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Abstract
Tourism has always been one of the admired modes of recreations 
for mankind. Instances of people traveling to places other than 
their home town or state or country to take a break from their 
routine lives have been common from centuries. The practice of 
pilgrimage in India is so deeply embedded in the cultural psyche 
that the entire subcontinent may actually be regarded as one grand 
and continuous sacred space. Contentment is an important aspect 
in any business success. However it becomes more important in 
case of service industries like tourism, hospitality and banking 
etc. In tourism, consumer contentment or discontentment is a 
function of disconfirmation arising from discrepancies between 
prior Expectations and actual performance. Tourist contentment is 
one of the most discussed concepts in the field of tourism marketing 
and the sociology of tourism. In this paper we aim to determine the 
problems face by pilgrims in northern India most crowded holy 
place Shri Mata Vashno Devi, Jammu because providing basic 
facilities to the pilgrims would be single most important factor 
influencing the contentment.
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I. Introduction
Contentment is an imperative aspect in any business success. 
However it becomes more important in case of service industries 
like tourism, hospitality and banking etc. In tourism, consumer 
contentment or discontentment is a function of disconfirmation 
arising from discrepancies between prior expectations and actual 
performance. Tourist contentment is one of the most discussed 
concepts in the field of tourism marketing and the sociology of 
tourism (Sridhar 2008). The more the similarity between cultures, 
the more the contentment. An actual situation that corresponds 
with or is even better than expectation results in contentment. 
Contentment reinforces positive attitudes towards a brand 
resulting into greater likelihood that the same brand will be 
purchased again. It has been observed that a clear understanding 
of the destination and an interaction between host and guest is 
more important in terms of cross cultural exchange. The pilgrim 
is said to be satisfied when weighted sum total of experiences 
compared to the expectations result in feelings of gratification 
and the pilgrim is said to be satisfied when his/her experiences 
compared with expectations result in feeling of displeasure. In 
tourism marketing contentment is post purchase behavior that is of 
strategic importance for business because of its influence on repeat 
purchase and word-of -mouth recommendations. Contentment 
with accommodation, outdoor activities and attractions has 
strongest impact on overall contentment with the holiday (Haksin 
2006). Today, tourist reception has become profession in its own 
right with its own professional identity and each job within the 
profession has its own culture and characteristics. So in order 
to meet and satisfy  their  needs  and  wants  at  reasonable  
profit,  marketers  of  services  are needed to have an in-depth idea 
and information about their culture, region and socio-economic 

profile so as to get them better served. Cross cultural comparative 
research is one of the most important of many different research 
methodologies in terms of tourist contentment measurement.  It  
compares  the tourist  contentment levels  of  different  nationalities  
by using  a  direct  and  indirect  method  where former directly asks 
the tourists themselves about their experiences, perception and 
contentment levels and later asks local residents, business owners, 
tour operators and guides etc. about their perception of how the 
tourists are enjoying (or not) their experiences. Contentment 
is influenced by the availability of customer services and the 
provision of quality customer service.

A. Travel Attributes
Travel attributes play a essential role in tourist contentment. It is 
believed that a comprehensive understanding of the destination 
decision process is likely to make substantial contribution to the 
practice of tourism marketing. Travel attributes are the set of 
attributes which when aggregated together, describe a place as a 
travel destination. They include all the elements that are related to 
the destination and travel to the place such as destinations physical 
and cultural characteristics, the mental and actual distance required 
to get to the destination. As the customers do not choose goods 
themselves but it is the attributes possessed by the products that act 
as an input factor and so resulting in product utility(Mohammed 
E 2006). It has also  been  observed  that  tourist  have little idea 
about  the destination and  the information which they get is  either  
communicated through their  friends and relatives who have already 
visited that destination or by the media or from the social groups. 
However above all, success of any travel destination relies heavily 
on its attraction; its amenities or facilities; and its accessibility for, 
in addition to it safety, reasonable price, sanitation and hygiene 
and good accommodation are important in any destination success. 
Tourism as a destination is partly given and partly man made. In 
the given side are the natural amenities and on the other side are 
the facilities been given by the human being. These facilities are 
supposed to be designed by the service agencies in such a way 
that which are budgetary in nature as well as meet the tourist 
perceived and expected contentment from them. 

