bhuj region has no significant impact on 

the economic conditions of the local shopkeepers. Majority of the local shopkeepers are availing 

the benefits from government in terms of start-up loans or loans for development of existing 

business, and majority of the local shopkeepers are satisfied with the earnings they are getting 

due to tourism development in Kutch & Bhuj region. There is a need to develop infrastructure for 

the local vendors for promoting these areas as rural tourism.  

KEYWORDS: Rural Tourism, Kutch & Bhuj, Local Vendors, Tourism development, and India.  

 

INTRODUCTION  

Tourism has emerged as one of the important sector which contributes highly to the GDP of the 

country. It helps in increasing the foreign currency reserves of the country and also helps in 

improving the balance of payment.  Tourism helps in improving the image of the country at global 

level, as the international tourists who visits will do word of mouth marketing of the host country 

if they receive good experience during their period of travel. Manila Declaration (1980) expressed 

the importance of tourism in the world and stated that tourism is one of the vital elements of the 

socio-economic system of a country as it has a direct and significant impact on the educational, 

social, economic and cultural environment of the economy. Tourism also affects the international 

relations between the countries and the people (Korstanje, 2012). The main source of income 
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from the tourism sector is through payment for food, accommodation, hospitality and other 

services by the tourists. Tourism services contribute total 30 percent of the world’s trade services 

and 6 percent of the total value of export of goods and services (Lew, 2008). The growth of 

various sectors of the economy are associated with the growth of the tourism sector such as; 

transportation sector including railways, buses, ships, airlines, taxis, cruises and cabs, hospitality 

services (hotels, restaurants, resorts) for food and accommodation, entertainment sector 

(amusement parks, shopping malls, music, theatres, casinos etc.) and handicraft sector (souvenirs 

clothing, and other items). 

Late 2000s financial crisis, also known as sub-prime crisis, and HINI influenza virus both have 

affected the tourism at global level. International tourism goes slow down during 2008 to 2009. 

But tourism industry has recovered after 2009 and has shown steady growth. Total international 

income growth in 2011 was 3.8% from last year, international tourism receipts increase up 

to US$1.03 trillion in 2011. In 2012, the total numbers of international tourists have crossed the 

figure of 1 billion, first time in the history of tourism. Due to the increased importance of tourism 

industry for the economies, countries like China, Brazil and Russia; have started increasing the 

investment in the tourism industry to increase the number of tourists and the income from the 

tourism industry. World’s largest trade fair is held in Berlin, which is popularly known as ITB Berlin 

and attracts huge tourists and major source of income from tourism industry (Hall, 2010).  

REVIEW OF LITERATURE 

Kumar (2015) conducted a study to measure the role of rural tourism in the development of the 

economy. The study is based on the case study of Samode region of Rajasthan state of India. The 

study is based on the primary data collected from the tourists with the help of well-structured 

questionnaire. It was found from the study that rural tourism plays a significant role in the 

development of the rural economy of the state. Rural tourism can be developed with the help of 

private public partnership. Mill & Morrison, (2002) stated that tourism activities in rural areas 

need to take care of environmental factor also as all these activities work in public domain. Visitor 

management is also important while re-structuring the rural areas for tourism in order to achieve 

the goals of the community such as; heritage protection, natural landscapes and infrastructural 

development. It was found from the study of Patil and Choubey (2010) that rural tourism has 

significantly improve the earning of the local people and the lifestyle of the local area public. Rural 

tourism has improved the transportation facilities in the village, and department of tourism has 

made noticeable development in the infrastructure (Sharma, 2013). There is still a room for 

improvement in the rural tourism. It was suggested by researchers (Singh and Tiwari, 2014 and 

Yooshik & Uysal, 2003) that India has huge rural and tribal resources, which can be used to 

https://en.wikipedia.org/wiki/ITB_Berlin
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promote the rural tourism in the state. State government should work in coordination with 

private investors to provide basic infrastructure in the rural areas such as; roads, accommodation, 

drinking water facilities, and proper transportation in order to attract the tourist to the rural areas 

