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Abstract

Because of the significant development of the hatetl hospitality sector in particular,
management and industry experts have expandedeslesver recent years to consider how
visitors chose hotels to stay in and the dominafiiénces in decision-making. In addition, the
purpose of this paper is to perform in-depth analgad compare literature on hotel reservations
and the method of decision making practiced by gués addition we also tend to know nothing
on how visitors chose to stay at their hotel, eafter several years of experiments, since this
field may be subjective and tough to study. This &lso led to the fact that most recent studies
rely instead of decision making itself on prefeerbharacteristics, which helps this paper to
analyse a broad range of literatures such thatgdrastices may be established in this area and to
propose potential study. The bulk of the researchthe report was examined by way of a
research of the material which is the most comprsire and structured approach for gathering

documents based on main issues.
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The goal of the analysis is to evaluate the fachoilsiencing tourists in choosing alternative

styles of lodging. Data were gathered using a stelletured questionnaire spread through 111
respondents and with the assistance of explordextor analysis the variables that impact
decision-making were discovered. Findings found tha key motive was protection, security

and demand for money services. Finally, some prpoand recommendations have been
created to promote the creation of a healthierireninentally secure, attractive and competitive
atmosphere for the stay of visitors through alteveshotel operators.

Introduction

There has been surprisingly increased numberseélters in India in recent
decades in the hospitality market, from 525 millian1995 to 1,2 billion in
2016 (World Bank, 2017). This substantial incress&avellers has led to a
new push and pull element, which requires atterftiom the management of
the hotel sector to maximize profits and thus vargét audiences. Due to
economic prosperity, better incomes and the cohstard continuous
development of the world's economy, consumer puwsiolga power has
improved favorably, as well as higher revenues ftoarism throughout the
hospitality sector. In the highly competitive emriment that hospitality
industries are, in order to gain a competitive edgesinesses need to
understand customer behaviour and decision maklingg preference of
accommodation is one of the biggest challengeshan decision-making
process for visitors. Sometimes it is really difficto select the best place to
stay. A maximum hotel selection model could helptehers, general
managers and tourism industry in general to settldigher satisfaction on
more effective indicators of high quality of sewi¢Sohrabi et al. 2012). In
addition, companies need to take a close look at whde range of
characteristics of their customers to understardttavelling, attitudes and
values which make up consumer views in purchasewstbns (Niininen et
al. 2006). (Niininen et al. 2006) In addition, thmsychology, socio-
demography and consumer behaviour analysis undéngiranalysis of the

market preferences and interests that help theraseha particular hotel (Han
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and Kim 2010). This paper reviews relevant liter@aton the collection of
hotels and clients. Moreover, we also do not sesiknbw very much how
passengers pick hotels to stay in, after severaisyef research. That is to say
because most of the previous studies concentratedmthe decision-making
process but rather on selecting qualities (JonesMei Chan, 2010). The
nature of the key constructs developed by JoneMeid(2010) due to their
simplicity and objectivity in comparison to otheafeworks is chosen for the
purposes of this study researcher (Lockyer, 20@i¢kyer 2005; Sagestaad,
2013).

In addition, most studies neglect the variationween pre- and post-
acquisition judgments (Noone and McGuire, 2013; fshbi et al, 2012).
There are many characteristics that the customad awt know about prior
to collection and booking, such as bed comfort,clwhtould have a huge
impact on hotel preference and choice. In addittorgwledge on the hotel
preference is affected by non-price details (Noané McGuire, 2013). The
secret to analysis therefore is to examine thesa®eimaking method and
influences impacting hotel selection extensivelyliterature. This is often
seen in the latest up-to - date literature of rgpelolving patterns and
travellers in contrast to previous ones. Pickecklsomay be influenced by
several variables, such as hotel costs, as a leayesit in hotel choices. The
so-called rate barriers are meant to enable cusotaesplit into appropriate
rate categories according to criteria, behavioualaitity to pay to select a
hotel for their stay. Many hotel specialists arelemthe pressure to establish
hotel price controls that are ideal for their cteerand at the same time
safeguarding their corporations' privileges. As banseen in the practice of
revenue management, which is usually paid on dentasts for the most
part, hotels are common for category visitors ahdrge distinctive rates to
different sectors on the basis of different demg@lsllet et al., 2014). In the
modern era of technical growth, it is increasinggcessary for hotels to have
strong social networking exposure, which is the wagovations have

