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ABSTRACT 

 

Since the decades and centuries people have been endeavoring to understand human brain and the inward 

elements of the mind.  

It wasn't until the mid 1800s that mind research transformed from a philosophical nature to associate with 

science. With respect to web business, customer behaviour and cerebrum research are more relevant than 

ever. [1] 

The World Wide Web has moved in no little degree of changes in the demeanour and conduct of 

individuals everywhere throughout the world. Because of this focus, Ecommerce has risen which affected 

the flow of business for tourist and tourism vendors. Ecommerce has likewise been begun in India in early 

2000, however Inbound tourist were very keen to use this platform for local buying, trade or travel related 

activities. Inbound tourist and its perceived thoughts of having risk impacts ecommerce transactions.  

Inbound Tourist `s trust, concerns about digital security, cyber hacking may be few concerns apart from 

slow internet speed in most part of India results in low transactions on digital space by foreigners.  This 

study is embraced to comprehend the conduct of Ecommerce towards Inbound tourist through in depth 

review of literature available of web and articles. The overview uncovers that traveler’s behaviour towards 

ecommerce while traveling in India.  
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1. INTRODUCTION 
E-commerce has been a new sunrise for economic activity in developing countries like India. It is also 

key to support our role in emerging digital economy and major outbound and inbound activity is being 

done on this platform [2]. Inbound tourist thinks twice on every transaction or click for using 

Ecommerce in India. There is deep thoughts, emotions and physiology involved while doing 

ecommerce activity in India. 

1.1. BARRIERS FOR TOURIST IN E-COMMERCE: 

An examination of infrastructural boundaries thwarting the of web based business in India. There 

is a wide scope of reasons why Ecommerce in travel is India is for a structure of hindrances: 

Innovation, CAPEX spent, and lack of Govt focus on digital economy   

The Indian e-commerce in travel is growing at fast pace. All the digital and ecommerce segments, 

E-travel share is 71 per cent share, retaining though ecommerce is at 16 per cent as per 2014 

statistics. Retailing though ecommerce will be major driver. [3] 

1.1.1. Inbound Barrier: Traveler behavior 
Ecommerce in India, traveling by Inbound is planned a year ahead. Travellers review 

various websites and apps before taking comprehensive decision. 
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Rating Web / Site 
Minutes Spent on 

site 

How many 

pages were 

viewed 

Country / 

zone which 

is active 

 October 

2013 approx 

visits data  

1 Booking.com. 06:33 04.87 

United 

States @ 

10.86% 

 

108 Million 

2 
TripAdvisor.com. 

US site 
03:59 03.71 

United 

States @ 

48.96% 

 

48.5 Million 

3 Hotels.com. 03:25 03.56 

United 

States @ 

34.92% 

 

29.3 Million 

4 Expedia.com. 06:18 05.58 

United 

States @ 

79.43% 

 

24.3 Million 

5 Agoda.com. 08:12 06 

United 

States @ 

9.40% 

 

22.6 Million 

6 Priceline.com. 06:33 08.02 

United 

States @ 

90.63% 

 

17.9 Million 

7 TripAdvisor.co.uk. 04:28 03.78 

United 

Kingdom @ 

68.74% 

 

17.9 Million 

8 Hotelurbano.com. 01:34 01.89 
Brazil @ 

90.69% 

 
17.1 Million 

9 Kayak.com. 06:08 06.04 

United 

States @ 

82.54% 

 

13.3 Million 

10 Ctrip.com. 08:02 09.31 
China 

@89.40% 

 
12.5 Million 

11 Travel.yahoo.com. 01:30 02.59 

United 

States @ 

61.06% 

 

11.4 Million 

12 Makemytrip.com. 07:22 05.91 
India @ 

78.73% 

 
11.2 Million 

13 Cheapoair.com. 06:04 04.48 

United 

States @ 

82.10% 

 

10.7 Million 

14 Qunar.com. 06:58 07.67 China @  9.5 Million 
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Rating Web / Site 
Minutes Spent on 

site 

How many 

pages were 

viewed 

Country / 

zone which 

is active 

 October 

2013 approx 

visits data  

94.15% 

15 Travelocity.com. 05:46 06.84 

United 

States @ 

90.27% 

 

9.4 Million 

16 TripAdvisor.fr. 04:21 03.67 
France @ 

63.82% 

 
8.8 Million 

17 Orbitz.com. 07:06 06.14 

United 

States @ 

85.63% 

 

8.6 Million 

18 Hotwire.com. 05:10 04.93 

United 

States @ 

84.88% 

 

8 Million 

19 TripAdvisor.it. 04:47 03.63 
Italy @ 

93.77% 

 
7.7 Million 

20 Decolar.com. 07:22 05.39 
Brazil @ 

96.80% 

 
7.5 Million 

21 Travel.rakuten.co.jp. 08:43 11.14 
Japan @ 

96.93% 

 
7.2 Million 

22 Jalan.net. 09:58 13.86 
Japan @ 

95.90% 

 
6.3 Million 

23 Lastminute.com. 05:30 05.35 

United 

Kingdom @ 

40.29% 

 

5 Million 

24 Bookingbuddy.com. 03:44 03.02 

United 

States @ 

69.42% 

 

5.2 Million 

25 Airbnb.com. 08:34 10.66 

United 

States @ 

55.52% 

 

4.7 Million 

[4] 

 
Ecommerce players in India  are very aggressive in making attractive deals to travelers. 

