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Abstract:

North India’s Himalayan states—Himachal Pradesh, Uttarakhand, Ladakh, and Jammu & Kashmir—are
among the region’s most visibly affected by climate change. Rapid glacial retreat, declining and erratic
snowfall, rising temperatures, extreme weather events, and shifting seasons are transforming the landscapes
that form the backbone of the region’s tourism economy. Simultaneously, these changes are generating new
forms of climate-linked travel, including last-chance visits to melting glaciers, climate-education treks, and
“coolcation” escapes from the polluted and overheated Indo-Gangetic plains.

This paper examines the role of advertising in promoting climate change tourism across North India. It
analyses how destination marketing organisations (DMOs), tour operators, and brands can deploy responsible
advertising to raise awareness, support local livelihoods and conservation, and encourage lower-impact travel
behaviours. Drawing on regional examples from glacier sites (Gangotri, Thajiwas/Sonamarg, high-altitude
Ladakh routes), hill stations, and pilgrimage circuits, the paper outlines practical advertising strategies while
highlighting the serious risks of greenwashing, overtourism, and the ethical dilemmas of marketing
disappearing ice. When designed with scientific accuracy, community consent, and carbon awareness,
advertising can help shift North Indian tourism toward a more regenerative and climate-resilient model.

Keywords: Climate change tourism; North India; Himalayan tourism; last-chance tourism; glacier tourism;
sustainable advertising; Himachal Pradesh; Uttarakhand; Ladakh; Kashmir; responsible destination
marketing; carrying capacity

1. Introduction

The Indian Himalayan Region (IHR) is warming faster than the global average. Multiple lines of evidence
show accelerated glacier mass loss, reduced and irregular winter snowfall, longer and warmer summer seasons
in hill stations, and an increase in extreme precipitation events (cloudbursts, flash floods, and landslides).
These biophysical changes directly threaten the natural and cultural assets that sustain millions of livelihoods
across Himachal Pradesh, Uttarakhand, the Union Territory of Ladakh, and Jammu & Kashmir.

At the same time, tourism demand is evolving. Domestic travellers from the plains increasingly seek cooler
high-altitude destinations as a response to extreme heat and air pollution. International and domestic visitors
are drawn to witness shrinking glaciers before they alter further—a phenomenon widely described as last-
chance tourism. Advertising and destination marketing play a decisive role in shaping these flows. Campaigns
that emphasise urgency (“see it before it disappears”) can generate short-term arrivals and media attention,

IJIRCT2609031 \ International Journal of Innovative Research and Creative Technology (www.ijirct.org)




Volume 12 Issue 5 @ 2026 IJIRCT | ISSN: 2454-5988

yet they risk accelerating ecological damage, undermining long-term sustainability, and creating ethical
contradictions.

This paper focuses specifically on advertising strategies for climate change tourism in North India. It asks
how marketing can promote awareness, responsible travel behaviour, and community benefit without
intensifying pressure on already fragile mountain ecosystems. The analysis is conceptual and policy-oriented,
drawing on scientific assessments of glacier change, tourism impact studies, NITI Aayog frameworks for
sustainable tourism in the IHR, and the emerging international literature on last-chance and glacier tourism
ethics.

2. Climate Change and Tourism Context in North India

2.1 Accelerated Cryosphere Change

Long-term glacier monitoring across the Hindu Kush Himalaya (HKH) indicates persistently negative mass
balance. Regional estimates show a long-term mean of approximately —0.62 m water equivalent per year, with
mass wastage nearly doubling after 2000. In the Western Himalaya, rates of ice loss have accelerated markedly
in recent decades.

In Uttarakhand’s Central Himalaya, a recent multi-decadal assessment of major glaciers reports an average
frontal retreat rate of about 23 m per year, with individual clean-ice glaciers such as Khatling retreating at
rates approaching 88 m per year over multi-decadal periods. Gangotri, one of the most iconic and visited
glaciers, has shown sustained retreat and increasingly negative mass balance. Similar patterns of thinning,
reduced surface velocity, and upward shifts in equilibrium-line altitude are documented in Himachal Pradesh
and parts of Ladakh and Kashmir.

Snowfall has become more erratic. Several hill stations and high-altitude valleys have recorded multi-year
declines in winter snow cover, affecting both scenic appeal and the viability of winter sports. These cryosphere
changes alter the very attractions that underwrite tourism marketing.