II. Literature Review
Pilgrim tourism at Shri Mata Vaishno Devi was studied by Mawa 
Sushma (2004) carried out the study on Pilgrimage Tourism 
Marketing Strategy at Shri Mata Vaishno Devi Shrine. The study 
proposed marketing strategy for various services drawn on the basis 
of an evaluation of these services the pilgrims availed during their 
visit to Shri Mata  Vaishno  Devi Shrine.  The major pilgrimage 
tourism services classified under various groups like hotel services, 
transportation services, retailing services had been studied in detail 
for the formulation of marketing strategy. Besides, the supervisory 
effectiveness of the Shrine board has also been studied to make the 
study meaningful for planned and effective marketing efforts by 
both commercial and non commercial providers of these services. 
The marketing effectiveness for each service has been measured 
separately and also by taking all the services together in terms 
of arithmetic mean.
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Problems related to conflicting interests of pilgrims and tourists 
were discussed along with some management strategies designed 
to minimize these conflicts in a study conducted by Lucy 2006. The 
Pilgrim inflow to seven main sacred cities in India was analyzed 
by Kevin 1999 and he suggested for better queue management 
and adequate hotel services on these places so as to fulfill the 
religious desire of pilgrims from these sacred places.
Heo et al., 2004 identified problems of the religious tourist 
segment and their special needs. The pilgrims were facing a lot 
of problems as regards to various facilities made available to them 
and suggested for the more and more focus on infrastructure and 
transportation development. Study also found that there was no 
significant difference among the pilgrims on the basis of their 
domicile.
Rajasthan is the land of kings and warriors and is famous for its 
heritage, art, craft and culture. The state is well known for its 
hospitality also. Rajasthan is a combination of all the tourism 
products. Foreign tourists and domestic tourists both can enjoy 
whatever they desire and whatever they expect from a tourist 
destination. The state represents an unusual diversity in all 
its form, be it, people, culture, customs, costumes, cuisines, 
dialects and music. No other region in the country assembles the 
many paradoxes of India, as does the desert land of Rajasthan. 
Unexpected forest glens, lakes and temples appear like mirages 
in the deserts. There is romance in Rajasthan’s forts and palaces 
and arts of gallantry retold in ballads and legends. Then there 
are sanctuaries sheltering the rich and varied species of flora and 
fauna. And the shimmering Tharp Desert belt charms with a rare 
and amazing sight. Rajasthan has everything for every age group 
of tourists. The tourist can visit the state with the purpose of 
knowledge, enjoyment, relaxation, medical, wedding, adventure, 
sports, cultural, pilgrimage and now a days with the purpose of 
MICE and literacy tourism. Dr. Anukrati Sharma (2013) made an 
attempt to find out the contentment level of Foreign and Domestic 
Tourists who have visited Rajasthan. The paper also focuses on 
the SWOT of Rajasthan Tourism. 
Williams, 2003 focused on the importance of satisfying religious 
needs as a part of a tailor-made tourist product in the hospitality 
industry.   Study pointed   out that   personal   values and   cultural 
orientation of various customers not only determined what 
attributes a customer seeks in the hospitality product but also 
affected its tariff. Hence, adding religious values to the attributes 
of the augmented hotel product was recommended to attract new 
customer segments.
Hang and Chou, 2006 studied the relationship marketing concept 
and suggested to explore the  tourists  destination  loyalty  forces  
given  a  competitive  market  in  tourism around the globe. Study 
proposed a model of tourist‘s contentment, trust and destination 
loyalty in tourism. Model identified some parameters to be covered 
by the marketers as development of culture-based products and 
good use of cultural features, characteristics, heritage and events in 
tradition along with safety standards, and convenient transportation 
which influenced travelers repeat patronage process.
Javier, et al. 2004 studied perceived value of the purchase of a 
tourism product and stated that purchase value was a subjective 
construct that varied between cultures, between customers and 
at different times. Study developed and suggested a scale of 
measurement of the perceived overall value of a purchase through 
24 items grouped into six dimensions which were value of the 
travel agency, value of the contact personnel, and value of the 
tourism package purchased, value of price, emotional value and 
social value.

III. Research Methodology
Day-wise list of the number of pilgrims visiting Shri Mata Vaishno 
Devi is be prepared based on data taken from the Published Annual 
Reports and the Personal interview conducted with the supervisory 
bodies governing the management of these shrines.
An average pilgrimage per day to Shri Mata Vaishno Devi is 
35,000. Quota sampling is used to decide the sample size. The 
size of sample is computed on Quota basis i.e. 3 per cent of the 
total population, so a sample of 750 respondents was selected 
and further sample size for each shrine is calculated by using 
proportional method of sample allocation.

