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ABSTRACT

Satara is a historical and district place in Maharashtra. 111e popular two hill stations of Maharashtra are in Satara district
Recently Satara is come to limelight due to Kas, a site recognized as a world heritage site by UNESCO at 2nd December
2012. Kas tourist flow has risen from 8972 in 2008-9 to 350000 2011-12. The paper has set the four objectives viz. to know
the tourist perception on attraction of tourism product. to know the motivators to tourism. to know the pricing perception, to
determine the awareness and opinion for other worth seeing destinations of Satara district and to know the opinion of tourist
on potential of tourism in Satara district.

The study concluded that tourism products like Hill station, scenic beauty. waterfall and forts attracts tourist more irrespective
of their age group and gender. Propensity to pleasure and leisure are the prime motivators to tourism. Most of the tourist
destinations are unseen by tourist so there is scope to promote those destinations for tourist who visit Satara district Tourists
strongly perceived that Satara has potential to develop as a tourist destination.
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INTRODUCTION

The district of Satara is located in the western Indian state of Maharashtra. Spread across an area of almost 10484 square
kilometers. The Rivers Krishna and Koyana flow through this district. Wai. Panchgani, Mahabaleshwar, Karad, Koregaon and.
Koyananagar are the chief towns of Satara District. Satara district has very vibrant history. Satara is becoming famous for nature,
leisure, and pilgrimage tourism. It is also popular destination for regional and bollywood film shootings. Mahabaleshwar and
Panchagani are well-known hill stations for tourists. On the contrary, there are other places worth seeing which tourist ignores.
These are ancient caves in Agashivnagar. Nandgiri, and Pateshwar, Pratapgad, Ajinkyatara forts. Wildlife of Koyananagar,
Vasota, Valmiki, temples and pilgrimage centers such as Chaphal, Pali, Sajjangad, Shikharshingnapur. Yamai at Aundh, aikba
at Banpuri. Gondawale Maharaj math, Pusegao math, old Mahabaleshwar. Mandardevi. Musems such as Aundh, Satara's shivaji

angrahalay, Dams such as Koyana, Kanehar, Dhom and Veer, Bird sanctuaries at Mayani and waterfall at Ozarde, Thoseghar,
lingmala and lake such as Kas, Verma and health resort Prakruti and windmills at Chalkewadi, Hydro electricity power plant at

oyna, deep valleys and green meadows, big plateaus at Panchgani and Kas, and many more. However, Satara has places worth
seeing but the places are not exploited as tourist destinations. Satara's Kandi pedha is famous for its taste. Satara city has rich
heritage, calm and serene beauty and healthy climate which have made paradise for pensioners. Satara district has number of
places that are favorites of Bollywood and Marathi film directors. Panchgani hillstation is popular for residential school, which
also drives good tourist flow. Thus, there is need to draw the attention to utilize the available rich resources which is God gift to
the Satara district to develop and grow as a Tourist destination.

atara is getting popularity because of the Kas, a site documented as a world heritage site by UNESCO at 2nd December 2012 .
•as tourist flow has risen from 8972 in 2008-9 to 350000 2011-12. Two well-known hill stations of Maharashtra are in Satara

di trict. Tourists are flooded during summer and winter vacations. There is other worth seeing destinations are in Satara district to
hold the tourist flow. To develop and promote these destinations the need arises to understand the perception of tourist those have

n visited to Satara district. So that it can possible to have effective tourism plan to develop and promote the Satara district to
me up as a tourist destination with a varied tourist product.

OBJECTIVES OF RESEARCH

us. researcher has proposed the following objectives:

• To Know the Tourist Perception on Attraction of Tourism Product
• To Know the Motivators To Tourism.
• To Know the Pricing Perception.
• To Determine the Awareness and Opinion For Other Worth Seeing Destinations of Satara District
• To Know the Opinion of Tourist on Potential of Tourism in Satara District.
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RESEARCH METHODOLOGY

Hypotheses

11[:Gender and perception on attraction of tourism product is correlated.
H2: Age and perception on attraction of tourism product is correlated.

Methodology

The study is descriptive and inferential in nature. The data is mainly collected from primary source. The schedule is designed to
collect the responses from 326 tourist samples where tourist population is infinite. The reliability test was undertaken through
cronbach alpha test the score is 0.911 of the 15 tourism products and 0.821 of the opinion on potential of tourism.

