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Abstract 

People from metro and other places lead a different lifestyle than the people from 

villages. Majority of the people living in India is occupied in agriculture in spite of 

industrialization. Numerous people living in rural area can get employment and business 

opportunities with the help of tourism. Support and attention have to be given to rural tourism in 

India due to its significance. Rural tourism in India can facilitate people of different cultures, 

beliefs, lingo, and lifestyles close to each other. Rural tourism generally falls into categories like 

scenic value, cultural assets, special wildlife assets, agricultural, horticultural, forestry assets, 

farm systems and special facilities for sporting activities. Migration of people from rural to the 

urban area can be prevented with the help of rural tourism and it can also enhance the rural 

culture and arts. Thus rural tourism could attract tourists by providing the excellent glimpse of 

the village ambiance with local cuisine. Moderate but clean, accommodations for tourists should 

be constructed by the villagers in traditional design. 

This present study aims at understanding the tourists‟ opinion about Chettinad palace in 

Karaikudi. The researcher had taken tourists who visited Chettinad palace in Karaikudi as 

respondents for this study. A questionnaire which comprises of both open and closed-ended 

questions was used for primary data collection.  150 tourists who visited Chettinad palace in 

Karaikudi opined that inner part of the palaces needs to be promoted for tourists, provision of 

cloakrooms and ensuring the availability of surveillance cameras inside the palaces. This study 

will be useful to the concerned authority of Chettinad palaces in Karaikudi to understand the 

tourists‟ tastes, preferences, and opinion about the Chettinad palaces. 
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Introduction 

Karaikudi is a municipal town located in Sivagangai district of the state of Tamil Nadu. 

Karaikudi, as a major town, is most famous in the entire municipality. Karaikudi belongs to 

Chettinad region, which comprises of 75 villages. Trichy and Rameshwaram are connected by 

this town since it is situated on the highway. It is a well-known town in this southern state of 

India mainly because of the style of houses that is unique to the place. The houses in this town 

are constructed using the limestone that is called „karai veedu‟ in the local language. 

It is a well-known fact that the family of Chettiars was instrumental in developing the 

town of Karaikudi. Even today, the Chettiar community makes the majority of the population of 

the town. They are into trade and commerce ever since the establishment of Karaikudi. They 

have helped shape the town and brought it into prominence by building an educational 

institution, funding banks, constructing temples and celebrating festivals in the traditional ways. 

They have also taken upon them the onus of bringing social reforms. 

To make Karaikudi self-sufficient in every way, Vallal Alagappar, who belonged to the 

Chettiar family, established the Alagappa University in the place and this university has a good 

nationwide ranking. Many people from in and around the town of Karaikudi come to the place 

for engineering.  

Apart from the lure of watching a film being shot, tourists are attracted to the place 

because of the lip-smacking dishes that are part of the local cuisine of Karaikudi. The famous 

classification of local cuisine „Chettinad‟ derives its name from the Chettiar Kings who played 

an important role in the establishment as well as the development of the town. The other name 

for Chettinad cuisine is Karaikudi cuisine. Locals refer to the cooking of Chettinad dishes as 

„Achi Samayal‟. The dishes are prepared using a variety of spices and herbs, and the cooking 

method employed for making these dishes is also very unique. 

Karaikudi Veenai: This is a distinctive style of playing the veena, an ancient stringed 

Indian instrument.  Among the well-known veenai players who play the Karaikudi style of 

Veenai are the Karaikudi Veenai brothers- Subbarama Iyer and Sambasiva Iyer. 

Athangudi Tiles: These exquisite and colorfully glossy tiles, a cultural heritage of the 

Chettiars, are becoming increasingly trendy in India. The tiles are handmade and sun-dried and 

have distinctive and vivid patterns. These tiles originated in the village of Athangudi and are 

made with white cement, sand and pigment. What makes Athangudi tiles so attractive, apart 
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from their stunning designs, is that they are durable and eco-friendly as well. Athangudi tiles 

add remarkable loveliness to the interiors of homes. If you are interested in buying them, they 

are available at very reasonable rates, and you can place bulk orders.  