(Raina & Jain, 2004). This will also give a chance to tourists to live and enjoy the glimpse of rural 

and tribal culture and lifestyle. Rural resources can be used in such a way that it can promote the 

growth of tourism and also provide the sustained development of the area. Local traditions, fair, 

festivals, rituals, costumes, dialects, all can be used to provide unique tourists’ product to the 

visitors (Satyanarayana & Ramu Reddi, 2006). This will not only help the villagers to earn income 

but also help in preservation of the natural resources of the rural areas, promoting the rural or 

tribal culture at national and global level. Researcher has highlighted some of the attractions of 

rural tourism namely; Therapeutic centres, Desert campaigning, tent night centres, comfy camel 

rides, Luxurious resorts, sand- dunes, High-class desert experience and Desert safari by Jeep. One 

of the important factors which are vital for the success of rural tourism is that the local public of 

the rural or tribal area should be the ambassador for promoting the rural areas as local public are 

more connected and well versed with the customs, traditions, rituals, culture of their area. Singh 

and Tiwari (2014) conducted a study on rural tourism. The research aims to measure the impact 

of rural tourism on the socio-economic conditions of the rural areas of the tourists’ place. The 

study is a kind of case study conducted on a rural area of Rajasthan which is a famous tourist’s 

place i.e. Ranakpur. The study was based on the primary data collected from the villagers, officer 

working in tourism department of Jaipur, Jodhpur and tourists visiting Ranakpur. It was found 

from the study that rural tourism has a significant impact on the socio-economic development of 

the area. Rural tourism generates employment opportunities for the rural people and provide 

livelihood to the villagers (Dhariwal, 2005). Rural tourism when implemented with proper 

planning, in coordination with the local public and keeping in view the environmental and natural 

factors of that particular region, will always work as a tool for sustainable development of the 

area (Andriotis Konstantinos, 2000). It is clearly visible from the various studies (Dharmwani 

(2013), Hans Basil (2008) and Lalnunmawia, 2010) that officials of tourism department, in 

coordination with the state government and villagers, started various initiatives to promote rural 

tourism in India. Villagers get employment and the development in natural resources such as 

developing wildlife parks and improvement in infrastructure of the village, promotion or publicity 

of fairs and festivals of villagers, and mountaineering and other recreational facilities for the 

tourists (Babu, 2008).   
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RESEARCH METHODOLOGY 

Research was mainly based on the opinions of the local vendors working in the area of Kutch and 

Bhuj. Researcher has used structured questionnaire for the purpose of data collection. Sample 

size of the study was 250, and the local vendors have been selected randomly. Every third 

shopkeeper was approached to respond to the questionnaire and data was collected personally. 

Researcher has used the one sample t-test and one-way Anova for the analysis of data. Following 

hypothesis has been framed in the study: 

Hypothesis: There is a significant difference in the perception of local vendors towards the 

economic impact of tourism development in Kutch & Bhuj 

Hypothesis: There is a significant difference in the opinions of local vendors towards the benefits 

received from government for tourism development in Kutch & Bhuj. 

Hypothesis: There is no significant difference in the local vendors’ satisfaction level towards their 

earning due to tourism development in Kutch & Bhuj. 

Hypothesis: Business tenure has no impact on the satisfaction level of local vendors towards their 

earning due to tourism development in Kutch & Bhuj. 

Hypothesis: Type of shop has no impact on the satisfaction level of local vendors towards their 

earning due to tourism development in Kutch & Bhuj. 

OBJECTIVE 

To measure the economic impact of tourism development in Kutch-Bhuj on the local vendors 

In the current study, researcher has measured the impact of tourism development on the 

economic conditions of the local shopkeepers or local vendors. Researcher has asked the 

questions related to the economic impact of tourism development from the local shopkeepers 

such as; economic impact of tourism development, benefits received from government for 

tourism development and the satisfaction level of local vendors towards their earning from 

tourism development. Researcher has used t-test for acceptance or rejection of hypothesis. 

Descriptive statistics and results of t-test have been given in table 1 and 2 in detail. 

