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Abslrqct

India, one oJ the developing countries, is observing.t lot ofdemand for outbound tratel
in recent years. It is attracting a lot of toutists majoring from the mid-income segments
and they are also prefering the unexplored destinations. The tra|l agents and tour
operators are in a corLtinuous search and promorion ofsuch wrexplored desrinatio/ts. The

traveller of todq, is well-versed and has pior knot edge regarding touism products a d
they al'e stnart enough in compaing the pice5 b\ rarious tools due to abundance use oJ
the internet. Online-Travel agetlts. Apps- R'ebsites. Social Media platfurms enable an
indiidual to do the pice anahsis a{intiitidual tratel components and services ofJbred $,
the third panies Hish u$ee o.l ihe i enlet has impacted on tlle margilts or mark-ups.
comnissiolL\ oi hore!-s. tit'ij,':e: e|en on the iocal tartsport and accomfiodation serrices.
This is ternted as Pn.e Trinsparrn.i \there Ihe pices are open for all, iftespectiye of the
status qf rhe p.rsan iie ',cltolesaler. retailor or the end-user) using or consuming the
products or s;.,ices- Hence the ptice tansparcncy enables the q$tomers to elrtciently
search- :oitpare and book their travel plans also they can calculate the mark-ups,
comnissions \lhicll the ftarcl agenis or tolr operators are charging and ca balgainfor
it. This is resulting i cuttllrcat competitionJbr the wholesalers & retdilers in the mqrket.
Hence getting the coklracted or discoLnted rates fbr tarious couponents at the touist
destination has become crucialfor travel agents, tour aperqtors as )\)ell as the b2b sector
in the travel irdustry. They arc losing the business due to very less margin and raising the
intense conpetitiotl in the industD). Though the positive aspect oJ price transparency is
that the customers can co pare lore substitutes olferiry the same services at lowet
prices.

Kr\ $ ordsr Pnce 1r ln.par ertcr . lra\ ei xgent. online tr a!el agcnts ( OTAs). cL, r rpcIitlL, I

1, Introductior

1.1. TraYel Agert

A travel agent is e person \ho assists touuisrs iD ploroing. seleclrug &,llganising rherr
lour to a destinatrorL. For rhrs. he should here r tliololrgh lino[lecige ot thc dcstinarior],
lrxn\puiatrorl. acc,Jnril)oddtion a d other to,,rrisnr relilled lircilrtrcs. Tlic lra\c1 aeent
gcrtrall) bridgcs ilrc gilp []et\\,eef fr-oducI or scrricc n1anu1'actlLrer plovider and its
consunlcr arld r:cccilcs [o]nfiissrorl .\ Lrrirel egcnr is all o\\'r1cr or a managcr cfthe finn
commonll, knorln as l tllrel iigencr' \ tlii\!i lgcnrv is N t'inn or ii,,:orI,)t.rtion,,t Jn

olganisation rvhich h:rs al refresentaii\e alllcc ilhcrc tr-avcl lclatccl products or ser\iccs
rre assernllled and sold ro lts uliinlite crstorrer \ i.e. toulists. lt is ctle of the most
imporranl t'dce1\ or'ihe li-.r,rrsin indu.Ln as i1 rorltriblltcs a lagcr stakc in the counlry's
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Role of travel agents in country's economl -
. Promote the toul-ism business in the marker.
. Create employment iD the society.
. Crearion olbudpet lbr the orpanrsa ron.
. Atract local capital along \.vith the tbreign caprlal
r Provide business to the allied industries such as airllne. hoiel

economy by promoting and selling tourism products and services. Hence, it is also known
ds lre image builder" of 11.c corrtrl.

A travel agent performs a rvide range offunctions to fulfil the demand ofits customers.
They do not just plan and organise the tour lor its customers but even they advise their
clientele on where to go, local allractions, er ents. tiadjtions, adventures, and so on. Apart
from its basic functions, travel agents also perfomr following tasks in an event to satisfy
lhe needs and demands ol the tourist..
. They provide essential travel infomation to their customers. An accurate and timely

infomration about the customels'joumey. destinations, attractions, passpofi, VISA and
other procedures such as immigration. customs clearance, tral,el and health insurance,
etc. must be provided b1' the travel agenr.

. Travel agent is also responsible for bookrng the airline tickels as well as the
accommodation on behalf of the tourists. Sen ice providers such as airline companies
and hotels pay off good comnrission to the ra\ el agents on the basis ofbusiness given.

. They also assemble or club various Lndir idual tourism products and se.vices inlo one
product commonly known as tour packase. \\ hile assembling thc tour package, travel
agents must give emphasis on the leisuJe acir\'ities and needs and demands of the
tou sts. Traditional nonns and cusroms of rhe iourist s religion must also be kept in
mind while forrnulating such packages.

