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Many potential destinations are rich in cultural resources. As cultural tourism becomes increasingly
important for communities to showcase their cultural capital, it is vital to assess how cultural tourists
can be better understood and serviced through planning and marketing to attract more international visi-
tors. The marketing funnel process can help policymakers understand the critical components of tourists’
visiting behavior. The process conceptualizes the process of how a consumer purchases a product or ser-
vice from awareness through to purchase. We augment this marketing funnel process by also noting the
importance of postconsumption evaluation: the likelihood to recommend. Cultural heritage tourism is an
important feature of India’s tourism. Murshidabad, a district of West Bengal, India, situated on the bank of
Bhagirathi River, is 220 km away from the State capital, Kolkata. Murshidabad has a large number of cul-
tural resources, both tangible and intangible. The study explores the cultural resources and their potential
availability in Murshidabad. This will determine the scope of cultural heritage tourism development. This
research assesses tourists’ awareness, visitation, and likelihood to recommend cultural heritage resources
in Murshidabad. It also assesses residents’ perceptions towards cultural heritage tourism development as
well as the community’s participation level in cultural tourism development. This research uses a quantita-
tive method to sample both tourists and the local community. The findings reveal strong support for cul-
tural tourism development among the local community and high willingness to recommend many cultural
attractions, although promotion and awareness of some attractions can be improved.
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Introduction people face to face (Nyaupane et al., 2008). Tour-

ism has been recognized as a major contributor to

Tourism can be a mechanism to build mutual international goodwill and a means of developing
understanding, enriching varied cultures and life- social justice and promoting friendship (Askjelle-
styles between two countries by bringing diverse rud, 2003). Tourism development affects the social,
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cultural, and environmental elements within a desti-
nation (Nunkoo & Ramkissoon, 2010). Sociocultural
impacts are concerned with how tourism is contribut-
ing to changes in value systems, individual behavior,
family relationships, collective lifestyles, moral con-
duct, creative expressions, traditional ceremonies,
and community organization (Deery et al., 2012).
According to Tylor (1871), “culture” is that complex
whole that includes knowledge, beliefs, arts, mor-
als, laws, customs, and any other compatibilities and
habits acquired by the society. Cultural tourism can
bring positive impacts through the understanding of
history and culture (Girard & Nijkamp, 2009). A bet-
ter understanding of heritage may foster memorable
experiences and greater understanding between dif-
ferent communities (Seyfi et al., 2020). In the wake
of globalization, many destinations and communities
have started to rethink their policies and strategies for
preserving and strengthening their culture (Tolkach
& Pratt, 2019). At the same time, these communities
have realized the importance of cultural tourism and
its potential positive impacts (Zieba, 2016).

As highlighted by United Nations World Tour-
ism Organization (UNWTO), there are two perspec-
tives regarding the definition of cultural tourism
(UNWTO, 2001). The broad approach sees cultural
tourism as movements of all persons being included
in the definition because they satisfy the human need
for diversity, tending to raise the cultural level of the
individual and giving rise to new knowledge, experi-
ence, and encounters (Noonan & Rizzo, 2017). In
contrast, a more narrow definition of cultural tour-
ism is movements of persons for essentially cultural
motivations such as study tours, performing arts and
cultural tours, travel to festivals and other cultural
events, visits to sites and monuments (Su & Cai,
2019). For this research, we follow the narrow defi-
nition, as we seek to explore cultural tourism product
development and management. UNWTO predicted
cultural tourism will be one of the five key tourism
market segments in the future (UNWTO, 1999).

International Council on Monuments and Sites
(ICOMOS, 1990) further defined cultural tourism as
activities that enable people to experience the differ-
ent ways of life of other people, thereby gaining a
first-hand understanding of their customs, traditions,
the physical environment, their ideas, and those
places of architectural, historic, archeological, or
other cultural significance that remain from earlier

times (Jovicic, 2016). As with other forms of tour-
ism, cultural tourism development can have both
favorable and unfavorable consequences for host
communities. Not only does it generate benefits, it
also imposes costs (Jafari, 2001). By evaluating these
benefits and costs, host communities can develop
their cultural tourism products and better meet the
needs of tourists (Mubanga & Umar, 2016).

An understanding of residents’ attitudes towards
tourism development and their determinants is
essential to achieve sociocultural development in
a host region (Pechlaner et al., 2015). So for the
development of cultural tourism in a certain des-
tination, local people’s support and involvement
are important (Canalejo et al., 2015). Likewise,
from a demand perspective, tourists are seeking a
more flexible, diversified, and customized experi-
ence. They prefer to mix with the local population,
enjoy nature and adventure, travel in diversified
interest groups, and often opt for exploration and
heightened experiences (Mowforth & Munt, 2015).
As such, destinations need to cater to these new
demands and satisfy tourists’ experiential needs.

This research compares and contrasts a local com-
munity’s awareness and attitudes toward cultural
tourism and tourists’ awareness and attitudes of the
same. The overall purpose of the article is to under-
stand the marketing potential for cultural tourism in
a developing country. Specifically, the objectives of
the research are 1) to assess tourists’ awareness, visi-
tation, and likelihood to recommend cultural heritage
resources in the study area; 2) to determine the local
community’s perceptions towards cultural tourism;
3) to assess the level of participation by the local
community in cultural tourism development; and
4) to provide recommendations from the local com-
munity on how to further develop cultural tourism.
We achieve these objectives through a quantitative
survey conducted among both tourists and the local
community. The study findings will be useful to
destination marketers and tourism marketing profes-
sionals in developing countries who seek to develop
and promote their cultural tourism assets.

