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“Amazing things will happen when you listen to the consumer »

— Jonathan Midenha“, Mo

Abstract
Today, technology is shaping how hotel rooms are found and booked by travelery
increasingly connected and automated world, consumers are searching for the best ‘.:
Unsurprisingly, millennials are most likely to be using technology to book 3;%
According to research completed by Hipmunk, one-half of millennials say ey’
hackers,” meaning they know all of the best sites and methods to get the best tra
Meanwhile just 26% of Gen Xers and 12% of boomers share that se '} I'
booking is growing rapidly. Most of the people who plan holiday book onl;
bungalows. The online travel website or the App’s are been used to book the hote :
pictures and reading the reviews. Hotels make use of internet not only to of
provide a platform to the customers to share their feedback or reviews on theit
The main purpose for this study is to understand the consuma"ﬂ :
online hotel booking. A current findings for the study is about the co

decision criteria to book a hotel. The most commonly featured attr

breakfast, velvet parking etc.
Key words: online booking, Influence, Decision, custor
Introduction
India is growing at a great pace in terms of onli
internet has changed consumer behaviour towards onl
to visit or call the hotel, or use an agent to make a b

booking as they get an option to compare the pri

PART - Il / Peer Reviewed Refereed and UGC

Scanned by CamScanner



VOLUME - VI, ISSUE - I- JANUARY - MARCH - 2019
AJANTA - ISSN 2277 - 5730 -IMPACT FACTOR - 5.5 (www.sjifactor.com)

photographs, brand choices and the most important thing is convenience to customers. Travellers
do believe more on reviews in selecting services instead of an information provided on their
website.

The study shows that consumer is more inclined towards the internet to find any product
or services for purchasing or experiencing the services. Online hotel booking is emerging as one
of the transaction which represents the successful business. Several websites or App’s like make
my trip, Trivago, Airbnb, Goibibo, Yatra, Hotels.com India, Expedia , etc where consumer prefer
visiting those sites and checkfor hotels, For hotel booking most of the customers choose based on
price, reviews, ratings, etc while some choose hotels based on the recommendations of a friend
or relative

Word of mouth is the strongest marketing tool. Consumer get influenced and |

decision for online booking. It could havepositive or negative effect depends on the
experience into a particular hotel. The review of the consumer are not biased nor struc
real views of the people who has experienced it. The views are not only helpful f
also to the hoteliers and other stake holders as they take advantage to attract the att :
travellers. -

The purpose of the study is to identify the factors that influence or f
online booking and also to understand the deeper understanding of the sen '
exist while selecting and booking online hotel rooms. The consumer ¢
infrastructure, recommendations from friends, relative, reviews, se
location. Consumer perceptions differs from person to person while sele
Literature Review

Nikhil Monga -As per research conducted by Nikhil Mor
i.e. consumer’s perception and attitude that influence them t
Nikhil Mongain May, 20160onconsumer behaviour towards
Ecommerce and the immense growth in it. Online travel L
comparison of hotels, travel destinations and most imy

Ramesh Darayani - The article on 11 Ma;
Darayani vice President (global sales, Asia-Pacit
revamped its loyalty programmes last year and |

were cheaper than what aggregators offere
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has helped us to attract more traftic to our own website, thereby resulting ip 5 Savip
s

per cent when booked directly™, said Darayani.

Dipayan Chakraborty - An Article by Dipayan Chakraborty in Jan, 2018 o,

o B : p |
for online booking of Tourism and Hospitality. He states this portals offe, Pack, refereh%
8eg .
Whi

& p 4
y

; . ! X : 0
leads to increase in online travel booking rather than offline. e Wi

include travel and accommodation. The attractive offers, a bundle of offering

booking, create a value to customer for using online services. The factor that influene,

Social media channels are also influential when it comes to booking decisiong

; ¢
long way in helping hoteliers interact with customers, reply to their commentg and g, yg“q
ed

understand their problems, and build brand awareness.

Objectives of the Study
 To find the factors which influence the customer most while booking hote] online
® To rank the factors which is not most influencing factorwhile booking hote] onling,
* To find the reason why customer do not prefer online hotel booking.

Overview of Travel and Tourism’s

CAGR:9.72%
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The sector’s total contribution to GDP stood at US$ 208.9 billion (9.6 per
in 2016 and is forecast to rise by 6.7 per cent in 2017, and to rise by 6.7 pe
28.491.8 billion (US$ 424.5 billion), 10 per cent of GDP in 2027.

In February 2018, the country earned foreign exchange of around
the tourism sector.

Research Methodology
To meet the said objective, the exploratory researc

existing literature review to understand the preferred crii
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through questionnaire method, will be used to collect data from the respondents. The study will
use both the research method i.e. quantitative and qualitative. It will be a part of primary
rescarch. And the secondary sources were the articles published, previous data on websites and
also through research papers.

Sampling Technique
Convenience sampling method i.e. non probability method will be used to collect data

from the respondents. This method is quick and easy to deliver the results.
Sample Size

For this research 93 responses is taken into consideration from different age groups data
is collected to analyse.

