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ABSTRACT

Himachal Pradesh is widely known for its beauty, culture, and heritage. The handicrafts of this 
region maintain cultural integrity among themselves and show it to the rest of the world. This paper 
aims to investigate the dynamics of socio-demographic variables based on community-based host 
motivators (CBHM) involved in handicraft tourism in Himachal Pradesh. To conduct this study, a 
field survey of 277 members of the host community was piloted from December (2020) to January 
(2021) using a structured questionnaire. Four factors of motivation at the community level were 
derived: tourism, government efforts, advertising and social indicators, and employment indicators. 
The results highlighted the relationship between government efforts and all CBHMs; qualifications 
strongly influenced tourism, government efforts, and advertising factors while government initiatives 
have greatly contributed to the empowerment of women. In contrast, the nuclear family has more 
decision-making power than the joint family with regard to CBHMs.
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1. INTRoDUCTIoN

In today’s fast growing economy, tourism is one of the key drivers. India is among the popular tourist 
destinations in Asia. Indian tourism has stimulated dying interest and activity in several areas of 
the virtual and performing arts and crafts and has provided markets for goods that could never be 
supported by local demand; this is especially true for handicrafts (Joshi & Dhar, 2020). Handicrafts 
are unique handcrafted items made using simple tools with a decorative character that play a vital role 
in representing the culture and traditions of a region, as in the case of Himachal Pradesh. Himachal 
Pradesh is widely known for its hand-woven weaving and handicrafts, ranging from Chamba Rumal, 
miniature paintings of Kangra, Metal works, Himachali Topi, Kulu shawls and many others (Chawla, 
2020). There is evidence that these products have a deep ancient history (Aryan & Gupta, 1993). 
The raw materials used in these products are unique in nature and are only found locally (HPTDC, 
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2021). The craft symbolizes its associated heritage, cultural traditions, craftsmanship and aesthetic 
creativity (Dasgupta & Chandra, 2016).

1.1. Handicraft and Tourism
Handicraft tourism can support the environment and local economy in a balanced way (Mustafa, 
2011) (Oyekunle, 2018). Government policies, support, assistance and training do affect the smooth 
running of handicraft production (Toops, 1993). Handicraft tourism of Himachal Pradesh (H.P) has 
huge potential for growth in both local and national economy (Joshi & Dhar, 2020). These includes 
contributions to gross domestic product, foreign exchange earnings, job creation through handicrafts 
and contributes to overall social development (Naidu et al., 2016; Purnomo, 2021). According to a 
report by IMARC (2020) group, the global value of handicrafts sector in 2020 was 718 billion US 
dollars, and is expected to grow by 10% during 2021-2026. The group is continuously monitoring the 
uncertainties and indirect influences of COVID-19 on various end-use industries, such as the tourism 
industry. As of 2020 tourism sector contributed 7.2 percent of the state (H.P) gross domestic product 
(GDP) (IBEF, 2020) and already generated 4.2 million jobs directly or indirectly (NCAER, 2020). The 
Infrastructure Development Investment Program for Tourism Financing Facility proposed to develop 
and improve basic urban infrastructure and services in in H.P state, and side by side H.P tourism 
proposed establishment of centre for traditional arts and crafts in Badangran, Manali, to ensure the 
promotion of the traditional handloom and handicraft practices in this way, so that it is beneficial to 
the local communities and portrays Himachal’s vibrant culture from a wider perspective (Chawla, 
2020). The policy of the state and the centre aimed at improving the skills of artisans brings related 
benefits. Of the 12 Himalayan states of India; Himachal Pradesh attracts a huge number of tourists 
every year. At the end of the trip, these tourists buy handicrafts as souvenirs or for permanent use. 
These products have also been featured on many marketplaces, retail outlets and trade fares (Nayak 
& Bhalla, 2016). In 1974 Himachal Pradesh State Handicrafts & Handlooms Corporation Limited 
(HPSH&HCL) was established with the sole purpose of helping and advancing the interests of the 
state’s marginalized weavers and artisans. The corporation was intrusted with the responsibility of 
training, providing raw materials, reviving languished crafts, giving design inputs and facilitating 
marketing connectivity through the network of emporiums located within and outside the states 
(HPSH&HCL, 2010).