OTA case vis traveler 

It's everything about presentation and marketing says Anderson. Expedia accumulates 50 

million guests month to month and "online marketing” of pictures, surveys, reviews can 

either interest or discourage travelers.  
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Eye-catching photography is an unquestionable requirement. They must be of value 

(Hotels employ expert photographers to attract new Travelers) with an assortment of 

pictures.[5] 

1.1.2. Inbound Barrier: Payments 

India still is cash economy with major transaction done in cash or off line. Usage of 

credit cards in India is 20 million and almost 40 million people uses Internet banking. 

Using digital payment in India is still a challenge and with end users have mindset of 

digital blockage. 

When, inbound traveler either tries to pay via digital payments modes, vendors decline to 

accept it, due to high commissions or does not want money through accounts and any 

digital modes. Fear of cyber hacking, theft is always an area of concern for them. 

1.1.3. Inbound Barrier Internet Penetration 
Broadband or Wireless local loop, CDMA took off in dismal pace in India. Smartphones 

changed India’s digital penetration with cheaper Internet and data. Travel agents and 

other Destination marketing companies still uses pirated software’s and not antivirus or fire 

walls, which is resulting in cyber hacking and digital data theft. This is resulting in lack of 

confidence among international travelers.  Pirated software results in Trojans, viruses, 

parallel dark web, malwares and also leak sensitive travelers information’s.  cyber laws are 

still not strong and cyber tracking is another challenge.  

 
2) NEW CONFIDENCE 

1.2. E-VISA :  

 
Chart 01: Totals Arrivals in lac - FTA (2000-16) [6] 
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Chart 02: FTA Growth [6] 
Year Share of Free Travel Arrivals on E 

Visa (%) 

No of Tree Travel Arrivals on E 

Visa – in lac 

2015 9.2 7.3 

206 12.3 10.8 

 

Table 01: Free travel Arrivals traveled via  E-Visa (2015-2016) 

Inbound travelers showed confidence in India’s digital footprints, when E Visa were opened in 150 

countries, there was jump of 10.7 % travelers in 2016 with 89 lac traveler over an year ago. 

Growth in 2015, which are at slow pace  of 4,5 % and 6.4 an year  before. EVisa stamped tourist were 

approx.  10.79 lakh. 
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[7] 
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2.1. BEHAVIOUR CHANGE  

[8] 

  Model Developed by Dr. BJ Fogg is Behavior Change Model 

Inbound travel behavior is changing due to motivation (shared by online space operators by inculcating 

digital confidence in travelers)  and vendors and destination marketing companies, ability (is given by 

Internet service providers with cheap and secured data with cyber filters and firewalls) and a trigger (this is 

done by success of various apps on international arena like Paytm, Ola, Oyo, Zomato,  MMT, IBIBO, 

Yatra, 

http://www.behaviormodel.org/
http://www.behaviormodel.org/
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[1] 

[1] 

 

 

3) CONCLUSION 
This paper studies that India’s Inbound Travelers were gaining confidence in India Web Applications 

and Startups, which resulted in tremendous growth of   travel related portals and gradual shift form Off 
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Line Travel agents to online travel agents. This growth-propelled growth of AirBnb, Travelclick, 

Travelocity, Expedia, booking.com, MTM, Ola, OYO, Easydiner,  and other startups. During this 

article review, various hotel GMs opinions were sought and conclusion was taken that more Inbound 

Travelers are using Ecommerce in India though Hotel, club, restaurant wifi networks than ever before.  

Wi-Fi is utility for hotels and speed range of 2-4 megabits per room for travelers, since they need to 

use same for their entertainment and ecommerce activities apart from paid news.  

 
Local conventional tour operators are being replaced by Ola / Uber and other app based radio cabs. 

Restaurant business is taking hit, since apart from domestic travelers, Inbound is also using premium 

apps like easy diners, Zomato Gold for booking tables and to take discount benefits.  

In end, Inbound travelers are becoming more confident about India’s Internet and its cyber security. 

Hence, there is gradual growth in ecommerce by them YOY. 
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