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Abstract

This study aims to investigate the current state of Bhaktapur, Nepal, as a tourist destination and how
promotional marketing strategies can be used to increase the number of tourists visiting the area. The
research uses the AIDA model to analyze Bhaktaput's promotional marketing as a tourist destination.
282 tourists were surveyed through the Kobo Toolbox app to gather information about their
demographics and travel profiles. The data was analyzed using SPSS and SEM to find variations in
groups and predict the impact of promotional marketing on sustainable tourism demand in Bhaktapur.
The findings indicate that utilizing a range of promotional marketing strategies, such as social media,
and targeting different demographic groups can be effective in attracting tourists and highlight the
significance of tourism as a key source of foreign exchange revenue for Nepal and suggests that
promoting Bhaktapur as a tourist destination can contribute to the country's economic growth. This
study contributes to the rising interest in determining the Internet's significance as a commercial tool in
the tourist industry. Internet is currently the primary method for hotels and other service-based
enterprises to communicate with their clients. Thus, this study aims to fill a vacuum in the literature by
demonstrating how to leverage the Internet and social media as part of a marketing strategy to build a
sustained demand among visitors concerned with social concerns and the environment.
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1. Introduction

The travel and tourism industry is one of the world's largest and most diverse industries

(Devkota et al., 2022a). Many nations rely on this dynamic industry as a primary source for generating
revenues, employment, private sector growth, and infrastructure development (Lichrou et al., 2018).
Tourism development is particularly encouraged in developing countries worldwide when other forms
of economic development, such as manufacturing or the exportation of natural resources, are not
commercially viable (Devkota et al., 2020a; Mbaiwa, 2021). The role of tourism as a major contributor
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to the global economy is significant, as reflected in various indicators that show the industry's rapid
growth (Kyrylov et al., 2020; Gautam et al., 2022). Other tourism contributions include cultural
exchange, preservation of heritage, and community development (Devkota et al., 2021a; Skare et al.
2023a). The concept of sustainable tourism is also important in ensuring that the industry is responsible
and sustainable in the long run (BK et al., 2019; Streimikiene et al., 2021).

Promotional marketing in South Asian countries is currently experiencing a shift towards digital
channels, with a growing focus on utilizing social media and e-commerce platforms to reach a larger
and more targeted audience (Devasia & PV, 2022). Traditional marketing methods such as billboards,
newspapers, and television advertisements are still widely used, particularly in urban areas (Winter et al.,
2021). However, digital marketing is becoming increasingly popular as it allows businesses to target
specific demographics, track engagement, and measure the effectiveness of their campaigns. In the
tourism industry, South Asian countries are heavily promoting their destinations through digital
marketing, highlighting the region's unique culture, heritage, and natural beauty to attract more tourists.
This can be seen through the use of social media platforms, digital travel guides, and influencer
marketing (Amin, 2021). While the shift towards digital channels is a positive trend in promotional
marketing in South Asian countries, there are still challenges that need to be addressed in order to fully
capitalize on the potential of digital marketing.

Nepal is a country of diversity, beauty, and tranquility (Khanal & Shrestha, 2019; Devkota et al.,
2020a). The Hindu, Buddhist and other cultural heritage sites of Nepal and around the year fair weather
are also strong attractions. It is considered as one of the topmost destinations to visit by many travel
agencies and travel planners. The traditions and famous hospitality of its many different groups are
indeed a major part of what makes Nepal so special (Gawlik et al., 2022). Nepalese people are warm
and kind no matter where you go in the country, from medieval hill settlements to the historic
metropolis of the Kathmandu Valley (Koirala, 2020). With more festivals than days of the year, there is
nowhere else in the world that can offer as many festivities as Nepal.

In the context of Nepal, tourism promotion plays a key role in highlighting the tourism image
of Nepal all over the world. Nepal has been organizing different tourism promotional programs and
activities with the view to identify and increase tourism market all over the world (Badal, 2019; Devkota
et al.,, 2021b). However, tourism in Nepal still faces several challenges, such as a lack of skilled labor
and poor working conditions (Hillman & Radel, 2022). Despite these challenges, Nepal's unique culture
and heritage, along with its natural beauty, make it a popular destination among tourists. With the right
strategies and policies in place, Nepal can continue to grow and develop its tourism industry, while also
ensuring sustainable and responsible tourism practices (Bk et al., 2019; Pradhan et al., 2022).

Promoting tourism marketing in Nepal is not an old concept. It began as the "word of mouth"
marketing of Nepalese tourism aftermath of successful peak-kissing of Mount Everest in 1950s.
However, despite the efforts, the tourism industry in Nepal still faces several challenges, such as a lack
of skilled labor and poor working conditions (Wilson & Dashper, 2022; Devkota et al., 2022a). These
issues are commonly found in emerging nations like Pakistan, Bhutan, Sri Lanka, and Thailand where
the tourism industry has had a difficult time finding and keeping qualified workers (Khan et al., 2020).
Some of the factors that contribute to this include poor working conditions, lower pay scales, irregular
work schedules, a lack of promotional and motivating factors, high employee turnover, and a negative
perception of the tourism industry (Maharjan et al., 2022).