The data was collected with the range of 30 to 37 samples each from the Mahabaleshwar. Panchgani. Wai, Pratapgarh. Kas.
Thoseghar. Ajinkyatara, Sajjangarh, Aundh and Koyna as a field survey. Perception of tourist is measured with five point likert
scale. There are 15 tourism products (viz. Adventure, Flora, Fauna/Wild Life Sanctuary, Waterfall, Ghats, Hill station, Lake
Reservoir, Scenery beauty, Valleys, Pilgrimage. Temples, Museum, Historical Monuments. Forts and Windmills) were designed
according to the researchers' own observation to check the tourist attraction of Satara. Motivators and Pricing parameters
designed as per experience and observation.

Pricing perception was considered of only stayed tourists. Researcher has considered 10 situations that motivates for tourism as
motivators' viz. Availability of Financial Resources like Money, Leisure to reduce the stress, Propensity to Pleasure, More
Occasions for Special Gatherings, Influence of Western Culture. Promotion in employment, Cost Effective Transport System,
Time Saving Transport System, Sponsorship from Employer, Changes in Domestic Culture and asked to the total sample of
tourists to assign the ranks for the same from I to lOon priority basis.

38 worth seeing destinations were list out by experience to check the awareness of tourist towards the site. 6 statements were
prepared to check the potential to Satara, The data was analyzed with mean, percentage and standard deviation. The hypothesis
has tested with Spearman's rank correlations.

DATA PRESENTATION AND ANALYSIS

Table 1: Distribution of Respondents

S.No. Name of Number of S.No. Name of Number of
Destination Respondents Destination Res Dondents

I Aundh 30 6 Saiianzarh 30
2 Mahabaleshwar 30 7 Thosezhar 33
3 Panchzani 35 8 Kas 30
4 Pratapzarh 30 9 Aiinkva-Tara 34
5 Wai 37 10 Ko na 37

Total 326
Sources: Field Data
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Table-2: Gender wise Distribution

S.No. Name of Tourist Location In Satara District Male Female Total
F. 0/0 F. % F. %
1 2 3 4 5 6

1. Aundh 16 53.33 14 46.67 30 9.20
2. Mahabaleshwar 23 76.67 7 23.33 30 9.20
3. Panchzani 24 68.57 II 31.43 35 10.74
4. Pratanzarh 27 90.00 3 10.00 30 9.20
5. Wai 30 81.08 7 18.92 37 11.35
6. Sajjangarh 20 66.67 10 33.33 30 9.20
7. Thosezhar 29 87.88 4 12.12 33 10.12
8. Kas 21 70.00 9 30.00 30 9.20
9. Aiinkva-Tara 24 70.59 10 29.41 34 .10.43
10. Kovna 32 86.49 5 13.51 37 11.35

Total 246 75.46 80 24.54 326 100.00
Sources: Field Data

From the 326 collected samples from the 10 destinations, male are 246 and female are 80.
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Tahle-J: Perception of Sam pic Tourists on Attraction of Tourists Locations as PCI' Gender

S.
Gender ~ + :\Ialc Female Total

o. Nature of Products Mean Rank SO Mean Rank SO Mean Rank SO
I Adventure 3.58 13 0.81 3.58 13 0.81 3.58 13 0.81
2. Flora 3.84 9 0.70 3.84 8 0.70 3.84 9 0.70
3. Fauna / Wild Life Sanctuary 3.72 10 0.78 3.72 10 0.78 3.72 10 0.78
4. Waterfall 408 3 0.66 4.08 3 0.66 4.08 3 0.66
5. Ghats 3.87 7 0.79 3.87 7 0.79 3.87 7 0.79
6. Hill Station 4.37 J 0.75 4.37 I 0.76 4.37 I 0.75
7. Lake/Reservoir 3.90 6 0.79 3.90 6 0.79 3.90 6 0.79
8. Scenery beauty 4.21 2 0.75 4.21 2 0.76 4.21 2 0.75
9. Valleys 3.67 II 0.83 3.67 II 0.83 3.67 II 0.83
10. Pilgrimage 3.85 8 0.98 3.83 9 0.98 3.85 8 0.98
II. Temples 3.96 5 0.82 3.94 5 0.82 36 5 0.02
12. Museum 3.53 14 0.89 3.51 14 0.89 3.53 14 0.89
13. Historical Monuments 3.67 11 0.87 3.67 II 0.87 3.67 II 0.87
14. Forts 3.97 4 0.80 3.97 4 0.80 3.97 4 0.80
15. Windmills 3.26 15 092 3.26 15 0.92 3.26 15 0.92

Sources: Field Data

Hill station, scenic beauty, waterfall and forts attracts tourist more compared to windmill. museum, adventure. valleys and
historical monuments since the mean score is above 3.