Table 1: Economic impact of tourism development in Kutch & Bhuj 

Economic Impact Number of 

Vendors 

Percentage Mean 

Value 

Std. Dev 

Agree 40 16.0 2.00 .000 

Disagree 50 20.0 2.00 .000 

Not agree neither disagree 70 28.0 3.00 .816 

Strongly agree 20 8.0 3.00 1.41 

Strongly disagree 70 28.0 2.29 .951 

Total 250 100.0 3.01 .451 
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Interpretation: It can be interpreted from the descriptive analysis given in table 1 that 28 percent 

of the local shopkeepers are strongly disagree with the statement that tourism development in 

Kutch & Bhuj region has significant impact on the economic conditions of the local shopkeepers. 

While only 8 percent the local shopkeepers are strongly agree with the statement that tourism 

development in Kutch & Bhuj region has significant impact on the economic conditions of the 

local shopkeepers. Thus, it can be said that local shopkeepers of this region have an opinion that 

tourism development in Kutch & Bhuj region has no significant impact on the economic conditions 

of the local shopkeepers. 

Hypothesis: There is a significant difference in the perception of local vendors towards the 

economic impact of tourism development in Kutch & Bhuj 

Table 12: T-test 

 

Economic impact of 

tourism development 

in Kutch & Bhuj 

Value of 

T-test 

Degree of 

Freedom 

Significance  Mean 

Difference 

Lower Upper 

10.739 249 .000 3.120 2.52 3.72 

Interpretation: It can be interpreted from the t-test that the value of t-test is 10.739, at 249 

degree of freedom, with a p-value of 0.000. It indicates that there is a significant difference in the 

perception of local vendors towards the economic impact of tourism development in Kutch & 

Bhuj. Thus, it can be said that different vendors have different perception towards the economic 

impact of tourism development in Kutch & Bhuj. 

Objective: To measure the benefits received by the local shopkeepers from government for 

tourism development in Kutch & Bhuj. 

Table 3: Kind of Benefit for Your Business Given by Government 

Benefits from Government Number of 

Vendors 

Percentage Mean 

Value 

Std. Dev 

Tax free Dealing 40 16.0 2.00 .000 

Space for market 50 20.0 2.00 1.00 

Loan for start/Develop business 110 44.0 3.00 .775 

Other 50 20.0 2.00 .000 

Total 250 100.0 2.88 .841 

Interpretation: It can be interpreted from the descriptive analysis given in table 3 that 44 percent 

of the local shopkeepers are getting benefits from the government for tourism development in 

Kutch –Bhuj region in terms start up loans or loans for business development, while 20 percent of 

the local shopkeepers are availing the benefits like space for opining shops for tourists, and 16 
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percent of the local shopkeepers are availing the benefits from government in terms of tax free 

dealings for the purpose of tourism development in Kutch & Bhuj.  

Hypothesis: There is a significant difference in the opinions of local vendors towards the benefits 

received from government for tourism development in Kutch & Bhuj. 

Table 4: T-test 

 

Kind of benefit for 

your business given by 

government 

Value of 

T-test 

Degree 

of 

Freedom 

Significance  Mean 

Difference 

Lower Upper 

13.559 249 .000 2.680 2.27 3.09 

Interpretation: It can be interpreted from the table 4 that the value of t-test is 13.559, at 249 

degree of freedom, with a p-value of 0.000. It indicates that there is a significant difference in the 

opinions of local vendors towards the benefits received from government for tourism 

development in Kutch & Bhuj. Thus, it can be said that different local vendors are receiving 

different types of benefits from government for tourism development in Kutch & Bhuj.  

Objective: To measure the satisfaction among local vendors towards their earning due to 

tourism development in Kutch & Bhuj.  

Table 5: Earning due to tourism development in Kutch & Bhuj 

Satisfaction  Number of 

Vendors 

Percentage Mean 

Value 

Std. 

Dev 

Highly satisfy 30 12.0 2.33 .577 

Satisfied 100 40.0 2.60 .966 

Average  90 36.0 2.22 .833 

Not satisfied 30 12.0 2.67 .577 

Total 250 100.0 2.44 .821 

Interpretation: It can be interpreted from the descriptive analysis given in table 5 that 40 percent 

of the local shopkeepers are satisfied with the earning they are getting due to development in 

tourism industry of Kutch & Bhuj. 36 percent of the local shopkeepers are neither satisfied nor 

dissatisfied with the earning they are getting due to development in tourism industry of Kutch & 

Bhuj. While 12 percent of the local shopkeepers are highly satisfied with the earning they are 

getting due to development in tourism industry of Kutch & Bhuj. Thus, overall it can be said that 

local shopkeepers are satisfied with the earning they are getting due to development in tourism 

industry of Kutch & Bhuj. 

