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Abstract
Maharashtra is the ultimate travel destination of India for tourists, 
pilgrims,  adventure lovers, artists and businessmen since ancient 
time. Maharashtra received 82700556 (7.2%) domestic tourists and 
4156343 (20.8%) foreign tourists in 2013. Hence it is imperative 
to study the development and marketing of tourism in Maharashtra 
and analyse the role of MTDC in promotion of tourism. 
Keeping in view increasing importance of tourism in Maharashtra, 
present paper aims at analyzing domestic and foreign tourist 
arrivals and promotional efforts taken by MTDC. Tourists were 
contacted to know about MTDC and their promotional efforts. 
Data required for this purpose has been collected from secondary 
sources such as Ministry of tourism, WTTC, MTDC. 
It was found that Maharashtra witnessed annual growth 24.73% 
in domestic and -23.9% in foreign tourist arrivals in 2013. 
In this present competitive scenario, tourism marketing has 
emerged as a tool to satisfy modern needs of tourists. More over 
it was suggested that state government should take more initiative 
to promote unexplored destinations which has potential to attract 
the tourists.
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I. Introduction
Tourism industry is considered important due to its contribution 
to the GDP, employment and balance of payment. Every country 
is promoting tourism on priority agenda. Indian tourism industry 
has been growing at rapid pace.[3] It is focused on country’s rich 
heritage and cultural tradition.
In India tourism contributes 6.2% to the national GDP and 7.7% 
of total employment. World Travel and Tourism Council has 
predicted an annual growth of 8.8% between 2011 to 2021.[14]
Tourism Marketing is beneficial to the economy of the country by the 
tax benefits, image building, and educational significance, cultural 
significance, earning foreign exchange, generating employment 
opportunities and thereby creating peaceful environment. 
As tourists visit various places for variety of motives and they 
utilizes many forms of tourism. In this  present competitive 
scenario, tourism marketing has emerged as a tool to satisfy 
modern needs of tourists and attract more and more tourists by 
marketing mix.[5] Innovative and attractive package tours can be 
best example of marketing mix.
Government of India has established department of tourism 
at national level and state governments have established state 
level tourism cooperation for encouraging, monitoring tourism 
management problems and prospects. Marketing of tourism 
plays a vital role for economic and industrial development of 
our country. 
Cultural tourism is a strong motivation for the tourist to visit 
India. Tourism occupies a prominent place in the state agenda 
as a crucial engine for income and employment. Tourism also 
promotes communal harmony and national unity.[13]
Acknowledging the significance of tourism in economic 
development, Government of India and State Government have 
taken various policy measures for establishing tourism as ‘people’s 
industry’ and planned to achieve maximum benefits of tourism 

sectors.
Public and private sector jointly promoting tourism in the state 
have made productive efforts to exploit the vast potential of 
tourism existing in tourism sector and designing and introducing 
new product to tap the market in the form of unexplored 
destinations.
Maharashtra, the third largest state is one of the most industrialized 
and urbanized states of India. It is located on the west coastline 
along the lush green Konkan region. Several hill stations and water 
reservoirs with semi evergreen and deciduous forests are found in 
Western Ghats and the Sahyadri mountain range. The Vidarbha 
region, northern part of Maharashtra, features dense forest. It is 
home to several wildlife sanctuaries and national parks. The state 
abounds in natural and cultural attractions ranging from unspoiled 
beaches, forest, wildlife, unique hill stations, ancient cave temples, 
forts, temples and rich tradition of fairs and festivals. Unique 
diversity of Maharashtra reflects through Kaleidoscope of races, 
languages, customs and traditions
The state has recognized tourism as a major thrust area for economic 
growth. Maharashtra ranks 5th in domestic tourist arrivals in year 
2013 with 7.20 % (82700556) total tourist visits. It ranks first in 
foreign tourist visits with a share, 20.80% (4156343) tourists and 
hence there is remarkable increase in budgetary allocation for 
promotion of tourism in the state.[4]
 The scenic 720 km long coastline of the Konkan has been included 
for development as tourist circuit. The main attractions for the 
international tourism are the capital city Mumbai, the hill stations, 
the beaches and the caves. Maharashtra has its own folk music. 
Folk musical programmes, such as Gondhal, Lavani, Bharud and 
Powada, are popular, especially in rural areas.
Tourism industry in Maharashtra has a tremendous potential for 
growth, given the availability of basic infrastructure and the variety 
of tourist themes offered by various destinations in Maharashtra. 
Its rich historical and cultural heritage has been under-explored 
by the tourism industry and the government agencies. The strong 
basic infrastructure availability through out the state would provide 
a perfect platform for fresh private investments in development of 
tourism in the state, and in the process creating many direct and 
indirect employment opportunities to local residents.