advanced and social media channels expanded osentrdecades such as
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Facebook , Twitter and LinkedIn, to name a fewolPto the 'age of online
media,’ consumers usually had very limited resautce obtain details on
hotel room transactions services and products agreé wrimarily told about

the hotel's destination brochures and travel agdntsaddition, old-style

sources of information, as named above, have hdestigited with social and
online media as visitors have been using socialianéal plan and make
decisions regarding their stay in a hotel usingr-gemerated information
(UGC). In the sense of tourism, travellers use aatiedia to communicate
their experiences with other users, connect to leelopm different locations,

or purchase goods and services relevant to traXalkéris and Neuhofer,
2017). Visitors express their travel insight for npareasons. The booming
social web has a beneficial and detrimental impachotels and on the film
sector, since a larger reach covers all social odwg outlets as well as
review pages like tour guide and Yelp. It has ateme to light that such
rating platforms could be misused and bogus depaitted, such that hotels
may react and have complete reviews, such thatlheiness drivers may not

have social networks.
Statement of the problem

We may not even know if tourists choose hotelstay g after several years
of trying to work out how people choose hotels wliivelling. This could be
possibly because of the attention paid to evalgataioice" features which
decide and because analysis has not taken intadepason particular factors
influencing selective methods themselves. In aodjtsome studies on this
subject, which analyse the diversity of the featurare fundamentally
inconsistent. This study reveals potential decisimaking and main factors
that affect choices in certain segments of the etadspecially in the area of
leisure and business (Jones and Mei Chan 20103viekw of the theoretical
framework and expanded review of literature withegiew of previous and
new literature on this topic will be carried out fhis article. This research

was carried out through manual and electronic ajpad the survey and
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guestionnaire were pursued. The results were examimhe papers were
checked in a variety of hotels, which included wgtof both past and recent

literature that related to the mechanism of consudaeision-making.
Research Question

The purpose of this analysis is to explore keyuest not previously known
in the hotel selection method. The research questidll be: In line with the

purpose and objectives of the study:

1. When choosing a hotel, what are the main fa¢hasinfluence consumers?
2. What is the consumer's decision-making procémnwhe hotel is chosen?
Research Objective

In this review, the analysis aims are:

1. Determine the customer behaviour when consigeaitnotel when taking
decisions.

2. ldentify the variables that affect customersmya hotel stay decision.

3. To explore customer attributes and decision-n@kn the style of hotel
collection.

Literature Review

In order to explain the present thesis to its lagiend, a comprehensive
bibliography was reviewed and selected to includeuamary of the hotel
availability variables that influence the availdyil of alternative
accommodation and the effect of customer reviews.tHe Reynolds
&Emenheiser (1996) report it is indicated that agiole development in the
hospitality sectors will play a major role in atiate suppliers such as bed and
breakfast operators. The reasons behind the-kngelaedd attraction of niche
markets, such as alternative accomodation, inchaderoved rivalry and

consumer segmentation, more adaptive and spe@dsrend communication
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technologies, have been suggested by Novelli(208%) Scarinci and
Richins(2008).

In Gunasekaran N 's analysis. The four factorsuérfting the decision of
clients to choose alternative lodging, namely vafoe money, homely
climate, the guest host relationship and the lecaironment, were explored
by Victor Anandkumar (2012). In addition, the Suva Research Paper
(2017) carried out an exploratory factor study astablished the five
variables.