Table-4: Age Wise Distribution

A:. Gr-o.•p --+ IS-IS 25-3$ .l5-4S .~5S SS&Abon

t 1! '! co i ~ co t e ~Sr. Nallle of 17oll .•ct •• Q • Q Q •• Q •• Q•..
~ en •..
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•..

~ <r.:e :e: :e: :e
1 Acl\"e!llU!f: 358 13 OS 358 13 0.81 J:S8 13 O.S J S8 13 081 4 13 0.81
2' Flora 3,S~ 9 0.1 381 9 0.7.2 3.83 9 0.7 l $4 9 0.7 4 S 07
.3 Fallll.a ' Wild L.t!t Sanctuary 3.72 0 0.8 3.71 10 0.78 J.n 10 OJ! J72 10 &.78 4 ]0 0.78
of Wa;erf.1ll 4,09 3 01 409 3 '''fI 3 07 408 3 0.66 4 3- M6
5. Gbats 3.87 7 O.S 3.87 7 0,79 7 o.s 1S7 7 0.79 4 7 0.79
6, Hill !>131lO1I 4J3 1 OS 434 1 0.7$ 7 1 O,S 4.37 I 0.75 4 I 0.76
7 Lake'Re>en'01I 3.89 6 OS 3.89 6 0,81 3.9 6 08 3,9 6 0,79 4 6 079
S S<:~ beauty 4.16 1 0.8 4.16 ~ 0.75 I 4.: Z O,S 4.11 2 0.75 4 2

~~
9 Valleys 3.67 11 OS 3.67 'T'T~11 0.8 167 11 0.83 4 11
10. PIl !IlIllJ,!I! 3.83 s 1 3.84 S 3.8.4 B 1 H5 8 0.98 4 S O.IIS
11. T~ll:!J)l~ 3.94 5 OS 3,PO 5 .96 08 396 5 0.82 4 S 082
12. Muu!11.!ll 351 -I .9 3.52 14 ~ 4 0.9c J 53 14 0.89 ;; 14 0.89
13. Hii!Onc.al Monument> 367 11 09 367 I 0.87 3.67 1 09 367 1 0,1n 4 11 08'1
14. Forti 3.97 4 OS 3.97 •• 0.83 1.97 4 0.8 397 4 08 4 4 OS
1>. WilidaUlb 326 5 09 326 15 0.91 3.26 15 0.9c 326 15 0.92 3 15 092

SOIrees. Field Da13

Hill station, scenic beauty, waterfall and forts attract more to the tourists irrespective of their age group. The tourism products viz.
windmill, museum, adventure, valley, and historical monuments attract lesser to the tourists irrespective of their age group.

Table-S: Opinion of Sample Tourists on Motivators to Tourism
, .

Rank Frequency --Sr
Kame of Motivator 1 1 2 3 4 5 6 7 8 9 10 Total

1 Availability of Financial Resources Like Money 31 12 68 29 5 4 2 1 1 14 167
2 Leisure to Reduce The Stress 97 100 32 3 3 3 1 1 0 2 24_
3 Propensity to Pleasure 140 85 37 9 2 1 0 0 1 1 276
4 More Occasions tor Special Gatherinss 26 19 21 29 9 6 7 6 3 1 127
5 Influence of Western Culture 3 9 6 10 21 6 6 10 3 5 79
6 Promotion in Employment 1 :2 2 3 6 11 7 6 11 7 56
7 Cost Effective Transport System 3 4 5 4 14 19 17 3 2 0 71
S Time Savina Transport System 0 +t~ 9 11 7 9 18 5 2 69
9 Sponsorship from Employer 1 7 3 4 7 1 1 0 8

10 Chanze in Domestic Culture 15 9 12 12 11 7 6 5 2 8 87
Sources: Field Data
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Prime motivators to tourism are propensity to pleasure. leisure to reduce the stress and a\ ailability of financial resources like
money as the frequency of respondents is concentrated in this area. The rest factors do not carrv much importance in tourism.

