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ABSTRACT

Tourism industry is a fast growing industry and it becomes an increasingly important sector. The main
purpose of this study is to examine the impact of marketing mix elements on tourists' satisfaction. The data
for this study were collected verified structured questionnaire from sample of 300 tourists from domestic and
international tourists. Target respondents were tourist who visited the three states in India namely Mizoram,
Assam and Meghalaya. Data were analyzed with the help of software SPSS-17 version by adopting the
statistical techniques, correlation and regression. The findings of the study showed that six out of seven

marketing mix elements were positively related to tourists' satisfaction but price imposed by the authority is
not satisfactory to the visitors'.
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