The Data is been presented in the form of Bar Graphs and Pie Charts.

Data Findings and Interpretation

Gender

3 Rewpunses

Y im 19
Non Usar Female

= Non User Female
# Non Usar Male
m User Female

- User Mde

it ottt b e A e . 4, -

56 % of Male out of which 40% book hotel online while 16% prefer offlin
remaining 44 % are of Female out of which 33% book hotel online while 11%boc
Age

PPN | i< ¢ More than 41 feon User 18 - 22
: 3%
4%
i Non User 23 - 30
B Non Use 3
&«

3 o
) 12%
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Amongst the total respondents involve 57% people belonging to 2339 e
Which 45% are the online users whereas 12% are offline users. m"“p. “
And 7% falls in the age group of more than 41 out of which 4% b
online whereas 3% prefer offline hotel booking. And 22% falls under the age ofo i%
Which 13% book hotel online and 9% are offline users. 14% people belongg ¢ ls-zll

|
(

1 . : 0 (i g
out of which 11% prefer online hotel booking whercas 3% prefer offline, Be,
Occupation
fahiminm 49%
“
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The analysis highlights that for housewife or not working people consist 4% |
2% prefer offline booking whereas 2% prefer online hotel booking. For salaried gp gon
out of which 49% people prefer using hotel booking online whereas remaining 9o
consumer. ‘

And self-employed consists of 12% out of which 2% is offline booki, 4
10% prefer booking hotel online. And 16% student or unemployed from whic

hotel booking and remaining 13% prefer booking hotel online.

Income level
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The graph shows the analysis of the annual income of consumers who prefer booking
online hotel. 18% income level is nil out of which 4% are offline hotel booking users whereas
14% prefer hotel booking online, 21% comes in the range of 0 to 3, 00,000 out of which 8% are
the offline users and 13% are the online users. From the range of 3, 00,001 to 6, 00,000,its most
preferred by the consumer out of which 11% prefer booking hotel offline and remaining 28 %
prefer online booking. 14% consumer comes under the range of 600001 to 1000000 from which
12% prefer booking online and 2% consumer do not prefer online booking. 8% consumer come
under the range of the 10, 00,000 and above which includes both offline as well as online.

How do you gather information?

All the above
actually,

o)

I
e e
1

W Craved Agant
@ Intoenat | ', i =
@Enends

@ 21 the abiove actusity.

The diagram mentions that consumer gather information from internet i.e. 82
booking hotels. And 12% prefer gathering information from friends to book hotel. 5
prefer travel agent for booking hotel. 1% Consumer prefer all the three aspects for

Lt

How often do you go out of station? -

93 Responses

' ' 3-4timesinayear
| 24%

vl |

Yo

" Onceinamonth |
d 1%
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The pie diagram 379% respondents prefer to go out of station once iy, , i

3 . r Wi \
consumer prefer 3-4 times in a year. 28% prefer to go out of station Letwice i % he,%
; 18 "
10% go out once in amonth, Few consumers opt for going out of station i, eve a W,
. 0 =
Do you prefer booking hotel online? Nth l“-i

7. Do you prefer bouoking hot... 'Y
BNo :

@Yes

The diagram mentions that 73% respondent prefer booking hotel onjipe Whe
respondent do not prefer booking online.

What is the reason for not using online hotel booking sites? %

Lack of Safety & Security j§
Lack of awarenass [

Hassie during cancellation

Prefer 10 booking person to the each
hotel[8

Unsecured modes of payment [EEEREERIEE

Unsecured of Authenticity

Unsecured of Services
agvertisedf

0

The chart explains that due to various reason
online. Majority reasons are been selected by the res
book person to the hotel whereas 7 consumer feel
data or fear of hacking, e '

5 Consumer faces problems during ca

partially and few consumer feel due to un
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don’t prefer booking hotel online. Remaining 3 respondents feel due to unsecured of
Authenticity and services advertised they don’t go for booking hotel online.

How many website do you visit before booking hotel online?

‘4 More than 5
24%

In Online hotel booking 53% of respondents visit 1 — 3 websites. And 24% visi
than 5 website before booking hotel online whereas 23% visit 3-5 website to book hotel
From the analysis we can conclude that most of the people visit 1- 3 websites.

Which online hotel booking website do you prefer?

Booking Website

Hotels.com has received a least respondent i.e. 3.

Overall we can conclude that while booking hot

A

Sy R
B ||

than 1 website.
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Which of the following attracts you most while online hote) bo"kln
LY

Mudiage
patlor
2%

Reward Palnms

A%

To redeam Coupon
coden / Vouchar
15%

.Camahm-m,,y "c b
Complementary s W h..
Packages Dlucou
19% 0 Missuye
W Rowand Poineg
e \‘ .y twenm oy, £

]

Discounts attracts most to the respondents for booking hotel online Which i,
responses. 19, respondent book hotel online for complementary packageg Where,

hotel online due to redeem coupon codes / Voucher. Only 4% prefer reward po;
hotel online and the lowest is 2% book online for massage parlour. j

Which star level of hotels do you usually prefer booking online?