Source: Craft council of India

Figure 1. Handicraft of Himachal Pradesh
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Even after lot of promotion, these products face a sharp drop in demand due to fierce competition 
from industrial manufactured goods (Oyekunle, 2018), or artisans receive very low business profits to 
depend entirely on the craft business for survival (Ghouse, 2012). Majority of the handicraft production 
units located in small villages are on a small scale, where awareness of government initiatives is an 
issue (Ibrahim, 2010). Scholars argue that the right synchronization of consumer taste, budget, and 
craft production leads to the success of a handmade product (Ghouse, 2012) . Local handicrafts are 
a sensual, complex culture that combines social traditions, creative and artistic aspects. Applying 
consumer behaviour skills will significantly increase the demand in the artisanal tourism industry 
and tend to increase the income and dependence of skilled craftsmen (Dasgupta & Chandra, 2016).

However, so far, the majority of the existing literature on handicraft tourism has focused on 
tourists handicraft buying motives (Altintzoglou et al., 2016; Chan et al., 2021; Dasgupta & Chandra, 
2016; Militz et al., 2021; Nayak & Bhalla, 2016) or handicraft innovativeness and its market reach 
(Ferreira et al., 2019; Ghouse, 2012; Joshi & Dhar, 2020; Naidu et al., 2016; Oyekunle, 2018; Teo et 
al., 2020; Toops, 1993). We found a gap in the research on the factors that motivate(s) host community 
stakeholders to be in the handicraft industry. Thus, the main purposes of this study were to investigate 
the relationship between host socio-demographic indicators and the factors that are driving the host 
communities’ motivation(s) to be in the Himachali handicraft business sustainably in long run.

This article focuses on the Himalayan state of H.P for two reasons. First, there have been limited 
studies on handicrafts in the Himalayan region as compared to other regions around the world. This 
is a pioneering study that examines the handicraft stakeholders’ motivation in the region. Secondly, 
handicraft industry in H.P reaches to grass root level. Therefore, it is needed to conduct a study that 
will bring in notice the evident factors effecting the performance of handicraft industry and standard 
of living of grass root level stakeholders’. The majority of the individuals involved in handicraft 
industry of H.P are locals; hence, it is decisive to conduct a study that will benefit individuals from 
low income strata.

2. LITERATURE REVIEw

2.1. Influence of Tourism on Handicraft Stakeholders
As the tourism industry has emerged as a leader in providing employment opportunities worldwide 
and helps in increasing country’s revenue through multiple sectors, which also include handicrafts 
offerings to tourists (Binns & Nel, 2002). The increasing contribution of handicrafts to the economy 
of any country has been seen in contributing to their economies from last few decades but the question 
regarding to what extent the sales of these handicrafts supports the livelihoods of local people. The 
profit earned by local people from the sale of these local handicrafts is just sufficient to meet the cost 
of their livelihoods. It has been realized from various studies which were done previously that this 
segment has immense potential and can further help in strengthening local people and communities 
all together resulting in sustainable tourism development.

Brunt & Courtney, (1999) has examined craftsmen perception of the sociocultural and socio 
demographic impact of tourism on handicraft industry. It identified three main refrains tourist and host 
cultural interaction, socio- cultural influence of tourism on the host community. The authors conclude 
that tourism has altered the life of the craftsmen’s community. The study describes both positive and 
negative attitude apparently having little relation to the type of respondents towards host community 
upliftment through handicraft tourism. Moreover, Mbaiwa, (2004) discusses the concept of sustainable 
rural livelihoods and income diversification to assess the role that basket making as a cultural tourism 
activity can play in improving rural livelihoods in the Okavango Delta, Botswana. Using both primary 
and secondary data sources, the article points out that shocks and natural causes such as drought, 
disease and changing flood levels in the Okavango River, particularly the drying of the Thaoge (one 
of the distributaries of the Okavango), have contributed to a decline in livestock and crop yields and 
increased poverty levels in the region. Therefore, alternative livelihood options that can diversify rural 
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incomes from agricultural production need to be identified. This paper argues that basket making 
has the potential to diversify rural incomes and improve livelihoods in the Okavango. Baskets are a 
cultural tourism product that can contribute to income earnings and employment opportunities for 
rural residents in the Okavango. These resources are at present overharvested and are threatened with 
depletion. The author identified the need to promote the empowerment of basket weavers particularly in 
entrepreneurship and managerial skills in the tourism business, attract young and educated people and 
promote the preservation of traditional basket making skills, which are important in the development 
of cultural tourism. Handicrafts form an integral part of tourist experience and represent tradition of 
indigenous population. Local communities get directly benefited by handicraft tourism as provider 
of income and job opportunity (Mustafa, 2011). Handicraft represents the ‘indegeneity’ related to 
nature or tradition. Handicraft tourism gives a representation to locals and makes it important marker 
of identity for indigenous and non-indigenous actors (Keskitalo et al., 2021).