II. Literature Review
Tourism is a multidisciplinary and encompasses various sectors 
like transport, hotel industry, airlines, external affairs and many 
allied industries. It is a labour intensive industry and the activities 
undertaken are regarded as a mechanism of generating employment 
as well as income in both formal and informal sectors (Khalil 2007)
[6]. It is one of the major sources of economic growth. Moscardo 
(2008) stated that the community based tourism encompasses 
the desire to encourage empowerment, gender equity, capacity 
building, education and cultural identity.[9] Kamra K. K. (2002) 
has opined that what less developed countries and regions need 
and require most is through going development or fundamental 
economic development that address the poverty or pollution 
suffered by many in the less developed world.[7] Kanjilal G (2004) 
highlighted the importance of strategic planning of marketing, 
infrastructure development, public relations, customer satisfaction 
etc in India. He further explained that India has not been able to 
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exploit its tourist potentialities despite her wide ranging tourism 
resource base because of those issues and managerial implications.
[8] Tourism generates employment if marketed keeping in view 
the development of the state as a tourist destination. Burchart and 
Medlik opines ,Tourism marketing activities are systematic  and 
coordinated efforts extended by National Tourist Organization and 
/or tourist enterprises on international, national and local levels 
to optimize the satisfaction of tourist groups and individuals in 
view of sustained tourism growth.[1] Government of Maharashtra 
recognized the potential of tourism and hence ‘Tourism policy 
2006’ emphasized tourism promotion and marketing.[11]  
Research methodology
The present study is analytical and exploratory in nature. Therefore 
the secondary data was collected from various sources as India 
Tourism Statistics, Tourism policy of Maharashtra, Various journals 
etc. Primary data was collected from domestic and international 
tourists at various places of tourist interests.
Objective of the study
The study was carried out with the following objectives.

To study the development of tourism in Maharashtra• 
To assess the marketing efforts of state tourism department • 
for promotion of tourism.
To find out the tourist’s perception about the state tourism • 
department

Analysis of Development and Marketing of Tourism in 
Maharashtra

A. Tourism infrastructure in Maharashtra
As Maharashtra is a major trade and tourist destination of India 
it attracts thousands of tourists from across the world every 
year. There are three international and five domestic airports in 
Maharashtra. Most of these airports have regular connections 
through the Indian Airlines and other domestic airlines.  Mumbai 
is the most connected international airport in India and most of the 
important international destinations are connected with this place. 
It is the hub of the railway network and most of the important 
places in India are connected by rail to Mumbai. Many important 
tourist spots in the state are directly connected to Mumbai by 
regular trains. Maharashtra has the best road connection in India 
and all the places of importance are conveniently connected to 
each other. The Maharashtra State Road Transport Corporation 
as well as private operators provides good services connecting 
all the tourist centers in the state. Maharashtra offers excellent 
accommodation facilities ranging from star category hotel to 
budget hotels, paying guest accommodation etc at various places 
of tourist interest.

B. Tourist Attractions in Maharashtra
Maharashtra offers attractions of varied kind. It offers natural 
attractions in the form of lakes, beaches, hill stations, wild life 
sanctuaries etc. Man made attractions are forts, caves, palaces etc. 
It also enjoys unique position in the realm of rock cut architecture, 
because of its peculiar rock characteristics of Satpuda and Western 
Ghat.
Apart from Mumbai, Pune, home of Maratha leader, Aurangabad 
once the seat of the Mughal Empire  now ‘Tourism capital 
Maharashtra’, Maharashtra has a score of pilgrimage destinations, 
ranging from the ones that centre around mythology (e.g., Nasik; 
Pandharpur) and those celebrating the achievements of religious 
leaders and reformers (Shirdi, Haji Ali Shrine) to new age 
pilgrimage destinations such as the Osho Commune at Pune.  
Nasik is one of the four sites of the Kumbh Mela. The scenic 720 km 

long coastline of the Konkan has been included for development as 
tourist circuit has unexplored beaches. Maharashtra is the first state 
to declare a tourism district for tourism development. Sindhudurg 
is the first district in Maharashtra to be declared as a tourism 
district. . The Vidarbha region, northern part of Maharashtra, 
features dense forest. It is home to several wildlife sanctuaries 
and national parks.
The state has launched Unlimited Maharashtra advertising 
campaign through newspapers and television channels to attract 
tourists as it is considered as low season.[10]