2.2 Tourism Pressure and Compound Vulnerabilities

Tourism volumes in the region have grown rapidly, especially after the COVID-19 recovery period. Major
nodes—Manali, Shimla, the Char Dham circuit, McLeod Ganj—Triund, Sonamarg, and the Leh—Ladakh
routes—experience intense seasonal crowding. Unregulated construction, traffic congestion, solid waste,
plastic pollution, and groundwater extraction compound climate vulnerability. Water stress is already acute in
parts of Ladakh and higher Himachal; tourism-related demand exacerbates seasonal shortages. Extreme
weather events have repeatedly disrupted access, damaged infrastructure, and caused loss of life, highlighting
the interaction between climate risk and overtourism.

NITI Aayog’s Working Group on Sustainable Tourism in the Indian Himalayan Region (2018) explicitly
identified carrying capacity, waste management, water security, and the need for standards and performance-
based incentives as priority issues. Subsequent assessments and field reports continue to underscore that
volume-driven growth without corresponding governance of ecological limits is unsustainable.

2.3 Emergence of Climate-Linked Demand

Two overlapping demand streams are relevant. First, “coolcation” travel from heat-stressed and polluted
plains cities drives summer and shoulder-season arrivals. Second, last-chance or climate-witness tourism
focuses on glaciers and high-altitude landscapes. International literature on last-chance tourism shows that a
substantial share of visitors to glacier sites are motivated by the desire to see ice before it disappears, yet this
motivation often coexists with limited willingness to offset emissions or alter everyday behaviour.

IJIRCT2609031 \ International Journal of Innovative Research and Creative Technology (www.ijirct.org)




Volume 12 Issue 5 @ 2026 IJIRCT | ISSN: 2454-5988

Advertising sits at the centre of both streams: it can amplify volume or guide behaviour, frame disappearance
as spectacle or as a call to stewardship, and either ignore or foreground local ecological and social realities.

3. Theoretical and Ethical Framing of Advertising in Climate-Affected Destinations

Responsible destination marketing in climate-vulnerable mountain regions must navigate several tensions:

- The paradox of last-chance tourism: demand generated by loss can accelerate the very processes of
degradation through additional emissions, infrastructure pressure, and local resource extraction.

- The risk of greenwashing: vague “eco-friendly” or “sustainable” claims without verifiable metrics erode
trust and obscure real impacts.

- Distributive justice: economic benefits of tourism often concentrate in urban or intermediary hands, while
environmental and social costs are borne by mountain communities and downstream populations dependent
on Himalayan water towers.

- Epistemic responsibility: climate messaging in advertising must be scientifically accurate rather than
alarmist or denialist.

Drawing on the last-chance tourism literature and mountain-specific sustainability frameworks, effective
advertising should prioritise education, behavioural guidance, community agency, and measurable
contribution to conservation or regeneration over pure volume growth.

4. Effective Advertising Strategies for North India

4.1 Prioritise Low-Carbon and High-Value Markets

Marketing should deliberately favour domestic short-haul and regional visitors who arrive primarily by train
or road rather than long-haul aviation. Campaigns can promote multi-day stays, circuit itineraries that include
lesser-visited valleys, and shoulder-season travel. Messaging that highlights longer stays and slower travel
reduces both peak-season crowding and per-visitor emissions intensity.

4.2 Reframe “Last-Chance” Messaging toward Stewardship

Pure urgency framing (“visit before the glacier vanishes”) should be replaced or heavily qualified by
educational and participatory framing. Effective messages can:

- Present guided glacier-observation walks that include scientific interpretation of mass balance, debris cover,
and local hydrological significance.

- Link visits to community-run conservation fees, regenerative activities, or citizen-science contributions (e.g.,
simple monitoring protocols).

- Emphasise homestays and locally owned experiences that retain economic value in mountain villages.

For iconic sites such as Gangotri, Thajiwas Glacier (Sonamarg), or high-altitude routes in Ladakh, advertising
can position the visitor as a temporary steward of the Himalayan water towers rather than a consumer of
disappearing scenery.