Promotional marketing in the tourism industry in Nepal has been the subject of research in
recent years, with studies focusing on the use of digital channels, sustainable tourism, and the role of
the government and private sector in promoting Nepal as a tourist destination. Even though
sustainable tourism is becoming more important (BK et al., 2019; Paudel et al., 2021; Devkota et al.,
2022b), and marketing can be used to encourage tourists to act in a sustainable way, there is still a lot
we don't know about Bhaktapur, Nepal. In particular, there isn't a lot of empirical research on how well
marketing campaigns that focus on sustainability can get tourists to behave in a sustainable way when
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they visit Bhaktapur. Also, the role of stakeholders in a destination, like the local government and
tourism operators, in promoting sustainable tourism through marketing strategies needs to be
investigated more. There is also a research gap in understanding the perceptions, attitudes, and
behaviors of tourists towards sustainability in Bhaktapur and how these can be influenced by
promotional marketing campaigns. Finally, there is a need for research that develops clear and
measurable indicators to evaluate the success of sustainability-oriented promotional marketing
campaigns in Bhaktapur. Addressing these research gaps is crucial to developing effective marketing
strategies that promote sustainable tourism and enhance the sustainability of tourism in Bhaktapur.
However, there are still gaps in research in this area that need to be addressed. There are few studies on
the effectiveness of different promotional marketing strategies in Nepal. While there have been studies
on the use of digital channels and sustainable tourism, there is limited research on the effectiveness of
these strategies in terms of attracting tourists and increasing revenue for the country's tourism industry.
Therefore, this study aims to investigate the prospects of promoting sustainable tourist behavior
through promotional marketing in Bhaktapur, Nepal.

There are six parts to this paper. The introduction is covered in the first part, followed by a
review of the relevant literature in the second. Similarly, this study discusses the research methods in
the third portion, followed by the findings in the fourth section. Last but not least, part five contains
the discussion, while section six has the conclusions.

2. Literature review

2.1 Promotional marketing in Nepalese context

The history of Nepalese tourism dates back to antiquity. It was common for people from other
nations to go to Nepal for cultural exchange and pilgrimage (Tfaily, 2018). After centuries, the
democratic tourism revolution has ushered in a new age for all international tourists in Nepal (Devkota
et al., 2020a). Following the advent of democracy, Nepal opens its doors to foreign tourism (Pasquinelli
& Bellini, 2016; Devkota et al., 2020b). In the last two and a half decades, the advertising scene has
altered drastically. Prior to 20 to 25 years ago, print media, radio, and outdoor campaigns such as wall
murals dominated the commercial landscape, with just a tiny share of advertising airing on television
(Shakya, 2018). Presently, advertisements are popular in print, broadcast (T'V and radio), online portals,
and social media platforms. The rising number of advertisements is mostly due to consumer behavior.
Additionally, technology has a big impact. Historically, television advertisements (TVCs) were devoid
of images and special effects. TV ads with a greater degree of animation, graphics, and special effects
are given in order to catch the attention of and pique the interest of consumers. As marketing and
promotional operations grow more complex, advertising firms are innovating new marketing and
promotional tactics (Geissler et al., 2000).

The tourism industry has considerably contributed to the expansion of Nepal's economy via
promotional marketing initiatives. Due to topographical limitations, industrial centers cannot grow, the
exploitation of natural resources is expensive, and there are insufficient agriculturally productive regions
to fulfill the rising need for food. Tourism is one of the economic streams with a promising future in
this circumstance. Currently, it is the economic sector with the greatest dependence ratio and the
biggest foreign exchange earner. Promotional marketing plays a vital role in the growth of the Nepalese
tourism industry (Amin, 2021). However, it also faces several issues that need to be addressed. One
major issue is the lack of understanding of the target audience in the Nepalese tourism industry (KKharel
et al., 2022). Many promotional campaigns do not take into account the specific needs and preferences
of the tourists, leading to a lack of effectiveness in reaching the desired market. This can result in
wasted resources and a poor return on investment for the tourism industry (Ketter et al., 2021).
Another issue is the lack of creativity and originality in promotional campaigns for Nepalese tourism.
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Many campaigns are generic and uninspired, which makes it difficult for them to stand out in a
crowded market. This can lead to a lack of consumer engagement and a lack of interest in the tourism
industry (Tomazos, 2022). Likewise, lack of proper measurement and evaluation of promotional
campaigns for Nepalese tourism are other issues (Devkota et al, 2022). Many campaigns are not
evaluated based on their effectiveness, which makes it difficult to determine whether they are achieving
the desired results. This can lead to a lack of accountability and a lack of progress in improving
marketing strategies for the tourism industry (Gavurova et al. 2023; Skare et al. 2023b). The lack of
technology adoption is also a problem for the Nepalese tourism industry. Many companies in the
industry are still not taking advantage of digital marketing strategies (Mura, 2020), and as a result, they
are not reaching the target audience. Digital platforms such as social media and online travel agencies
offer a vast audience and targeting options, but they are not being utilized effectively in Nepalese
tourism (Shrestha, 2019). Furthermore, cultural sensitivity is also a problem in promotional campaigns
for Nepalese tourism (Kharel et al., 2022). Many campaigns are not culturally appropriate, which can
lead to a negative response from the target audience and damage the reputation of the industry.

In conclusion, promotional marketing in Nepalese tourism is facing several issues, including a
lack of understanding of the target audience, lack of creativity and originality, lack of proper
measurement and evaluation, lack of technology adoption, and cultural sensitivity. To overcome these
issues, companies in the Nepalese tourism industry need to focus on understanding their target
audience, creating original and engaging campaigns, evaluating the effectiveness of their campaigns, and
incorporating digital marketing strategies into their marketing mix. Additionally, they need to be more
culturally sensitive in their advertising campaigns to avoid negative response from the target audience.

3. Methods
3.1 Theoretical Value and Conceptual Framework

Nepal, a land of breathtaking natural beauty and rich cultural heritage, is a popular destination
for tourists from around the world (Mahatjan et al., 2022). But as the number of visitors' increases, so
do the challenges of preserving the country's precious environment and preserving the traditional way
of life of the local people. This is where the AIDA model comes in. Thus, the purpose of this research
is to examine sustainable visitor behavior via promotional marketing in accordance with the AIDA
model.

