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ABSTRACT

Creating a brand for eco-friendly tourism places is important because it attracts visitors who care about the
environment and help protect the area from negative effects of tourism. This study looked at how branding
eco-tourism destinations compares to not branding them, and how using eco-friendly practices and products
can benefit the tourism industry economically. The researcher collected data from hotels and tourism
organizations in Jammu and Kashmir and analyzed it using mean, standard deviation, and frequency
analysis. The study found that branding eco-tourism destinations has a positive impact on the environment
and helps with economic sustainability. Using eco-friendly practices also requires less resources and energy.
Overall, branding eco-tourism destinations is important for economic sustainability and preserving the
environment.
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Introduction

Many developing countries are using tourism as a
way to help their communities develop. Ecotourism,
in particular, is seen as a sustainable way to support
local communities while also protecting the environ-
ment (Scheyvens, 1999). However, there is debate
over whether or not ecotourism is truly sustainable.
To achieve sustainable outcomes, it is important to
involve local people in the planning and manage-
ment of tourist sites. Sustainable tourism develop-
ment is viewed as a sensible strategy to generate
economic benefits and enhance livelihoods in local
communities (Cheer and Lew, 2018; Zielinski et al.,
2020). The concept of sustainable livelihoods is
based on having enough resources to cope with and
recover from stress and shocks, and to preserve a

way of life. Despite criticism, sustainable tourism
has become a prominent discourse and is being ap-
plied to various types of tourism. In Jammu and
Kashmir, ecotourism has become popular and there
is potential for this type of tourism in the state (Shen
et al., 2008; Tao and Wall, 2009a, 2009b). Beaches,
Hill station, Backwaters, Heritage and Culture have
been the centre of attraction for most of the travel-
lers but specific nature-wildlife based and low im-
pact tourism, also called as Ecotourism has grabbed
the attention in recent times.A quick visit to the
sanctuary, as being practiced now cannot be called
ecotourism. It is only mass tourism into a sanctuary
as the learning aspect and sensitization towards na-
ture is missing. However, it is important to have a
focused strategy that involves the local community
and promotes awareness of nature. The objective of

DOI No.: http://doi.org/10.53550/EEC.2023.v29i04s.040



S254 Eco. Env. & Cons. 29 (August Suppl. Issue) : 2023

developing ecotourism in Jammu and Kashmir is to
create community-based and commercial-oriented
ecotourism. The study aims to examine the role of
branding in developing ecotourism at potential des-
tinations in the valley and analyze the contribution
of eco-friendly products in promoting sustainability.

Literature Review

Most tourists are attracted to destinations like
beaches, hill stations, backwaters, heritage, and cul-
ture. However, ecotourism, which focuses on na-
ture, wildlife, and low-impact tourism, has gained
popularity in recent times (Khondkar and Anis,
2016). Simply visiting a sanctuary for a short time
does not qualify as ecotourism because it lacks the
learning aspect and sensitivity towards nature. This
type of tourism is more like mass tourism, and it
does not promote the goals of ecotourism (Alfian, et
al., 2016).

Structure of Ecotourism

Source: Fennell (2015)
Ahmed and Mollah (2014) opined that

ecotourism is not only confined in touring sites of
natural beauty, it can also be of archaeological, and
recreational tourism. The types of ecotourism sites
are identified in Table 1.

Destination Branding

Destination branding is a crucial management pro-
cess in the tourism industry that aims to create a
desirable image of the destination to attract tourists
and differentiate it from its competitors. The success

of a destination branding strategy depends on the
congruence between the perceived image of the des-
tination by visitors and the brand identity intended
by the Destination Marketing Organization (DMO).
(Risitano, 2005). Effective destination branding can
lead to increased customer loyalty, economic contri-
butions, and the management of the destination’s
image (Park and Petrick, 2005).

