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ABSTRACT

Online transactions in the tourism industry are tionously increasing despite tough economic problémthis
arena and fewer travelers overall. This industryth® leading application in the B2C (business-tostamer) arena.
Whereas other industries are displaying a strongeld to traditional processes, the tourism indussywitnessing an
acceptance of e-commerce to the extent that theeentustry structure is changing. The Web is used only for
information gathering, but also for ordering semic A new type of user is emerging, one who acteeasown travel
agent and builds a personalized travel packagerisouis an information-based industry it is onettod natural leading
industries on the Internet). It is anticipated thmost, if not all, sectors in the travel and toariéndustry throughout the
world will have sites on the Internet; showing thgtable marriage of two of the world’'s fastest\giog industries:
information technology and tourism. E-travel is tHeading and fastest growing category of e-commerce
In this study, the researcher will focus on thecpption of consumers towards E-commerce busimetfeitravel industry

and challenges and opportunities being faced byigouindustry while adopting e-commerce.
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INTRODUCTION
DEFINITIONS OF E-COMMERCE

Many of the implicit and explicit definitions of @mmerce depend on past experience as opposed to on
conceivable prospects. There are different appesati characterize e-commerce by various indivjudiverse books or

distinctive parties.

E-commerce is a general term for a business onbssielectronic exchange that includes the exchaihdata
over the Internet. Or, then again we can state Wedi-based business is characterized as the titlzaf PCs and
electronic systems to direct business with differemganizations or with clients over the Internetamother electronic

system.
BENEFITS OF E-COMMERCE

The fundamental advantage of web-based businegmatés from having the capacity to incorporateirnass
operational procedures crosswise over authoritalimits and time zones. Operational advantages @bWse for
mechanical vendors are decreased mistakes, tinte,oeerhead expenses in data preparing; diminiskpenses to
providers by web-based offering, submitting of cdfeand granting of offers electronically. In thisawy it supports

straightforwardness and genuineness in certaimbssiexchanges. What's more, production of newetsadnd market
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fragments, less demanding section into new madfatew and little players, and quicker time to shase is encouraged.
The acquaintance of web-based business with helipdss forms has to a great extent patched up ef tin@se practices
and strategies. It has likewise given critical adages to the association when all is said in damé to the entire
worldwide economy. These advantages to a greatnextetated around the diminishment of general cost.
Putting away organization and item data in theaoization database for the web has spared assmsatie cost of
printing indexes while giving them the chance tase2and roll out improvements to data continuouStypport services
have to a great extent been rendered through tsingoof every now and again made inquiries onwied or through
intuitive online help services and applications.eThtilization of information warehousing and thepnmvement of
information mining applications have empowered aiz@tion administrators to influence utilizationadmputerized data
for choice to help and perform more mind- boggkxamination. It additionally enables their provisland clients to get a
direct perspective of organization information gmwcedures and gives them the chance to get as=oidth the

decision making process.

Table 1

Benefits to Organizations
Locating customers and/or suppliers worldwide gaspnable cost and

Global reach

fast.
Cost reduction Lower cost of information processstgrage, distribution.
Supplychain improvements Reduce delays, inventosied cost.

Customization /Personalization = Make it to consumaiish, fast and at reasonable cost.
Sellers specialization (niche

Seller can specialize in a narrow field (e.g. dmgg}, yet make money.

market)

Lower communication cost The internet is cheapan YAN private lines.

Fewer permits and less tax May need fewer permiisbe able to avoid sales tax.
Business always open Open 24/7/365; no overtinwthar cost.

Up-to-date company material All distributed matkisaup-to-date.

Efficient procurement Saves time and reduces opshibling e-procurement.
Lower inventories Using customization inventorias ®e minimized.

Rapid time-to-market and

increased speed Expedite processes; higher speed and productivity.

Benefits to Consumers

Ubiquity Can shop anytime from any place.

More product/services Large selection to choosm fjgendor, products, styles).
Customized products/services Can customize margupt@nd/or services.

Cheaper products/ services Can compare and shdgafer prices.

Instant delivery Digitized products can be downeddnmediately upon payment.
Information availability Easy finding what you neeuth details, demos, etc.

Convenient auction

participation Do auctions anytime and from any place.

Enable telecommuting Can work or study at home.

Electronic socialization Can socialize online amamunities yet be at home.

Find unique items Using online auctions, colledilbéms can be found.
Benefits to Society

Increased Standard of Living Can buy more and ahvegpods/services.