C. Position of Maharashtra in Domestic Tourist 
Arrivals
Domestic tourist arrivals are the linked with regional development, 
employment generations and economic development. Mumbai, 
the capital of Maharashtra and business capital of India is well 
connected by all modes of transport. It is convenient for foreign 
and domestic tourist to visit places of tourist importance in 
Maharashtra. 

D. Position of Maharashtra is revealed by comparing top 
ten tourist states in the following table  
Table 1: Position of Maharashtra in Domestic Tourist Arrivals-
2013

S. No. State/U.T Tourist visits % share

01 Tamil Nadu 24423487 21.3
02 Uttar Pradesh 226531091 19.8
03 Andra Pradesh 152102150 13.3
04 Karnataka 98010140 8.6
05 Maharashtra 82700556 7.2
06 Madhya Pradesh 63110709 5.5
07 Rajasthan 30298150 2.6
08   Gujarat 27412517 2.4
09 West Bengal 25547300 2.2
10 Chhattisgarh 22801031 2.0

(Source-India Tourism Statistics 2013)

Table provides the percentage shares and ranks of various states/ 
UTs in domestic and foreign tourist visit during 2013.The top 4 
states in domestic tourist visits in 2013 were Tamil Nadu, Uttar 
Pradesh, Andra Pradesh, and Karnataka with their respective 
shares being  21.3,19.8, 13.33, 8.6. These four states accounted 
for about 63% of the total domestic tourists visit in the country. 
Thus it appears in the above table that the position of Maharashtra 
in respect of domestic tourist visits is very low as compared to 
Andra Pradesh, Tamil Nadu, Uttar Pradesh, Karnataka etc. the 
percentage share is merely 7.2 %. As compared to volume and 
variety of places of attraction located in Maharashtra, the visitor’s 
percentage is quite disappointing. To overcome this unfavourable 
situation state level and private organisations should undertake 
aggressive marketing planning strategies.

E. Position of Maharashtra in Foreign Tourists Arrival
Foreign tourist arrivals are very crucial for developing countries 
like India as they are the source foreign exchange earnings. Their 
presence is associated with employment generation, regional 
development,  cultural exchange and international understanding. 
Foreign tourist visits in 2013, the top 5 states/ UTs were Maharashtra 
(20.8%), Tamil Nadu (20.00 %), Delhi (11.5%), , Uttar Pradesh 
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(10.03%), Rajasthan (07.2%) and the total share of these five 
states comes to 67.5%  

Table 2: Position of Maharashtra in Foreign Tourist Arrivals
S. No. State/U.T Tourist visits % share
01 Maharashtra 4156346 20.8
02 Tamil Nadu 3990490 20.00
03 Delhi 2301395 11.5
04 Uttar Pradesh 2054420 10.3
05 Rajasthan 1437162 7.2
06 West Bengal 1245230 6.2
07 Kerala 858143 4.3
08 Bihar 765835 3.8
09 Karnataka 636378 3.2
10 Himachal Pradesh 492322 2.5

(Source-India Tourism Statistics 2013)

It is clear from the above table that foreign tourist visits during 
2013 among the top ten states of India , Maharashtra ranks first 
with 20.8% share. 
In comparison with the tourist arrivals, Maharashtra received 
14.6% tourists in year 2008 whereas the in year 2013. Though 
Maharashtra rank 1st in foreign  tourist arrivals with  20.8% but 
in year 2012 foreign tourist arrivals were 5120289(24.7%).
 International airport at Mumbai is used as transit destination by 
the business traveler as they prefer to fly out for quick holiday to 
Goa and Kerala.  40 % of the total international tourists arriving 
to India use Mumbai as a gateway to India. At least 50% of these 
tourists should visit interior of the state. Out of total foreign visit, 
there is a greater scope to increase the number of foreign tourists to 
destinations in Maharashtra. The organisations involved catering 
to the foreign tourists in Maharashtra can frame suitable marketing 
strategy to market rich and diversified tourist destinations.    