Literature Review

Cultural Tourism Motivations and Typologies

Given that culture is one of the primary moti-
vations for tourism and that cultural attractions are
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one of the most important features of a community,
it is not surprising that there has been a lot of litera-
ture on cultural tourism. Richards (2018) provided
a recent review of cultural tourism that identifies
the major trends and research areas over the past
decade. Emerging areas are cultural consumption,
cultural motivations, heritage conservation, cul-
tural tourism economics, anthropology, and the
relationship with the creative economy (Richards,
2018). McKercher and Du Cros (2002) identified
four different types of cultural tourism definitions:
tourism-derived definitions, motivational defini-
tions, experiential definitions, and operational
definitions. Tourism-derived definitions focus on
cultural tourism from the perspective of the tour-
ism industry. The motivational definitions usually
begin with the tourists themselves and their reasons
for travel to a cultural destination. The experiential
definition focuses on the nature of the cultural tour-
ism experience (Jovicic, 2016). The operational
definition concentrates on identifying cultural tour-
ists to understand the scale or scope of cultural
tourism activity.

Cultural tourism is more than just museums,
monuments, and other built environments (Noonan
& Rizzo, 2017). It involves both the tangible and
intangible. Csapo (2012) outlined seven types of
cultural tourism: Heritage Tourism; Cultural the-
matic routes; Cultural city tourism, cultural tours;
Traditions, ethnic tourism; Events & festival tour-
ism; Religious tourism, pilgrimage routes; and
Creative culture, creative tourism. Heritage tour-
ism represents both natural and cultural heritage,
connected to nature-based resources. In contrast,
cultural heritage includes built heritage, architec-
tural sites, world heritage sites, national and his-
torical memorials. Literature, folks, art, etc., comes
under nonmaterial attributes. Redondo-Carretero et
al. (2017) provided an insightful example of lan-
guage tourists’ motivations and perceptions of the
destination while studying Spanish in Valladolid,
Spain. Cultural thematic routes represent a wide
range of themes, which include artistic, spiritual,
gastronomic, architectural, linguistic, vernacular,
and minority. Cultural city tourism and cultural
tours can be grouped into three broad categories,
which include “classic” city tourism, involving
sightseeing, cultural capital, or resources of that
particular destination and “cities as creative spaces

for cultural tourism.” van Loon and Rouwendal
(2017) provided a case study of Amsterdam where
expenditure patterns of urban tourists visiting for
different cultural tourism purposes demonstrate
the substantial and widespread expenditures on a
range of cultural tourism experiences and products.
Traditions and ethnic tourism include a local cul-
ture’s traditions and ethnic diversity. Events and
festivals tourism represent cultural festivals and
events such as music festivals and fine arts festi-
vals. Religious tourism and pilgrimage routes refer
to visiting religious sites with religious motivations
(Jimura, 2011). Creative culture and creative tour-
ism include traditional culture and artistic activity
(performing arts, visual arts, cultural heritage, and
literature) as well as cultural industries that repre-
sent multimedia, cinema, audiovisual, and phono-
graphic productions, crafts, and design (see, e.g.,
Fahmi et al., 2017; Wattanacharoensil & Schuckert,
2016).

Cultural tourists can be segmented by the depth
of their experience (McKercher & Du Cros, 2002).
Other literature has classified tourists as being
culturally interested, culturally motivated, or cul-
turally inspired (Economist Intelligence Unit,
1993). Culturally interested tourists are those who
are moderately interested in culture and visit cul-
tural attractions as part of their holidays. Cultur-
ally motivated tourists are those who have enough
motivation in culture and visit cultural attractions
as a part of their holiday but who are not choosing
their destination based on specific cultural experi-
ences. Culturally inspired tourists are those who are
inspired by culture and travel long distances to gain
some cultural experience. The main goal of their
holiday is to learn about different cultures (Nyau-
pane & Andereck, 2014).

Community Support for Cultural Tourism

As with other forms of tourism, the support and
development of cultural tourism among the local
community will depend on the perceived benefits
and costs derived from tourism (Ap, 1990). Resi-
dents who perceive positive tourism impacts are
more willing to support future tourism development
policies (Mason & Cheyne, 2000). Alternatively,
residents who perceive the negative impacts of tour-
ism are less willing to support any further tourism
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development (Lankford et al., 1994). Tourism is an
industry that uses the host community as a resource
and sells the host community’s cultures as a prod-
uct (Murphy, 1981). In the process, tourism affects
the lives of all in the community, whether involved
directly in tourism or not. So the community itself'is
a product, as the development depends on the com-
munity’s attitude as well as involvement. Residents’
attitudes toward tourism may vary in space, depend-
ing on the location of communities, and residents
exhibit a wide range of attitudes towards tourism
development (Faulkner & Tideswell, 1997). In gen-
eral, there is evidence that cultural tourism in rural
areas in developing countries is supported by the
local community as they recognize the economic,
cultural, and social benefits provided by tourism
(Tiirker & Oztiirk, 2013). Residents also acknowl-
edge that tourism development creates trade-offs so
the development may come at the cost of environ-
mental degradation and traffic congestion (Deery
et al., 2012). Despite this, in general, residents are
in favor of tourism development (Andereck et al.,
2005). Others have acknowledged that without
community involvement, no tourism development
is possible (Wang & Pfister, 2008). So, for the
development of cultural tourism, residents’ attitudes
towards development are important.