There are three forms of alternate housing, acogrth Foxley (2001) and
Canwell and Sutherland (2003), i.e. Guest houses eanterprises such as
Homestay and Bed and Breakfast are also accessilService Apartments.
The guesthouse is therefore quite tiny relativa toormal hotel, and features

minimal amenities and fewer space in Canwell anti&iland (2003).

In the Gilbert and Terrata (2001) report, which usique to marketing
campaigns, it has been proposed to choose altegrtatieliers that the visitor
population itself is a motivating force. Previous/estigators noticed that
visitors are affected by influences that delightirtioy living and scenery, as
an alternative to a hotel or an exit from a largetel, visit the local people
and find fun in local history during their choicéadternative accommodation
(Norman, 1988, Upchurch, 1996; Ingram, 2002).

Previous studies of rural lodges by Ng, David, &Ber, (2011) have shown
that accommodations are highly necessary, intaagiibinction. Litvin,

Goldsmith & Pan, (2008); In the words of Khan (20)1#e motive of the
tourist is psychological and mental, and the tdussdecision towards the

facilities that he has given him / her was reparted
Hotel Selection Attributes

The hotel attributes studies were long preserfi@résearch on hospitality, as

defined by Dolnicar (2002). This study explores gieblem for tourists in
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business by asking respondents, instead of meagsexiplicitly the worth of
gualities, to state their hopes and disappointnrean open question format.
Studies carried out in recent decades have begnfeeused on determining
which hotel characteristics of interest to the teig. Furthermore, hotels
require high investments and there is a significaodt involved with these
investments. In order to determine whether investmare viable, profound
studies are necessary (Dolnicar, 2003). It is rszogsto remember that
sufficient market segmentation is the secret toompany's survival at a
dynamic marketplace. When a solid base for infoionats identified about
the target group, the concept of market segmemtatith better be applied. In
comparison, in the past a great many experiments baen carried out to
investigate the looks of the dream hotel bid (Dednj 2002). As seen in
Figure below, different hotel advantages are diideto relaxation and
transitional company, conference and conferencéoxss by Dube and
Renghan (1999). As described above, it is extrenmajyortant to segment
hotel guests to ensure maximum loyalty for all ieand to render their
product more appealing for each targeted markeeréfbre, the hotel's
management must ensure that the hotel providesragepgroups to each
consumer while accepting several consumer segnagie same time. They
must also make sure that all packages offeredddn segmented category are
separate but not necessarily identifiable (DubeRwighan, 1999).

It is important to remember that many scholars hdeatified different hotel
elements, including the distinctive combinationtloé visitor. These surveys
have identified variations in lavish recreation aswmpany characteristics.
For business travellers "place,"” "brand name amdte,” "physical space,”
"price value" and "guestroom design," the top foleracteristics of a hotel
have been discovered by Dube and Renaghan (2000k the top-five
gualities created the highest value during theiy stave been described as the
"interpersons service" and the "quality" (functibtyd Lewis (1984)
described business travellers' highest prefereacters: venue, price, service

level, quality food, and cleanliness. Bowen andeshaker (1998) researched
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factors in loyalty which affected the selection gges for luxury business
travellers. In the report, Yang et al .( 2017) dde=al the hotel prices as one of
the main attributes of hotel selection as "Softwarpdates available" as the
first one, accompanied by "Check in and chequeaaytime" and "The hotel
uses information from your previous stays to peatisa facilities for you."
Price is a kind of assessment of efficiency andises available by customers
on the basis of hotel service. Place is also quitcal since once picked
cannot be modified. Hotel management will diffecifiéies, room rates,
interior design and service standards but the ipositannot alter, which is
why it is important that the future success of tlm¢el is decided during the
pre-construction phase. In addition, the site af tlew hotel project is a
crucial viability consideration. Price and place asually seen as subjective
aspects that influence the preference of visitbangible hotel features, such
as services and services, may also affect thenerefe of customers to build

their household expenditure (Yang, Huang and Sk@hy).