Promotional marketing in the context of Nepal's tourism industry can effectively utilize the
AIDA model to attract and convert potential customers into actual tourists. Nepal is a country known
for its natural beauty and rich cultural heritage. The AIDA model can be used to highlight these unique
characteristics of Nepal and create an experiential value for the tourists. To capture the attention of
potential tourists, Nepal's tourism industry could use striking imagery of popular tourist destinations
such as Mount Everest, Lumbini (the birthplace of Lord Buddha) and Bhaktapur Durbar Square in
their advertisements. Headlines that promise an "unforgettable cultural and natural experience" in
Nepal could also be used to grab the attention of potential tourists and make them want to learn more.
Using the AIDA model in the tourism industry can first capture the attention of potential customers by
using striking imagery and compelling headlines in their advertisements. For example, a company might
use a photo of a beautiful beach or a picturesque mountain range as the main image in an
advertisement, along with a headline that promises an "unforgettable vacation experience." This helps
to grab the attention of potential customers and make them want to learn more about the destination.
Once the attention of potential customers has been captured, the next step is to spark their interest. In
the tourism industry, this might involve providing more detailed information about the destination,
such as describing the local culture, highlighting popular activities, or showcasing the amenities
available at the resort. This helps to create a more complete picture of the vacation experience and
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makes the destination more appealing to potential customers. As potential customers' interest in a
destination grows, the next step is to create a sense of desire. In the tourism industry, this might involve
highlighting the exclusive experiences or special promotions that are available. For example, a company
might offer a limited-time deal on a luxury spa package or emphasize the unique features of a particular
resort, such as a private beach or a world-class golf course. This helps to create a sense of urgency and
makes the destination more desirable. Finally, the goal is to inspire potential customers to take action
and book their vacation. In the tourism industry, this might involve providing clear call-to-action
buttons or links on the advertisement, such as "Book Now" or "Learn More." Additionally, companies
might offer special promotions or discounts to encourage customers to book their trip as soon as
possible.

Ultimately, the AIDA model helps the tourism industry to create effective promotional
marketing campaigns that target potential customers at different stages of the purchasing process. By
capturing their attention, sparking their interest, creating a sense of desire, and ultimately inspiring them
to take action, the AIDA model helps companies to drive bookings and create a positive, memorable
experience for customers. The study includes different models to examine the link between
promotional marketing and sustainable tourist behavior. Such as models of: Wijaya (2012); Rehman et
al. (2014); Idris et al. (2017); Tobias-Mamina et al. (2020); Ali et al. (2015) and Lundstrém (2017).

Figure 1. Conceptual Framework

Promotion

Sustainable

Connect tourist behavior

Awareness

Sources: Modified and adapted from Gulati (2022)

In Nepal, promotion is an important tool for making tourists more aware of sustainability and
encouraging them to act in a sustainable way. Through promotional campaigns, tourists can be
educated about sustainable practices and their impact on the local environment and communities.
Awareness can then result in a stronger connection between tourists and the destination as tourists
become more invested in preserving the natural and cultural assets of the destination (Zhu et al., 2021).
In turn, this connection can encourage sustainable tourist behavior. When tourists understand the
importance of sustainable behavior and feel connected to the destination, they are more likely to engage
in practices that promote sustainability, such as reducing waste, conserving energy, and supporting local
businesses (Rodriguez et al., 2020). Continual promotional efforts can serve to further raise awareness
and strengthen the connection between tourists and the destination, thereby reinforcing sustainable
tourism practices (Roxas et al., 2020). Thus, effective promotion and awareness efforts coupled with a
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strong sense of connection can motivate sustainable behavior among tourists, resulting in more
sustainable tourism practices and a brighter future for destinations and communities.

The conceptual framework shown in figure 1 has made of four constructs used in this research.
They are Promotion, Awareness, building a connection (Connect) and Sustainable tourist behavior.
This research has formulated the following hypotheses after examining their connection via a review of
the relevant literature.

3.2 Promotion and Awareness

Promotional tools have been studied as an interactive channel of promoting "environmentalist
ideology" and social change. Promotional marketing helps in awareness of the tourist destination and
their interest of choice. Social media helps being an open platform and having a massive global reach
provides the space. Additionally, promotional tools include modern tourism marketing strategies such
as use of the internet, websites, online advertising, and social media platform. Thus, these often plays a
vital role in creating awareness among tourist about the destinations (Bingham, 2011).

H1: There is significant of Promotion activities to awareness amongst tourists.

3.3 Promotion and Connect

Promotional marketing allows tourists to interact with others who share their interests through
online marketing platforms like websites, blogs, and discussion forums. This kind of digitalize
connectivity continually effects in individuals developing marketing assets in tourism sectors (Gossling
et al, 2018). Online tourism websites have the transformative power to influence tourists' curiosity by
providing specific place guidelines to build strong connections with them through the medium of
knowledge-sharing interactions (Ahuja & Galvin, 2018). Additionally, these interactions create links
between tourists with similar wants, preferences, and backgrounds, which helps to ensure that the
correct customers receive the precise information (Pentina & Tarafdar, 2019).

H2: There is significant impact of promotion influences building a connection amongst tourists.

3.4 Awareness and Connect

Sensitizing people to sustainability awareness by being conscious of the issue and the need for
change is the first step in implementing change. Websites, online videos, and social media contributes
to being an open platform and offers the space thanks to their enormous worldwide reach. Moreover,
in tourism environmental awareness has increased over the past few decades, in large part due to
awareness and media pressure (Kalafatis et al, 1999). It is used as a tool by stakeholders to raise
awareness of the idea of sustainability in the travel and tourism industry, including the government,
international organizations, and hospitality industry participants. Promotional marketing tools such as
websites and social media have been used to introduce sustainable ideas such as the use of organic
food, reusable products, and water conservation. In addition to introducing sustainability, this enables
the organizations to demonstrate their responsibility towards tourists through various promotional
tools to create awareness (Butler & Szromek, 2019; Mura et al., 2021). Promotional marketing tools
includes websites, social media such as Facebook, YouTube, Instagram to give a clear image to people
freedom to discuss a variety of global issues, including ecological negligence, extinction, endangered
species, and so on.

H3: There is significant impact of awareness about sustainability clearly benefits effective in
connection in tourism industry.