Residents’ support for cultural tourism needs to
be facilitated and shaped by the government (Leh-
man et al., 2017). Policymakers are starting to see
the multifaceted benefits of cultural tourism strat-
egies that can sustain intangible culture, provide
economic opportunities, and livelihoods and pre-
serve tangible cultural heritage (Airey & Ruhanen,
2014). It is an opportunity to mitigate against
unregulated growth (Russo, 2002) and it is often
prudently linked to regional government policy
development (Markusen & Gadwa, 2010). Loulan-
ski and Loulanski (2011) highlight the importance
of local community support in cultural heritage,
while Jimura (2011) noted how the designation of
a world heritage status site can improve the local
communities’ attitudes towards conservation of the
cultural environment. Cultural tourism can also
improve the city’s image and strengthen commu-
nity pride, as in the case of Gwangju, South Korea
(Shin, 2010). The interpretation to understand cul-
tural symbolism and significance is embedded in
both cultural and tourism institutions when applied

to cultural tourism so that there is a mutual depen-
dence between both sectors (Su & Cai, 2019).

Cultural Tourism Development

Several authors have noted the economic contri-
bution of cultural tourism (Henderson, 2011). For
example, Silberberg (1995) highlighted that heri-
tage sites and museums are ways to increase visita-
tion to a region so that the destination can generate
economic benefits and employment among the
local community. In doing so, the public sector has
a responsibility to look after its resources so that
the visitor experience is maintained to a high level
(Ababneh, 2015). Therefore, it is imperative to
have prudent management and properly trained tour
guides. As the sheer volume of tourists is predicted
to rise, the growth in visitor numbers may damage
existing cultural resources. With the commodifica-
tion of culture, cultural resources and heritage sites
may becoming extinct (Suntikul et al., 2016). On
other hand, a rise in niche cultural tourism markets
will encourage the need for training of cultural her-
itage specialist guides. The development of such
niche markets of cultural tourism has given birth to
culturally sensitive and education seeking tourists.
For any cultural tourism attraction to be successful
it need to be able to generate economic, environ-
mental, and sociocultural benefits to a community.

Giventhe growing importance of cultural tourism,
the potential benefits cultural tourism can provide,
and the need for local community support to ensure
the benefits of cultural tourism are maximized and
flow to the local community, this research contrib-
utes to the body of knowledge in this area. The con-
text explored in Murshidabad, India is a useful case
study as it has numerous cultural heritage attrac-
tions and is situated in a developing country, which
is trying to maximize the benefits of tourism. The
conceptual framework with which to understand
this cultural tourism development is the marketing
funnel, described below.

Marketing Funnel

Marketers have used the buying funnel, sales
funnel, or marketing to conceptualize the process
of how a consumer purchases a product or service
(Jansen & Schuster, 2011). The underlying theory
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of the marketing funnel is information processing
theory (Bettman et al., 1998). Information process-
ing theory proposes that consumer decision making
comprises a five-stage process: problem recogni-
tion; information search; alternative evaluation and
selection; outlet selection and purchase; and post-
purchase processes (Sirakaya & Woodside, 2005).
Although different terminology has been used in
the literature, the marketing funnel generally has
the following stages: Awareness, Research, Deci-
sion, and Purchase. The marketing funnel has been
commonly used in the marketing literature (Young
et al., 2006) and more specifically in the tourism
marketing literature (Camilleri, 2018).

The idea of the funnel arises because there is a
sequence to the buyer decision process (Fig. 1).
The model suggests that consumers (tourists) go
through stages of cognition and action before they
decide whether and what service (cultural tourism
site) to purchase (visit) (Doshi et al., 2017). The
marketing funnel, also known as the buying funnel
or sales funnel, models how marketers can reach
consumers (Jansen & Schuster, 2011). Potential vis-
itors progress through the different cognitive stages
to get to the purchase/visit stage. The model aligns
with broader concepts of decision making from the
psychology discipline (Simon, 1977). The first step
in the process is Awareness. The buyer/tourist has
to be aware of the cultural tourist attraction before
they can even consider it. The tourist has to have
a conscious need to experience the cultural tourist
attraction and a conscious desire to meet that need.
This involves gathering information about potential
sites and establishing whether they meet expecta-
tions (Woodside & Lysonski, 1989). This aware-
ness stage is often coupled with the second stage.
The second stage, the Research stage, is an infor-
mation-gathering stage. The potential cultural tour-
ists need information on the available attractions

\ Awareness /
\ Research /
\ Decision /
\ Purchase /

Figure 1. Marketing funnel.

to determine whether that attraction can fulfill that
need and desire. Cultural tourism suppliers want
to move potential tourists through the purchasing
funnel, to have the tourists visit the attraction. The
decision stage involves the potential tourists devel-
oping a mental consideration set of the potential
cultural tourist attractions they would like to attend
with their limited time and financial resources. Here
they enter the decision-making process among this
consideration set. The purchase stage involves the
potential cultural tourists deciding to purchase/visit
(or not), given the comparisons across attraction
attributes such as price, convenience, and quality
of attraction. Consumers follow a funnel-like pro-
cedure of narrowing down choices among alternate
attractions (Sirakaya & Woodside, 2005) where the
choice of attraction is the result of a sequential pro-
cess of reducing the set of alternatives, from a large
number of alternatives in the early stages to select
few that are visited (Jiang et al., 2009).

