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Indians are becoming increasingly technology savvy. 42% of online buyers are under the age of 34 and 43% of 
them spend approximately 21 hours a week browsing the web. 85% of offline buyers are over the age of 34.  
Different level of online and Offline activities are conducted as the traveller goes through the TC. This paper 
studies the use of the internet by Indian travellers in the TC from Dreaming, Researching, Booking, 
Experiencing and Sharing. Recommendations are given to Travel Service Providers on measures to take at 
various stages of the Travel Cycle to cater to traveller information needs.  
 

1. Introduction 
Tourism is a large and fast growing industry in India and internationally. Indians are the second biggest 
spenders in world travel, preceded by China.  Indians travelling to Asia-Pacific alone spent $13.3 billion in 2011 
(madeus-Frost & Sullivan tourism industry report). The younger travel generation uses its smart phones and 
devices to book travel online and an increasing number of Indian travelers are now willing to experiment with 
destinations and also with online modes of itinerary planning and booking trips. The research question 
addressed here, therefore, is the level at which Indian travellers make use of the internet for their travel needs. 
The research is conducted at Ahmadabad, Gujarat India.  
 
1.1 The Indian Tourism and Travel Industry 
Tourism in India is a large industry. Tourism generated $121 billion or 6.4% of the nation's GDP in 2011, 
according to the  World Travel and Tourism Council and it created close to 39.3 million jobs. In the 12 years of 
1990 to 2011, the GDP of this sector expanded 229% and there is an expected annual growth rate of 7.7 % in 
this sector over the next 5 to 7 years. The sector is predicted to grow at an average annual rate of more than 8% 
in the next decade.  
 
1.2  Literature Review on Travel and Tourism Behaviour  
 Travel motivations are one of the more heavily explored areas of tourism research. Several internal and external 
factors have an impact on the kind of decisions that people take for travel (Davies & Mangan 1992). Some of 
the external factors such as foreign exchange rates cannot be influenced by travel service providers or travellers, 
but they certainly have an impact on the decisions that traveller take. Internal factors that include but are not 
limited to life style, employment status and social profile are to some extent in control of the traveller and 
therefore can also be influenced by the travel service provider. Activity and travel dynamics are influenced by 
life-cycle and social network dynamics (Fariya Sharmeen et al 2013). Moreover, activity and travel decisions 
are dynamic and therefore it may be difficult to predict those using static models. Different levels of qualitative 
and quantitative methods have therefore been used by travel researchers over the years to understand travel 
behaviour.  
   Several of these studies are based on the life course approach (Salomon and Ben-Akiva, 1983), later modified 
in the mobility biography theory, which added the temporal dimension to it (Lanzendorf, 2003). Travel 
behaviour as per these frameworks, changes over a life time depending on the events that take place. The 
mobility biography theory explains travel behaviour in terms of three hierarchical domains viz. the lifestyle 
domain, the accessibility domain and the mobility domain. Changes in travel behaviour can also be time lagged 
and can be explained by the stressor concept (Brown and Moore, 1970). Travel behaviour changes also depend 
on the type of life-cycle events (Sharmeen et al., 2013). Travellers have several information sources for their 
travel. The five primary sources of information, are memory, personal sources), independent sources, marketing 
sources and experiential sources (Hawkins, Best, & Coney, 1995). When a travel agency and the internet are 
used together, there is a higher chance of a negative destination image for a potential traveller. This effect is 
moderated by the degree of the tourist’s message involvement and Internet experience (D.M. Frıas et al. 2008). 
With changing times, an increasing number of travellers are relying on the internet for information search and 
other tour requirements.  Experienced travellers are more prone to getting effected by different information 
sources than inexperienced travellers. More often than not , travellers whether experienced or inexperienced also 
use their intuition or gut feeling to decide on a destination to travel, particularly in case of leisure travel. When a 
travel agency and the internet are used together for information search, it creates a more negative image of the 
destination than when a traveller uses the agency alone. Internet experience and message involvement by the 
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tourist helps to moderate this negativity to some extent (Dolores Ma. Frı´as 2008). Consumers have the ability to 
exert powerful influences upon each other and marketers seek to manage  this interpersonal influence (Dichter 
1966; Haywood 1989).  With the spread of electronic technologies, virtual interactions among consumers have 
proliferated (Goldsmith 2006). The experience leaders who discover new tourist destinations and share their 
experiences create opportunities for newer destinations and travel products / services. (Dearden and Harron 
1992).  
 