3.5 Connect and Sustainable Demand
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Social media allows likeminded people to connect with each other through social channels such
as blogs, discussion forums, etc.; this "social connectedness" often leads to users building a social
capital (Kivunja, 2018). Virtual communities have been active in stimulating sustainable behavior some
that allows sustainable tourists to connect. Thus, it helps to empower tourists and sustainable
communities to become more assertive (Johnston, 2005). Discussions centric to ecology, ecotourism
and environment as a whole allow existing and potential tourists to bond (Sarkar et al, 2017). Social
media has the transformative power to build connections amongst users with knowledge sharing
interactions (Ahuja & Galvin, 2018). Also, these interactions build connections of people with similar
needs, tastes and backgrounds which further facilitate the right information reaching the right
consumers (Pentina, (2014).

H4: There is significant impact of connecting sustainable tourists on sustainable demand
generation.

3.6 Promotional tools (Promotion) and Sustainable tourist demand (G)

Promotional marketing, also known as internet marketing or web advertising in tourism
industries is a form of marketing that uses the internet to deliver promotional messages to tourist
through digital channels likewise search engines, websites, social media, and email. Social media has
been investigated as a dynamic platform for fostering social change; additionally, it has been discovered
to favorably encourage sustainable consumption patterns and lifestyles. It has been discovered that it
influences travelers' attitudes toward encouraging eco-activities and ethical travel. Additionally, research
has shown that online messaging is more convincing than the typical tour operators for travelers.
Websites, Instagram, online videos, Facebook, and other platforms, for instance, might provide a
creative setting for more pronounced sustainable behavioral intents in the travel industry (Hvass &
Munar, 2012).

H5: There is significant impact of social media promotion on sustainable demand generation.

3.7 Create awareness demand of tourism services in sustainable Demand)

Websites and microblogs have enhanced significant marketing strategies for hospitality and
travel companies to provide clear information regarding their services towards sustainable tourists
based on their welfares and demands. These are the major promotional activities tools to contribute
effective guidelines for the tourists as well as companies. The tours and travel companies utilize
multimedia like graphics and animation to attract travelers towards sustainable demands endorsements
to promote marketing on the basis of nature based products and services policies in terms of creating
awareness to protect environment as well (Vargas-Canales et al, 2020). Online users who seek to gather
information generated content is a fantastic way for businesses to advertise their ecological tour
packages to wider audiences. Thus, it concerned and encouraged both socially and environmentally
aware about sustainable demand in tourism services (Boto-Garcia et al., 2021).

Ho6: Sustainable demand generation is significant impact to promotion.

3.8 Connection as a mediator

Services offered by the hospitality business are purchased by visitors due to the fact that they
need a place to rest, somewhere to eat, and a means of transportation to the many activities available in
the area (Singh et al., 2022). This link is significant because the more visitors there are the more services
that are produced to accommodate the expansion of the hotel business (Leiper, 1979). The
development of sustainable tourism is envisioned as leading to management of all resources in such a
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way that we can fulfill economic, social, and aesthetic needs while maintaining cultural integrity,
essential ecological processes, biological diversity, and life support systems. This is the goal of
sustainable tourism development. In addition, awareness plays the most important function in
establishing connections between sustainable customer demand and the expansion of the tourist
industry (Gulati, 2022).

H7: Connect plays mediating role between promotions to sustainable tourist behavior.

H8: Connect plays mediating role between awareness to sustainable tourist behavior.

3.9 Awareness as a mediator

Promotion is a crucial component of tourism, and it has direct impact on connection through
creating awareness. Making a big audience of buyers aware of anything is a really challenging procedure
SO awareness creates major part between tourist's awareness and connection through promotional
activities. The tourism industry must take full responsibility for how awareness identifying tourists
through promotions (Abbas et al., 2019).

H9: Awareness plays a mediating role between promotions to connect.

3.10 Study Area, Population and Sampling

Foreign tourists were selected as the group to research sustainable tourist behavior through
promotional marketing in the context of Nepal because they represent a substantial component of the
tourism industry in Nepal. Tourism is an important source of income for the country, and international
travelers contribute significantly to the industry's growth. In addition, overseas tourists may have
different attitudes and expectations than local tourists, which could affect their sustainable behavior
and response to promotional marketing. The study can provide insights on how to attract and retain
international tourists through efficient promotional marketing methods by gaining a grasp of their
attitudes toward sustainable tourism. In addition, the study can help present Nepal as a sustainable
tourism destination, which can attract more foreign tourists, assist the country in diversifying its
tourism offers, and eventually contribute to the sustainable development of Nepal's tourism industry.

The study area chosen for the study is Bhaktapur, Nepal. From the 12th through the 15th
centuries, it served as the nation's capital. Khwopa is the local Newari name for Bhaktapur, which is
shaped like a ying pigeon, covers 6.88 square kilometers and is 1401 meters above sea level. Nearly
100,000 people, most of whom are peasants, are housed in Bhaktapur (Badal, 2020). A survey of 282
visitors was carried out to learn more about the destination of Bhaktapur and its marketing strategies
and positioning on an international level. Besides, purposive sampling was employed to gather data for
the survey. In this study, a foreign visitor to Bhaktapur served as the sampling unit. The total number
of tourists arrived in Bhaktapur is well known. Therefore, the population size is known so the research
is based on probability sampling technique and total tourist visited were 53560 until September 2022
from the beginning of the year. A total of 282 foreign visitors from various nations were selected as the
sample size which is calculated by following formula:

N=NX/ (X AN=Deeii, @)
Where,
X = Za/22*p*(1-p) / MOE” ..o (i)

And Zo/2 is the critical value of the traditional distribution at o/2 (e.g., for a confidence level
of 95%, o is 0.05 and the critical value is 1.96), MOE is the margin of error, p is the sample proportion
and N is that the population size. Following the computation, X's value is 267. X's value is swapped for
(i). The sample size was therefore 267. With the addition of 5% non-response error by the authors, the
total sample size for this research is 282.
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3.11 Research Instrument and Data Collection