Word of mouth is critically important nowadays
and has become more important with the ubig-
uitous nature of social media (Cox et al., 2009;
Mate et al., 2019). Hence, for this study we take
an adapted Buying Funnel and include the Infor-
mation Processing stage of Postpurchase processes
to include the Recommendation stage. Hence, the
conceptual framework we will follow can be seen
in Figure 2. In this study, we capture the awareness
of the different cultural attractions, as awareness is
a precursor to visit. The awareness stage is often
coupled with the research stage while the decision
stage of the marketing funnel can be observed in
terms of whether or not the tourist visited the cul-
tural tourism attraction. This is why these stages
are merged out in Figure 2. The survey instrument
captures whether these cultural tourists have visited

\ Awareness / /
\ Research /
\ Decision / /
\ Visitation /
/ Recommend \

Figure 2. Adapted marketing
funnel.
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any of the eight cultural attractions noted below.
The “conversion” rate is the ratio of those who vis-
ited the attraction as a proportion of those who are
aware of the attraction (Eq. 1). In other words, con-
version expresses the proportion of those who visit
the cultural tourist attractions are a subset of those
who are aware of the cultural tourist attraction. This
formula is a mathematical way to demonstrate the
funnel process. For those who visited, we asked
their likelihood of a recommendation.

Visited

Aware

Conversion =

(1)

The Case of Murshidabad, West Bengal, India

The study site is Murshidabad, a district of West
Bengal, India. In West Bengal, many destinations
have rich cultural resources (Fig. 3). Among them,

SINHA AND PRATT

Murshidabad, Land of Nawabs, is located beside the
bank of the Bhagirathi River. This historic city has a
colorful past. It was witness to British imperialism
as well as being an early modern financial center in
the land of Bengal during the 18th century. Silk was
a major product of Murshidabad. The city was also
a center of art and culture, including for ivory sculp-
tors, Hindustani classical music, and the Murshida-
bad style of Mughal painting. Every year thousands
of domestic as well as international tourists visit this
historic city. As such, the development of cultural
tourism with proper conservation of resources is
important. The magnificent forts and palaces, archi-
tectures, museums, and the diversity of cultures and
traditions have tremendous potential to attract tour-
ists. As such, this research can inform policymakers.

Figure 4 shows a more detailed map of the cul-
tural tourist attractions in Murshidabad. All of
the eight cultural tourist attractions are situated

o L i
) o
RYANA
Bareilly
@ 1 a
New Delhi o 4 NESal
4 Rewht AR Lakhifmpur P L P ; 0
UTTAR O gt Kathios G P
Agra PRADESH. Tomaq® N | eKathmandu - |
pur HRT Lucknow G I "’ SIKKIM{ Bhutan
o T orakhpur / Z
)‘I\’ o TR 2 L 5 v Ris Op
Gwalior o = ) osiliguri o —
rarfaae o e 2 ST R Batshar ASSAM
o Kanpur Pat gharbhanga = kishanganf V&Y o L
FHR atna: Ozm o LN Guwahati
& Prayagraj 0Jaur\pur e . ‘7
1;(6 R L o. ~ BIHAR ) MEGHALAYA
Y1 o \ [
- Varanas] Gaya —7 TSI ST
R b
o
' / N
e -~
! Bangladesh
v Aizawl
MADHYA JHARKHAND i J e
i I T 1 \
lore PRADESH Rar?chl <, .Jashore TX {P JFA 3
i Y WEST BENGAL | { ¥ W 5
?’ India il Y ) Chattogram |
o A sgam | 2
C"%E:ﬁ?“ R : S Kolkata | g %
i CHHATTISGARH FeaTel | 4 N’.J
Nagpur Raipur §
TR aug
Fo) o © Bhadrak
Bhilai o
e
ODISHA  Bhubaneswar
8 o
Puri
o
SHTRA
Srikakulam
25i%0
o

Figure 3. Location of Murshidabad. Source: Google maps.
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Figure 4. Murshidabad tourist attractions. Source: Google maps.

along the Bhagirathi River and cover a distance of
around 10 km. Kathgola Bagan is a palace complex
originally built to entertain European and Muslim
guests during trade visits. A large number of Hindu
devotees visit for religious purposes. Cossimbazar
Rajbari was a trading hub for silk and muslin and
also a trading island in British colonial times. Haz-
arduari Palace is one of the most significant tourist
attractions in Murshidabad. This palace was built
by Duncan McLeod in 1837 for the Nawab Najim
Human Jah. The palace has been converted into a
museum and comprises a collection of nearly 3,000
artifacts including portraits of Nawab, swords used
by Nawab, a collection of vintage cars, pieces of
ivory, and relics. New Motijhil comprises a palace
with a lake and reflects both Indian and British

history. Motijhil later served as a residence for Lord
Clive, Warren Hastings, and other British Lords (see
Fig. 5). Katra Masjid is a well-maintained mosque
built in 1724 by Murad Farash Khan. A wealthy
money-lending family, the Jagat Seth family, were
known as the “bankers of the world.” Jagat Seth
House is situated nearby Hazarduari Palace and
has been converted to a museum, comprising of the
personal effects of Jagat Seth and family members.
The Nasipur Palace complex comprises Ram Chan-
dra Temple, one of the largest temples in the district,
and Laxmi Narayan Temple. The Tomb of Azimun-
nisa Begum was built in 1734. This is the graveyard
and an old mosque of Azimunnisa Begum, who
was the daughter of Murshid Quli Khan. Her grave
is under the staircase like her father.
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W

Figure 5. Murshidabad Cultural Attraction. Clockwise from top left: Hazarduari Palace, Kathgola Bagan, New Motijheel

and Cossimbazar Rajbari.