Kuckusta (2017) analysed visitors' attitude towaraisous hotel facilities in a
related analysis. Study would show that Wi-Fi ismed the most useful hotel
facilities for Chinese customers and telephoneadufition, the availability of
luxurious room facilities has dictated the guestideto pay is impaired. Find
out how you pay the room rate and then set a higtemndard for your

readiness to pay until luxurious facilities are puthe bed.
Push and Pull Factors

Push factors are defined as internal motives fawvelters to look for
behaviour to reduce requirements, while pull faxtare goal forces, visitor
perception and experience (Gnoth, 1997). It prilypancludes the ability to
flee, rest and recover, reputation, health andbgeily, and adventure. Since a
tourism destination is desirable, pull factors sash beaches, leisure and
cultural attractions are increasing. In additiomsipfactors are very relevant if

people are to choose to fly mainly to a specifistuhation, while pull factors
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are more essential in explaining their preferentelastination and hotel
(Mohammad &Som, 2010).

Previous analysis of pull and push influences wadettaken primarily in
conjunction with the selection of a tourist dediioa, but it was not
appropriate for the hotel itself. Kim and Klenosi003) investigated the
effect of pressing and pulling forces on visitansthhe Korean National Park.
They examined 12 motivating factors that were intgoarfor getting tourists
to the National Park and highlighted four main dast the "worth of
environmental and health resources,” "adventure bodding,” "family
collecting and learning” or "freedom from everydagutines." During
gualitative research Ryan and Prayag (2010 ) cdeduinterviews in
Mauritius as a popular tourist destination. In &ddi the role of nationality
and the link between driving and driving factors &en investigated by this
study. They established the significant relatiopsbétween nationality and
diverse cultural backgrounds as regards the irg&apon of the destination by
the tourist as regards its cognitive and affectgpects. The findings have
presented tourists with diverse perspectives froendestination. The visual
answers indicate that tourists not only add poslyivto the experience of
travel but that they are still very interested ieeldng to recognize and
evaluate location and cultural past. The similaulieof the Ryan and Cave
(2005) was that different nationality was signifidgt influenced by the
cultural background on the choice of the destimatidnother Mohammad
&Som (2010 ) study, which was previously statedestigated the reasons
foreign travellers travel to Jordan, and found tthegt four main factors for
travelling to Jordan are to "explorate the placythave never been before,"
to "relieve" and to "get away from the daily roes"The same study also
revealed that incorporating more recreational opymities and events in order
to foster tourism would help consumers face theat®ts of the four drivers.
Likewise the Australian tourist in the US was atduserved by Uysal and
McDonald (1994). They stated that "newness" andt"fehobby" played a

critical role in assessing how they travel.
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Research Methodology
Research Objectives:
In this review, the analysis aims are:

1. Determine the customer behaviour when consigeaitotel when taking

decisions.
2. ldentify the variables that affect customersmya hotel stay decision.

3. To explore customer attributes and decision-n@kn the style of hotel

collection.

Conceptual Model of the Study:

Attributes related to Alternative :> The significant factor
Accommodation influencing perchase decisions
Method:

The research is observational as well as analyticatising on both primary

and secondary references. Qualitative as well astdative data is included.

Comfortable surveys were used for the experimertd, data were collected
using a well organised query which dispersed 1$pordents. In the already
accepted alternative housing with Service Apartsemd guest houses as
well as company homes like bed & breakfast and Hbaye both national and

foreign guests were chosen to provide their answdrs criteria for choosing

the respondent was to be a successful guest irtemeade hotel, a decision

maker and an autonomous traveller and to have proppate responsive

maturity era. Locations have been chosen so thepthce with the most

touristic flow in India should be protected geodriaplly.
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Data Analysis

After collecting data by survey questionnaire, tlata were evaluated using
the Statistical Social Science Package- 17 (SP$$nliiear relation to the
objectives and hypothesis of the study. Interiasuaacy has been calculated
with the alpha coefficient value of Cronbach. Exptory factor analysis

Reliabiity Test

Nunnally (1978) suggests that Cronbach's alphabk#sr internal coherence
in its calculated dimension and greater reliabiliith better alpha values
(above 0.70). The alpha value for Cronbach is grahan 0.840, so it is clear
that strong internal reliability was accomplished ahat more study should
be done for the questionnaire.