Top of Form

Moreover, it is essential for destination branding
strategies to incorporate elements related to social
identity, community, and sustainability of the desti-
nation. The branding or rebranding strategy put in
place by a DMO needs to capture the essence of the
destination. Destinations are moving towards more
universal stereotype strategies, and their branding
strategy should adopt an ambidextrous approach by
combining elements based on the identity and his-
tory of the destination and elements that are more
marketing and aesthetically based. Seraphin et al.
(2018) and Seraphin et al. (2017). It is also important
for the branding strategy of the destination to be a
co-creation activity involving all stakeholders
(Stubbs, 2012

Ecotourism in Jammu & Kashmir

There is a lot of potential for ecotourism in Jammu &
Kashmir, both for domestic and foreign tourists.
However, the government has not taken any action
on a proposal to create an Eco-Tourism Board or in-
volve stakeholders in the development of this sector
(Bhat, 2015). To make ecotourism successful in the
state, there needs to be a better understanding of the
concept and a combination of conservation and
business perspectives (Mansoor, 2013). Protected
areas in J&K should implement a planning frame-
work to guide and manage ecotourism, including
management strategies for visitor impact, income

S. Statements Mean Standard
No Deviation

1 Destination has enough potentialities (Natural Landscape, Natural Parks, Wildlife 4.1 0.16
Sanctuaries) to be an Ecotourism Destination.

2 Usage of Eco-friendly practices at a destination generates local employment 3.8 0.71
3 Local supplies promote use of eco-friendly products at a destination 3.7 0.62
4 Use of Eco-friendly products at a destination promotes local community support 3.5 0.19
5 Creating a separate logo for eco-friendly destinations helps to promote a destination 3.9 0.70
6 Usage of eco-friendly products at a destination makes a destination a branded one 4.2 0.81
7 Providing Eco-friendly taglines to destinations helps in destination identity 3.9 0.69
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generation, infrastructure, and naturalist guides to
promote viable business partnerships.

Objectives of the Study

1. To study about Eco-friendly practices used at a
destination.

2. To study the role of branding at destination to
promote it as Eco-friendly destination.

Research Methodology

This study focuses on hotels and tourism destina-
tions in Jammu and Srinagar districts of Jammu and
Kashmir. It explores the benefits of branding a des-
tination as environmentally friendly, which can lead
to economic sustainability. The findings of this
study can be useful for practitioners, researchers,
and academics in the hospitality industry, as it ex-
amines not only eco-friendly practices but also the
economic aspects of the industry.

Sampling

The sampling of this research paper took place in
hotels, and tourism destinations in order to find out
the use of branding a destination as eco friendly
tourism destination. The sample size of 200 sample
was taken from above destinations in the month
march 2023. This sample size was calculated with
the help of formula given by Krejcie and Morgan,
1970.

Research Instrument

The structured questionnaire on the basis of two as-
pects like branding eco tourism destinations and
environmental friendliness was formulated after
applying the 5-Point Likert’s Scale instrument.
While as secondary data was collected from pub-
lished journals, books and articles.

Research tools

In order to go for the descriptive analysis (the mean,
standard deviation) and frequency analysis, were
applied.

Data Analysis and Results

A preliminary analysis of the data reveals that the
sample is composed of about 200 tourist destination
stakeholders and hotels from Jammu and Kashmir
regions of J &K state comprising of 100 each. In this
sample it was found that 66% were males and 34%
were females. In the context of this research paper,

the mean and standard deviation of variables such
as eco-friendly products, organizational usage,
safety and security, branded additives, and socio-
economy of chemicals were calculated to under-
stand their effect on branding eco-tourism destina-
tions and the subsequent impact on brand value,
environmental preservation, and economic suste-
nance. By analyzing the mean and standard devia-
tion, the researchers can identify which variables
have the most significant impact on these outcomes
and develop strategies to improve them.The mean
value and standard deviation itself clears the below
statements is discussed in Table 1.