Methodology

To address the research objectives, a quantitative
study was deemed to be most suitable. For com-
parison, a survey was conducted with both tourists
and the local community. The reason for two survey
instruments relates to the research objectives where
the first research objective seeks to determine tour-
ists’ awareness, visitation, and likelihood to recom-
mend cultural heritage resources in the study area
and the other research objectives seek to assess views
from the local community. This enables the research
to examine both tourism demand and tourism supply
of cultural tourism development in Murshidabad.
The data were collected across different seasons. It
started in January 2017 and ended in March 2018.

Tourist Questionnaire Design and Sample

The tourist questionnaire comprised two main
parts. The first part captured a standard set of

demographic questions such as age, gender, the
highest level of education, and occupation. The
second part of the tourists’ questionnaire captured
travel information such as tourists’ geographic
origin, the purpose of the trip, length of stay,
composition of the travel party, trip expenditure,
and awareness, visitation, and recommendation
as a must-see attraction for eight cultural tourist
attractions in Murshidabad. Awareness and visita-
tion were asked directly. For awareness, tourists
were asked, “Please indicate which of the follow-
ing places have you ever heard of.” For visitation,
tourists were asked, “Please indicate which of the
following places have you ever visited.” Tour-
ists’ recommendations were recorded on a 7-point
Likert scale where 1 is not at all important and
7 is extremely important. Assessing stages in the
marketing funnel in this tiered way is a relatively
common way to capture the data (Colicev et al.,
2019; Jansen & Schuster, 2011; Soéhnchen &
Albers, 2010).
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Purposeful sampling was undertaken for data
collection from tourists. The lead researcher con-
ducted face to face paper-based interviews in and
around common locations of Murshidabad where
potential tourists visited. No strict quotas were set
but the researcher ensured she approached a mix of
tourists in terms of the demographic characteristics.
On approach, the researcher explained the purpose
of the research, assured the potential respondents
the researcher was not trying to sell the person any-
thing, guaranteed their anonymity, and explained
the respondent didn’t have to answer any question
they did not want to and could stop the survey at
any time. The average time for completion was 7
min. The target sample size was N = 200, which
was deemed appropriate for a healthy level of
statistical significance, given the time constraints
and research budget. At the end of the data col-
lection period, the final sample size was N = 176
usable questionnaires for analysis. This resulted in
a maximum sampling error of +7.4%. The demo-
graphic profile of the tourists’ sample can be seen
in Table 1.

Table 1 shows that tourists to Murshidabad are
diverse. Gender was almost split 50:50. There was
a range of age groups sampled with almost a quar-
ter of the sample less than 25 years old and another

Table 1
Tourists’ Demographic Profile
Frequency (%)
Gender
Male 89 (50.6%)
Female 87 (49.4%)
Age
Less than 25 years 42 (23.9%)
26-35 years 62 (35.2%)
3645 years 31 (17.6%)
46-55 years 28 (15.9%)
Above 55 years 13 (7.4%)
Education level
Higher school or below 66 (37.5%)
Graduate 82 (46.6%)
Postgraduate 28 (15.9%)
Occupation
Self-employed 42 (23.9%)
Private sector (nontourism) 32 (18.2%)
Public sector 24 (13.6%)
Tourism & hospitality 16 (9.1%)
Other 20 (11.4%)

Unemployed/student 42 (23.9%)

35% between the ages of 25 and 34 years. There
was a mix of education levels too, with 38% being
high school graduates and a further 47% being
university or college graduates. In terms of occu-
pations, almost a quarter were self-employed and
another quarter were students or unemployed. The
remainder were a mix between the private and pub-
lic sectors.

Local Community Questionnaire
Design and Sample

The survey instrument for the local community
consisted of three broad parts. The first part sought
data on the respondents’ demographic informa-
tion. Questions in this section included the length
of residency in Murshidabad, gender, age, marital
status, level of education, family type (nuclear or
extended), and occupation. The second section of
the questionnaire asked the local community to
name cultural resources tourists would be inter-
ested in seeing and visiting across several catego-
ries: places for local handicrafts; cultural/heritage
destinations to visit; tangible cultural resources
(folk dance, music, drama, festivals, and cuisines);
and lesser-known destinations with cultural/historic
importance. This section also included a battery
of questions on the local community’s perception
of the scope for cultural tourism development in
Murshidabad. Eleven statements were posed and
respondents’ were asked their level of agreement
on a 5-point Likert scale where 1 is strongly dis-
agree and 5 is strongly agree. Previous literature
was adapted to create these statements that asked
residents about their attitudes and perceptions
of tourism (Andereck et al., 2005; Dragouni &
Fouseki, 2018; Sharma & Dyer, 2009). A further
five statements asking about community participa-
tion about cultural tourism were posed to respon-
dents on the same Likert scale. The last section of
the local community questionnaire asked questions
about the level of participation by the local commu-
nity in accommodation and transportation as well
as recommendations from the local community on
how to further develop cultural tourism.

A pilot survey was first undertaken among 44
respondents within Murshidabad’s community.
Several small changes were made in the wording to
improve readability and comprehension. After the
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pilot study, the main study was conducted using a
convenience sample among the local community.
The first author contacted their friends, family, col-
leagues, and acquaintances in the first instance.
Referrals were then suggested for additional
respondents. The final usable sample size was N =
210. This resulted in a maximum sampling error
of £6.8%. The average time for completion was 9
min. As with the tourist sample, an ethical protocol
such as assured anonymity, the ability to cease the
survey, and informed consent was obtained before
the survey took place. The demographic profile of
the local community is shown in Table 2.