This research intends to examine the sustainable tourist behavior via promotional marketing in
the Bhaktapur area by identifying the many problems encountered by visitors and giving a management
plan to enhance tourism marketing. In order to accomplish the goals of this specific research,
interviews and structured questionnaires served as the major means of data collecting. However,
questions were developed in English language which were kept uncomplicated and straightforward.
After constructing the questionnaire, the researcher next worked on the layout and the sequencing of
the questions. The created structured questions were kept into the KOBO toolbox for data collection,
which is utilized to gather the data. When the Questionnaire was added to the KOBO toolset, an initial
survey consisting of a few sample questions was carried out as a pilot study in order to assess for
consistency and accuracy. The survey consisted of a number of components, including a Likert scale
with five points, subjective questions, and responses chosen from a list. The gathering of primary data,
which occurred between August 15 and September 18, 2021, is the most important component of the
study that performed during those dates. Altogether there were 9 socio-demographic questions. Out of
them 8 were close-ended and 1 was open-ended. As researcher could not grasp the nationality
altogether into the questionnaire. So, author chooses to leave it open for the respondent. All
respondents were interviewed in the real time with the help of KOBO collect apps so that in case of
confusion researcher were standby to clarify.

This study adopted structural equation modelling (SEM) - is a commonly used statistical
approach in marketing research due to its capacity to test and verify complicated theoretical models.
SEM's capacity to handle many latent variables and observable variables is one of its primary benefits,
allowing researchers to test more complete and comprehensive models of consumer behavior, attitudes,
and preferences. By estimating the latent variables underlying the observable variables, SEM
additionally compensates for measurement error, leading in more reliable and precise estimations of the
associations between variables. In addition, SEM offers goodness-of-fit indices that enable researchers
to assess the model's validity and suggest areas for improvement. SEM may also test many hypotheses
concurrently, including mediation and moderation effects, so shedding light on the processes via which
variables influence one another. SEM is a potent tool for marketing researchers who want to examine
the mechanics behind customer behavior and test sophisticated theoretical theories.

3.12 Respondent Profile

The socio-demographic category describes tourists visiting Bhaktapur, a small town near
Kathmandu, Nepal. In summary, Bhaktapur is a UNESCO world heritage site; hence travelers seldom
miss Nagarkot and Bhaktapur Dutrbar Square. Therefore, this research study on "Promoting sustainable
tourism behavior by promotional marketing in Bhaktapur, Nepal" explores the inquisitiveness attitude
about Bhaktapur. The table 1 provides an outline of the socio-demographic characteristics and reasons
for which visitors visit Bhaktapur, Nepal. This knowledge is helpful for comprehending how to
promote sustainable tourism via promotional marketing. For instance, given that the majority of
visitors are young people (21-40 years old) and that employees make up a considerable fraction of
visitors, social media, university collaborations, and student discounts might be used to target these
groups. Also, this study suggests that the majority of tourists come for recreational purposes including
climbing, highlighting the need to encourage sustainable tourism practices that protect the natural
environment and cultural heritage places. To attract tourists interested in sustainability, marketing
initiatives should stress the necessity of responsible tourism, such as decreasing waste and saving water
and energy. In addition, the table reveals that a substantial proportion of tourists are married and
gainfully employed, indicating that they may have more discretionary cash to invest in sustainable
tourism activities. To attract these people, promotional marketing campaigns should emphasize the
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advantages of sustainable tourism, such as helping the local economy and fostering cultural interchange.
Ultimately, understanding the socio-demographic features and purpose of tourist visits to Bhaktapur is
vital for the development of marketing strategies that encourage sustainable tourism behavior.

Table 1. Socio-demographic profile of respondents

Title Category Numbers Percentage (%)
Gender Male 166 58.87%
Female 116 41.13%
Age Above 18 years 5 1.77%
21-30 years 87 30.85%
31-40 years 107 37%
41-50 years 56 19.86%
51-60 years 24 8.51%
61-70 years 2 0.71%
Above 70 years 1 0.35%
Marital Status Married 139 49.29%
Unmartied 126 44.68%
Divorced 4 1.42%
Widow 1 0.35%
Others 12 4.26%
Education Profile High School 10 3.55%
Undergraduate 55 19.5%
Postgraduate 75 26.6%
Graduate 100 35.46%
Above 42 14.89%
Occupation Student 125 43.74%
Employee 129 45.74%
Self-employed 74 26.24%
Unemployed 14 14.18%
Business 40 8.87%
Purpose of visit in | Holiday Pleasure 261 92.55%
Bhaktapur Business Purpose 25 8.87%
Pilgrimage 28 9.93%
Official Work 3 1.05%
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Title Category Numbers Percentage (%)
Convention/ Conference 5 1.75%
Trekking & [ 19 6.65%
Mountaineering 30 10.5%
Part of the Package 9 315
Others

Source: own survey

4. Results
4.1 Visit Background of Tourist

As part of the visit background study, we asked our respondents a series of questions about
their motivations to visit Bhaktapur. These included things like how they learned about the city, how
long they planned to stay, how often they visited, and what affect our marketing efforts had on their
decision.

Travel inspiration requires access to relevant information. Magazines, newspapers, the Internet,
publicity, friends and family, television, social media, agencies, and other sources all played significant
roles. Based on the data collected, it was determined that 58.87% of the information comes from
friends and relatives, 49.65% comes from websites on the internet, 25.70% comes from social media
like Facebook, Instagram, and YouTube, and the remaining 22.70% comes from travel agencies and
other sources. In addition, other media like television, magazines, newspapers, etc., account for a tiny
fraction of the total. Below is a chart displaying information about where to look for answers (Thapa,
2018). Since, how much money a tourist site makes is directly related to how long visitors stay.
According to the collected data, 64.89 percent of respondents did not plan to stay in Bhaktapur beyond
1 day, 28.72 percent planned to stay at least 2 days, and just 5.67 percent planned to stay for more than
five days. In addition, 84.4 percent of respondents were first-time visitors to Bhaktapur, 7.09 percent
were repeat visitors, and 8.51 percent were repeat visitors who had been to Bhaktapur three or more
times (Pandey, 2011).

