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Abstract 

The online tourism has a major impact on tourism industry both for providers and customer. Now a day’s use of Internet has 
become very common and the popularity of social media has been growing over time such huge and extensive trend has significantly 
impacted the tourism industry. This research aims to examine the effect of information, aesthetics and ease of use on perception of 
consumer behavior of   the way in which tourists ensure information, planning and book their holidays in recent years has undergone 
profound changes. The rapidly increasing use of the internet means that millions of people in the world have the opportunity now to 
purchase travel from their computer at office or at home, and make reservations or buy tickets for flights or book a room in a hotel. It is 
obvious that technology plays an important role in all stages of the purchasing process. Tourism is an industry based on the information. 
Available and based on a series of information that are collected through a numerous set of channels like the Internet, informational 
brochures, etc. The use of Internet and other information communication technologies leads to a new era of tourism economy. It includes 
social networking sites, blogs, micro blogs, consumer review sites, content community sites etc. integrating information and 
communication technology (such as mobile and web-based technologies), social interaction, and the construction of words, pictures, 
videos and audio. It is actually more than a new way to communicate, but refers to an entire online environment built on people’s 
contributions and interactions. The study concludes with general directions for online tourism and its impact over perception of consumer 
behavior. 

 
Keywords: Online Tourism, Tourism Industry, E-business, etc. 
 
INTRODUCTION 

Internet is one of the latest technological developments for the transfer of information and technology. As today’s individuals 
are much more concerned about time and money internet has become one of the cheapest source for everything to them. Especially in 
the tourism market, tourism goods and services have found fertile Ground in the internet due to their specific characteristics. 

 
The word “tour” is a combination of Latin word ‘tornare’ and the Greek ‘tornos’ which means ‘a lathe or circle; the movement 

around a central point or axis.’ The suffix –ism means ‘an action or process; typical behavior or quality’ whereas the suffix–ist denotes 
one that performs a given action. Hence, tour is similar to a circle where a tourist undergoes a journey by leaving a place and then 
returning at the starting point. Over the years, tourism industry has become one of the rising service sectors with major contribution 
towards economic growth both in developing as well as developed economies. 

 
Tourism stands as one of the key services developed on the Internet. The services offered via the Internet are almost all those 

offered by classical travel agencies, booking and buying tickets to ensure modification and entertainment. However, internet offers 
additional services such as travel feedback from people who have experienced specific problems such as visa, transportation etc. Online 
travel magazines, compare tickets prices, travel guides, calculations for exchange rate, international travel and new addresses markets 
travel books and chat-rooms. 

 
The advantages of tourism business via the internet for tourists are huge. The volume of free instruction is very large, and this 

instruction is available any time from any place. 
 
The person who is well acquainted and versed with the concept can find very good deals and discounts. Moreover, the direct 

sale saves consumer money that would be paid to the intermediate. We believe to be the most important theoretical dimensions of 
tourism on consumer perception research: decision-making, ethics, motivations, self-concept and personality, assumption, attitudes, 
perceptions, achievement and trust and loyalty. 
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INDIAN TOURISM INDUSTRY: EARLY DEVELOPMENT 
The formal support provision to this sector dates back to 1945 when a committee was set up under chairmanship of the then 

Educational Advisor, Sir John Sargent by the Indian government. Since then, the development of the sector has been incremental as per 
the five-year plans. It was only in Sixth five-year plan; tourism industry was being considered as an instrument for social integration 
and economic development. The roles of Central government, State governments, public sector undertakings and private sector 
undertakings were considered in late 1990’s. Later, the need for the participation of non-governmental bodies, local bodies and youth 
were intensively involved in the creation of tourism facilities. 