Allow people in developing countries and rural aremaccept more
services and purchasing what they really like.

Make education, health, etc., available for morepte Rural area can
share benefits; more services for the poor.

Enable telecommuting Facilitate work at home; teaffic, pollution.

Close the digital divide

More public services
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PROBLEMS OF E-COMMERCE INDUSTRY IN INDIA

Infrastructural Problems

The internet is the foundation of e-commerce. Unifwately, internet penetration in India is so ferally low at
0.5 per cent of the population against 50 per aergingapore. Thus, infiltration of (PC) in India &s low as 3.5 per
thousand of population contrasted with 6 per thndsa China and 500 per thousand in the US. Thernet is as yet

available through PCs with the assistance of plioss.
Absence of Cyber Laws

Another huge test related to e-commerce mark#iteisclose absence of digital laws to direct excbarmn the
Net. WTO s relied upon to institute digital lawsos. India's Information Technology (IT) Bill goés the Indian

Parliament on May 17, 2000, plans to handle admnatigely the developing regions in e-commerce.
Payment and Tax Related Issues

Issues identified with payment and expense is getleer issue persistently indicating e-dealers. &leetronic
payment is made through credit card or plastic egsich could, in any case, not wind up noticeabbimatream so far in
India for the most part because of two reasonshdigin with, the entrance of MasterCard in Inditois (2 per cent of the

population).
Digital llliteracy and Consumer Psyche

At present, advanced lack of education is one @& imposing issues e-commerce is looking in India.
Then again, the nonstop mass migration of giftedde€igners to different nations has barred Indigrogramming
engineers. This has represented a genuine dantfes todian IT industry. Clearly, answer for thésue lies in controlling

the PC cerebrum — deplete and utilizes the sartieeination.
THE EFFECT OF E-COMMERCE IN TRAVEL

Travel e-commerce is another strategy for businaesdertakings, which essentially Involves publishing
electronic data transfer, online ordering, eledtraaccounts and online payment services which ala&ed to tourism
enterprises. This kind of e-commerce has acquirgdngic changes to countries the 21st century aaw dince turned

another development purpose of tourism economgyndountries.

Travel e-commerce application is the congruity prhae of coordination’s, client progression andadetep
running in tourism-related enterprises, in whichatlerlies have an alternate concentration in ection to business
venture and access pick up. It is additionally giae of e-commerce that for the most part upgrdadsisle and outside
availability of travel relates to cutting-edge aannovation. This similarly implies inside variot@urism foundations,
providers and sightseers, a viable correspondemck kauys could be enlarged. Strikingly at a similainute,
the interior procedures of the endeavors and legrappropriation could likewise be supporting. Tisure-commerce has
back fit as a fiddle following ten years of condtémprovement, in any case it has truly influentbd conventional
tourism undertakings particularly in the createdldjoyet today very few of the customary dealergehanderstood the
requirement for web promoting while a high ratel dibcuses on disconnected commercial modes, fampte,

daily paper and conveyance of travel handout téewifnt target bunches which require a high usechvitias been a
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trouble to the company's great deals exhibitionsthWwhe absence of system understanding a largebeurof the

customary travel organizations still lean towarcreeeing interior business with the utilizationnoénual estimation,
despite the fact that two or three the offices peecthe significance of system use, it is veryirdéte over huge numbers
of these organizations to remain in the essenti@eswith constraint to simple information prepgrand report handling

which does not close favourable circumstances stesy.
LITERATURE REVIEW

According to Werthner H. also, Ricci F., e-commercé&avel and tourism ventures are constantly edpay not
withstanding of extreme financial issues. (WerthHerRicci F., 2004). According to them, this inttyss embracing the
use of B2B (business to business) and B2C (bustee®e purchaser). This industry has changed thiéhads for work
together for conventional approaches to presentvamy, i.e. e-commerce and another online exchamggramming
whereas different enterprises are as yet embrabmgustomary way. The internet is changing thedaohof buyers are
well as they are ending up less faithful, set aiids time for picking and devouring the tourisemis. As this industry is
service-oriented business industry, companies rapgeimenting various new techniques to satisfy comsuneeds and
providing information to them through a web andeiiént value generating strategies like value etitva, value capture,

value addition value creation.