F. Marketing Strategy adopted by MTDC
Maharashtra has embarked upon marketing blitzkrieg and 
initiative to promote tourism in the state are on the roll. Through 
slogan ‘Maharashtra Unlimited’ MTDC is promoting vast tourism 
potential of the state as a premier tourist destination.[2]
Marketing of the tourism destinations is done through following 
ways

Tourism promotion Literature and publications • 
Use of Information Technology • 
Cultural Events/ Festival • 
FAM Tours. • 
Participation in Exhibition • 
Partnership between public and private sectors• 

New Initiatives
MTDC have organized road shows in foreign countries, like • 
Europe, South East Asia and Americas which are generating 
markets depicting cultural facets of Maharashtra wherein the 
locals, travel writer and tour operators are made aware with 
the travel characteristics of Maharashtra.
The tourist destinations in Maharashtra are published in the • 
various international travel magazines, radio and T.V.  
MTDC has appointed and recognized around 100 Travel • 
Agents within the state.
To facilitate tourists at originating market, MTDC has opened • 
one office in New Delhi and one in Goa.

MTDC is operating Non- pollution buses form T-point to • 
Ajanta as this area is declared as no vehicle area. This was 
necessary to minimize the damage caused by vehicular 
pollution to the painting of Ajanta.
Innovative promotion drive- Deccan Odyssey. Tourists train • 
revealing the heritage of Maharashtra is a project jointly 
undertaken by Ministry of Railways, GOI, MTDC and 
Govt. of Maharashtra which runs on   seven days itinerary 
which include Ellora and Ajanta along with other tourist 
destinations. With a view of effective marketing, promotions 
and reservation, MTDC has appointed 13 General Sales 
Agents throughout the world. 
Co-ordination with other state tourism Development • 
corporations through MOU’s with West Bengal, Uttar Pradesh 
Madhya Pradesh and Andra pradesh

G. Travel source of information
In Marketing source of information plays an important role as 
it gives insight into product awareness amongst consumers and 
volume of efforts needed to market it. Hence choices for the source 
of information were provided to tourists and responses received 
are shown in the following table 

Table 3: Source of Information used by the tourists aboutTourist 
Destinations in Maharashtra 

Source of Information
Responses
Domestic 
tourists

Foreign 
tourists

Newspaper 45   (9%) 2   (2%)
Teacher 22    (4%) 2     (2%)
Word of Mouth 32    (26%) 18    (18%)
Any Other 160   (32%) 22   (22%)
T.V. 84    (11%) 10   (10%)
Combination of two 
and more of the above 
sources.

57   (17%) 46    (46%)

Total 500 100

For the domestic tourists, word of mouth and any other source 
responses if combined (26+32) 58%. Tourists used their personal 
and private source of information. Other source of information 
of acquiring idea of the tourism product were newspaper (9%), 
teacher (4%), T.V. (13%), combination of two or more (11 %). 
Thus it shows that personal source dominated to visit the attraction 
rather than organizational sources.
Similarly responses received regarding the source of information 
in case of foreign tourists, it is observed that combination of two 
and more sources used to the extent of  (46 %) and word of mouth 
(18%) and any other (22%) and other sources like newspaper 
(2%), T.V. (10%). 
This shows that self interest was important source of information 
to the tourist. Organizational and institutional sources were not 
much influence for attraction to the foreign tourists.

H. Rating Transport facilities of Maharashtra 
Accessibility is crucial for the success of any tourist destination. 
The number of tourist visits to an attraction depends on the nature 
of accessibility. Following table shows the responses given by 
the tourists.
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Table 4: Rating Transport facilities in the state
Rating Transport
Facilities

Responses
Domestic Foreign

Excellent 13   (3%) 4    (4%)
Good 130   (26%) 24   (24%)
Satisfactory 54   (11%) 16   (16%)
Poor 234   (49%) 47   (47%)
No Comment 74     (14%) 9     (9%)
Total 500  (100%) 100  (100%)

The rating given for transportation facility in the state to reach 
various tourist destinations, in respect of domestic tourists, 
excellent 3%,  good 26%, satisfactory11% and poor 49%.
The foreign tourists rated the transportation used by them on the 
same ground, excellent 4%, good24%,  satisfactory 16%, and  
poor47%. 
Opinion expressed regarding rating of transport at state level  by 
domestic and foreign tourists, states that poor and no comments 
put together (49 % and 14%) 63 % and (47% and 9% ) 58 % 
respectively indicate that state level transport facility is not up to 
the mark and there is scope for improvement in this regard.
This reveals that there is major scope for improvement to the 
level of excellence.  