 
TOURISM INDUSTRY IN INDIA: CURRENT SCENARIO 

Tourism industry has a wide scope in our economy. Travel and tourism is one of the world's largest and fastest growing 
industries. The GDP of the tourism sector has grown up to 29% between 1990 and 2011. Moreover, the indicator for this sector’s annual 
rate of growth is expected to be 7.7% in the coming decade. Out of 181 countries, India’s travel and tourism industry secured 5th rank 
in growth expectation and 14th rank in considering the size of the industry. Research confirms the recovery in Travel & Tourism in 
2010 (WTTC), with the industry’s direct contribution to global GDP increasing by 3.3% directly assigns 1.9% of GDP in the year 2011 
and the recovery is forecast to establish further by 4.5% creating a direct additional 3 million jobs in the industry. Taking into account 
its advanced economic impacts, Travel & Tourism’s total economic contribution in the year 2011 is expected to account for 9.1% of 
global GDP along with 258 million jobs. From 1996 to 2008, foreign tourist landing in India grew from 2.29 million to 5.37 million, a 
134% increase. In that same period, foreign gain from tourism grew from $2.83 billion to $11.74 billion, more than a three-fold increase. 
During the global economic decline in 2009, the number of foreign tourist’s arrivals declined 3.3% from the previous year’s figures. 
However, during that same period, private tourism increased 15.5% from the previous year. In India, as compared to business travel 
spending whose contribution is 26.2%, holiday travel spending generated 73.8% of direct Travel and Tourism GDP in 2011. The same 
are awaited to rise by 7.6% pa in 2022 for both liberty and business travel spending. Private travel spending has also generated almost 
5 times more revenue that of international tourism receipts. The indirect contribution from travel and tourism industry is divided into: 
Supply Chain (44.8%), Investment (7.3%) and Government Collective (1.5%) with a total collection of 53.7% of the total contribution 
(WTTC, 2012). The arrival of high-tech companies and domestic jobs has essentially changed the Indian tourism industry. Domestic 
tourism has become a priority as expendable income rises and the middle class expands. 

 
TYPES OF TOURISM 

World Tourism Organization defines tourism as, “Tourism covers the activities of persons travelling to, and halt in places 
outside their usual environment for not more than one constant year for ease, business and other purposes. The most popular types of 
tourism worldwide can be classified as under: 

1. Inbound Tourism: When foreigners travel in the given country.  
2. Outbound Tourism: Citizen travelling to another country. 
3. Domestic Tourism: Citizen travelling within the country. 
4. Leisure Tourism:  Holiday for enjoyment, visiting friends, shopping, etc. 
5. Business Tourism: Travelling for the purpose of business and trade. 
6. Medical Tourism: Travel to a different place to accept hospitalization for a disease. 
7. Cultural Tourism: Travel to go through a region’s culture and lifestyle. 
8. Adventure Tourism: Outdoor activity that takes place in an abnormal/ remote area. 
9. Wellness Tourism: Travel to maintain/ appreciate personal health.  
10. Eco Tourism: Travel to natural areas that maintain the environment.  
11. Sports Tourism: Travel either for viewing or cooperate in a sporting event.  
12. Religious Tourism: Travel to holy cities for expedition. 
13. Wildlife Tourism: Travelling for penetrating animals in their natural biosphere. 

 
  The constant support by the Indian government to the industry has led to an extraordinary growth of this sector in broad and 
all types of tourism in particular as well. Our providence has been doing well in all types of tourism because of its character like - 
accommodation, unlikeness and appeal; which attracts the outlander to India. To boost tourism in the country, the Indian government 
has set up Ministry of Tourism and Culture.  
 
DIGITAL REVOLUTION: E-TOURISM 

Internet has brought about an innovation in every sphere of life. It has given business (whether big or small) an equal connection 
to expand by reaching out to a wide range of consumer all over the world. By increasing this world wide acknowledgment, it has raised 
the competitiveness of the agency that has become more innovational and aggressive in providing new and better services to the 
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consumer. Be it a service sector; Information & Communication Technology (ICT) are getting the part of every industry and Tourism 
Industry is not a barring to it. E-Tourism communicates a new way of doing business. It defines faster and access global markets with 
minimum costs for new trade. 

 
Buhalis (2003) suggests that e-tourism reflects the digitization of all processes and value chains in the tourism, travel, 

accommodation and catering industries. At the strategic level, it includes e-commerce and applies Information & Communication 
Technology (ICTs) for increase the ability and influence of the tourism organization.  