It is evident from the analysis of above data that
on an aggregate 85% of total respondents popula-
tion agree with the opinion regarding the destina-
tion to be having the enough potentialities for being
an Ecotourism destination and the remaining 15%
were opposed with the opinion. Hence, it can be
concluded that the destination has an immense po-
tential to be promoted as an Ecotourism destination.
Further for the Usage of Eco-friendly practices at a
destination generates local employment. It has been
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found from the data analysis that 58% of respon-
dents agreed with the statement, 10% were having
strong agreement with the statement while 9% of
respondents disagreed, 3% presented their strong
disagreement and remaining 20% were of no opin-
ion and the local supplies promotes use of Eco-
friendly products at a destination, for which the data
shows that 47% of respondents agree with the state-
ment “Local supplies promote use of Eco-friendly
products at a destination”, 12% agreed strongly,
24% disagreed and 12% disagreed strongly while
7% of respondents are with neutral thoughts on
same. This indicates that majority of respondents
supported the statement, hence it can be said that
local supplies promote Eco-friendly products use,
which supports the local community as 88% of re-
spondents agreed with the statement “Eco-friendly
products at a destination promotes local community
support” while only 12% of respondents disagreed.
On the basis of that it can be said that use of Eco-
friendly products at a destination promotes local
community support.

In addition to this by creating a separate logo for
Eco-friendly destinations helps to promote a desti-
nation, for which the data analysis that in totality,
70% of respondents agree with the statement “sepa-
rate logo for Eco-friendly destinations helps to pro-
mote a destination” while only 30% disagreed with
it. On the basis of that it can be concluded that by
having or creating a separate logo for an eco-
friendly destination would help to brand the desti-
nation.

 Providing Eco-friendly taglines to destinations
helps in destination identity, for this practice the
data analysis shows that 43% of respondents agree
with the statement “Providing Eco-friendly taglines
to destinations helps in destination identity”,26%
agreed strongly,21% disagreed and 3% disagreed
strongly while 7% of respondents were with neutral
thoughts on same. This indicates that majority of
respondents supported the statement, hence it can
be said that Eco-friendly taglines are helpful in cre-
ating destination identity, while as the green prod-
ucts/practices play a role in gaining trust among
stakeholders?which has been supported by the
above data that aggregately 56% of respondents
agreed with the statement “Green products/prac-
tices play a role in gaining trust among stakehold-
ers” 34% of respondents disagreed and remaining
10% of respondents were of neutral opinion.

On that basis,it can be concluded that green prod-

ucts play a crucial role in gaining trust among stake-
holders which can be explained by the factors in-
volved in promotion of eco tourism that is from the
data analysis that 40% of respondents considered
eco-friendly practices and facilities as an important
factor for ecotourism promotion at a destination fol-
lowed by 25% with accessibility factor, 17% with
distribution of flora and fauna,13% with possible
outdoor activities and just 5% with detailed maps.
Hence, it can be summarised that maximum respon-
dents have expressed mutually eco-friendly prac-
tices and facilities and accessibility to destination as
important factors and thus both of them need to be
present at a destination for promoting ecotourism
destination.

Conclusion

This study looked at how branding eco tourism des-
tinations affects the environment and the value of
the brand. The researchers looked at different fac-
tors that affect environmental preservation and
found that using branding can have a positive effect.
This can help eco tourism managers improve their
service and meet international eco friendly stan-
dards. The study used statistical analysis to show
that using branded eco tourism products can be
cost-effective and beneficial for the environment.
The study also found that using branding can im-
prove the value of the brand. The researchers sug-
gest that eco tourism managers should consider us-
ing branded eco tourism products and branding at
their destination to help preserve the environment
and improve their brand value.

In addition to this, it is clear from the models
used above that environmental preservation further
depends on eco friendly products, organizational
usage, safety and security and also brand value of
organization further depends upon branding and
socio economy usage of destinations.

