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Abstract: Chamoli district is the land of various natural and cultural tourism spots and well known for Badrinath 

(one from the four Dhams) heritage, craft and tremendous natural beauty. Chamoli has the possession on various 

snow-capped lofty mountain peaks which attracts the tourists and endow with natural splendor. Visitors can get 

pleasure from culture, customs, costumes, cuisines, dialects and music in the form of community-based tourism as 

Chamoli is blessed with tremendous culture. This study assesses the perception of local residents about potential 

components to develop community-based tourism (CBT) in Chamoli district. The qualitative and quantitative 

technique has been used to collect the data. The results found that perception of communities, for the fact of 

traditions, uniqueness, and handling of tourism products is a bit negative but overall perception is positive that is 

very helpful and important to develop as well as enhance CBT in Chamoli district. 
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Introduction 

Tourism is the most rapidly growing industries worldwide. According to the World Tourism 

Organization, international tourism is growing at a rate of approximately 4% per year WTO (2000). As a 

result of the environmental concern, dissatisfaction is emerging for the mass tourism among the people 

which led to an increase demand of rural tourism. According to Honey (2008), Community-based 

tourism is a safe means of earning livelihood through a less destructive use of local resources. Rural 

areas, which are culturally and traditionally rich, are the main centers of community-based tourism 

(Mallya, 2006). These days, CBT is essential for the sustainable development as well as it strengthens the 

local economy. In reference of India, it is said that the country has not reached at par with the 

neighboring countries (Hai & Chik, 2011). Pilgrimage tourism in Chamoli District attracts more tourists 

rather than the other forms of tourism. Though, it has vast potential to attract visitors of every form and 

be a significant source of earning of the associated population (Gupta & Bhatt, 2015). In the field of 

community based tourism, researches revealed that only a very small population is concerned to this form 

of tourism and the reason behind it is the seasonal tourism activities in this area. However, governments 

as well as local agencies are working to promote the community based tourism. It is very helpful to 

conserve and sustain the local resources with the growth of local economy. With the enhancement of the 

economy there is a need of the planned tourism so that it brings other benefits for the communities 

(Haque & Aich, 2014). 

The present study acknowledges the fact that identifying local community’s perceptions about the 

components which support the CBT in the area and enhance the quality of the tourism products. Hence, 

the results of the present study may be used to reorganize the tourism products and simulate the model 

for tourism growth (Folke et al., 2002; Walker et al., 2002). The residents’ perceptions of recreational 
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benefits can also provide a good basis for the planning and management of community-based tourism in 

the Chamoli district. 

Area of study 

Chamoli is the second largest district of the Uttarakhand. It is laid between North Latitude 29◦ 02’00” and 

81◦ 03’45” and East Longitude 79◦ 02’39” & 80◦ 03’29”. The total area of the district is 7520 sq km. It is 

bound by the Tibet region to the north, by Pithoragarh and Bageshwar districts to the east, Almora to the 

south & Tehri Garhwal to the south west, Rudraprayag to the west and Uttarkashi to north-west. The 

administrative headquarter of the district is Gopeshwar. 

The entire area is mountainous and the elevation of the district range from 800 to 8000 masl. There is a 

lot of potential for community-based tourism in Chamoli district because the host community are 

continuously involved in providing the tourism related services i.e. eateries, accommodation, 

transportation, pony rides etc. 

 

Figure 1: Geographical Location of Chamoli District 

 

Objectives 

The main aim of present study is to find out the potential components of community-based tourism in 

Chamoli district. 

Research methodology 

Present communication is completely based on the primary data. A self-made questionnaire was used for 

data collection using random sample technique from 31 villages of Chamoli district. Respondents were 

asked questions about the components that support CBT development. The whole data related with the 
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respondent’s perception was collected on five-point Likert scale (1=SD to 5=SA). The sample size was 

620 respondents. Perception of the respondents has been shown through frequency moreover ranking has 

been given to every component on the mean basis. Entire data has been analyzed through MS-Excel. 

Tables & diagrams have been used to make the data presentable. 

Results and Discussion 

The potential components for CBT which are helpful to develop community-based tourism is presented 

in Table 1. It shows the perception of local community about potential components. These components 

are pointed out the sense of guest respect, attraction, tradition and customs of local people, hygiene of the 

destination, home stay, tourist overall experience at a destination. This is 620 respondents’ data and the 

result is based on their perception. 