Demographic And Travel Details Of The Tourist:

The Indians of the travellers contributed 74%, whiie foreigners contributed
26%. Much of the visitors were men with 66%, whhe women were 34%.
Many is 26-35 years of age with 26.5% accompanied@-55 years with
25.5% and 36-45 years with 21.0%. The responddrdseathe age of 55
were 9% and the remaining 18% were under the agé.060% were married
tourists and 40% were single tourists. Check imiiends and relatives was
almost 78 percent and with the partner 16.5 peroéméspondents. For the
visit itself 3.5% came, and 2% preferred 'otherespond. The overwhelming
number of visitors visiting Mussoorie is trainedhwb9.5% graduates, 25.5%
postgraduates and 11% professional graduations2®k& had graduated at
high school and 1.5% had a degree beyond post-gt@dichooling. The
number of respondents contained all sorts of vsjteuch as teachers,
workers, business people, homeowners. 40% had thane50,000 rupees on
a monthly salary, 30% had no salary and stayedthess50,000 rupees. 50%
of respondents' trips were focused on pleasureuor 5% on moral
arguments and 12,5% on the importance of cultudeti@dition, of which the
bulk of foreigners once again were tourists. Othamsnt on college,
honeymoon, adventure or official home. A touristovgtayed only for one day
was 13(6.5%), while the rest of tourists stayedvben 1 and 7 days where
30% stayed 3-5 days, 25% stayed 1-2 days and 2&#&%d 1 week. Tourists
just stayed one day. For more than seven daygsfidndents persisted.

Factor Analysis:

Factor analysis of the 24 variables was done byguBirincipal Component
analysis after checking the appropriateness of ofaahalysis (Malhotra,
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2005) by using the Bartlett’s test of sphericitig(sficance level at 0.01 level)
and Kaiser-Meyer-Olkin (KMO) statistic (>0.6).

Table 1: Assessment of KMO and Barlett’'s Test

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 8838
Approx. Chi-Square 5436.259
Bartlett's Test of Sphericity Df 259
Sig. .000

The KMO value was explicitly seen in Table 1. ahd Bartlett Sphericity

Test indicates a mathematical value at 0.01 andldHhme interpreted as the
matrix of associations was not an ID matrix. Tabld he data obtained from
the tourists was sufficient for factor analysesslagwn in the chart. Varimax
rotation with Kaiser normalisation rotation wasrthesed to rotate variables of
an own value greater than 1 and a loading of Ocb above. Five variables
have arisen on the basis of the criteria of owmnedli.e., own value > 1). A
screen plot has been developed to evaluate the rdnodwariables. Things

which did not provide some significant explanatmmwhich had very little

additional explanatory capacity to clarify the imapon of travellers were

withdrawn. Lastly, there were four variables ilkaging the overall variation

to 85.199%. Factor analysis created four dimensiorduding a clean and
stable home setting, value for money facilitiescalo appeal and guest
connections.
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Table 2: Final factors, items, loadings, commurneditand Eigen values

Factors Significant variables Fac_tor Eigen % of
loadings values variance
Factor 1. Safe 1) Local Environment 0.712 9.225 42,777
and Secure 2) Homely atmosphere -0.827
Homely 3) Safety and Security 0.829
Atmosphere 4) Own space 0.726
(N=10) 5) Cleanliness 0.955
6) Quality of Food Services -0.811
7) Flexibility stay 0.785
8) Unique appeal 0.654
9) Wanted a change 0.952
10) Availability of internet and 0.811
phone
Factor 2: Value | 1) Personalized hospitality -0.629 3.226 14.304
for money 2) Experience 0.939
services (N=6) | 3) Ease of availability 0.746
4) Online reviews 0.752
5) Not exorbitantly price 0.644
6) Value for money -0.757
Factor 3: Local | 1) Local Culture 0.752 3.226 14.304
appeal (N=6) 2) Local lifestyle experience 0.671
3) Interaction with locals 0.854
4) Crowd avoidance 0.622
5) Local support 0.664
6) Something different 0.655
Factor 4: Host | 1) Past experience with hotels 0.946 2.288 10.456
&Guest 2) Cordial relationship with the
relationship host 0.931
(N=2)
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Factor 1: Safe and Secure Homely Atmosphere