Managerial Implications

1) The study found that eco-friendly products, or-
ganizational usage, safety and security, branded
additives, and the socio-economy of chemicals
have a significant impact on branding eco-tour-
ism destinations. This, in turn, affects the brand
value of the organization and environmental
preservation, which helps to sustain the
economy. Therefore, eco-tourism managers
should follow these strategies when purchasing
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eco-tourism products: always buy branded
products because they require less maintenance
cost, help maintain standards and specifications,
create a highly hygienic and sanitized environ-
ment, are effective for both the organization and
employees, help prevent the environment, and
are economical to use. Additionally, using
branding at a destination helps to increase its
brand value

2) Always purchase the branded eco tourism prod-
ucts for eco tourism, because of following:
a) They needs less costs of maintenance for

organisations.
b) Eco products help to promote local produce.
c) Effective in usage for both organisation and

employees.
d) Environmental preservation

References

Achieng, D.O., Hayombe, P.O. and Agong, S.G. 2014.
Positioning ecotourism destinations in Kisumu
County: Cultural diversity perspective.

Ahmed, S. and Mollah, M. 2014. A Framework for Classi-
fying Ecotourism Initiatives in Bangladesh.
Bangladesh Research Publications Journal. 9 (4): 240-
248.

Alfian. Febi Wahyu Sulistyadi. Pratama Diffi Samuel and
Emanuel Naitio, 2016. Ecotourism Attraction, Level
of Satisfaction and Management of Air Terjun
Kembar in Kampung Anyar Village, Banyuwangi.
Journal of Indonesian Tourism and Development Stud-
ies. Retrieved from http://jitode.ub.ac.id/
index.php/jitode/article/view/174

Anholt, S. 2007. Competitive Identity: the new brand
management for nations, Cities and regions. New
York, NY: Palgrave MacMillan

Bhat, R. M., Dr. (2015, October 8). Eco tourism in J&K.
Daily Excelsior. Retrieved March 29, 2017, from
http://www.dailyexcelsior.com/eco-tourism-in-
jk/

Bianchi, C. and Pike, S. 2011. Antecedents of attitudinal
destination loyalty in long-haul market: Australia’s
brand equity among Chilean consumers. Journal of
Travel & Tourism Marketing. 28(7): 736–750

Chambers, R. and Conway, G. 1992. Sustainable rural live-
lihoods: Practical concepts for the 21st century. IDS
Discussion Paper 296. Brighton, UK: Institute of
Development Studies

Cheer, J.M. and Lew, A.A. 2018. Understanding tourism
resilience: Adapting to social, political, and eco-
nomic change. In: J.M. Cheer and A.A. Lew (Eds.),
Tourism, Resilience and Economic Change (pp. 3–17).
Routledge.

Chesworth, Nancy, 1995. Ecotourism Seminar paper de-
livered in the Institute of Environmental Studies and
Management. UPLB. College, Losbanos, Laguna,
Philippines.

Dioko, L.D.A. 2015. Progress and trends in destination
branding and marketing-a brief and broad review.
International Journal of Culture, Tourism and Hospital-
ity Research. 10(1): 5–13.

Fennell, D.A. 2015. Ecotourism, Part I, The Essence of
Ecotourism, p.1.

Gössling, S., Hall, C.M. and Weaver, D.B. 2009. Sustainable
tourism futures. Perspectives on systems and inno-
vations. In: S. Gössling, C.M. Hall and D.B. Weaver
(Eds.), Sustainable tourism futures. Perspectives on
Systems, Restructuring, and Innovations (pp. 1–18).
Routledge.

Khondkar, M. and Anis, A. 2014. Bangladesh as an
ecotourism destination. DUJ Mark, 17

Mansoor, M. M., Dr. (2013, June 25). Differentiating be-
tween Tourism and Ecotourism. Greater Kashmir.
Retrieved from http://www.greaterkashmir.com/
news/gkmagazine/differentiating-between-tour-
ism-and-ecotourism/149638.html

Marti, B.E. 2005. Cruise line logo recognition. Journal of
Travel & Tourism Marketing. 18(1): 25–31.

Park, S.Y. and Petrick, J.F. 2005. Destinations’ perspectives
of branding. Annals of Tourism Research. 33(1): 262–
265

Pike, S. and Mason, R. 2011. Destination competitiveness
through the lens of brand positioning. Current Issues
in Tourism. 4(2): 169–182.