In another attempt Teo et al., (2020) conducted their study aiming to examine the external 
environment that influence the handicraft industry, analyze the challenges faced by the industry and 
also made recommendations for future research into the handicraft design. To examine the external 
environment, the researchers employed the PEST analysis method which evaluates the political, 
economic, social and technological environment in which industry operates. The Findings reported 
that government supports handicraft industry in terms of capital and financial assistance, providing 
incentives to producers as well as foreign investors, establishing training centres etc. as the industry 
aids in creating job opportunities, reducing unemployment and poverty for people residing at rural 
areas of Vietnam city. The study also figure out the challenges faced by the industry by adopting 
Michel Porter’s Five Forces framework which includes rivalry among competitors, threat of new 
entrants, bargaining power of suppliers, bargaining power of customers and threat of substitution. 
The research findings reflect that due to homogeneity of products, low production cost and capital 
requirement, the industry is facing threats from competitors, new entrants, suppliers and buyers for 
which excellent skills are required to meet the situation. The authors also assess the competitiveness of 
Vietnam handicraft industry by using VRIO framework in which four types of resources were examined 
namely raw material, brand name, expertise and design of the handicraft industry, and resulted that 
these resources are in parity competitive advantages in terms of valuation, rarity and imitation . To 
achieve this, authors recommended that the handicraft industry should focus on product and design 
differentiation and innovation so as to expand the handicraft industry to the large and global market.

2.2. Tourist Buying Behaviour
Littrell et al., (1993) carried out a study to broaden understanding of souvenir consumption through 
empirical examination of the concept of authenticity in craft souvenirs. Descriptions of craft 
authenticity from 385 Midwestern US tourists were content analyzed for prominent themes. Criteria 
used by tourists to define authenticity included a craft’s uniqueness, workmanship, aesthetics and use, 
cultural and historical integrity, and genuineness. Characteristics of the craftsperson and the shopping 
experience also contributed to authenticity. Definitions of authenticity varied with tourists’ ages, 
stage of travel careers, and tourism styles, but not with tourists’ gender. Elaboration and refinement 
of the definition of souvenir authenticity is recommended with non-hand-produced souvenirs and 
with tourists in other regions of the U.S.

Furthermore, Dash, (2010) elaborated that craftsmanship of the arts and crafts embodies a 
tradition, which lives in the creative imagination of the artists of Orissa. The beauty and charm of 
its crafts has always been a source of attraction to many Indian and foreign tourists. Today Orissa 
handicrafts are thus reaching all corners of the world. A clear understanding of consumer behaviour 
can give marketers a better idea of how marketing works, enabling them to devise more potent 
marketing strategies. Usually out-dated designs do not attract buyers. In keeping with the changes 
in consumer tastes and preferences, artisans have to change their crafts. With change in the outlook 
of the present customers, artists have to work accordingly, which can fulfil the requirements of the 
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customers. So artists, in order to satisfy and promote this business, should know the art of modern 
making and work according to the taste of the customers.

Henceforth, Nayak & Bhalla, (2016) explored factors motivating visitors for attending handicraft 
exhibitions special focus on the Himalayan state of Uttarakhand with descriptive statistics and 
exploratory factor analysis. Place of exhibition and promotion campaign mostly attracted buyers. 
The researcher argued attractive travel destination, and attraction due to media or advertisement 
through social media or television appeared to be major motivators for attracting more tourists cum 
buyers. The demographic profiling of the research show case that majority of the buyers is from the 
younger generation. Visitors do have high handicraft purchase participation rate if they are pitched 
by the accompanying guide or the travel companies. Discounts, offers, meeting artisans or onsite 
manufacturing do boost sale of the handicrafts. But end of the day customers needed to be dealt 
with patience as one customer may influence another. Tourists in higher income bracket have high 
chances of purchasing handicrafts. Setiyati & Indrayanto, (2011) established that the existence of 
overseas-made souvenirs is of great concern recently following the global pattern of “outsourcing” 
production. Often negative discussion appears to be the result of the growing number of souvenirs 
that are being produced overseas, which then to be sold at relatively lower prices compared with 
locally-manufactured souvenirs. The aforementioned condition is a problematic area because it may 
cause authenticity anxiety for tourists, reduce the income of local craftsmen and manufacturers, as well 
as pose a threat to the future of the local tourism industry. The research elaborated how outsourced 
(overseas-made) souvenirs are perceived by tourists in comparison to those that are locally-made in 
the host country. A case study of Australian souvenirs industry is provided in order to gain a valuable 
insight of this issue. Some behavioural issues with regard to the purchase of authentic souvenirs are 
also discussed to gain a better understanding of the market demand.