Table-6: Sample Tourists Perception on Pricing at Destination

.s
Prrc irig Perception -+ E 1:: -:> .f: '"

:IJ
c: '" ] ~

<.I V" c:

Name of Places 1 cc "'" 0/) " 'c 'c... '"'s == <:: 12 ~ ~
u c..

~~ c Ec: ~ '"' .s0 '" "'" ~S•. :.... '" c... -= v::
'j

v
<

.Aun dh
2. Mahnba levhwnr 2.58 2.69 3 3 1.86
3. Pauc haarri 3.38 3.14 3.-12 .2 2.67 2.36
4. Prarapgnrh
5. Wai 3.54 3.5 3.25 3.1 2.82 3.:-
6. S"jjall2:arh 3.94 3.41 -I 4.33 3.56
7 Tho seahar 3.8S 3.46 3.44 3 3 3
S. Kas 3.93 3.5 3.43 3 3.14 3.38
9. .Aiinkva-Tara
10. Koyria 4.08 4.08 3.67

Total 3.58 3.35 3.47 1.89 3.1 2.85
Sources: Field Data

Packaged tours, information materials and shopping items are not reasonable from the viewpoint of samples as far as pricing is
concerned. Pricing of transportation is quite reasonable to Sajjangarh and somewhat reasonable for rest of destinations except
Mahabaleshwar. Destination Mahabaleshwar seems to be costlier in all respect since the score for pricing was reasonability tends
from 1.86 to 3 for respective items. Destination Koyna is the most reasonable on the part of food and accommodation

Table-7: Awareness of Sam pic Tourist of Different Tourist Destinations in Satara

Visited DC'!lotill.atioll
Opinion About i,s

Opinion - \Vorth SC'cll'12

S,' 'Norrae of' Pfoce s, + 1'"0Yes 00 .'. Yes 0/• No 0.

l. Those2:h",' 156 47.9 170 52.15 153 100 0 0.00
2. Saiiall"ad 191 58,6 135 41.41 191 97.45 5 ".55
3. Slni Shkcstta :!-1ahuh 51 15.6 ~75 84.36 47 95.9::! ::! 4.08
4. Kas 141 43.3 185 56.75 139 97.::!O 4 ~.80
5. Dhawads h; 11 3.37 315 96.63 7 53.85 6 46.15
6. Yayatesb,,·.ar .5.2 16 "'74 84.05 47 100 0 0.00
7. Agashiv 18 5.5.2 308 94.48 18 66.67 9 33.33
8. Pal 39 1.2 ::!87 88.04 31 100 0 0.00
9. Sauto"h",,,d .2 0.61 324 99.39 .2 20.00 S 80.00
10. N~na Phadni~§.\.vada 37 11.3 -'S9 88.65 30 88.24 4 11.76
11. 'Nar-siraha Mandir(DhoLn) 33 10.1 "'93 S9.88 30 100 0 0.00
12. Pramp2arh 203 62..3 I:::!3 37.73 .203 97.60 5 ::!.40
13. T'ao-ola 125 38.3 201 61.66 12l 100 0 0.00
14. C'ha'vrre sbcwar 36 11 "'90 8S.96 36 97.30 1 .2.70
15. Kalayan"ad 4 L::!3 32::! 98.77 3 100 0 0.00
16. Berruaod i 48 14.7 278 85.28 48 100 0 0.00
17. M3\tie Kharkhd (Santaji 23 7.06 303 92.94 13 68.4::! 6 31.58

Gho~nde Saoladhi)
18. Auodh 81 ::!4.8 245 75.15 87 87.00 13 13.00
19. !l.1avani 43 13.2 283 86.81 30 83.33 6 16.67
20. Kat2U.ll 14 4.29 312 95.71 8 88.89 1 11.11
21. Jaira.ffiswmni. Vad"aoo 4 1.23 22 98.77 3 100 0 0.00
2.2. !l.1auje Bhosa •.e.