The first component to be reached from a factodystof ten things is the
secure and safe atmospheric factor. This factordmagxplicit variance of
42.677 percent and therefore achieves full bemdfgnever a visitor opts for
alternate lodging. It consisted of the local climyabhomely climate, security
and protection, own room, cleanliness, food sereffeiency, accessibility
remain, specific appeal, required improvements amdrnet and phone
availability. It shows the value of a fun, secunel supportive community and
offers individual attention to resources.

Factor 2: Value for money services

The second factor illustrates a variance of 17.p6&ent which requires
Personalized service, expertise, convenient comitycpositive ratings and a
value-for - money basis. This aspect reflects @ndignificance of balancing
the expected value with the observed value offésethe various facilities to
the visitors such that their value for money is @qhis aspect plays an
important role in price choices for alternative distand should therefore
always be kept primed.

Factor 3: Local appeal

Local history, the local living environment , sdciangagement, crowd
evasion, social aid, something distinctive and Q4,gercent of the variance
described. It poses the need to provide a locakappnd to have a true
environment through exhibits, encounters, visils@opand kitchens.

Factor 4: Host & Guest relationship

The last aspect was just two elements: Previougrexpe in hotels and
cordiality and a 10,356% stated variance. It ingplibat the partnership
between host and visitor should be polite, safe, la@ginning from the first
pre-trip touch to the contact during the trip ahd tommunication after the
trip.

Discussion and Conclusion

The research findings are compatible with earliadiges and these variables
are also identified as motivators in this repodm® factors taken into account
in this study have demonstrated their importang rial deciding whether to
stay in alternative accommodation over traditiomatiels. Factors are similar
to their purpose and thus alternative providersaofommodation should
maintain such alternatives and create a competidgpeal between
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themselves, with adequate facilities for sustamaldvelopment and the need
for time to remain intact.

The results of the study considered the existefiéeuo factors that affect the
motivation of the tourists and the decision thaidl¢o choices for alternative
accommodations, including apartments for servicesl auest houses
including Bed&Breakfast and Homestay. These fowtdies are safe and
secure, cost-effectiveness services, local appehlhast and guest relation.
The only appeal that has emerged as a new fedheeqvailability of web
services and a justified price for services haveerged as the latest
dimensions. Marketers and entrepreneurs should wortke clean and stable
area of their goods in order to improve the stafsvisitors in alternate
lodging. Facilities such as wireless internet catingy and a friendly
approach towards consumers must be offered athdyhadfordable price. The
more satisfied the tourist, the more likely he be ds to visit again and
recommend these alternative destinations to otlerisis or her image that
matches the expected image. The cumulative natutbeoelements of all
explained factors should be focussed optimally weryeelement. This makes
it an exciting location to learn and develop depatent and market practises.

To conclude, it is necessary to notice that maraditeg experts in the

hospitality industry have analysed variables impacthe hotel selection and
decision-making method. Given the very competitigad increasing

increasing hospitality market, studies must beiedrout in an significant

direction. In the selection method, more scholamscentrated on customer
preference rather than decision-making, which renddis topic more

relevant and challenging to measure because ofcipe. Moreover, the
findings may be different due to cultural, religioand economic influences
that influence the various criteria for hotel prefece. This is confirmed by
several regional analyses. However, various exm@risnon the subject have
shown that the characteristics discussed in tkeatitire chart contain several
parallels. Much of the literature review journalafrses is analysed by the
study of the text. This analyses are the most tigitaand structured way of
recording the topic of research that emphasisesntia themes which affect
selection of hotels and decision making in thisecaSecond , the paper
presented explanations and quotes from the litexatthich provided insights