1.3 The Travel Cycle  
The Travel Cycle consists of various stages that a potential traveller goes through starting from the point where 
he comes across some information about a destination or has a need / desire to travel. The information could be 
received subconsciously by the person as he gets exposed to it during conversation or sees information on a 
media source. Given below are the various stages of the travel cycle.   
 
1.3.1 Dreaming 
This is the first primary stage of the Travel Cycle where the individual, family or group begins to consider 
travelling to a different destination either within the country or outside. The triggers for this stage can be 
through conversations with family or friends, by reading about a destination, simply by the feeling of a vacation 
and by the online and offline advertisements and infomercials shared by travel firms and regional or national 
travel authorities.  It is this stage that begins the journey for a potential traveller through the remaining TC 
process. 
 
1.3.2 Researching  
Potential travellers at this stage seek information on the alternative destinations, the transportation options, the 
rates, the social connect to make a decision that moves them to the next stage of booking. As per a Google 
study, 62% of leisure travelers research on the internet about potential destinations and visit at least 20 websites 
while doing so.  
 
1.3.3 Booking   
A study by Gog-Soong Hong et al. identifies travel expenditure patterns by families in different stages of their 
Family Life Cycle and different characteristics that may influence the likelihood of and level of travel 
expenditure in the US. Some of these can be applicable to travellers from other countries as well. Booking 
includes flights, hotels, car and other local transport rentals at the point of departure as well as the point of 
arrival. Several factors may play a critical role in this stage viz. Family Life Cycle stage of the person and the 
present personal and financial scenario to name a few. As per a Google study, 37% of travelers were prompted 
through the Internet, followed by Word Of Mouth that influenced them to book.   
 
1.3.4 Experiencing   
While experiencing the actual itinerary or trip, a number of factors come into play for a traveller. One key factor 
is the transit movements that he needs to make. Also, the higher the reduction in the perceived cost of travel, the 
higher the chances of a satisfying experience. When a transit user avails him or herself of the system, that person 
is making a decision based on the evaluation that the cost of the trip is less than the perceived benefit (TCRP 
2002). If the roads and infrastructure at the points of destination is well established it saves travel time for the 
traveller and hence improves the experience. While at a particular destination, 53% of mobile users tend to look 
for information on their mobiles while on the move (Google Study).  
 
1.3.5 Sharing 
53% of leisure travelers say they share pictures of their vacations online and 49% of leisure travelers enjoy 
reading about others' online experiences, reviews, opinions and general travel information (Google Study). 
Information sharing of a travel experience can encourage or discourage other potential travelers to use the 
services of the travel firm referred by the traveler. Unhappy guests will talk more about the experience than the 
happy guests. Therefore, it becomes important for travel firms to stay in touch with the happy guests and ensure 
that their good moments are shared with potential customers.  
 
1.4 Indian Traveler Behaviour 
According to Pacific Asia Travel Association (PATA), 40% of all outbound trips by Indians are for business 
purposes, while leisure, visiting friends and relatives (VFR) and other reasons each that account for 20% of 
outbound trips from India. The Indian traveller and his travel personality are fast changing. With the growth in 
technology, the use of the Internet by Indian travelers is growing quickly. The purchase of hotel rooms, air and 
rail transport tickets online is becoming increasingly common amongst Indian consumers. Many consumers are 
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including the online services for various stages in their travel purpose. As mentioned by Sharat Dhall, chief 
operating officer at Yatra.com there was more than 100% growth in online hotel bookings with the site in the 
recent past.  Revenue generated through online hotel bookings in India increased by 28% to Rs 3,369 crore in 
2012 from Rs 2,634 crore in 2011 (PhoCusWright, a global travel market research company). For most big 
hotels, online room bookings are growing almost 100% year on year (Economic Times 2013). Indian travellers 
research and book their trips through a combination of traditional distribution partners and online options. In 
today’s times, one-third of travel related search queries on Google India come from mobiles and tablet devices 

 

 
Figure 01 

 
2. Survey Findings on the use of the Internet by Indian Travelers 

With this information in mind, semi-structured interviews were conducted with 10 avid travelers who take at 
least one international vacation every year and one in-country vacation every year. 100 structured questionnaires 
with basic simple questions were distributed to existing and potential travelers who were above the age of 18 
years. The responses and conclusions thereof are as given below.  
 