 
The growth in number of Internet users who wants to access tourism-related information and the increasing demand for new 

travel background has opened huge connection for developing countries. ICTs also helps national tourism provider to develop, manage 
and sell their contribution worldwide. The rearrangement of the tourism market together with productive use of ICTs could admit 
developing countries to build their own brand images, develop new products, assist their tourism resources and expand their consumer 
base to eventually increase tourism foreign earnings and provide to local development United Nations Conference on Trade and 
Development (UNCTAD, 2005). Development in online travel is noted world-wide with online travel sales increasing in the U.S., 
Europe and Asia. As consumers continue to use the web for travel and accommodation resources, there is a need to analyze the business-
to-consumer online environment and the argument facing the continued agreement and use of web by the consumers. Even the tendency 
of tourism industry is towards the understanding of the consumer needs, preferences and practice, like all industries. E-Tourism is a 
growing sector. Most of the tourism industries are involved in developing their internet services for broaden more business and hence 
revenues. It has also increase the scope for business growth in all geographical, marketing and functional senses. E-tourism companies 
can now be said as powerful ‘travel supermarkets’ as they provide combined travel solutions and a whole range of value added services. 
Role of classical tour operators is being exposed by the dynamic packaging of new online aspirant in tourism industry. 

 
Indian Tourists will be examined for SQ dimensions on six variables namely: Communication (to analyze as to how the 

company feedback to the consumer), Service Customization (this aspect will consider as to whether the site express its services to its 
consumer to make them feel special), Availability (to determine the ease in chance of good options every time by the website), 
Promotional Deals (to study the promotional offers/ deals advance by the company to its customers), Value for Money (to check whether 
the company provides full value for money in terms of whole package vis-à-vis travel agents and other competitors) and Cancellation 
or Refund Policy. An in-depth analysis and knowledge of consumer (tourists) will help in this industry to understand its tourists and 
concurrently ways to remove those barriers which act as a difficulty for online travel commitments. 

 
IMPORTANCE OF E-TOURISM  

Oorni and Klein (2003) undertook two experiments to compare customer search attitude electronically and through 
conventional markets in travel and tourism industry. They examined the effect of Internet and electric markets on consumer search in 
travel and tourism industry. They diagnose that same forces promote customer search in traditional markets act in electronic markets as 
well. They further librated that locating expected sellers and suitable goods in electronic markets seems to be more difficult than has 
been previously believed. Although the information can be accessed quickly, provided the sources are identified. Identified the expected 
sellers with suitable contribution on internet seems to be less profitable than previously expected. They identified barriers to search and 
the topmost barrier to search as rated by the suspect was unavailability of Information, difficult to locate the expected sellers, restoration 
due to technical fault as well as flaws in the site design. 

 
Sahadev and Islam (2005) highlighted that the use of internet for the purpose of communicating and transacting with customers 

has been growing rapidly in the worldwide tourism industry. Moreover, the internet usage also varies across countries, even within a 
country there are large variations among different enterprises. 

 
Tejada and Linan (2009) in their study explored the major global factors that have an impact on the forces of demand and 

supply of the tourism industry. They enlisted Internet and decreased cost of air travel in affecting the supply side of this industry. And 
on the other hand, increasing income, changing lifestyles and development of newer tourist sites have been evaluated as factors leading 
to higher demand. They concluded that tourism industry is facing many new challenges in the form of intense competition and increasing 
costs. The same can be resolved only if the entire value chain is restructured and the service package is of good quality with much more 
value.  

 
Qirici, Theodhori and Elmazi (2011) indicated the importance of information technology in context of changing consumer 

needs and thereby corresponding by delivering appropriate products to the targeted segments. Internet enabled tourism businesses to 
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improve their flexibility, interactivity, efficiency and competitiveness. A key issue for all tourism industry is how to evolve their 
community from old economy to a new one. They pinpointed that it should be implemented in a manner to create value 

 
The existing body of research on travel behavior can therefore best be seen as fragmented due to: 

1. Individual studies repeat one or a few consumer behavior concepts imitated from marketing and general management fields and 
applying them to tourism. 