4 1.23 3:!2 9S.77 4 SO.OO 1 20.00(prataprao Quiar Su1.Al'ak)
23. Nay,;>ao (Savitribai Phule Birthplace) 17 5.21 309 94.79 16 S4.::!1 3 15.79
..24. RlulllWal 9 ::!.76 317 97.24- 6 85.71 1 14.::!9
::!S. Ozarde Panchdhal'a Waterfall 65 19.9 261 SO.06 54 100 0 0.00
::!6. Manll Haveli 10 3.07 316 96.93 :!O 83.33 4 16.67
27. Kovanauasz;ar Durn ..:1'ehn.lszaraen. 92 28.2 234 71.78 78 9~.12 4 4.88
::!S. Bnrrm.u-i, Naikcba ::!5 7.67 301 92.33 "2 91.67 .2 8.33
::!9_ Vahuiki 13 3.99 313 96.01 13 81 "5 3 18.75
30. Db are s.hvcar- 16 4.91 310 95.09 16 100 0 0.00
31. Koyu" 92 28 ..2 234 71.78 71 89.87 8 10.13
32. 'Ve sora 40 12.3 2S6 87.73 24 88.89 3 11.11
33. P'ate-sfrwar 20 6.13 306 3.87 30 93.75 z 6.25
34. Gc-u davve le 63 19.3 .263 80.67 51 92.73 4 7.::!7
35. .Nerre i !Viandir 46 14.1 280 85.89 41 85.4") 7 14.58
36. Shivaji Ml.l.se:u~1.n 31 9.51 295 90.49 24 85.71 4 14.::!9
37. Petri 24 7.36 302 92.64 25 78.13 7 21.88
38. Shikhar Shiuau""ur 57 17.:5 269 82.52 46 100 0 0.00

Sources: Field Data
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Out of 38 destinations only 8 destinations \ iz. Pratapgarh (62.3). Sajjangarh (58.6%). Thoscghar (47.900). Kas (43.3%). Tapola
(:18.3%). Aundh (24.8%). and Koyna I Koy nanagar (28.2%) arc visited by tourists and almost all the tourists felt these locations
are worth seeing. Tourists overlook rests 30 destinations and awareness percentage is in between 2 to 20% only. I10\\ever. the
sample tourists \\ ho have \ isited these destinations feel worth seeing perception about these destinations. which accounts to 80 to
10000. Therefore. it is inferred that only the tourists visit fc\\ known destinations and most of the destinations are aware nor the
tourists \ isit them. It shows that destinations are not properly popularized to attract tourists.

Table-8: Perception of Sample Tourists on Potential of Tourism in Satara District

Gender • 1ale Female Total

Perception § -'" c:
Cl -'" a o -'"o c: '" c: §Sr. <.> '" <.> '" <.>

~ (/) c:r: ~ (/) c:r: ~ (/) c:r:
I. Satara District has Potential to Attract Tourist from 4.16 0.65 I 4.17 0.66 I 4.16 0.65 IMaharashtra/India.
2. Few Destinations Only in Satara Have Potential to 3.77 0.80 4 3.78 0.80 4 3.77 0.80 4Attract Foreign Tourist.
3. Satara District has Few Unexploited but Worth 3.66 0.76 6 3.67 0.76 6 3.66 0.76 6Seeing Tourist Destination.
4. Package Tours Would be of Great Tourist Attraction 3.67 0.84 5 3.68 0.85 5 3.67 0.84 5for The Tourist in Maharashtra.
5. Package Tours Would be of Great Attractions for the 3.84 0.80 3 3.84 0.81 3 3.84 0.80 3Tourist Outside of Maharashtra.
6. Existing Hotel Facility is Adequate for Tourist in 3.66 O. 75 6 3.66 0.76 7 3.66 0.75 6Satara District.
7. Advertisement by Celebrity Would Help Much to 3.85 0.85 2 3.86 0.84 2 3.85 0.85 2Attract Tourist to Satara.

Sources: Field Data

All the seven statements show the mean score above three. Statement viz. Satara district has potential to attract tourist from
MaharashtralIndia received first rank, as the mean score is highest (4.16). Followed by statement viz. advertisement by celebrity
would help much to attract tourist to Satara whose mean score is 3.85 and received rank is 2nd and statement i.e, package tours
would be of great attraction for the tourist outside of Maharashtra received rank 3rd since the mean score is 3.84. It focuses on
potential of tourism in Satara,

Table-9: Satisfaction of Tourism Stakeholders towards the Tourist Services and Amenities