Kandangi Saree: Karaikudi, as mentioned earlier, is famous for its brightly colored 

Kandangi saris and it‟s a common sight to witness aachis (Chettiar women) sporting these 

multihued, eye-catching saris. The saris are unique thanks to their huge borders and they are 

woven with excellent quality cotton from Tirupur. Typically, it takes a week to weave a sari – a 

labor of love and dedication! In keeping with modern trends, today you can find saris blended 

with silk and even stoles in these distinctive patterns, which will go very well with both ethnic 

and western wear. Earlier, the looms for these saris were in an old house and the courtyard and 

verandahs were a riot of color as the saris were displayed here for sale. 

Architecture: Karaikudi is identified as the capital of Chettinad which is a treasure 

house of culture, art, and architecture. All the mansions have charming teak, marble or granite 

pillars supporting a large veranda, and the inner courtyards, the domain of the womenfolk. 

Chettinad mansions were built with bricks known as sengkal. The floors are striking 

thanks to the use of vibrant Athangudi tiles. The decorative door frames and elegantly carved 

panels add to the beauty of the mansions. What is interesting is the unique and artful blending 

of Indian and European styles of architecture, something that evolved over the years to create 

these memorable mansions. 

Karaikudi and the Chettinad region are famous for the numerous temples that are 

scattered across the region. Quite a few of these temples have been constructed by the early 

Tamil dynasties like the Cholas. When visiting Karaikudi, do stop over at some of the famous 

temples. It‟s an experience that should not be given a miss. 

STATEMENT OF THE PROBLEM 

 Currently, tourism is one of the world‟s biggest and fastest developing industries. 

Tourism has grown 25 percent in the past 10 years with a forecast of 1500 million international 

arrivals by 2020, more than double the level at the moment. Development of rural areas in India 

is very significant for the overall economic growth of the country. In order to enhance the 

tourists‟ arrival to places like Chettinad palace in Karaikudi, stakeholders of tourism have to 

understand the tastes and preferences of tourists.   
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OBJECTIVES OF THE STUDY 

 To know the demographic profile of tourists visiting Chettinad palace in Karaikudi. 

 To ascertain the purpose of the visit of tourists visiting Karaikudi 

 To analyze the facilities offered at the Chettinad palace to the tourists. 

 To find out the satisfaction level of tourist visiting Chettinad palace, Karaikudi. 

 To analyze the tourist‟s opinion about guides and information about the Chettinad palace, 

Karaikudi. 

SCOPE OF THE STUDY 

 Tourists visited Chettinad palace, Karaikudi were the respondents for this study. The 

survey was conducted for one month.This study will be useful to understand the various facilities 

available and service offered in Chettinad palace, Karaikudi. 

 RESEARCH METHODOLOGY 

For the purpose of understanding the service provided in  Chettinad palace at  Karaikudi, primary 

data was collected with a structured questionnaire. Questionnaires were distributed to the tourists 

visited Chettinad palace, Karaikudi. 

LIMITATIONS OF THE STUDY 

 The survey was confined only to Chettinad palace, Karaikudi and it may not be 

applicable to other tourist spots. 

 The preferences of the tourist may vary with time and the economic conditions of the 

tourists 

 Survey for this  study was conducted with 350 tourists visited Chettinad palace Karaikudi 

for a month  

REVIEW OF LITERATURE 

In order to grab the attention of the tourists, marketers have to promote the distinctive 

characteristic of their tourism destination Fakeye & Crompton (1991). For any country‟s 

economic development, tourism is an important sector, Javid Seyidov et al., (2016). As an option 

to customary mass tourism, rural tourism can satisfy the needs of tourists, Yuvarani, S (2013). In 

order to satisfy the tourists, tourists destination management organizations have to recognize the 

tourists, correspond with them to meet their expectations at a local, national and global level, 
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Pike & Ryan (2004). According to Alexios Foukis (2015), tourism organizations can meet the 

tourism demand with the primary tourism offers like mountains, sea, beaches, local customs, 

historical monuments and secondary offers like proper infrastructure facilities. Attractions, 

facilities, infrastructure, transportation, and hospitality are the various aspects of destinations, 

R.C.Mill et al., (1992). According to Blasco et al., 2016,  from the customer-oriented 

perspectives, destination as service environment could help the experience of the customers. 