Table No. 1: Potential Components for Community-Based Tourism 

First of all, respondents were asked about the conception of guest as a good, out of the total respondents 

35.97% were strongly agree.27.26% agreed, 20.48% neither agree nor disagree, 9.68% disagree, 6.61% 

disagree. Results show the positive perception of the community.  

Next statement was about to the village potential to attract the visitors. In this regard, 40.32% were 

strongly agreed following 24.35% agree, 15.81% neutral, 11.45% disagree, 8.06% strongly disagree. 

Maximum respondents pointed out that their village has good potential to attraction to attract the visitors.  

For the question of traditions and culture uniqueness, 18.369% respondents were strongly agreed while 

31.94% agree following 15% neither agree nor disagree, 20% disagree, 14.68% strongly disagree. The 

result shows that almost 50% of people agree with the fact of uniqueness of traditions and approximately 

35% were disagreed. The results show a little negative perception of people this is because in Garhwal 

reason known for the similar traditions but a small difference noticed in traditions. 

Potential Components For Community Based Tourism 

S.N. Statements 
S.A. 

% 

A. 

% 

N. 

% 

D  

% 

S. D  

% 
% 

1 We Consider guest as a god 
223 

35.97% 

169 

27.26% 

127 

20.48% 

60 

9.68% 

41 

6.61% 
100 

2 
Our village has good 

potential to attract tourists 

250 

40.32% 

151 

24.35% 

98 

15.81% 

71 

11.45% 

50 

8.06% 
100 

3 

Our traditions and culture 

are different from other 

village offering CBT 

114 

18.39% 

198 

31.94% 

93 

15.00% 

124 

20.00% 

91 

14.68% 
100 

4 
We provide good ambience 

to the tourists 

208 

33.55% 

169 

27.26% 

107 

17.26% 

76 

12.26% 

60 

9.68% 
100 

5 
We take care well of 

cleanliness and hygiene 

181 

29.19% 

302 

48.71% 

52 

8.39% 

50 

8.06% 

35 

5.65% 
100 

6 
We offer unique experience 

to tourists 

199 

32.10% 

220 

35.48% 

79 

12.74% 

60 

9.68% 

62 

10.00% 
100 

7 
We have home stay for 

tourists in our own village 

294 

47.42% 

189 

30.48% 

76 

12.26% 

40 

6.45% 

21 

3.39% 
100 

8 

We can easily handle 

tourists and offer various 

facilities 

132 

21.29% 

186 

30.00% 

86 

13.87% 

124 

20.00% 

92 

14.84% 
100 
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Moreover, again statement is very important and necessary for the tourism because ambience plays a 

very prominent role to attract visitors. For this question, 33.55% respondents were strongly agreed, 

27.26% agree, 17.26% neither agree nor disagree, 12.26% disagree while 9.68% strongly disagree with 

the fact that they provide good ambience to visitors. The result shows that maximum numbers of 

(60.81%) were agreed with the fact they provide good ambience.  

Additionally, when the local people asked about the hygiene and cleanliness 29.19% were strongly 

agreed, 48.71% agree, 8.39% neutral, 8.06% disagree, 5.65% strongly disagree. Overall perception 

indicates that people maintain cleanliness of the destination as approximately 77% people agree with fact 

that local people take care well of cleanliness. 

In every sector, tourists’ satisfaction is a considerable factor for the service provider and similarly 

tourists’ satisfaction matters for the community of a destination. To answer the question of unique 

experience 32.10% strongly agree, 35.48% agree, 12.74% neutral while a little percentage (9.68%) 

disagreed and 10.00% were strongly disagreed. 

Home stay is the very essential component of the community-based tourism because the foremost aim of 

CBT provides homely environment to the visitors and that is not possible in hotels and lodges. A large 

number of respondents were strongly agreed while a very little percentage (6.45%) disagreed, 3.39% 

strongly disagree with the availability of home stay. So, the overall response to the home stay is positive. 

Apart from above mention tourism resources other resources are also important to develop the tourism of 

a destination and the management as well as handling of those resources is a difficult task for the 

community but for the answer to this question 21.29% strongly agree, 30.00% agree, 13.87% neither 

agree nor disagree while 20.00% disagree and 14.84% strongly disagree. The perception about the 

handling various facilities related to tourism is positive up to large extent. Almost 35.00% respondents 

were not agreed with the fact. That is a negative indication for CBT. Community members find very hard 

in managing of tourism products due to the lack of training, skill development and learning. Although the 

perception of communities, for the fact of traditions, uniqueness, handling of tourism products are a bit 

negative but overall perception is positive that is very helpful and important to develop as well as 

enhance CBT in Chamoli district.  