Tourists who had come for promotional events were asked about their experiences and
aspirations in Bhaktapur. The survey found that 91.49 percent of respondents had witnessed
promotional marketing activities, and that their expectations had been met by the places they visited in
Bhaktapur, while 8.51 percent of respondents had never witnessed any promotional marketing activities
as they had been shown on the internet, and had little appreciation for the places they visited (Adhikari,
2019). This is what they gave as their justification: Not enough maps or posters, according to 43% of
respondents. Also, 55% of people say that the cost of food and transportation is too high, and 27% say
that the price of tour guides is too high. Furthermore, one-seventh of respondents blamed the lack of
attention paid to museums and other cultural institutions (Arai & Goto, 2017).

4.2 Inferential Analysis
4.2.1 Descriptive Summary Analysis

The descriptive summary analysis provides summary statistics such as the total number of
observations, average, standard error, variance, skewness, and kurtosis. Here, this study shows how data
collection may be utilized to define the parameters of statistical methods. The mean is between
3.93 and 4.30, implying that the vast majority of respondents are in agreement with the statement. Most

229

WATE ANg,
2

EMERGING ¥
SOURCES

CITATION
INDEX
‘NpExE®



JOURNAL OF TOURISM AND SERVICES
Issue 26, volume 14, ISSN 1804-5650 (Online)
WWww.jots.cz

WATE ANg,
2

EMERGING ¥
SOURCES
CITATION
INDEX
‘Npexe®

answers fall within a narrow range (standard deviation = 0.65164 to 0.87842) that indicates the results
are very consistent. Also, a left-skewed distribution has skewness between -1 and +1, and a Kurtosis
between +4 and +4 (see table 2). Accordingly, skewness and kurtosis distributions are normal.

Table 2. Descriptive Statistics

N Min Max Mean S.D Skewness Kurtosis
Statistic | Statistic | Statistic | Statistic | Std. | Statistic | Statistic | Std. | Statistic | Std.
Error Error Error
P_1 282 2.00 5.00( 4.2801|.04095| .68764 -561| .145 -.240| .289
P_3 282 2.00 5.00| 4.1631|.04693| .78803 -429| .145 -.881] .289
P_5 282 2.00 5.00| 4.3050|.04405| .73975 -767| .145 -.052] .289
Al 282 1.00 500 4.1525|.04825| .81017 -.852| .145 .632| .289
A4 282 1.00 500 4.0816|.04781| .80285 -772| 145 .609 | .289
A_G6 282 1.00 5.00| 4.0745|.04651| .78108 -.673| .145 503 .289
C.3 282 1.00 5.00| 4.1489|.04573| .76801 -926| .145 1.518| .289
C_4 282 1.00 5.00| 4.1986|.04616| .77524 -914| .145 1.014| .289
C_5 282 1.00 5.00( 3.9752|.05231| .87842 -.681| .145 188 .289
G_1 282 2.00 500 3.9787|.04738| .79561 -432| .145 =271 .289
G_2 282 2.00 500 3.9326|.04461| .74919 -299| .145 -.248| .289
G_3 282 2.00 5.00( 3.9858|.04549| .76382 -459| .145 -036| .289
MeanG 282 2.00 5.00| 4.0402|.03880| .65164| -1.065| .145 .834| .289
MeanA 282 1.00 500 4.1690|.03885| .65242| -1.486| .145| 3.081| .289
Valid N 282
(listwise)

Source: Researcher's Calculation

4.2.2 Exploratory Factor Analysis

The objectives of Exploratory Factor Analysis (EFA) is a set of statistical approaches based on
a correlation or covariance matrix that aims to reduce or simplify data (Koyuncu & Kilig, 2019). In
accordance with the Kaiser-Meyer-Olkin Measure of Sampling Adequacy for Individual Variance, the
components are sufficiently connected. It mainly used in research through various test such as KMO &
Bartlett's Test, Communalities, and common method bias. In this study, the KMO test is used to
evaluate the strength of the partial correlation (how the components explain one another) between the
variables, and the Bartlett's test of sphericity is used to test the null hypothesis that the correlation
matrix is an identity matrix (Shrestha, 2021). The KMO value is 0.841 which is higher than 0.70, hence
it fulfills the criteria. There is no concern of reliability and validity in this research. Similarly, the data is
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significant for Bartlett's test of sphericity since the value is 0.000 which is less than 0.05, indicating that
factor analysis of data is significant. Likewise, Harman's single factor test is used to the un-rotated
factor solution to assess how many factors are required to account for the majority of the variation in
the data; this number should be less than fifty percent (Aguirre-Urreta & Hu, 2019). The total variance
explained by a single factor in this research is 41.573%, which is less than 50%, showing the absence of
a common method bias in this data set.

4.2.3 Confirmatory Factor Analysis (CFA)

The multivariate statistical procedure of confirmatory factor analysis (CFA) was utilized to
verify and corroborate the numerous variables and scales to which measured variables affect constructs
(Bertsch & Esbensen, 1991). According to CFA, the model has to be accurately identified and
characterized. The fitness indices CMIN/DF, RMR, GFI, CFI, TLI, and RMSEA results are drawn to
determine if the model fit is excellent. The model fit for this study is exceptional since all of the
indicators meet the requirement with the result of CMIN/DF (2.020<3), RMR (0.030<0.08), GFI
(0.946>0.90), CFI (0.963>0.90), TLI (0.949>0.90), and RMSEA (0.060<0.08).