4.3 Promote Verified Sustainable Products with Specific Metrics

Vague eco-claims should be replaced by concrete, auditable information: percentage of local employment,
measured waste reduction or plastic-free protocols, contributions to local conservation funds, water-use
efficiency, and adherence to carrying-capacity guidelines. Certification schemes, community-based tourism
labels, and transparent operator directories maintained by state tourism boards can support credibility.
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4.4 Digital and Storytelling Approaches Suited to the Region

Short-form video, authentic partnerships with local guides and community storytellers, and immersive content
(virtual or augmented visualisation of glacier change over time, oral histories of seasonal change) are effective
channels. Official tourism portals can host dedicated “Climate-Resilient Himalayas” or “Responsible
Mountain Travel” sections that list verified operators, real-time or seasonal carrying-capacity information,
visitor codes of conduct, and links to scientific monitoring resources.

4.5 Seasonal and Spatial Diversification

Advertising should actively decongest over-visited nodes (Manali, Shimla, main Char Dham routes) by
promoting off-peak periods, lesser-known valleys, alternative pilgrimage or trekking circuits, and longer stays
in single valleys. Spatial diversification reduces cumulative pressure on the most fragile sites while
distributing economic benefits more widely.

5. Ethical Challenges Specific to North India

Several region-specific ethical risks require explicit attention:

- Marketing melting glaciers can increase visitor numbers precisely when ecosystems and local water systems
are most stressed.

- Urban escape tourism from Delhi and other plains cities is driving rapid, often poorly planned construction
in hill stations, amplifying landslide and water-stress risks.

- Water scarcity in parts of Ladakh and higher Himachal is already binding; advertising that ignores carrying
capacity contributes to maladaptation.

- Greenwashing remains widespread; many sustainability claims lack independent verification or public
reporting.

- Local communities, particularly in remote high-altitude and tribal areas, must have genuine voice and
consent in how their landscapes and cultural practices are portrayed and commercialised. Free, prior and
informed consent (FPIC) principles and co-designed campaigns offer pathways to greater legitimacy.

6. Recommendations for North Indian Stakeholders

1. State tourism boards (Himachal Pradesh, Uttarakhand, Ladakh, Jammu & Kashmir) should adopt explicit
carbon- and carrying-capacity filters when designing and approving major advertising campaigns.

2. All significant campaigns should embed clear responsible-travel messaging and direct links to certified or
community-verified operators.

3. Shift promotional emphasis from volume growth metrics toward value retention, longer average stays,
regenerative experiences, and measurable local benefit.

4. Collaborate with scientific institutions (Wadia Institute of Himalayan Geology, ICIMOD-aligned
programmes, university glacier-monitoring groups) to ground climate messaging in accurate, up-to-date data.
5. Invest in capacity building so that local homestay owners, guides, and community tourism committees can
communicate climate issues authentically and participate in campaign design.

6. Monitor and publicly report the environmental and social outcomes of advertising-driven visitor flows
(waste generation, water use, local employment share, incidence of extreme-weather disruption).

7. Avoid pure last-chance framing; reframe tourism as participation in the protection of Himalayan water
towers, biodiversity, and cultural landscapes.

7. Discussion
Responsible advertising cannot by itself solve the structural drivers of climate vulnerability or overtourism in
the North Indian Himalaya. It can, however, shape demand signals, influence traveller expectations, and either
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reinforce or counteract the tendency toward volume-driven, high-impact growth. International experience
with glacier tourism suggests that education-oriented and stewardship-framed messaging has greater potential
to foster pro-environmental attitudes than pure urgency or spectacle framing, although the translation from
attitude to behaviour remains incomplete.

In the Indian context, the large domestic market offers both opportunity and risk. Short-haul domestic travel
has a lower carbon intensity than long-haul international tourism, yet absolute numbers and concentration on
a few iconic sites create local ecological stress. Advertising that successfully diversifies demand spatially and
seasonally, while raising the quality and local content of experiences, can contribute to a more resilient model.

8. Conclusion

North India’s Himalayan tourism stands at a critical juncture. Climate change is altering the attractions that
draw millions of visitors, while advertising continues to shape the scale, timing, and character of demand.
Responsible advertising—grounded in scientific accuracy, community partnership, carbon awareness, and
respect for ecological limits—can educate travellers, support mountain livelihoods, and help transition the
sector toward lower-impact, higher-value models. Irresponsible advertising risks accelerating ecological
decline and social stress in one of the world’s most important mountain systems.

By embedding these principles into every campaign, destination marketers in Himachal Pradesh, Uttarakhand,
Ladakh, and Jammu & Kashmir can turn climate change tourism into a force for awareness and resilience
rather than additional harm. The pathway requires coordinated action by state tourism boards, operators,
scientific institutions, and communities, supported by transparent monitoring and a decisive shift from volume
to value.
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