2.1 Semi-Structured Interviews 
The general response summary from semi structured interviews (written in the author’s own words) is as given 
below: 
   Travel whether for the purpose of leisure or business does create some form of excitement for the individual. 
While business travel is more occupational and therefore has stress based excitement, leisure travel has the 
traveler in a different mood. The planning stage for business travel is generally nil to medium , where as for 
leisure  travel it takes more time since destination comparison and cost factors are also considered. All 
interviewees were familiar with the idea of information search through the internet for destinations, 
accommodation and travel comparisons.  Information is searched for through various sources such as family 
members, friends, tour operators, internet websites and newspaper advertisements (especially during vacation 
times). Respondents who were business travelers seemed more comfortable with the idea of online bookings 
than those who were leisure travelers. The internet made it easy for individual and adventurous travelers to plan 
a large part of their trip on their own which allowed them cost flexibility and a self chosen customization in 
destinations.  Even respondents who travelled for both business and leisure on different occasions seemed 
comfortable to book online for business purpose than when it came to booking a family holiday or leisure trip, 
where they preferred going through an agent who would reconfirm the information that they may have come 
across on the internet. Business travelers were less concerned with the site seeing and other experiences and had 
stronger opinions about the flight timings, hotel facilities and transport services, where as leisure travelers also 
looked at the support received during different site visits etc. If the cost of travel was above a certain amount, 
the respondents were more comfortable with booking through an agent but for smaller trips, usually the air 
travel bookings were being done online by some of them. None of the interviewees had till date shared any 
experience online after their return from the trip but they certainly did talk to friends and family about the 
services received and their experiences.  
   Based on the above interaction, a simple questionnaire was formed; some of the relevant questions and their 
responses are given herewith. 
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2.2 Structured Questionnaire Responses  
1. How Often Do You Travel Outstation? 
 

 
Figure 02 

 
2. What Is Your Predominant Purpose of Travel? 

 

  
Figure 03 

 
3. What is Your Average Spending on an International Trip? 
    

 
Figure 04 

 
4. How do you Search For Information for your Trip? 
   

 
Figure 05 
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5. After Searching Information on the Internet, what do you do?  
 

 
Figure 06 

6. At which Point in Time do you think you look for Information on the Internet the Most? 
 

 
Figure 07 

 
7. What According to you are the Benefits of Online Travel Service facilities? 

 

 
Figure 08 

 
8. Which are some of the Sites you have used for Booking Air Tickets or Tour Packages? 

 

 
Figure 09 
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9. What are your Opinions on online Websites that Support Tour and Travel Information Search, 
Booking etc for you? (Open ended question) 

Table 01  

It is site specific. Some sites are trustworthy some are not. 
PayPal can be trusted. 

Tour and travel can be a good option to search for information but for booking I will go to a travel agent only. 
I will not pay online.  
The pictures that are shown online are different from the actual location. Travel agents can guide us better in such 
circumstances.  
I have been cheated before on the Internet so now I will not use it to book tickets or hotels. 
Its the best when there is less time and the itinerary is not too expensive.  

It is too difficult. Sometimes you make all effort and then the attempt fails. You have to do it all over again.  
If it is too expensive, I won’t do it online. 

 
10. If Given a Choice, Would you Plan an Entire Vacation Itinerary through the Internet without the 

help of a Travel Agent?  
                             

 
Figure 10 

 
3. Inference 

3.1 Conclusions 
Based on the personal interviews and the structured questions asked to respondents, it is observed that both 
online and offline modes of information are used by the respondents at the time of information search, however, 
at the time of booking for the itinerary, travel agents are consulted and the higher the overall cost-involvement 
in the trip, the higher the chances of multiple sources being looked at. A large majority of travelers still prefer 
the travel agents help at the time of the final booking.  
 
3.2 Recommendations  
On a clearly observable front, the two activities that travel firms can and do target travelers at is the Researching 
and the Booking stage. However, it is equally important that travel firms pay attention to the other stages of the 
TC as these are the subconscious stages where the traveler makes a decision and post booking share the trip 
experiences. 
   For those travelers who are in the dreaming stage, firms can look at approaching them through social media, 
emails and online blogs. Testimonials by previous satisfied travelers can have a high impact at this stage. For 
the Researching Stage, travel firms who diversity and have their presence on maximum regional sites, are 
likely to have a higher chance of gaining customer preference.  It is advisable for firms to be present on search 
engines, blogs, other established OTA websites and updated local listings. For the Booking Stage , the easier 
and more user friendly the process at this stage, the more the chances that the customer will book through the 
particular website.  Many travel agents also have their online portal presence as they do the offline customer 
contact points. Hence, under such a scenario, online simplicity for all stages and offline friendliness by the staff 
both should be equally maintained.  For travel companies, an important point of post booking connect  during 
the Experienced Stage, is the hotels where the customers are staying. It is through such touch points that the 
firms can keep contact with the traveler and in the process increase brand loyalty / positive WOM. Finally in the 
Sharing Stage, a simple act of taking customer feedback and doing an action based follow up goes a long way 
in positive WOM. Travelers can also be encouraged to connect with the firms social media pages.  Varying 
online and offline techniques can be used by firms to approach, target and win the hearts of travelers at various 
stages of their TC.   
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3.3 Learning & Limitations 
Through the Literature Reviews undertaken, this paper has helped open new dimensions of thinking for the 
author, in terms of looking at changing tourism and traveler behavior.  Through this paper, an attempt has been 
made to understand the changing traveler behavior in the ever dynamic field of tourism. The research is based 
primarily at Gujarat, India, and through the authors contacts, the responses may therefore be from a certain class 
of respondents only. Such a study in a broader frame, can certainly be conducted in other regions of the country 
also. 
 