into a broad range of studies on a specific subjatdrature on the hospitality
sector provided a brief description of the theasdtiandscape including a
Mean to End Principle, the hotel collection anayand customer decision
making. We explored the definition of end theorythie theoretical sense of
the literature review, which addressed the guestdisiduals motivated by a
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particular purpose and who use a product and sefercan end. In addition,
this ensures that travellers profit from the sameds or facilities that visitors
retain to satisfy their needs. The principle comsgsi of three major
characteristics: price perceived, perceived codtraganing perceived. Due to
the service aspect that can always be measurethandst variety of visitor
items and facilities, the price perceived is cocgiltd to analyse in the
hospitality industry. Furthermore, quality percelMgy a certain measurement
of the good or service may be described as a cestoQuality viewed as a
tradeoff between what the buyer gives up versud Wwhaeceives. In addition,
the method of hotel selection is checked. This ssgnmcludes tracking of
the characteristics of the hotel, the push and yarilables, visitor incentive,
and the structure mechanism for hotel selectiontivdton for visitors is the
first step in the whole process as the motivatiehifd the decision to travel
is discovered at this point. The system for hosé¢&ion addresses different
phases of the hotel selection method such as rewellection, reservation
and stays. Each phase is accompanied by its owoegsowith various
attributes. Also addressed are variations of charatics that are also related
to pull and push influences. Moreover, this papemrened decision-making
method relies on four key criteria, the most caitiof which in consolidated
studies were the literature review. These qualiti@s be personal and not
mandatory for all customers, as already stated.

These influences have been identified across @tyaoff literature evaluated
by colleagues and recurring observations in tlezditire discussed together.
The most significant characteristics extracted ftderature and compiled on
the literature map were place, price, social medhid service delivery. The
place was primarily built as a guest and businesseos attribute. The
location of the guests played an important role ngwio its principal
characteristics such as accessibility to the enwi@nt of the resort, facilities ,
public transport and shopping to name a few. Intemid, the price also has a
major position, since customers are increasinglgctige, particularly in the
mid-scale hotel market, focused on prices. Thebéstanent of competitive
rates that all parties gain is therefore essefdrathe hotel. One of the main
variables affecting hotel preference and playing sagnificant part in
purchasing decisions is the essence of industryicgerquality. Social
networking has had a very significant influencetloa selection phase in the
last decade and this is one of the attributestefdiure, also one that plays an
essential part in the process. Because of the weagsowth of 356 per cent
over the last 5 years, the position of social mezha how it influences
visitors when choosing to buy a product or servgcemportant for hotels
businesses to consider. The option between a otedry complicated for
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many consumers since conventional methods of sateby sales agents and
travel leaflets are now migrated to an online emvinent which offers
consumers different factors, including online rexse SEO and Online Travel
Agent (OTA), to name a few. All of them have verpngarative
considerations which affect the final decision try la hotel stay.

Limitations

Because study is focused on the social and psygitaloconduct, thus there
can be potential for prejudicial and little carslésmowledge, when addressing
guestions that are representing in the examinatind therefore in the
understanding, which can not be literally ignorsthny times people refuse
to express their true selves so that the surveantad study is one of the big
constraints. Taken sizes should have been great@rder to render the
analysis more representative and real. Also theortepon the overall
population of travellers and visitors in India abuiot be generalised. In the
peak seasons, data for the survey were only gatteeré could also have an
impact on the outcome, thereby being a restrictiMoney and time
requirements were also one of the study's bourglarie

Recommendations for future Research

Although the research has some limits and clealsgtl@e purpose, motive
and the method of decision-making could be integtah other elements or a
whole different component may be discussed in pialenvestigations.
Further findings and further cold explanationsltod same or related analysis
may be interpreted by utilising sophisticated statal instruments and
techniques.
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