Almost half of the local community surveyed
were born in Murshidabad and another 40% had
lived there for 10 years or longer. Only 13.3%
were residents for less than 10 years. More males
were surveyed than females. The age breakdown
was spread across the categories. Over half the

Table 2
Demographic Profile of Local Community

Frequency (%)

Length of residency
Less than 10 years
Longer than 10 years

28 (13.3%)
83 (39.5%)

Born in Murshidabad 99 (47.1%)
Gender

Male 141 (67.1%)

Female 69 (32.9%)
Age

Less than 25 years 41 (19.5%)

26-35 years 69 (32.9%)

3645 years 64 (30.5%)

4655 years 21 (10.0%)

Above 55 years 15 (7.1%)
Marital status

Single 92 (43.8%)

Married 117 (55.7%)

Widowed 1 (0.5%)
Family type

Nuclear 141 (67.2%)

Extended 69 (32.9%)
Education level

High school or below 47 (22.4%)

Graduate 114 (54.3%)

Postgraduate 49 (23.3%)
Occupation

Self-employed 38 (18.1%0

Private sector (nontourism) 31 (14.8%)
Public sector 40 (19.0%)
Tourism & hospitality 50 (23.8%)
Others 22 (10.5%)

Unemployed 29 (13.8%)

respondents were married and two thirds lived in
a nuclear family. Over half of the respondents were
university or college graduates. In terms of occupa-
tions, there was a mix with almost a quarter of the
sample working in the private sector of the tourism
and hospitality industries.

Results
Tourists

The trip profile of the tourists to Murshidabad
shows that the large majority of visitors to the region
were domestic tourists (83.5%) from within West
Bengal while there was a small proportion of local
tourists and interstate tourists. Over half (51.7%) of
the tourists visited for general leisure purposes and
over half (55.7%) of the tourists were day-trippers.
Another third (32.9%) of tourists stayed overnight
in Murshidabad for up to a week. Just under half
(45.5%) of the tourists were traveling with their
family and almost a third (31.3%) were traveling
with friends (Table 3).

An assessment of tourists’ awareness, visita-
tion, and likelihood to recommend cultural heri-
tage resources in Murshidabad is shown in Figure
6. There was a high awareness of four sites; Haz-
arduari Palace, Kathgola Bagan, Cossimbazar
Rajbari, and New Motijheel. All tourists were

Table 3
Tourist Trip Profile

Frequency (%)

Tourist origin
Within town (Murshidabad)
Within state (West Bengal)

18 (10.2%)
147 (83.5%)

Interstate 11 (6.3%)
Purpose of trip

Leisure 91 (51.7%)

Cultural & spiritual needs 15 (8.5%)

Study tours 15 (8.5%)

Other 54 (31.3%)
Length of stay

Day trip 98 (55.7%)

1 to 6 nights 57 (32.4%)

7 nights or longer 21 (11.9%)
Travel party

Family 80 (45.5%)

Friends 55 (31.3%)

Self 21 (11.9%)

Others 20 (11.4%)
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Figure 6. Awareness, visitation and recommendation of cultural sites.

aware of Hazarduari Palace and over 80% of
tourists were aware of the other three sites listed
above. The other four listed sites (Katra Mosque,
Nasipur Palace, Jagat Seth House, Tomb of Azi-
munessa) had moderate awareness, ranging from
67.6% for Katra Mosque to 40.3% for Tomb of
Azimunessa. These could be considered second-
ary in the minds of tourists. Visitation generally
followed awareness in terms of ranking of cultural
sites. The ratio of visitation to awareness can be
considered a “conversion” rate. Hazarduari Palace
had the highest visitation—90.3% of tourists to
Murshidabad visited this palace. The second high-
est visitation was for Kathgola Bagan at 72.2%.
This means 78.4% of those who were aware of
this site visited the attraction. The other site with
a relatively high conversion rate was New Moti-
jheel where 77.8% of those who were aware of the
site (81.8%) visited the site (63.6%). While visita-
tion was relatively low for Tomb of Azimunessa
(29.5%), only 40.3% were aware of this site—a
conversion rate of 73.2%.

Tourists were also asked to give their recommen-
dations on a 7-point Likert scale. New Motijheel
had the highest recommendation score with an
average of 6.42 out of 7. Kathgola Bagan (5.71 out
of 7) and Hazarduari Palace (5.47 out of 7) were
also well above the average.

When asked about problems with the cultural
resources in Murshidabad, awareness was a prob-
lem with 68.2% reporting problems with activities
availability and a further 27.8% reporting problems
with the publicity of attractions. A small proportion
of tourists highlighted problems with connectivity
(4.0%).

In terms of trip expenditure, when asked how
much tourists approximately spent in a day, apart
from basic facilities, 56.3% reported spending less
than 500rs (US$7.25) and the other 43.8% reported
spending between 500rs and 1,000rs (US$7.25—
14.50). When asked if extra facilities are available,
how much they would spend, 4.5% would spend
less than 500rs (US$7.25), 56.8% would spend
between 500rs and 1000rs (US$7.25-14.50) and
38.7% would spend more than 1000rs (US$14.50)
per day. This demonstrates that tourists are willing
to spend more at the destination, if they are aware
of these attractions.