Destinations can be classified as urban, seaside, alpine and rural with regard to major aspects of 

attractiveness, Buhalis, D. (2000). Ethnic, cultural, historical, environmental and recreational 

aspects can be considered as different forms of tourism destinations, Smith, V.L (1989). A very 

vital aspect of tourists is to prefer a tourism destination as their option from the perspective of its 

image, Neethiahnanthan Ari Ragavan et al., (2014). For the purpose of segmenting the market 

and to devise a successful promotional campaign, tourism marketers have to understand the 

expectations and travel related behaviors of tourists, Heung et al., (2000). Hwang, J, et al., 

(2013) in their study assumed the relationship between the perception of travel attributes to 

satisfaction to identify the tourists‟  from the perspective of demographic profiles like gender, 

age, marital status and geographical origin.  

Data analysis and interpretation 

The demographic profile of the respondents like age, gender, occupation and an annual 

income of the respondents are given in table 1. When it comes to age, 33.3% are in the range 

between 28-37 years, 26% are in 17-27 years and 23.4% are 49 years and above. 41.3% of the 

respondents qualified with UG and 38.0 of the respondents qualified with PG degree. 55.7% of 

the male and 44.3% female were the respondents for the study. With regard to the occupation of 

the respondents 46.7%% of the respondents were doing their own business, 32% were govt. 

employed and 21.3% of the respondents were employed in private organization. 
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Table.1. Demographic profile of the respondents 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Null hypothesis 
H01: There is no significant relationship between demographic variables of the tourists and their 

opinion about the purpose of visit to Karaikudi 

H02: There is no significant relationship between demographic variables of the tourists and their 

opinion with regard to length of their vacation 

H03: There is no significant relationship between demographic variables of the tourists and their 

opinion to recommend Karaikudi to others  

H04: There is no significant relationship between demographic variables of the tourists and their 

opinion with regard to overall satisfaction towards Karaikudi 

 
Table2: CHI- SQUARE TEST 
 

Particulars  % Particulars  % 

Age 

17-27 years 
26.0 

Annual 

income of the 

family 

<Rs 1.5 lakhs        

  6.7 

28-37 years 33.3 1.5 to 3 lakhs 30.8 

38-48 years 17.3 3 to 5 lakhs 

38.5 

49 & above 23.4 

Educational 

qualification 

below 10th 10.0 

HSC/12 th 

   

10.7 

UG 41.3 

PG 38.0 

Gender Male 55.7 > 5   lakhs   

24.0 Female 44.3 

Occupation Govt. 

Employed 32.0 
 

Private 21.3 

Own 

business 46.7 

S.No Demographic 

profile 

Particulars 

 

Pearson Chi-Square NULL 

HYPOTHESIS 

 

 Value Df 

Asymp. 

Sig. (2-

sided) 

1 Age Purpose of visit 
47.089 9 .000 

Rejected 

2 Gender Purpose of visit 

9.943 6 .127 

Accepted 

3 Education 

Qualification 

Purpose of visit 
51.515 9 .000 

Rejected 
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Source: Primary data 

Table 3 – ANOVA 

Particulars F Significance Result 

Age Vs Overall satisfaction towards Karaikudi 2.488 0.063 Accepted 

Gender Vs Overall satisfaction towards Karaikudi 1.790 0.171 Accepted 

Education Vs Overall satisfaction towards Karaikudi 0.700 0.553 Accepted 

Occupation Vs Overall satisfaction towards Karaikudi 0.990 0.001 Rejected 

Annual income Vs Overall satisfaction towards Karaikudi 1.312 0.272 Accepted 

Source: Primary data 

4 Occupation Purpose of visit 
47.565 9 .000 

Rejected 

5 Annual 

income 

Purpose of visit 

13.203 6 .040 

Rejected 

11 Age Length of your 

vacation 26.072 6 .000 
Rejected 

12 Gender Length of your 

vacation 3.456 4 .485 
Accepted 

13 Education 

Qualification 

Length of your 

vacation 12.926 6 .044 
Rejected 

14 Occupation Length of your 

vacation 13.588 6 .035 
Rejected 

15 Annual 

income 

Length of your 

vacation 10.442 4 .034 
Rejected 

16 Age To recommend 

Karaikudi to others 61.176 21 .000 
Rejected 

17 Gender To recommend 

Karaikudi to others 28.853 14 .011 
Rejected 

18 Education 

Qualification 

To recommend 

Karaikudi to others 89.692 21 .000 
Rejected 

19 Occupation To recommend 

Karaikudi to others 133.825 21 .000 
Rejected 

20 Annual 

income 

To recommend 

Karaikudi to others 58.512 14 .000 
Rejected 
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It can be inferred from table 3 that, except for gender, there is significant relationship between 

