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Abstract- Internet has tremendous potential for creating business opportunities. Travel agencies should take 
advantage of the Internet and refocus their business strategies to maintain their competitiveness in order to avoid 
being replaced. Travel Agents often it is felt that in the changing scenario of Internet and website use in travel & 
tourism business tour operators/travel agents’ role is very limited and they need to adjust themselves to the new 
scenario by changing the style of their functioning, diversifying their operators, and providing value added 
services. This study aims to investigate agents’ attitudes towards Internet applications, the current state of 
Internet use and the relative maturity of the websites among travel agencies in India. The convenience of 
booking trips and locating travel information online continues to appeal to many users, especially among India's 
young Internet population. As the online travel industry matures it will be important for brands to provide 
increasing functionality, ease of use and security to its users to effectively compete in this growing market. The 
main barriers to e-commerce and Internet adoption are simply the concern that the Internet or the website would 
not lead to more efficiency, lower costs or more revenues and the feeling that the Internet or a website is not 
suitable for a particular business. 
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1. INTRODUCTION 

Tourism is thought to be among the largest industries 
in the electronic marketplace, owing to the intangible 
and digital character of the distribution of tourism 
products. Surveys have shown that travel products are 
among the most popular products to buy on-line. The 
Internet serves as a medium providing on line access 
to travel industry actors at destinations worldwide. 
Traditionally, distribution in the tourism industry is 
characterized by intermediaries such as tour operators 
and travel agencies. Nowadays, the tasks of the 
traditional intermediaries are changing, and these 
organizations are being given new roles in the 
distribution channel. The new business environment, 
which is being formed, is both an opportunity and a 
risk for small- and medium- sized enterprises. Travel 
agents are responding to the opportunities and 
challenges of the Internet age by establishing their 
own online presence. However, simply using Internet 
as a means to establish presence or to become known 
to the Internet users is not enough. There has to be a 
more deep approach and Internet technology must be 
used to reconfigure traditional activities. The ability to 
offer both traditional and Internet based services gives 
agencies an added value.  
This study aims to investigate agents’ attitudes 
towards Internet applications, the current state of 
Internet use and the relative maturity of the websites 
among travel agencies in India.  Innovation has been  

 
playing an important role in hospitality industry, and 
is especially important for the travel agencies and tour 
operators. The internet offers the possibility of 
expansion, rapid data transfer and flexibility as 
website can always change, the changes are 
immediately visible and are not limited to space and 
time (Raza, I, 2006). 
Travel agent is defined as a person who undertakes a 
job for another person, who is the principal. The 
principal in such a relationship not only sets the goals 
of the job, such as selling tickets, but may also control 
the means and manner in which the job is done, Tsaur, 
Liang, & Hsiao (2010). 

Literature review 
India is currently ranked 12th in the Asia Pacific 
region and 68th overall in the list of the world's 
attractive destinations, according to the Travel and 
Tourism Competitiveness Report 2011 by the World 
Economic Forum (WEF).India is well known for its 
natural resources (ranked 8th) and cultural resources 
(24th) with many World Heritage sites, both natural 
and cultural; rich fauna, many fairs and exhibitions 
and strong creative industries. India also has quite 
good air transport (ranked 39th), particularly given the 
country’s stage of development, and reasonable 
ground transport infrastructure (ranked 43rd), reports 
The Travel and Tourism Competitiveness Report 
2011 by World Economic Forum 2011. Investment in 
travel and tourism in India is expected to reach US$ 
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34.7 billion in 2010 and US$ 109.3 billion by 2020. 
Travel and tourism is expected to generate 24.93 
million jobs directly in 2011 (5 per cent of total 
employment). This includes employment by hotels, 
travel agents, airlines and other passenger 
transportation services. By 2021 industry will account 
for 30.44 million jobs directly, an increase of 5.51 
million (22.1 per cent) over the next ten years. The 
industry is expected to attract capital investment of 
US$ 27.67 billion rising by 8.7 per cent pa to US$ 
63.47 billion. Visitor exports are expected to total 
US$ 15.23 billion in 2011, rising to US$ 30.18 billion 
in 2021. 
These technologies have impacted both consumer and 
industry behaviors in the areas of travel and tourism. 
Consumers have more options to search for vacations 
and budget planning. According to Xinran, Dae-
Young, & Morrison (2006). The hotel website 
remains the core of their digital strategy (e.g. Baloglu 
and Pekcan, 2006) but hoteliers understand that the 
wise management of both social media (O’Connor, 
2010) and internet distribution channels is a pre-
requisite for success.  

Government Initiatives/ Policy 
The Government has allowed 100 per cent foreign 
investment under the automatic route in the hotel and 
tourism related industry, according to the 
Consolidated FDI Policy, released by DIPP, Ministry 
of Commerce and Industry, Government of India. The 
terms hotel includes restaurants, beach resorts and 
other tourism complexes providing accommodation 
and /or catering and food facilities to tourists. 