Local Community

This section reveals the local community’s per-
ceptions of cultural tourism. The local community
of Murshidabad strongly believes that cultural tour-
ism can result in unexplored areas being developed.
These residents perceive that cultural tourism can
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Unexplored area can be developed [N 4.47
Cultural tourism plays pivotal role in poverty alleviation in.. | NG GGcININGGEEEEEEE 3.74
Cultural tourism acts as community development tool [ R RRIRIIIIEIEEEEE 3.63
Government/private stakeholders’ role in preserving. . | ENRNRNREIELEINDDDNE 3.38

Why tourists are not coming to these lesser known. . | NN 3.37

Tourism revenue is being utilized for maintenance and. . | NG 3.37
Loan facilities available to start up a new business [ GIcIIITITNGNGEGEGEGEGEGEGEGEGEGEGNGNNN 3.37
Media role in cultural tourism promotion [ EEIEIEIEIEIEIENGNGNENNNNNEN 3.14
Local government assistance [ ENENEGEGING 2 .93
Cultural activities to promote cultural tourism [ RRRDRDEEEEN 2.47
NGO’s role in cultural tourism promotion [ NN 2.36

1

Figure 7. Perceived scope for cultural tourism development.

provide many benefits to the community such as
poverty alleviation, be a community development
tool, and preserve heritage resources. The local
community is less likely to perceive that NGOs
have a role in cultural tourism promotion and that
cultural activities can promote cultural tourism

(Fig. 7).

Cultural tourism encourages a variety of cultural
activities by the local population.

Cultural tourism improves general entrepreneurial spirit
and development amongst local people.

Local community is encouraged by local governing
bodies to showcase their cultural resources

Local community is being consulted by local

government and stakeholders in different stage of

decision-making process.

Local community is attending cultural tourism related
seminar, conference, workshops.

2 3 4

9]

Figure 8 shows the local community’s percep-
tions of cultural tourism. The top-rated perception
is that “Cultural tourism encourages a variety of
cultural activities by the local population,” closely
followed by “Cultural tourism improves general
entrepreneurial spirit and development amongst
local people.” However, there are relatively low

I 5.2
I 556
I 5.3
I .06
I 265

Figure 8. Perceptions of community participation in cultural tourism.
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mean scores for the local community participatory
statement such as “Local community is attending
cultural tourism related seminar, conference, work-
shops” and “Local community is being consulted
by local government and stakeholders in a different
stage of the decision-making process.”

When asked to spontancously nominate the
current cultural resources under four different
headings, Table 4 displays the results of the top
five mentioned cultural resources under each cat-
egory. In terms of sites for local handicrafts, Kha-
gra—Kansa was the top mentioned place. Others
mentioned in this category were Murshidabad silk—
Lalbagh/Islampur, Beedi silpa—jangipur, Shola
work—jiagunj, and Sandlewood etching—jiagunj/
lalabagh. Two forms of tangible culture had high
mentions as a cultural tourist attraction. These were
Bara Utsav and Baul Gaan. Apart from these two
forms of culture, there was mediocre awareness of
Pous mala and relatively low mentions of Jhumur
and Monohara sweet.

In terms of cultural/heritage sites, residents men-
tioned Hazarduari Palace, Cossimbazar Rajbari,
Katra Mosque, Kathgola Bagan, and New Moti-
jheel. These top five had the highest awareness

Table 4
Top 5 Cultural Attraction (Percent Mentioned)

Places for local handicrafts

Khagra—Kansa 68.1%
Murshidabad silk—Lalbagh/islampur 51.9%
Beedi silpa—jangipur 47.6%
Shola work—jiagunj 45.2%

Sandlewood etching—jiagunj/lalabagh 45.2%
Cultural/heritage attractions

Hazarduari Palace 51.4%
Cossimbazar Rajbari 45.7%
Katra Mosque 41.9%
Kathgola Bagan 41.9%
New Motijheel 41.0%
Tangible cultural resources
Bara Utsav 85.7%
Baul Gaan 70.5%
Pous mala 48.1%
Jhumur 28.1%
Monohara sweet 26.2%
Lesser known attractions
Karnasubarna 57.6%
Nasipur Rajbari 45.7%
Tomb of Azimunessa 44.8%
Char Bangla Temple 35.2%
Murshidabad District Museum 33.3%

Table 5

Local Community Participation in Tourism &
Hospitality Services

Local community provide accommodation/home- 4.8%
stay facilitation
Local community provide transport facilities 97.6%
Type of transport facilities
Car rental 61.7%
Auto 34.4%
Rickshaw 3.8%

among tourists (see above) although the order of
awareness was slightly different. Nevertheless,
Hazarduari Palace had the highest awareness among
both cohorts. The lesser-known attractions were, in
order of mentions, Karnasubarna, Nasipur Rajbari,
Tomb of Azimunessa, Char Bangla Temple, and
Murshidabad dist museum. As noted above, tour-
ists also had relatively low awareness of the Tomb
of Azimunessa.

Residents of Murshidabad did not believe that
they can provide an adequate provision of lodging
(less than 5%), but there was a high perception that
the local community can provide transportation.
Almost all respondents believed the local com-
munity can be involved in transportation services
(97.6%) with car rentals being the most commonly
suggested transportation to tourists. This was fol-
lowed by autos and a few residents were offering
rickshaws (Table 5).