4.2.4 Measurement Model

The measurement model quantifies the interactions between hypothetical frameworks, which
may or may not be quantifiable, and observable factors, which, as a linear combination, produce a
certain fictitious structure. For this research study, the measuring model evaluates unidimensionality,
reliability, and wvalidity (Marin-Garcia et al., 2018). Model of measurement shows Compositive
Reliability' (CR), Average Variance Explained® (AVE), and Maximum Shared Variance (MSV).
Cronbach's Alpha is greater than 0.8, indicating strong internal construct consistency. CR and AVE
values greater than 0.70 and 0.50 satisfy the measuring model's requirement. To satisfy model fit, AVE
must be more than its MSV, and its square root must be greater than correlation (Gunduz &
Elsherbeny, 2020).

Table 4. Measurement model

L
Construct Indicators Factor | Cronbach’s | -p | \yE | Msv
loading Alpha

Transmit advertisements of

i o 0.670
tourist destinations

Promotional messages and | 0.707 0.765

Promotion (F) | 1 lications 766 | 523 |02

Keen to establishing long-

) ) 0.662
term relationships

I Compositive reliability measures the degree to which the items or indicators used to test a certain concept are consistent
with one another.

2 Average Variance Explained (AVE) is a statistical metric used in Structural Equation Modeling (SEM) to quantify the
amount of variation explained by a model's components or latent vatiables.

MSV is a metric used in structural equation modeling (SEM) to evaluate the degree to which two or more latent variables
share common variance.
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Security system is good 0.646
Accommodations and Food 0.740
rice for tourists ’
Awareness (A) | P 0.822 230 0 | 558
Tourist activities cause
environmental pollution | 0.793
(litter, noise, waste)
Easy to Access 0.758
Better  customer  service
Connect (C) influence behavior of tourist 0.602 0.746 757 512 236
Information  about 0.693
weather should be available )
Knowledge of sustainable
: . 0.819
tourism destination
Sustainable Involvement in sustainable
i . .. 0.579
Tourist tourism activities 0.821
: .831 .622 .558
Behavior (G) —
Willingness to pay for a more
sustainable tourist | 0.824
destination

Sources: Authot's Calculation

The table 3 displays the dataset's results, and there are two requirements that must be met. The
convergent validity, the conditions are AVE > 0.5, CR > AVE and for discriminant validity, the
conditions are AVE > MSV, AVE > ASV and AVE > r correlation. The findings of the study
demonstrate both convergence and discriminant validity as it satisfies and fulfill its criteria. Hence, it
can be concluding that there were no validity issues, and it also shows that all indicators were successful
in identifying the construct. Likewise, to be considered good, the values for the latent correlation
construct, calculated based on the AVE and marked in bold inside the table 4, must be larger than the
correlation values. It shows the correlation between different variables and square root of AVE which
indicates that there are no issues of discriminant validity in dataset.

Table 3. Latent Cotrrelation Construct

CR AVE MSV Max R(H)C P A G
C 0.757 0.512 0.236 0.779 0.716
P 0.766 0.523 0.102 0.772 0.279 0.723
A 0.830 0.622 0.558 0.850 0.341 0.320 0.789
G 0.831 0.622 0.558 0.848 0.486 0.269 0.747 0.789

C = Connection, P = Promotion, A = Awareness, G = Sustainable tourist behavior
Source: Researchet's Calculation

4.2.5 Path Analysis and Hypotheses Testing
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Path analysis, is a technique for tracing and evaluating the interconnections between several
factors that influence a single result (Lleras, 2005), purpose is to compare two or more causal
hypotheses by determining which one best fits the correlation matrix. This study uses responses from
282 tourists from the Bhaktapur district, including those visiting popular destinations like Bhaktapur
Durbar Square and Nagarkot. Researching international tourists' needs necessitates putting together a
4-construct with a total of 12-variables. AMOS is routing software, and the initial stage is to create
interconnected path diagrams based on independent variables. Path analysis provides a description of
R2 values. In regression models, R-Squared (also known as R2 or the coefficient of determination) is
used to determine how much of the variability in the dependent variable can be attributed to the
independent variable. Thus, R-squared exemplifies how well the data fit the regression model (the
goodness of fit).

Figure 2 demonstrates that promotion (P) accounts for 19% of the variance in the degree to
which connection (C) explains variation in the marketing of tourist resources (e.g., search engines). The
correlation between promotions (P) and consumer awareness (A) is 32%; awareness (A) and sustainable
behavior (G) shows 66%. It still has positive reactions to information from visitors and strong
relationships between them, as shown by the fact that 27% of the variance can be accounted for by the
hypothesis that C causes sustainable behavior G. To further clarify, sustainable behavior (G) is the
dependent variable, whereas promotion, connection, and awareness are the independent factors taken
for this study.

Figure 2. Path Analysis

Sources: Researcher's Calculation, AMOS

The hypothesis testing was made on the basis on all the result. This section looks at the
hypotheses statements to evaluate if the study's findings are statistically significant. Hypothesis tests are
used in both regression and correlation analysis to determine whether the relationship between the
correlation coefficient and regression is statistically significant. The p-values for hypotheses H1, H2,
H3, H4, and H6 are all more than 0.01, indicating that these hypotheses are significant (see table 5).

Table 4. Hypothesis Testing Result
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Hypothesis Estimate [ S.E CR p-value | Conclusion
H1: Promotion = Awareness 372 0.090 4.118 0.004 Significant
H2: Promotion = Connection 249 0.105 2.363 X Significant
H3: Awareness = Connection 316 0.088 3.579 ook Significant
gj;nafdo?é)e“ion 2 Sustainable | g, 0.069 |4.134 | Significant
gi;ﬂaniﬂzg’dm > Sustainable| ) 0.087 | -.285 776 Insignificant
ggna rﬁ"zg)mess 2 Susuinable | g 0.094 |8.610 | Significant
Source: Researcher's Calculation
4.2.6 Mediation Analysis

The SOBEL test was used in the mediation analysis to determine if there was any mediation at
all, whether there was just partial mediation, or whether there was no mediation at all when the p-value
was less than 0.05. The results of the mediation analysis for this research are shown in Table 6. The
results demonstrate that connection (C) acts as a mediator between promotions (P) and sustainable
demand (G), as well as between awareness (A) and sustainable demand (G). In a similar manner,
Awareness (A) acts as a calming influence in between Promotion (P) and Connection (C), respectively.