3. oBJECTIVES

The objective of this study is to investigate the quantitative relationship between host socio-
demographic indicators (i.e. gender, age, qualifications, family type and occupation) and community 
based host motivating (CBHM) factors towards continuation of handicraft business in H.P.

4. METHoDoLoGy

Given the fundamental exploratory nature of the study, it used a survey that contained quantitative 
items constructed on the suggestion of the experts (Ashton & Goldberg, 1973; Hogan & Murphy, 
2007; Ormshaw et al., 2016) consisting of handicraft manufacturers, government emporium managers, 
academicians from National Institute of Fashion Technology (NIFT-Kangra, H.P), handicraft selling 
intermediaries and H.P tourism officials. Due to the limited availability of valid scales focused on 
community based host motivation for handicraft business in the literature this exploratory study 
was carried out (Deale & Lee, 2021; Fadda, 2020) to examine a gap that has not been addressed 
very specifically and is intended to gather preliminary information that may help for more focused 
investigation in the future (Kotler & Hall, 2004).

An initial pool of 42 items was generated based on the review and analysis by the panel of experts 
to access the appropriateness and generality of the items. A pilot study was conducted with a group 
of 47 stakeholders in Manali, H.P to assess the format and clarity of the items. Based on the panel 
recommendation and pilot study, 31 items were retained. Reliability analysis of 31-item scale was 
piloted, 5 items were discarded as they had a low (< 0.40) factor loading (Hinkin, 1995).

Finally, requisite data was collected in three phases in the month of December (2020) and January 
(2021) by administering questionnaire directly to the host community members involved directly or 
indirectly in the handicraft trade of Himachal Pradesh with the help of a field investigator. Out of 
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total 348 administered questionnaires only 277 was returned usable. It took about 25 minutes to fill 
up each questionnaire.

Table 1. Findings of factor analysis

Factors (Cronbach’s Alpha) Eigenvalue
Percent of 
Variance

Grand 
Mean* Sig

Factor 1 (0.938):Tourism 12.22 39.44 5.37 0.0000

My handicraft products are been sold as souvenir

Tourism industry is the major contributor for my product sale

I feel Handicraft products attracts tourists

I am benefited by tourism industry

Better logistics supply and market connectivity

Tourism seasonality affects sales/ purchase of the handicraft products

Importance of local cultural functions and festivals has increased

Opportunity to meet new customers

Handicraft provides a broader market for destination promotion

Factor 2 (0.927): Government Efforts 5.22 16.82 5.22 0.0000

Government provides initiatives, aids or subsidies in handicraft 
manufacturing

Easy procurement of tools equipment and machinery

Assistance in Technology Support by any Govt. or non Govt. agencies

Self-help groups are providing training and skill development programmes

Government helps in creating new markets for Himachal handicrafts

Easy availability of raw material

Increased in cheating and fraud

Factor 3 (.901): Promotional -Socio indicators 3.09 9.98 4.35 0.0000

Time, effort and money is required in promotion activities of the 
handicrafts

Promotion of local handicraft by Exhibition and handicraft trade fairs

Participation by local community in trade fair and exhibition helps in 
increase sales volume

Living Standard has increased

Helped in removing Social Barrier

Local economy boosted by handicraft business

Factor 4 (.919): Employment Indicators 1.74 5.63 4.7 0.0000

Increased value of services

Tourism has commercialized local handicraft

Enhanced your language skills

Hike in demand for traditional art and craft

* The criteria were based on a seven-point scale, ranging from 1= strongly disagree to 7= Strongly Agree.

Note: KMO 0.654, Bartlett 13375.366, p<0.001.Total Variance Explained 71.87 percent
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The questionnaire consisted of three main sections: questions to construct host member’s profile; 
handicraft related information; and rating scales with each item was situated in seven pointer Likert 
scale format (Jaeschke et al., 1990) with 1 as ‘Strongly Disagree’ and 7 as ‘Strongly Agree’ for a list of 
26 community based host motivators (CBHMs) (see Table 1) to understand community development by 
handicraft tourism (Balakrishnan Nair & Sinha, 2020; Altintzoglou et al., 2016; Kaplanidou & Vogt, 2007). 
Our analysis was directed to calculate the variations in respondents with respect to CBHMs.