The mean and standard values related to the potential components for CBT is presented in Table 2.  

Table No. 2: Mean Values of Potential Components for CBT 

Potential Components for Community Based Tourism 

S. N. Question Mean Std. Dev. Rank 

1. Our village has good potential to attract tourists 4.43 0.52 1 

2. 

Our traditions and culture are different from other 

village offering CBT 4.34 0.76 2 

3. We consider guest as a god 4.27 0.54 3 

4. We have home stay for tourists in our own village 4.27 0.71 4 

5. We take care well of cleanliness and hygiene 4.22 0.58 5 

6. We provide good ambience to the tourists 3.98 0.69 6 

7. We offer unique experience to tourists 3.97 0.64 7 

8. We can easily handle tourists and offer various facilities 3.45 0.73 8 

On the basis of mean value, these components have been ranked. The maximum value is (4.43) for the 

potential of CBT in village following (4.34) for the uniqueness of traditions and customs, consider guest 

as a god (4.27), home stay facility (4.27), hygiene (4.22), ambience (3.98), provide unique experience to 
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visitors (3.97), handling of tourism resources (3.45). Hence, 4.43 is the highest mean value while 3.45 is 

the lowest mean value.  

 

Figure2: Mean Values for Potential Components of CBT (Source: Compiled by Researcher) 

On the basis of mean values, village has good potential to attract visitors get the highest rank following 

traditions and culture are different from other villages, consider the guest as a god, home stay facility, 

cleanliness and hygiene, ambience, offer a unique experience and easily handle tourists and tourism 

resources gets the lowest rank. 

The gender wise perception of respondents related data is presented in Tale 3 which shows that in case of 

male and female respondents of Chamoli district, female respondents obtained less mean score 

(m=33.94) in comparison to male respondents (m=34.00). The t-value is found to not significant at 0.05 

level of significance for df 618, the reason is that the calculated value t-value (0.89) is lower than the 

table value (1.98). Hence, the hypothesis of Independent sample t-test says that ‘There is no significant 

difference between male and female perception about the potential components of CBT’stands to be 

accepted at significance level of 0.05. 

Table: 3 Gender wise Perception of Respondents 

 
N  Mean  SD  SEM  df  t -value  Significant  

Female  250  33.94  3.83  0.34  
618  0.89  NS  

Male  370  34.00  4.04  0.27  

Difference between the unemployed and employed respondents’ perception mean, SD, t-value is shown 

in Table 4 which shows that in case of employed and unemployed respondents of Chamoli district, 

unemployed respondents obtained less mean score (m=33.9) in comparison to employed respondents 

(m=34.07). The t-value is found to not significant at 0.05 level of significance for df 618, the reason is 

that calculated value t-value (0.78) is lower than the table value (1.98). Hence, the hypothesis of 

Independent sample t-test says that ‘There is no significant difference between employed and unemployed 

respondents’ perception about the potential components of CBT’ stands to be accepted at significance 

level of 0.05 

Table: 4 Employment Status wise Perception of Respondents 
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N  Mean  SD  SEM  df  t-value  Significant  

Unemployed  190  33.9  4.06  0.35  
618  0.78  NS  

Employed  430  34.07  4.03  0.27  

Difference between the married and unmarried respondents’ perception is shown in the Table 5 which 

shows that in case of married and unmarried respondents of Chamoli district, married respondents 

obtained less mean score (m=33.85) in comparison to unmarried respondents (m=34.42). The t-value is 

found to not significant at 0.05 level of significance for df 618, the reason is that calculated value t-value 

(0.264) is lower than the table value (1.98). Hence, the hypothesis of Independent sample t-test says that 

‘There is no significant difference between married and unmarried respondents’ perception about the 

potential components of CBT’ stands to be accepted at significance level of 0.05. 

Table: 5 Marital Status wise perceptionsof Respondents 

 
N  Mean  SD  SEM  df  t-value  Significant  

Married  425  33.85  3.94  0.24  
348  0.264  NS  

Unmarried  195  34.42  3.99  0.45  

 

Conclusion:  

To conclude the study it can be said that there is a vast potential to develop the CBT in Chamoli district. 

The results show that study area is full of components that supports the CBT and enhance the tourism 

products. The mean value for each component is higher than 3 that show the high intensity of every 

component. Apart from this, each group of respondents has similar perception for the CBT components. 

Thus, the residents’ perception is very encouraging that pave the way to develop the CBT in the Chamoli 

district. 
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