I. Awareness about  M.T.D.C. 
Maharashtra Tourism Development Corporation is a Government 
organization concerned with promotion of tourism. The awareness 
of the efforts of MTDC has been analysed in the following 
table. 

Table 5: Awareness among the tourists about efforts of  
M.T.D.C.

Awareness about 
efforts of M.T.D.C.

Responses
Domestic Foreign

Yes 289   (58%) 31   (31%)

No 208   (41%) 64   (64%)

No Comment 03   (.006%) 5    (5%)

Total 500  (100%) 100  (100%)

58 % of domestic tourists are aware about MTDC’s efforts in 
promotion of tourism. 41% tourists don’t know about the role of 
MTDC in promotion. Foreign tourists are not aware about MTDC 
and its efforts (64%).
Thus more vigorous and properly planned marketing efforts are 
needed. 

Suggestions by tourists
Main suggestions on marketing efforts desirable to promote 
tourism in Maharashtra 

Provision of updated tourist information for the interest of • 
the prospective tourist.
More effective  online booking and information facility• 
There is lack of proper transport, shopping and restaurants • 
near  World Heritage site  –Ellora and Ajanta. 
More advertisements in media like newspaper will help to • 
popularize the unique feature of various destinations  
Tariff of the room along with the type of the room should be • 
displayed at the front desk for the customers. 
Better guides should be made available for tourism • 

destinations.
There is a great need of tourists help centers and regular buses • 
to World Heritage site - Ellora and Ajanta.
The information of the other tourist attractions in the vicinity • 
of the tourism destinations should be displayed at appropriate 
places.
There is necessity of improvement of local and public transport • 
to facilitate tourists visit to various monuments.
Positive attitude of the local community and tourist’s • 
friendly atmosphere is vital to create awareness and promote 
tourism. 
More Infrastructure facilities of international level to ease the • 
foreign tourists to visit destinations should be developed.
More sign boards on the way to Ellora and Ajanta and at • 
Aurangabad are needed for directions of tourism product and 
monuments and other facilities in the vicinity.

III. Conclusion and Suggestions 
Tourism has emerged out as one of the most important industries 
of the world. India too, has realized the importance of tourism 
although we still have to tap the potential to the maximum. 
Maharashtra has natural and manmade attractions in abundance. In 
spite of having endowed with such gems of products, Maharashtra 
is not doing very well in terms of tourism . Though the state ranks 
first in foreign tourist arrivals very few tourists visit interior of 
Maharashtra. One of the main reasons for this poor performance 
is lack of effective marketing strategy. Marketing of tourism needs 
to be more proactive and focused on developing activity-based 
tourism .The state has great potential for adventure sports which 
can be explored through water and aerial adventure sports at 
Konkan and Sahayadri ranges.  
More efforts are needed to promote tourism aggressively, so as to 
tap its maximum potential. There is need to develop awareness 
among the people by adopting wider publicity through school, 
colleges and masses in this vast country.
To develop tourism as a major industry there is a dire need to 
market off-beaten destinations of the state. MTDC should try 
to focus attention and research on marketing and promoting the 
new emerging concepts in tourism like eco- tourism, agri-tourism 
etc. MTDC should use media for promotion, internet marketing 
more assertively at national and international level. There is 
urgent need to develop tourism  infrastructure like local transport, 
hoardings and sign board for directions, set up of Government 
owned shops to display and sell Paithani sarees, Himroo shawls 
and others handloom and handcraft of repute. Entertainment in 
the form of cultural shows, as well as gardens, amusement park 
and museums is  inadequate in Maharashtra. Provision of the 
same will encourage the tourists to explore treasure in the form 
of tourist destinations.
Moreover, since tourism is a multi-dimensional activity, and 
basically a service industry, it would be necessary that all wings 
of the Central and State governments, private sector and voluntary 
organizations become active partners in the endeavor to attain 
sustainable growth in tourism if Maharashtra wishes to become 
a key player in the Indian tourism.
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