Hypothesis: There is no significant difference in the local vendor’ satisfaction level towards their 

earning due to tourism development in Kutch & Bhuj. 
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Table 6: T-test 

 

Earning due to 

tourism development 

in Kutch & Bhuj 

Value of 

T-test 

Degree of 

Freedom 

Significance  Mean 

Difference 

Lower Upper 

14.224 249 .000 2.480 2.12 2.84 

Interpretation: It can be interpreted from the table 6 that the value of t-test is 14.224, at 249 

degree of freedom, with a p-value of 0.000. It indicates that there is a significant difference in the 

local vendor’ satisfaction level towards their earning due to tourism development in Kutch & Bhuj.  

Objective: To measure the impact of tenure of business and type of business on the satisfaction 

level of local vendors towards their earning due to tourism development in Kutch & Bhuj. 

Table 7: Tenure of business 

Tenure of business Vendors Mean 

value 

Variance Std. Error Minimum 

value 

Maximum 

value 

Less than 5 years 20 2.00 .000 .000 2 2 

6-10 years 40 3.00 .000 .000 3 3 

11- 20 years 100 2.30 .949 .300 1 4 

more than 20 years 90 2.56 1.014 .338 1 4 

Total 250 2.48 .872 .174 1 4 

Hypothesis: Business tenure has no impact on the satisfaction level of local vendors towards their 

earning due to tourism development in Kutch & Bhuj. 

Table 8: Anova test 

 Sum of Squares Degree of 

Freedom 

Mean Square 

Value 

F-value p-value 

Values Between 

Groups 
1.918 3 .639 .822 .496 

Values Within 

Groups 
16.322 246 .777 

  

Total 18.240 249    

Interpretation: It can be interpreted from the results of Anova test given in table 8 that the value 

of f is 0.822, with a p-value of 0.496. Results of one way Anova clearly indicates that the f-value is 

found to be insignificant, thus there is no significant difference in the mean values of two or more 

variables or groups. Thus, it can be said that business tenure has no impact on the satisfaction 

level of local vendors towards their earning due to tourism development in Kutch & Bhuj. 

Hypothesis: Type of shop has no impact on the satisfaction level of local vendors towards their 

earning due to tourism development in Kutch & Bhuj. 
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Table 9: Type of business 

 Vendors Mean 

value 

Variance Std. Error Minimum 

value 

Maximum 

value 

Khanjar 70 2.00 1.000 .378 1 4 

Toy 40 2.25 .957 .479 1 3 

Handicraft 130 2.85 .689 .191 2 4 

other 10 2.00 .589 .132 2 2 

Total 250 2.48 .872 .174 1 4 

Table 10: Anova test 

 Sum of Squares Degree of 

Freedom 

Mean Square 

Value 

F-value p-value 

Between Groups 3.798 3 1.266 1.841 .171 

Within Groups 14.442 246 .688   

Total 18.240 249    

Interpretation: It can be interpreted from the results of Anova test given in table 10 that the 

value of f is 1.841, with a p-value of 0.171. Results of one way Anova clearly indicates that the f-

value is found to be insignificant, thus there is no significant difference in the mean values of two 

or more variables or groups. Thus, it can be said that type of shop has no impact on the 

satisfaction level of local vendors towards their earning due to tourism development in Kutch & 

Bhuj.  

 

CONCLUSION 

Overall, it can be said from the analysis that local shopkeepers of this region have an opinion that 

tourism development in Kutch & Bhuj region has no significant impact on the economic conditions 

of the local shopkeepers. Majority of the local shopkeepers are availing the benefits from 

government in terms of start-up loans or loans for development of existing business, and majority 

of the local shopkeepers are satisfied with the earnings they are getting due to tourism 

development in Kutch & Bhuj region. Further, it was found that type of business and the tenure of 

business do not have significant impact on the satisfaction level of local shopkeepers towards 

their earning due to tourism development in Kutch & Bhuj.  
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