68 Responses

1 Star 3 1

2 Star
star e
4 Star
SSlar a .
7 Star .L |

Lk -
Si.'

Good accommodation matters and not the star ' i
Al

3 Star, 4 Star, 5 Star hotels preferred more
few respondents star doesn’t matter but good -
with 1 Star, 2 Star and 7 Star.
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Which of the following parameters influence you while booking hotel online, Rate on scale

of 1 to 5; L'is the least influenced and 5 is highest influenced for selecting,

Parameter 1 2 3 4 5
No of Respondents
Price 5 5 6 22 30
Pictures of Room 3 4 11 23 27
Pictures of Hotel 1 5 15 26 21
Recommendation of Friend 2 8 18 21 19
Star Category 3 7 21 25 12
Hotel Review 3 3 8 25 29
Travel / Stay Convenient 4 4 6 20 34

The table mentions that highly influenced factor is travel / stay convenient i.e. oV
responses in the scale of 5. As per the rating scale the least influenced factor is recomm :
of Friend. For booking hotel online the respondents are more influenced by price, pi
room. The respondents get influenced by the hotel reviews too. s
Rank the following parameters according to your priority, based on which ) ‘. i

booking hotel online. 1 is the highest rank and 5 is the lowest. s

® Rankl ® Rank2 ®mRank3 ®Rank4 ®Rank5

N

o
e
.

30 28
: 27
3 %6
25 | :,%
i 21 4
20 3 Ed
j 3 16 "."
15 B . B 8
1 10!t Ha 108 i
o H8,=8 B8 28 B
8.8 ~8€-88 =Nl
5 HE LELL |
iHeEE HESRA B
3 B L A aiEd B

0
Cheaper than Booking Flexible Convenient
offline
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28 respondents prefer booking hotel online due to cheaper than offline i
i

highes N
ghest or gt Rank among the other factor whereas few respondent fee) it's ¢h g,
OMine Not Che
. eaph
The least ranked parameters for booking online are not been considereg a8

cancellati . ! ! Tiop
ellation and Time saving as few respondents doesn’t feel it’s not to be ONSidergg Otity, "

21 re ,
respondents feel booking online is flexible whereas 16 respondents feg) itrg Doy
n

Whereas 26 respondents feel it’s very convenient but few feel it’s not. Cxik
More options available is also preferred by many respondents for b°0king ol ‘

el gppe
i strongly do you agree or disagree that the following parameters influenc,

Yo 1
online booking service? Uy,

®Agres  MSwongly agree  mNeutral W Disagree  MStrongly Disagree |

54% 54% |
" r
44% - ;
1 4
, . !
% 1 ..4
™ :
25% \ "R5%
" 23% =
E19% ‘ afe
] - J‘ ‘;j»
1.4 miid = 5
! 1 y% AR gy :égs% 8%
M %, =HEEH . =S \
Ba’m S28~E SE8xB
] = Aj | 5@ 3 & |
LR8BSl eE EEmE
Cheaper than offline  Booking Flaxible Convenient Tima Saving Easy Cancallation

The graph mentions that we can state that 44% of the resp0‘_
online booking service as they are cheaper than offline. At the same t
online booking due to the flexibility of booking and Convenience.
While 42% of them feel that it saves time to book onlin
cancelations are easy and they like the cancelation policies of
people feel that there are more options available while boo
Limitations
e Absence of prior research studies on the topic in !
e This study is limited to people working in the co
the region.

e It does not include people from different corp

_h

K~
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Recommendations

e Would suggest that list of available hotel choices should be design based on the customer
preferences and the hotel with higher utility perceived by the customer should be ranked
on the top position to respond the customer searching behaviour.

o Would suggest that the consumer who prefer using offline bookings should be made
aware about the benefits and safety of using online hotel booking.

» Highly recommended to the online websites to assure safety and implement right to
privacy towards the data that customer provides them.

e Customer should also prefer seeing the reviews given by the other users on the website
and accordingly book the hotels. At the same time, the hotel should maintain the

L "

customer reviews within the range of 7.5 to 10 by providing them the best services. B
e Hotel website should target the foreign customers who travels in India very M rl
and create a global awareness about the hotel. Also this will increase the foreign revenue
in India. |
Conclusion
Booking online hotel has continued to grow globally since so many years. A list of
available hotel choices displayed on the online travel website plays an important role inflt
the hotel booking decision as the customer makes a booking decision based on
information presented on the web page. Various type of customers require different |
information and different target hotels.
The study intends to find the main factors affecting to the searching and booki
on the online travel website. It also finds the possible ways to improve the h
performance so that customer may reduce the search efforts in higher satisf:
hotel online.

As per the survey conducted we found that 73% of the customers have the

policy. cancellation policy, word of mouth (Recommendation by frie
Moreover, customers reserve the hotel in advance in order to gua
room.

Customers mostly prefer to have cancellation policy whick

are faster. Online customer reviews also affect the booking of
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