tourists opinion about „purpose of visit, length of their vacation‟ and demographic variables like 

age, educational qualification, occupation and their annual income. Demographic variables like 

gender, age, educational qualification, occupation and their annual income have a significant 

relationship with the opinion of the tourists towards „recommendation of Karaikudi to others‟. 

With regard to overall satisfaction towards Karaikudi, there is significant association with the 

demographic variable occupation only, but not with gender, age, educational qualification and 

their annual income 

Table 4. DESCRIPTIVE ANALYSIS 

Particulars Mean Std. Deviation 

1Availability of transport 4.2533 .99115 

2Proper bus facility 4.1200 .99610 

parking facility available 4.4533 .89433 

Cloak room for tourist 3.6267 .97311 

Lighting is available or not 3.7533 1.06145 

Ventilation inside the palace 4.1667 1.05815 

Weather condition 3.6400 .83770 

History and background of the place 4.1333 .88740 

Trustworthy of the people 4.3000 1.09759 

Various language issue 4.2867 1.08273 

Price of the product 3.7267 .98918 

Various culture followed 4.1600 1.01717 

Cost of accommodation 3.7200 .86792 

First aid facility 3.5733 1.01232 

Health care facility 3.2333 1.14351 

Safety and security level 3.4200 1.21661 

Provision of  surveillance camera facility 3.1667 1.37288 

Shop for provisions 3.4667 .90240 

Taste of food 4.2600 1.08331 

Neatness of the tourist place 4.4133 1.03097 

Bank facility like ATM is available 4.1467 .88528 

Guide facilities 4.0067 .81510 

Guides are genuine and decent 3.7533 .80215 

Whether guides are providing information 
3.8000 .77719 

Guides knowledge about the place 3.7200 .82021 

Guides are courteous 3.6133 .92531 

Communication skill of guide 3.8200 .85192 

      Source: Primary data 
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It is found out from table 4 that, 13 no of items are having a mean value of more than 4 

and 14 no of items are having a mean value of more than 3 but below 4,  out of 28 items. The 

maximum value is (4.4533) for the attribute „Parking facility available‟ and minimum value is 

(3.1667) for the attribute „provision of surveillance camera facility‟. 

     Table 5.  Reliability Statistics 

  

Cronbach's Alpha N of Items 

.936 27 

From table 5, it is clear that the scale used for the survey has a high level of internal 

consistency based on the reliability coefficient value of 0.936 (Cronbach's Alpha) for 27 items. 

EXPLORATORY FACTOR ANALYSIS, 

 According to Ajai S.Gaur  et al., (2006), Factor analysis is used to recognize a smaller number 

of factors underlying a large number of observed variables. Table 5 shows Kaiser-Meyer-Olkin, 

Bartlett‟s test for the visitors‟ opinion about Chettinad palace, Karaikudi. With regard to the 

opinion of visitors about various services provided by Chettinad palace, Karaikudi, Keiser-

Meyer-Olkin, a measure of sampling adequacy is 0.754 which is greater than the recommended 

value of 0.7 and Bartlett‟s test for significant. Hence the analysis can be used for this data. 