Risitano, Marcello, 2005. The role of destination branding
in the tourism stakeholders system, the Campi
Flegrei case. Department of Business Management
Faculty of Economics, University of Naples Federico
II Via Cinthia-Campus of Monte S. Angelo. Re-
trieved from http://www.esade.edu/cedit2006/
pdfs2006/papers/paper_ risitano_esade_def.pdf

Saraniemi, S. 2010. From destination image building to
identity-based branding. International Journal of Cul-
ture, Tourism and Hospitality Research. 5(3): 247–254

Scheyvens, R. 1999. Ecotourism and the empowerment of
local communities. Tourism Management. 20(2): 245–
249. https://doi.org/10.1016/S0261-5177(98)00069-
7

Schiele, Holger, Veldman, Jasper and Huttinger, 2010.
Customer attractiveness, supplier satisfaction and
preferred customer status: review, concept and re-
search agenda. Paper presented at the International;
IPSERA workshop on “ Customer attractiveness, sup-
plier satisfaction and customer value” in Twente, the
Nertherlands. 25/26.11

Séraphin, H., Ambaye, M., Gowreesunkar, V. and
Bonnardel, V. 2016a. A marketing research tool for
destination marketing organizations’ logo design.
Journal of Business Research. 69(11) : 5022–5027



S258 Eco. Env. & Cons. 29 (August Suppl. Issue) : 2023

Seraphin, H., Pilato, M. and Platania, M. 2017. The place
of heritage and identity in the marketing strategy of
destinations: A worldwide approach based on DMO
slogans. Conference paper presentation at the 6th
international conference on tourism - CACTUS, Predeal,
Romania.

Séraphin, H., Sheeran, P. and Pilato, M. 2018. Over-tour-
ism and the fall of Venice as a destination. Journal of
Destination Marketing & Management. 9: 374–376.

Serenari, C., Peterson, M.N., Wallace, T. and Stowhas, P.
2017. Private protected areas, ecotourism develop-
ment and impacts on local people’s well-being: A
review from case studies in Southern Chile. Journal
of Sustainable Tourism. 25(12) : 1792–1810. https://
doi.org/10.1080/09 669582.2016.1178755

Sharpley, R. 2020. Tourism, sustainable development and
the theoretical divide: 20 years on. Journal of Sustain-
able Tourism. 28(11): 1932–1946. https://doi.org/
10.1080/09669582.2020.17 79732

Shen, F., Hughey, K.F.D. and Simmons, D.G. 2008. Con-
necting the sustainable livelihoods approach and
tourism: A review of the literature. Journal of Hospi-
tality and Tourism Management. 15(01):  19–31. https:/
/doi.org/10.1375/jhtm.15.1.19

Siswanto, Adil and Moeljadi, 2015. Eco-Tourism Develop-
ment Strategy Baluran National Park in the Regency
of Situbondo, East Java, Indonesia. International Jour-
nal of Evaluation and Research in Education (IJERE).
Retrieved from http://files.eric.ed.gov/fulltext/
EJ1091718.pdf

Stubbs, J. 2012. Wish you were here: The branding of
Stockholm and destinations. Create Space Indepen-
dent Publishing Platform.

Tao, T. C. H. and Wall, G. 2009a. A livelihood approach to
sustainability. Asia Pacific Journal of Tourism Research.
14(2): 137–152. https://doi.org/10.1080/
10941660902847187

Tao, T.C.H. and Wall, G. 2009b. Tourism as a sustainable
livelihood strategy. Tourism Management. 30(1): 90–
98. https://doi.org/10.1016/j.tourman.2008.03.009

Zielinski, S., Jeong, Y. and Milanés, C.B. 2020. Factors that
influence community-based tourism (CBT) in devel-
oping and developed countries. Tourism Geogra-
phies, https://doi.org/10.1080/ 14616688.
2020.1786156

h t t p s : / / j k w i l d l i f e . c o m / w i l d / p d f / p u b /
ecotourism%20dev%20plan.pdf