The term tourism related industry includes: 
• Travel agencies, tour operating agencies and 

tourist transport operating agencies 
• Units providing facilities for cultural, 

adventure and wildlife experience to tourists 
• Surface, air and water transport facilities for 

tourists 
• Convention/seminar units and organization 

Findings  
Facilitation of global marketing and completion of 
online services are the most important reasons for 
using Internet practices according to tourism agents. 
Travel agencies generally do not use Internet practices 
effectively as a relatively small number of 
transactions are completed on line. From the Internet 
practices the e-mail is used more often. It seems that 
for the moment the WebPages are merely used as 
another means to exhibit their static information about 
the companies and the operations. Security difficulties 
that have been documented by other researchers and 
the need for social interaction are the main barriers to 
marketing over the Internet. Big agencies in terms of 
having more branch offices and employees have a 

more positive view of the use of Internet for making 
business. Indian tourism agents in the sample are 
aware of the level of web presence by means of 
information service offered in agencies web sites and 
are interested in making and expanding online 
business. However it is in doubt how many tourism 
agencies and how soon they will adopt Internet 
practices in a larger scale, since agencies that 
responded seem to be the most active and interested in 
Internet adoption. Travel agents and collaborating 
private technical companies should make efforts to 
record, understand and enhance web practices in order 
to provide agents and customers with more 
skillfulness. In this way they could develop more up-
to-date and competitive practices and attract potential 
customers. Before implementing the Internet 
technology in a travel agency, careful planning should 
be carried out on how the technology will be used. 
The use of Internet practices by themselves does not 
guarantee the efficient accomplishment of online 
transactions and e-business. Rather services should be 
offered in such a mode that they could satisfy two 
goals: a) make it easy for the customers to navigate 
and accomplish certain tasks, and enhance their 
willingness to return and visit the sites again and b) be 
competitive both within the domestic and the global 
market. Travel agencies, policy makers, suppliers of 
installations and technical advice, along with the 
consumers constitute the more important factors, 
which determine the optimum use and effectiveness 
of travels agencies web sites. All of them need 
adequate knowledge in order to keep pace with the 
technological and economic developments that are 
related to the Internet. Emphasis on marketing and 
advertising on the Web can enhance business and 
create growth opportunities but at the same time the 
vast range of travel products and services available on 
the Internet could be increasingly confusing to 
customers. Travel agencies should display their 
information in a consumer-friendly way. Smaller 
travel agencies, which have financial constraints when 
using traditional advertisements, will find marketing 
on the Internet particularly useful. In particular, travel 
agents should give emphasis to the following 
parameters regarding the efficiency of a web site: 
Publicity of the web site, efficient structure of web 
pages, The Suitable content, advanced services and 
information offered through the web site, such as 
online reservations, interactive features. Next, an 
effort should be made so that all the stakeholders gain 
some training regarding Internet use. Issues  
Such as safety, protection of personal data, and the 
adoption of rules of proper Internet conducts should 
be tough to all interested parts. Future qualitative and 
quantitative research regarding the study of both 
agents’ and customers’ needs could help to support 
such initiatives. 
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2. RECOMMENDATIONS 

• It is recommended that travel agents with not 
as much of experience and those from 
smaller travel agencies should take up the 
suggested strategies in order to remain 
competitive in the changing travel industry. 

• Current Internet Technologies can help travel 
agents in creating their own identity and 
increasing efficiency.  

REFERENCES 

[1]. Baloglu, S. & Pekcan, Y. A. (2006). The website 
design and Internet site marketing practices of 
upscale and luxury hotels in Turkey. Tourism 
Management, 27(1), 171–176.  

[2]. O’Connor, P. (2010). Managing a Hotel’s Image 
on TripAdvisor. Journal of Hospitality Marketing 
& Management, 19(7), 754–772.  

[3]. Raza, I (2006). Pune Postelje-Marketing 
[4]. Tsaur, S. H., Yung, C. Y., & Lin, J. H. 

(2010).The relational behavior between 
wholesaler and retailer travel agencies: Evidence 
from Taiwan. Journal of Hospitality & Tourism 
Research, 30(3), 333-353. 
doi:10.1177/1096348006286796  

[5]. Xinran Y. Lehto, Dae-Young Kim, & Alastainr 
M. (2006). The effect of prior destination 
experience on online information search 
behavior. Tourism and Hospital Research Vol. 6, 
no. 2, pp. 160-178. 

[6]. Cardozo, R. N. (1965). An Experimental Study of 
Customer  Effort,  Expectation,  and  Satisfaction. 
Journal  of  Marketing  Research,  2(August), 
244-249.  

[7]. Pankaj Sharma, Ravi Parkash. Customer 
Satisfaction: Evaluation of Three Star Category 
Hotels in Shimla. International Journal of 
Engineering, Pure and Applied Sciences, 1(2), 
2016, 1-4. 