Stakeholders' Peeceprtou ~ Tom-tsts ' Satisfaction
SI', Tour-ist Service and Ameutrtes Mean Rank S.D.
L Air Connecri virv Status 1.29 33 0.49
2. Rail Connecti vity Starns 1.96 32 0.76
3. Quality of the Roads 3.17 16 0.95
4. Oualirv ofWav Side Amenities Available on This Road 3.30 14 0.80
5. Public Conveniences Aloua Roads/Street s 3.02 23 0.96
6. Sewaze and Drainaae Svstem 3.11 20 0.94
7. Garbage Di sposal 3.16 17 0.85
8. Condition of City Roads 2.79 29 L09
9. Drinkinz Water Supply 3.43 11 0.81
10. Condition of Street Liahrina 3.40 12 0.86
11. Traffic Manazement 2.92 28 1.12
12. Condition of Traffic 01' Transport Siznaze 3.10 21 1.02
13. Availability of Commercial Transportations 3.52 10 0.83
14. Behaviour of the Drivers of Commercial Transportations 3.75 6 0.71
15. Availability of Authorized Tour Operators 2.99 24 0.87
16. Availability of Hotels 3.55 8 0.90
17. Behaviour of Service Staff at the Hotel 3.67 7 0,74
18. TariffStructure of the Hotel Rooms 3.12 19 0.82
19. Hvzieue at Wavside Restaurants and Dhabas 3.16 18 0.97
20. Availabil irv of Petrol Pump 3.09 22 1.11
21. Beha••;our of Serv·ice Personnel at Wayside Restaurants and Dhabas 3.76 4 0.67
22. Levels of Road Taxes 011 Vehicles(Tax Rates) 2.78 30 0.94
23. Administration of the Road Taxes 2.99 25 0.95
24. Public Utilitie~ at the Tourist Attraction 2.65 31 1.25
25, General Cleanliness Tourist Attraction and Area Around it 3.25 15 0.97
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26. Condrriou ofSi snaae \\-llhinlhe Tl'1Il1~1 Atu ac non 3.36 13 1.2:-
,., Pai kin g Fucrlity at the: Touri sr Arrracr ion '::.9~ ,- 1.24-' . -
28. Avarlabihrv of Trauie d Totu rsr Gurde-, 298 '::6 1.[0

29. Behaviour of the Guides at the TOUrist Auracuon 3.53 9 0-5
30. Conservation of He iua se Sites 3.-6 3 0.85
3l. Prornptnevv [It the Ticke unu Wiurlow of the Monument Tourivt Arn acnon 4 19 I 0.6:-
32. Power Supply Situation 3. 7~ ~ 0.66
33. Telephone Mobile Services 3.93 .2 0.86

"Sources: hcld Data

Tourists are strongly satisfied with promptness of ticketing \.\indow of the monuments/tourist attraction. telephone/mobile
services. conservation of heritage sites and behaviour of service personnel at \\a) side restaurants and Dhaba since the mean score
is more than 3 and strongly dissatisfied with the air and rail connectivity. public utilities at the tourist attraction and levels of road
taxes on vehicles sinee the mcan sore is less than 3.

Hypothesis Testing

HI: Gender and perception on attraction of tour ism product is correlated.
To test the above hypothesis Spearman's rank correlation tool was used. It found that Spearman's rank correlation coefficient of
perception of male and female for tourism products. the score is 0.996. with' P' value 0.000. which is significant at 0.0 I levels (2-
tailed). Test is significant. it means there is sufficient ev idence to reject the null hypothesis and accept alternative hypothesis.

Hz: Age and perception on attraction of tourism product is correlated.
The Spearman's rank correlation coefficient of perception for tourism products across different age group is 0.999. with 'P' value
0.00, which is significant at 0.0 I levels (2-tailed). Thus, the null hypothesis is rejected and alternative hypothesis is accepted.

CONCLUSIONS

To the conclusion Hill station. scenic beauty. waterfall and forts attracts tourist more compared to windmill. museum, adventure.
valleys and historical monuments. Hill station, scenic beauty. waterfall and forts attract more to the tourists irrespective of their
age group. Prime motivators to tourism are propensity to pleasure. leisure. Overall tourist price perception is reasonable. Out of 38
destinations. only 8 destinations viz. Pratapgarh. Sajjangarh. Thoseghar, Kas, Tapola, Aundh and Koyna have seen by tourist.
Tourist strongly agrees that Satara has potential to develop as a tourist destination. Gender and age do not make the difference in
the perception of tourism products. These data highlights the image of Satara to come up as a tourist destination.
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