The local community was asked to provide their
opinions on how to further develop cultural tour-
ism in Murshidabad. Four statements were pro-
vided. The recommendation with the highest mean
score was to “Apply new approaches for tourism
development and take new initiatives for tour-
ist attractions.” This was followed closely by two

Table 6

Ratings of Suggestions to further Develop Cultural
Tourism: Mean Score Out of 5

Apply new approaches for tourism development 4.53
and take new initiatives for tourist attractions

Create awareness through different kinds of educa-  4.43
tional program among communities

Promote the existing resources with the help of 4.24
government and stakeholders

Maintain and preserve the tourism resources for 3.90

cultural sustainability
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suggestions relating to marketing and public rela-
tions, namely “Create awareness through different
kinds of educational programs among communi-
ties” and “Promote the existing resources with the
help of government and stakeholders” (Table 6).

Discussion and Conclusions

The research assessed tourists’ awareness,
visitation, and likelihood to recommend cultural
heritage resources in Murshidabad. Murshidabad
has numerous historic and heritage cultural sites.
Due to its history, the cultural sites are a mix from
the Hindu, Nawabi, and British Colonial period.
At present, some of them are maintained by the
Archeological Survey of India. The River Padma
in Jalangi is one of the major scenic attractions due
to its strategic international location between India
and Bangladesh as well as having an excellent pan-
oramic view. Apart from the built heritage, Murshi-
dabad attracts a significant number of tourists for
various events and festivals. Among tourists, the
awareness for the top four attractions is high, as is
its satisfaction. Conversion (Visit/Awareness ratio)
is also high ranging from 68% to 90%. The top four
attractions are Hazarduari Palace, Kathgola Bagan,
Cossimbazar Rajbari, and New Motijheel.

The local community in Murshidabad has posi-
tive perceptions of cultural tourism. This is similar
to previous studies. (Andereck et al., 2005; Tiirker
& Oztiirk, 2013). They agree that cultural tour-
ism can play a pivotal role in poverty alleviation
in the local community, that cultural tourism acts
as a community development tool and that tour-
ism revenue can be used for the maintenance and
preservation of local heritage (Ababneh, 2015;
Henderson, 2011). In terms of the level of partici-
pation by the local community in cultural tourism
development, residents perceive that they can par-
ticipate in tourism in Murshidabad mostly through
transportation, rather than offering accommoda-
tion services. Providing accommodation requires
more resources and skills to offer a quality product
to tourists. Providing accommodation requires the
room to host guests and the business acumen and
hospitality skills to meet tourists’ standards. In con-
trast, providing transportation requires a vehicle
and some communication skills. This can be more
ecasily accomplished.

Implications

This study has both theoretical and practical
implications. In terms of contribution to the lit-
erature, this study explores cultural tourism, par-
ticularly heritage tourism, from both a tourist’s
perspective and the local community’s perspective.
This enables a comparison between the demand for
cultural tourist attractions and the supply of cultural
tourist attractions. As such, we can identify any dis-
connect between cultural offerings and the types
of experiences desired by tourists. The study also
employs the marketing funnel approach to cultural
tourism development. In terms of managerial impli-
cations, as noted above, the main issue relating to
the cultural tourism attractions in Murshidabad is
the lack of awareness and promotion of these sites.
In the marketing funnel, this is the first phase. Tour-
ists need to be aware of the attractions before they
can visit them. Both tourists and the local commu-
nity highlight that awareness of attractions in and
around Murshidabad could be improved. As such,
the recommendation to tourism stakeholders is to
provide integrated marketing campaigns to promote
different types of cultural attractions. These cultural
attractions could be group as in Csapo’s (2012) seven
types of cultural tourism: Heritage Tourism; Cultural
thematic routes; Cultural city tourism; Traditions;
Events & festival tourism; Religious tourism; and
Creative culture. These categories of cultural attrac-
tions could be promoted on the destination market-
ing organization website. A mobile app could be
created as now tourists are relying more and more on
digital marketing and social media to discover tour-
ist attractions (Cox et al., 2009; Mendes-Filho et al.,
2018). Digital media can bring alive cultural tourist
attractions by mixing visuals with sound and music.
It is also recommended that managers of cultural
tourist attractions be active on websites such as Trip-
advisor as this is one of the main sources of infor-
mation that tourists use to decide where and when
to visit (Mate et al., 2019). Other recommendations
include creating awareness through different kinds
of educational programs among local communities.
Local communities can be a source of information
for tourists in recommending which cultural sites
to visit. This can be augmented by the promotion
of existing cultural resources with the help of dif-
ferent levels of government (Lehman et al., 2017).
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The regional government needs to play a supporting
role so that genuine relationships between different
levels of government, different government depart-
ments, the local community, and industry groups are
created and fostered (de Brito et al., 2011). This will
ensure the maintenance and preservation of tour-
ism resources for cultural sustainability (Girard &
Nijkamp, 2009; Pechlaner et al., 2015). These rec-
ommendations are not only applicable to Murshi-
dabad but other destinations throughout India and
other developing countries that have an abundance
of cultural resources.

Like any research, there are several limitations to
this research that provide an opportunity for future
research. Convenience sampling was undertaken.
This can mean the sample is not necessarily rep-
resentative of the target population. The profile of
respondents shows that a varied demographic mix
was surveyed; however, a stratified sampling tech-
nique matched to the Census might be more repre-
sentative. This research used quantitative methods
as it was deemed appropriate to answer the research
objectives. Complementary qualitative interviews
conducted among both tourists and the local com-
munity would enable policymakers to understand
the reasons behind the awareness of some cultural
attractions and not others and the triggers that
prompt tourists, who are aware of some attractions
but do not visit them, to be better understand their
motives. In this way, policymakers and owners of
the cultural resources can better target and market
the attractions to tourists.
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