The recorded data was analysed using SPSS version 26 by applying two types of tests. Firstly an 
exploratory factor analysis (Kuo et al., 2008;Balakrishnan Nair & Sinha, 2020) was carried out to reduce 
selected 26 CBHM items into four orthogonal factors (see Table 1) both to just reveal hidden factors 
(Kozak, 2002). Secondly, to examine statistical variance (p<0.05) between the factor sets across different 
socio-demographical variables, a set of two inferential non parametric test was deployed (see Table 2), 
which includes the Mann-Whitney U test (Contreras-Joya et al., 2015) on Gender and Family type and 
Kruskal-Wallis test on other categorical variables. Non parametric test was applied on the data set as data 
violated assumptions of normality (Batra, 2009).

5. DATA ANALySIS AND RESULTS

Factor loading items (9) related to host motivators associated with tourism contribution, tourism involvement 
and other tourism related indicating factor No .1 (see Table 1). Motivators (7) related to government 
efforts to uplift community through handicraft tourism by various skill enhancement training programmes, 
advance technology and other related efforts like availing raw materials, essential tools for manufacturing 
handicrafts and giving aids, subsidies to support the loss-profit gap. In contrast, the third factor (6) may 
be construed as community based host motivators based on promotional - socio indicators whereas the 
forth factor (4) comprised of items related to employment indicators. The mean ranks of independent 
groups of variables were compared for each of the CBHM sets. The comparison explained the difference 
of relation between each Sociodemographic variables with respect to the CBHMs (Sinha & Nair, 2020).

5.1. Gender
Out of the four CBHMs two were significantly influenced by gender namely government efforts and 
promotional- socio indicators. For CBHM 2 females had the highest mean rank (see Table 2) compared 
to their male counterpart indicating government efforts has more motivated females compared to males 
however promotional - socio indicating factors (CBHM 3) have motivated male host community members 
more than females members.

5.2. Age
The age variable is categorised into four groups where there were no respondents from under 20 years 
category (see Table 2). Respondents’ age group had a significant effect on the ‘tourism’ and ‘government 
effort’ motivators but did not significantly influenced rest of the two motivators’ i.e CBHM 3 and CBHM 
4. Participants between the age group 20-40 and 40-60 had highest mean rank for CBHM 1 and CBHM 
2 respectively, which represent the level of influencing by different category of age groups.

5.3. Qualification
Findings (see Table 2) in the current category unveils that qualification had a significant effect on all four 
sets of CBHMs. Host respondents affianced to handicraft business with highest education of graduation 
higher significant level in all four CBHM sets compared to their other counter parts. Thus, middle order 
education catalytically effect community based host motivators in handicraft business (Kim et al., 2018).
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5.4. Family Type
“Promotional - Socio indicators” and “Employment indicators” profoundly influenced by variable Family 
type (see Table2); Nuclear family has a significant strong effect over the above mentioned CBHMs compared 
to their counterpart Joint family host members. This indicates Nuclear family community members have 
more decision making power than joint family members in the lines of earlier research (Koenig Kellas & 
Trees, 2006) to pursuit promotional-socio factors or employment factors related to handicraft business.

5.5. occupation
Total nine subcategories of profession from different verticals of handicraft business participated in the 
data collection process (see Table 2). Occupation exhibited significant effects for all four community based 

Table 2. Socio-demographic variable analysis result-Mann Whitney u test and Kruskal Wallis test

Socio-Demographic variables
Community based host motivation factors

CBHM 1 CBHM 2 CBHM 3 CBHM4

Variables Description (N=277) Mean 
Rank Z/χ2 Mean 

Rank Z/χ2 Mean 
Rank Z/χ2 Mean 

Rank Z/χ2

Gender 
Male 178 144.8

-1.619
121.24

-4.955***
150.17

-3.125**
144.1

-1.424
Female 99 128.57 170.93 118.91 129.84

Age 
(years)