Table 5. KMO and Bartlett’s test of Sphercity     

Kaiser-Mayer-Olkin Measure of Sampling adequacy          .754 

Bartlett‟s test of Sphercity    Approx. Chi-square  4213.399 

                                              df          351 

                                              Sig.        .000 

Table6. Total Variance Explained 

Total Variance Explained Communalities 

Component 

 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Total % of Variance 

Cumulative 

% Total 

% of 

Variance Cumulative % 

Extraction 

1 10.89

0 
40.334 40.334 10.890 40.334 40.334 .785 

2 3.884 14.387 54.721 3.884 14.387 54.721 .810 

3 2.438 9.031 63.752 2.438 9.031 63.752 .800 

4 1.658 6.142 69.893 1.658 6.142 69.893 .791 

5 1.350 5.000 74.893 1.350 5.000 74.893 .773 

6 1.140 4.224 79.116 1.140 4.224 79.116 .719 

7 .769 2.848 81.965    .841 

International Journal of Pure and Applied Mathematics Special Issue

2489



8 .648 2.398 84.363    .790 

9 .593 2.195 86.558    .883 

10 .511 1.892 88.451    .722 

11 .418 1.550 90.001    .826 

12 .368 1.363 91.364    .814 

13 .360 1.332 92.695    .690 

14 .303 1.123 93.818    .809 

15 .278 1.029 94.848    .811 

16 .271 1.002 95.850    .894 

17 .226 .837 96.687    .708 

18 .180 .665 97.352    .882 

19 .145 .537 97.889    .839 

20 .129 .477 98.366    .850 

21 .113 .417 98.782    .771 

22 .081 .301 99.083    .608 

23 .071 .265 99.348    .806 

24 .069 .254 99.602    .778 

25 .044 .163 99.764    .688 

26 .040 .146 99.911    .839 

27 .024 .089 100.000    .835 

Extraction Method: Principal Component Analysis.     

 

Table 6 sum up the total variance depicted by the Factor analysis solution and provides a suggestion 

about the number of supportive factors. As per the table 6, it is clear that 6 extracted factors clarify 

79.1% of the variance. Moreover, 89.4% of the variance in „Security and safety measures are 

adequate‟ is explained by the extracted factors   

                

 

Major findings of the study 

 It is found from the study that 37.3 % of the tourists visited Karaikudi for a religious 

purpose, 31.3% for a family vacation and 21.3% of the tourists visited Karaikudi for 

business purpose 

 43.4% of the tourists  were from their relatives and friends, 23.3% through the internet, 

16.7% through ad media and 14.7% of the tourists came to know about Karaikudi palaces 

through a travel agency 

 With regard to opinion for planning vacation, 28.7% of the  tourists through the internet, 

46.7%  through a travel agency as a package tour, 19.7% select their tour destination 

without proper planning and 6.1%  tourists visit tourist places when they go to friends 

and relatives houses 
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 Tourists with regard to the order of preferences for places in Karaikuddi from the 

perspective of their likings they opined in the order like Kaviarasar Manimadapam, 

Kundrakudi temple, Chettinad palace, Athankudi tiles palace and Pillayarpatti temple  

 76.0% tourists were very much satisfied with the overall experience with Karaikudi 

Chettinad palace, 68.7% of the tourists opined that they would recommend Karaikudi 

Chettinad palace as a place of a visit to others and 69.2% of the tourists opined that they 

would recommend Karaikudi as one of the tourist places in Tamil Nadu to others  

Suggestions 

 Based on the findings, it is suggested to the respective officials of Chettinad palace, 

Karaikudi to improve the basic facilities like drinking water, sanitation, and clock room 

facility to the visitors. 

 It is suggested to the respective officials of Chettinad palace, Karaikudi to improve the 

guide facility in order to provide better services to visitors. 

 It is suggested to the respective officials of Chettinad palace, Karaikudi to improve the 

accessibility and accommodation for the foreigners. 

 It is suggested to the respective officials of Chettinad palace, Karaikudi to allow visitors 

inside the palace to view the grandeur of the palace. 

CONCLUSION 

The tourism industry is important for the economic development of any country. With regard to 

tourism about Karaikudi, most of them are giving preference to Karaikudi Chettinad palace in 

terms of the tour at our Southern states. In order to provide the tourist with a better experience, 

the government is trying to provide more facilities. The findings of this study will be definitely 

helpful to the officials to identify the area which needs attention. In order to promote Karaikudi 

as one of the important rural tourism destinations especially the Chettinad palace, awareness 

about various Chettinad palaces need to be enhanced. Basic facilities like water, sanitation, other 

like surveillance camera and safety have to be provided to the various tourists visiting Chettinad 

palace, Karaikudi.  It is also important to safeguard and promote the rural tourism for the 

economic development of our country.  
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