2. Frequent study observe the same effect (e.g. satisfaction → loyalty), but the results cannot be compared due to differences in the 
research contexts based on tourist types or destinations, thereby hindering generalization. 

3. Quantitative approaches dominate CB research but the use of experimental designs that quantify the effects of independent stimuli 
on behavioral responses remains in its infancy, leading often to inaccurate anxiety issue; and 

4. Some study use long-term and/or comprehensive approach to understand the behavior or processes being investigated. 
 
DATA & ANALYSIS ON INDIA TOURISM  

According to ‘India Tourism Statistics for 2021’, the Bangladesh has emerged as the largest entering opening market for India 
contributed 20.01% of the total tourists landing. Concurrently the Indian Nationals’ takeoff saw a decrease of 72.9% with 7.29 million 
Indians flying to the other   country due to Covid-19 pandemic. These statistics release by the Union Ministry of Tourism onward with 
Bureau of Immigration, Government of India, show the positive aims of tourism industry inbound as well as outbound in the country.  

 
Source: -Bureau of Immigration, Govt. of India 
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Travel and tourism go on to live on track, exceeding the world economy, with return set to grow by 3.7% and entering 
the receipts at a durable rate of 4.1% over 2017, correlated to global GDP at 3.5%. 

 
Sources: Ministry of Tourism, Govt. of India 
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Source: Bureau of Immigration, Govt. of India 
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The universal objectives of internet commerce are described as: 
1. Online action can enhance and rise up offline creation in brand development. 
2. Achieve revenue through online medium do not only save displaying or selling cost, but They also boost annuity from businesses 

through developing sales and auxiliary directMarket operation. 
3. Customer services with online marketing, company has more channels to connect with customers interest and the goods and 

service developed design can be done more correct. (Charles worth 2009, 28.) 
 
There is a conversion about internet user from using it as an information source to a channel that can be used for buying product. 
Although it is crucial to use internet as an information connection, but it is also important to selling goods and services for travel and 
tourism industry area. (Walle, 1996). The nature of travel and tourism industry is appropriate efficiency in connection and message 
conversion (Seaton and Bennett, 1996). In this sense many destination management organizations and tourism industry try to increase 
communicational events through internet and websites (Legoherel et al., 2000). According to Ekiz  (2005: 7) literature analyze about 
internet user. There is benefits and drawbacks of internet as a 
Marketing communication tool as can be seen in Table 
 
Table: The benefits and drawbacks of internet marketing 

Benefits   
+ Promote to greater number of 
Consumer 
+ Displaying the property 
+ Advertising and promoting 
+ Better communication 
+To provide online reservation through (train plane etc.). 
+ Identified and target the customers 
Easily 
+ Being a source of information 
+ To save time and money  
+  Free from boarders 
+ Inexpensive 
+  flexible and convenient 
+ Globalizing goods and services 
+ Increased consumer interaction 
+ Allowed one-two-one marketing 
+ Accessible 24 hours and 365 days 
 

                Drawback 
- Costs involved in manufacturing, managing and revising 
- Security, privacy, and confidentiality 
- Cultural differences 
- Lack of knowledge, insensitivity 
- High level of competition 
- Lost the personal touch 
- Indifference of the undeveloped consumer 
- Lack of Telecommunication infrastructure 
 

Source: Ekiz et al. (2005: 7). 
 
CONCLUSION 

Tourism has been one of the most important economic exercises impartial of geographical areas of the countries. Several 
countries enjoy the advantage of good looking areas that attract the tourist from all over the world. The changing on analytical figure of 
internet customer over the last few decade recommended that the evolving of internet and linked with the systems will finally adopted 
by the large mass of driving public and, therefore the internet will be mediated the primary source for driving information. 

 
RECOMMENDATIONS 
In this paper, we are recommending some factors that are to be improving in order to obtain data on consumer perception in tourism. 
This is done a lot of study and findings.  
Some of the recommendations that are constructed in this research are: 
1)      Emerging the new technologies 
2)      Changing demographic profiles 
3)      Conservation demands 
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