Under 20 0 n/a

9.287*

n/a

13.942**

n/a

1.226

n/a

1.726
20-40 122 154.45 133.80 136.18 144.93

40-60 148 128.35 148.13 139.85 135.34

Above 60 7 95.00 36.50 170.00 113.00

Qualification

Under 10th 164 128.81

28.919***

134.63

9.477*

140.16

36.914***

125.82

38.595***

Higher 
Secondary 77 135.82 136.27 125.41 139.95

Graduate 29 213.16 179.62 199.40 222.45

Post 
Graduate 
and above

7 105.50 103.00 11.00 91.50

Family 
Type

Joint 165 140.02
-0.257

120.50
-4.672***

143.09
-1.037

130.24
-2.215*

Nuclear 112 137.50 166.25 132.97 151.91

Occupation

Artisans 14 248.50

196.365***

270.50

190.584***

246.75

156.614***

248.50

197.327***

Bamboo 
Craft 49 44.00 114.50 145.29 71.64

Ceramist 36 251.33 43.68 237.33 252.69

Farmer 28 133.38 84.63 56.63 110.00

Handloom 
Weaver 80 112.08 174.37 104.77 120.96

House 
Keeper 21 115.17 86.67 56.50 61.83

pine craft 35 197.10 234.90 166.50 208.60

Travel agent 7 141.50 117.00 138.00 60.00

Trekking 7 116.00 50.50 205.50 91.50

Note: (1.) CBHM1-CBHM4 refer CBHM1 (Tourism) CBHM2 (Government Effort) CBHM3 (Promotional - Socio indicators) CBHM4 (Employment Indica-
tors) (2.) *p < 0.05, **p<0.01, ***p<0.001 (3.) Mann Whitney U test was conducted for Gender and Family type.
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host motivators. Artisans had highest mean rank throughout all the four CBHMs indicating they influence 
all the motivators’ utmost followed by ceramist and pine craftsmen.

6. DISCUSSIoNS AND CoNCLUSIoN

This study focuses on the socio demographical dimension of handicraft tourism in the Himalayan state 
of Himachal Pradesh, which is often ignored. Handicraft preserves the decades or century old culture, 
craftsmanship, pre-industrial techniques, identity of the region and strengthens the identity and dignity of 
the people. Financial and environmental sustainability of host community involved in handicraft business 
depends on socio-environmental aspects, tourism demand, government and non-government organisational 
efforts and inclusive employment factors with collaboration from all key stakeholders (Nair, Bipithalal 
Balakrishnan; Dileep, 2020).

To establish a profitable handicraft business in a tourist destination pre requisite efforts are desirable on 
the grounds of socio-economic, cultural sustainability, promotional campaigns through multiple mediums 
and government motivation. At any cost local communities’ quality of life cannot be compromised; 
Moreover, these stakeholders should be active in managing handicraft resources and jointly engaging in 
interactions with tourists.

This study observed that notable number of women participation in this sector and women 
empowerment aspect highly influenced government efforts in developing handicraft tourism in the region 
where as male community of the society engaged in promotional and social efforts. They have high 
contribution in upbringing the livelihood and removing the social barriers from the social structure of the 
society. The findings demonstrate that tourism motivators were highly influenced by age, qualification and 
occupation variables. One of the novel characteristics of this research project is to check the influencing 
variables on handicraft tourism; it indicates host community age, qualification with respect to their 
occupation significantly instigates handicraft tourism. Secondly, government efforts gets instigated by all 
the selected five socio-demographic variables initiatives like providing subsidies, giving training support, 
creating new market and to boost the morale of the stakeholders. Thirdly, qualification and occupation 
influenced promotional and socio factors indicating higher qualification will have an edge on extracting 
benefits from handicraft promotional activities and other social benefits. Lastly employment is impossible 
without required qualification, family support whereas level of skill will decide the type of occupation a 
stakeholder can engage with.

6.1. Practical Implication
This research adds evidences to the pool of Himalayan handicraft tourism by widening current practical 
understanding of the host community engagement in handicraft business and the factors supporting and 
influencing them. Successful application of sustainability in handicraft tourism may uplift the demand of 
the products and bring it at the edge in the product life cycle. The underlying rational of this research will be 
helpful for the managerial bodies engaged in tourism as well as handicraft business, particularly to improve 
the sustainability of the current situation of handicraft trade/ employing new initiatives concentrating on 
local communities’ skill and trade aspect/ for handicraft tourism policy making by the policy makers to 
increase the volume of trade and tourist engagement.

6.2. Limitations and Avenues for Future Study
However, this study has few limitations. First, it considered host stakeholders from seven out of twelve 
districts of H.P due to time and fund constraints, the study may be conducted on a larger scale in the future. 
Secondly, while considering socio-demographic indicator, the income of the stakeholders is not taken into 
account, which can be considered in future studies. Finally due to covid-19 protocol the researcher was 
unable to collect qualitative data that could add more richness to the findings of this study. Therefore, a 
longitudinal qualitative study is recommended in future.
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