4. References 
Following reports and websites on tourism, traveler behavior and other relevant areas were referred: 
1. Corotis (2007): Highway user travel time evaluation.  Journal of Transportation Engineering. ©ASCE. 

December 2007 
2. D.M. Frı´as et al (2009): Internet vs. Travel agencies on pre-visit destination image formation: an 

information procession view. Tourism Management 29 (2008) 163–179. 
3. F. Sharmeen et al. (2014): An analysis of the dynamics of activity and travel needs in response to social 

network evolution and life-cycle events: A structural equation model. Transportation Research Part A 59 
(2014) 159–171.  Journal Hompage. www.elsevier.com/locate/tra 

4. Farahani et al. (2011): Photograph, Information Search and Tourism Marketing.Asian Social Science. 
Vol.7, No.7. July 2011 

5. Gong-Soog Hong et al.(published online 2008): Leisure travel expenditure patterns by Family Life Cycle 
Stages. Journal of Travel & Tourism Marketing. Volume 18. Issue 2, 2005.  

6. Infographic by Google: How to plan a trip – the five stages of travel. http://www.buuteeq.com/blog/how-to-
plan-a-trip/ 

7. Sarma Mrinmoy (2007): The influence of information sources on tourists. Vision , Journal of Business 
Perspective Volume 11 No. 1. 

8. Siri et al (2012): Exploring Indian tourists motivation and perception of Bangkok. Tourismos: An 
International Multidisciplinary Journal of Tourism. Volume 7, Number 1, Spring-Summer 2012, pp. 61-79 
UDC: 338.48+640(050) 

9. Lanzendorf (2003): Mobility biographies. A new perspective for understanding travel behavior. 10th 
International Conference on travel behavior research. Lucerne, 10-15 August 2003 

10. Law, Leung, Wong (2004): The impact of the internet on travel agencies. International Journal of 
Contemporary Hospitality Management.   Vol.16. No.2. 2004. Pp.100 - 107 

11. Litvin et al. (2006): Electronic Word Of Mouth in Hospitality and Tourism Management; submitted June 
20th 2005 to Tourism Management. Second revised submission in October 2006. 

12. Mason (2002): Future trends in business travel decision making. Journal of Air Transportation. Vol7. No.1. 
2002 

13. Matt Bitzer (2012): How to target customers in each of the five stages of travel. Posted in Online Marketing 
on February 27, 2012. http://www.bluemagnetinteractive.com/blog/89-how-to-target-customers-in-the-5-
stages-of-travel.html 

14. McCathy, Stock & Verma (2010) How travelers use online and social media channels to make hotel choice 
decisions.  Cornell Hospitality Reports, Vol. 10, No. 18 (December 2010), Cornell University. 

15. Wagner & Hanna (1983): The effectiveness of  family lifecycle variables in consumer expenditure research. 
Journal of Consumer Research. Vol 10.  December 1983 

16. World Tourism Organisation & Europian Travel Commission (2009) : The Indian Outbound Travel Market 
with special insight into Europe as a destination –ISBN: 978-92-844-1309-6 (UNWTO) ; ISBN: 978-92-
990050-5-7 (ETC). 

17. InformationWeek (2013): One-third of travel related search queries on Google India come from mobiles 
and tablet devices. http://www.informationweek.in/informationweek/news-analysis/277141/-travel-related-
search-queries-google-india-coming-mobiles-tablet-devices?utm_source=referrence_article 

18. Economic Times (2013): More people now prefer to book their hotels via portals like Makemytrip, 
Hotels.com & Goibibo. http://articles.economictimes.indiatimes.com/2013-05-
03/news/39009593_1_online-hotel-bookings-makemytrip-phocuswright 