According to Kim (2004), there are primary two campnts for leading fruitful online business proaedwhich
are a security of the e-commerce system framewndkeasy to use the Web interface. Security imm@Esuring own
framework as well as giving security affirmation ¢bents who are utilizing the destinations or oaliprogramming.
Easy to use web interface give shopper trust amdaitything but difficult to comfort for clients. edt, to these
components, different elements are additionallyid#s succeed which are top management supporframework,
and client acknowledgment. Top management supasstimes indispensable part according to Kim asateyhe chiefs

and their help and choice will guide the organatio utilize the procedure.

Law and Bai (2008), they additionally clarified thavithout legitimate IT structure and talented HR,
an online business methodology will come up sh@me of the variables he clarified is client acknesgment;
client acknowledgment implies the way client ackiemlges the web or online programming of the orgaion and it
ought to have extremely rich substance and sintplditize. These components will choose whether thsiness will get

more clients. Clients intend to use research welggility due to a content richness and easeeof us

According to Mamaghani (2009), the conduct of dkeis changing and because of e-commerce, they sffiap
in a couple of minutes in the event that they aot content with them. Clients expect a similar austration,
the same treatment as offered by travel organizstitrough their outlet or through the web. Divecients have
distinctive methods for surfing web according teitHevel of web information also easy to underdtaite and site's rich
substance. To adjust e-commerce by an organizatiey,need to concentrate on their point by pofradministrations,
item accessibility, extraordinary offers, custondizéata which are imperative components buyers soahe web for the
item.
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Research Objective

» To identify the perception of consumers towardsoBymerce business in the travel industry
* To identify challenges and opportunity for e-comoeein the tourism industry.

RESEARCH METHODOLOGY

Sources of Data
Primary sources of data utilized for this proposeskarch study
Secondary data has been taken from books, artjolesals etc
Sample Size
100 around consumers based in Ahmedabad city hese targeted for this study

Data Analysis

Table 2
. Strongly . Strongly

Questions Agree Agree | Neutral | Disagree Disagree
E-commerce adoption is costly for Tourism industry 21.60% 9.80% 31.40% 16.70% 20.60%
Staff should be trained with new technology 16.700013.70% | 24.50% 17.60% 27.50%
Can reach customer easily with e-commerce 11.00% .0028 | 19.00% 16.00% 26.009
Trad|t|or_1al tourism company can offer more 9.80% 31.40%| 15.70% 10.80% 32 40%
customised offers
E-commerce help to increase revenue 19.60% 8.80% .20%0 | 10.80% 20.60%
Prompt customer service can be offered with 3760% | 23.80% 34.70% 2 00% 2 00%
e-commerce
More travel option available with traditional 1.00% 18.80%!|  3.00% 37 60% 39.60%
travel agents
Easy to serve more clients with traditional busines  2.00% 21.80% 3.00% 35.60% 37.60%

CONCLUSIONS

Tourism is the spine of nation's economy. Becadsaugmentation of individual's salary, an everrg®sing
number of individuals are voyaging and they arbzirig different channels to buy their vacationpreoareas yet utilizing
conventional ways purchasing tourism with the ttapecialists, visit administrators, inns and saod some are utilizing
electronic approach to book and purchase tourism.iitndeed, even many travels and visit organinatiare adjusting
e-commerce to boom their business, they are mdwimg customary approaches to e-business appro&clyest a handle
on business sectors as individuals are utilizin aed another online programming all the more feedjy. E-commerce
is the new route for advancing and offering tourisgems through the web. It isn't anything but diffii to adjust e-
commerce without a moment's delay from the custgmath, venture on data advances costs enormousisdrfurther it
requires aptitude HR. After the adaption of e-commmen business, it needs to confront many diffiest one of the
primary difficulties is to pull in conventional pthrasers who incline toward purchasing items fraaet offices instead of
booking through the web. To draw these clients,dfuilmess towards e-commerce is vital; site oughbdoeasy to use,
useful, ought to have exceptionally rich substaricepnceivable they ought to give virtual voyageough the goal.
There are a few advantages and additionally hirdsifor adaption of e-commerce in travel and tourisenefits are low

working costs, collaboration with clients, cliemrcpick items utilizing web, quick and speed indfénsimple to discover

| I mpact Factor(JCC): 2.9867 - This article can be downloaded from www.impactjournals.us |




[ 32 Kosha C. Joshi |

new business accomplices, can speak with clienid agtasions in the event of any issues and st fooivever key
boundaries for embracing web-based business isrenmy speculation, buyer's reliability, absence wh&n expertise

assets, government arrangements about e-commeéece certainty and so forth.
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