IV. Results
The comprehensive portrayal of these problems as faced by the 
pilgrims visiting Shri Mata Vaishno Devi is presented in following 
Table The glance of table reveals that 14.16% of Pilgrims faced 
the problem of getting yatra slip due to huge waiting queues and 
less number of counters, 21.33% of pilgrims reported problems 
with insufficient queues for yatra slip at Katra and 24.5% of them 
reported the problem of getting yatra slip due to less number of 
counters at Jammu followed by 20% who reported the problem of 
unavailability of rooms at bhawan even after the prior  booking.  
Pilgrims  were  also  facing  problems  with  safety  of  transport 
10.33% and 18.33% found it to be risky while driving in night due 
to lack of sufficient lightning facility on the road from Jammu to 
Katra, 18.33 % were those who were cheated by the local brokers 
and commission agents spread all over Katra. Apart from this 
5.83% of them were found to be dissatisfied with the use of VIP 
yatra slip because of the misuse of it made by non VIP‘s. Due to 
heavy prices charged by the local shopkeepers at Katra 15.83% 
reported the problem faced due to non availability of shrine board 
owned and run shops at Katra and only 3.83% of them reported the 
problem of cloak room facility at Bhawan. However good majority 
of pilgrims 13% were found to be dissatisfied with pony and the 
wastage made by them on the track and 8.66% of them suggested 
to run this facility up to Ardhkumari followed by 15% who reported 
that even after the prices were fixed by the board service providers 
of these facilities were charging high prices for it and 3.83% of the 
pilgrims recommended to increase the frequency of electric cars 
from Ardhkumari to Bhawan. However in case of food and retail 
services 10.5% of pilgrims reported problems with the sufficient 
availability of shrine board shops along the Track, followed by 
27.33% who reported problems with high prices charged by the 
local shopkeepers and mostly above mentioned MRP and 25.33% 
of pilgrims reported problems with bad behavior of shopkeepers, 
27.83% of them reported high prices charged for food at Katra. 
However in case o darshan time 12.66% of them reported problems 
with availability of less time for darshan while 8.66% of them 
reported problems with inadequate installation of close circuit 
cameras along the track from Katra to Bhawan followed by 14% 
who reported that there were no digital display boards along the 
track which gives exact position about the availability of crowd 
at Bhawan and 15.83% of them reported the same problem with 
installation of digital display boards at Katra and 12.5% of them 
reported problem with inadequate availability of security cops at 
Katra Bus Stand and main entry points to the Holy town. However in 
case of health and medical facility 22% pilgrims reported problems 
with multi specialty medical aid facility at Katra and 22.16% of 
pilgrims were found to be dissatisfied with drinking water facility 
at Katra. Only 7% of pilgrims reported problem with the fare 
for helicopter service and 20.16% reported to had problems with 
pollution at Katra, 22.5% of pilgrims reported problems with bad 
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condition of roads from bus stand to Ban Ganga and 36.33% of 
them have faced the problem with sanitation and hygiene followed 
by 31.33% who faced problems due to encroachment made on the 
road by local shopkeepers from bus stand up to Ban Ganga  and  
lastly 24.33% of pilgrims  were  found to  be dissatisfied  with  the 
behavior of staff at Katra and en route due to improper information 
conveyed by them.

Table 1: Tribulations Faced by the Pilgrims Visiting Shri Mata 
Vaishno Devi
S. No Problems Faced by the Pilgrims %age
1 In sufficient Yatra Slip Counters 14.16%
2 Accommodation Facility at Bhawan 20%
3 Safety of Transport Facility 10.33%
4 Driving in Night 18.33%
5 Increased number of Brokers at Katra 13.83%
6 Misuse of VIP entry by others 5.83%

7 Lack of Govt.  and  Shrine  Board  owned  
and  Run Shops at Katra 15.83%

8 In adequate Cloak Room Facility 3.83%

9 In convenience caused by Horses and their 
Waste. 13%

10 To stop Horses at Ardhkumari 8.66%
11 High charges for pony and pithu 15%
12 Increase in Battery Cars 3.83%

13 In sufficient Govt. and Shrine Board owned 
and Run Shops along the Track 10.5%

14 Increase in Darshan time by fixing 
Pilgrimage on per day basis 12.66%

15 In sufficient Close Circuit Cameras along 
the Track 8.66%

16 Lack of Digital Display Boards giving 
information about crowd at Bhawan 14%

17 Lack of Digital Display Boards giving 
information 15.83% 

about crowd at Katra
18 In adequate security arrangements at Katra 12.5%

19 High Prices Charged by the Local 
Shopkeepers 27.33%

20 Non- cooperation of Shopkeepers 25.33%

21 Lack of Multi Specialty Medical Aid 
Facility along the Track up to Bhawan 22%

22 In adequate Drinking Water Facility at Katra 22.16%
23 High Prices for Food at Katra 27.83%

24 In sufficient queues for yatra Slip Counters 
at Katra 21.33%

25 In sufficient arrangements for yatra Slip 
Counters at Jammu 24.5%

26 High prices for Helicopter Services 7%

27 Pollution at Katra due to Heavy Vehicular 
Movement to the Town 20.16%

28 Bad condition of Roads from Bus Stand to 
Dharshani Dyodi 22.5%

29 Sanitation and Hygiene Problem at Katra 36.33%

30 Encroachment  by local  shopkeepers on  
roads  from Bus Stand up to Ban Ganga 31.33%

31 Improper   Information   conveyed   by the  
Staff  to Pilgrims 24.33%

V. Conclusion
As providing basic facilities to the pilgrims is single most important 
factor influencing the contentmentans when we enquired from 
pilgrims certain problems were reported by the pilgrims during 
their visit which are included under major headings: waiting in 
queues, darshan facility,  security,  food  and  accommodation,  
drinking  water,  sanitation  and hygiene, pricing, medical facility, 
transportation, transport infrastructure, banking, begging, sign 
boards installation on the roads, inadequate shopping centres 
provided by Shrine Board, inadequate parking facility at Katra, 
Fixing of pony and pithu rates etc. at Shri Mata Vaishno Devi.
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