Table 5. Mediation Analysis

Hypothesis Mediating effect | Sobel Test P-value
A Sa b Sy

P-C-G 0.250 0.063 0.413 0.055 3.975 0.0001
(Significant)

A-C-G 0.268 0.055 0.413 0.055 4.867 0.000
(Significant)

P-A-C 0.266 0.065 0.268 0.055 4.070 0.000
(Significant)

5. Discussion

Source: Researcher's Calculation

Due to its flexibility to new methods, channels, and services, as well as strong government
restrictions, Nepal's tourist sector has the potential to rebound in the post-pandemic age. The
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significance of consumer health and safety has grown, which might be advantageous for Nepal as
visitors seek immersive, secure, and affordable experiences. Using digital platforms for booking and
personalizing services for tourists will be essential for the success of the Nepalese tourism business. It
is crucial that the sector continues to create innovative digital marketing techniques that include
customization and sustainable tourism practices.

This research reveals the significant relationship between promotion and awareness, indicating
that promotional marketing increases tourists' awareness of a tourist destination. This study's findings
complement the findings of Yeh et al. (2019) that promotion may increase awareness, which
encourages better relationships and more sustainable behavior at tourism destinations. In order to assist
visitors, understand the tourist destination and become more environmentally responsible, advertising
may be used to educate them about it. According to Azinuddin et al. (2022), this enhanced awareness
may lead to more ecologically responsible behavior and pleasant perceptions of the trip destination.
This research also highlights the potential for promotional marketing to promote a feeling of
community and understanding among tourists, therefore encouraging more environmentally conscious
behavior in tourist regions. Nevertheless, socioeconomic factors, such as the degree of education and
income of the visitor, may restrict the impact of promotional marketing on sustainable behavior. Wu et
al. (2022) suggested that to impact the sustainable behavior of visitors, advertising strategies must be
tailored to their socioeconomic characteristics. Our findings suggest that promotional initiatives are
helpful at increasing visitor awareness and creating relationships with locations, but that they must be
targeted to visitors' socioeconomic features to impact their sustainable behavior.

Promotional marketing helps travelers to engage with others who share their interests using
online marketing platforms such as websites, blogs, and discussion forums that have a positive attitude
toward visitors (Yetimolu & Uurlu, 2020). Thus, connection promotion has a substantial effect on both
awareness and connection. By creating online content and communicating with others who may not
share their interests, this kind of promotional marketing strategy encourages individuals to engage
actively in the tourism industry. With the aid of this kind of promotion, prospective tourists may
develop stronger ties to the region and get a deeper understanding of its attractions, services, and
culture. Owing to the ambiance it produces, this form of promotional marketing strategy not only
encourages mote people to participate in tourism-related activities, but also builds deeper connections
between tourists and locals (Kastenholz & Gronau, 2022). Like the importance of connection to
awareness, it is essential to comprehend how visitors act and feel while visiting a location. This result is
consistent with the findings of Indian researchers Ronald et al (2019). In contrast, social media is one
of the most effective channels for promoting projects and raising public awareness of sustainability
(Gulati, 2022). When environmental consciousness increases, networks for sustainable tourism arise.
Increasing awareness thus has a beneficial effect on the growth of long-term demand. Connects acts as
a bridge between promotion and long-term growth, as well as between awareness and long-term
development. Similar to how awareness connects connections with marketing.

The AIDA model theory is more appropriate for the study because it claims that the AIDA
paradigm for promoting sustainable behavior can help increase sustainable demand among sustainable
tourists with the help of social media channels and also reveals that the consumer hierarchy theory
helps to determine the tourists' attitudes. It focuses on the four stages of attention, interest, desire, and
action to understand the effects of advertising on sustainable tourism, as it reveals that the consumer
hierarchy theory helps to determine the tourists' attitudes. Because it considers the psychological and
cognitive processes that impact visitors' decisions, including their perception, attention, memory, and
motivation, it is particulatly useful for promoting sustainable tourism behavior.

6. Conclusion
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Tourism is an essential factor in a nation's economy, and international tourism is becoming
increasingly significant as a major source of foreign exchange profits for economic development. This
study examined the marketing of Bhaktapur, Nepal, as a tourist destination, along with its current state
and potential future development. To maximize the marketing potential of Bhaktapur, it is essential to
identify the target market, develop promotional strategies based on knowledge of customer preferences,
use cost-effective tactics to reach potential tourists, and provide effective communication materials.
Effective marketing strategies should be employed to capitalize on the increasing interest in Nepal and
its potential as a destination, including promotional activities through digital channels such as online
advertising, search engine optimization, and social media marketing to reach a larger and more targeted
audience. However, the tourism industry in Nepal still needs to grow and compete in the global tourism
market, and the lack of enough finances for efficient marketing and promotion is a key challenge.
Therefore, creative strategies must be used to promote Nepal and attract tourists.

One of the limitations of this research is that it focuses only on the Bhaktapur area and does
not address the broader influence of sustainable tourist behavior because of promotional marketing.
Various cultural, economic, and environmental elements in various areas of Nepal may influence
sustainable tourism practices. Thus, the results of this research may not be applicable to other locations
in Nepal or other nations with distinct cultural and socioeconomic contexts. Therefore, future studies
should consider the regional effect and distinct features of Nepal's many regions to design marketing
tactics that support sustainable tourism practices. This will aid in integrating and adopting sustainable
tourism practices at the regional level, encouraging sustainable tourist growth throughout the nation.
Another limitation is that the sample size used in this research included 286 respondents and four
variables. Therefore, future studies can be conducted by taking larger sample sizes and other variables
to obtain a clearer picture of the impact of promotional marketing on tourism in Nepal.
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