. They also help the tourists to ar ail crirrency erchange facilities. Thero is a govenrment
body wlio approves travel agencies as an aurhorised organisatioll to provide cun-ency
exchange facilities to the tourisrs- It heips rhe iounsts to transact in foreign country
without any hassle.

t

IT. commercc. etc

1.2. Indian Tourism Overview

India is one in all the highest countries that has several rounst aliracrions that might be
natural or ma11-made. Also, the tourism business in Iadia is contributing a fiajor stake to
the counlry's economy and its growing apace. "Unity in DiYersiry" is the ke)'feature of
India thar continuously fascinatcs loreign nationals in addition to its residenis to discover
varied ethnicities and conducs lhat it has to offer to the \\orld. In the }-ear 1.018. The

World Travel & Tourism Coiurcil calculated the revenue generated by rhe tourism
industry in India 116.91 lakh crore which *as then equivalent to the US Sl40 billion and

contributed to India's 9.2% CDP. It suppofied 42.673 million jobs \\hich are 8.19; of its
total employmert. The tou sm sector il] India is expected to grol\' at an anaual rate of
6.901) ta 32.05 lakh crore by 2028 contributing to the nation's GDP to 9.9o'0. Se!'eral

repofts also present the growing ratc of inbound tourism in india, medical tourism is
playing a vital role in it. Globally, the capital city of lndia, DeLhi is ranted 1lth for the

foreign towist visits, followed by Mumbai t4th, Agra 26th. Chennai 361h. laipur 39th.

Kolkata 761.L and Ba11galore l00th according to the Euromonitor's repon in the !'ear
2019. Pu[e is ranked 9 ist according to Mastercard's Report 2018.

1.3. Pricing in T0urism Industr"v

Pncrng rs one of the mosr fital factors $ithiD the iourism business tnir. Tourists .3li
the ploducr b] its pricc and rvithour wlrich rhere is no guidcline of cluaiily. Detemrinatio:r
oi Pr'1cc to paniculiu pro.iuct oi sel\'ice rs thus indispcnsablc lbr thc success oi the
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tourism establishment, because it has a remarkablc affect on demand anci turnover. Price
usually reflects an indicarion ol quality. The " ght" price must satisfy both the tourists
and meet the end objective. thai is profit ol the tourist finr. Percepnon oftourists carries

the ultimate significance in rhe rarious decisions made by tourists - tire selection ofa
destination, th€ corlsumprion ol comnrodities whereas on vacation, and also the decision
to come back. Tourists are erperienced travellers, older and vety price sensible. It is

essential in influencing rrarel behariour. To sustain in such a competitive climate, tfie
toudst product or serrice should b"'perceired as ofa high quality which is sin.tilar or
higher to clifi'erent competiiors. art.l iis price should be perceived as irresistible. Hence.

the facts on tourists' opinions oi cosi alid benellt plays in tourist behaviour is of the
highest importarce.

1.4. Conccpt of Pri(r Trensprr.nir

P.ice transparenc) is th,a'. a:iiirl to recosnise all of the bid costs, ask prices, and
merchandising quanriti* i-or 3,qi...n stock. gooci. or ser-vice at a given time. In the
economy, price transparen;) prorao:es ;r.mperition In rhe tourism industy, for instance,
tou sts usually have no tr li,il: rd;a ..r \\ har a panicular tourist product or service really
costs, keeping them al:!ios: r- ire i:rii anri no porver to negotiate for higher prices. If
toudsts doo't seem ao be.rcle t.-, n€oiiate ior prices or iesearch eflectivell. competition is
suppressed. Ki!r!'. ug .,,.n:: e,::''r..1_' e.se Ls bidding. asking, and trading helps identify
the real supplr lnd;3:r::-J r,::: s3.u-l\. good. or scnice that is, its tlxe worth. Once
this data is unrou:.::-:.: : :::;'.:rl:bl;. :re narket is by deiinition less economical.

1. To srudy lhi iEpacts oi pnce Ea.nsparencl on the tourism industry.
2. To undes-,aad r'ar ourble ald ud'a|ourable aspects ofprice bansparency to travel

ageots.
3. To studv Yario'*; t'actors r\fuch intluence price transparency (such as the intemet,

social media- erc.).

1.5. Obje$ir es

1.6. H\ porhrs.!

I Price transparency has an in-ipact on the travei industry.
l. Prices. intcrnct and socjal rnedia intluences the travel plans ofthe tourists

l.l. Signillcance 0l the stud\

i'r ice 1_ransparel]t\' is ! ierll :.!aai 1h:1. the p|ices rre ,rp".D to all. 
_i_hrs 

rnexn,rr thiit an\
rnJrridual ir lhe miu-krt arn ir.:asi the D'icc of r cerlain conutodjlr- scl-\,jce rr so. Such
lasi[1 acccssibLc priccs rrcalc irlcr-i; corup!titiol in rhe mar].,et. r\lsLr. the Online
Distribution Chrnireis clisclosr-s such plicLru or1 tlicir u'ebsites rvhicir makes cLlstorners
tlr\ lo ci_rntpare bel\!ec)l the:errice prorider jr manulhclllrel Todav. !r thr tolrris]r
iI]dustr1.. rhe pri!"-.i.1 \ ioulisnr producL or serrjce is.rvajla-ble on thc iDrcr-rcl. Thc
custurmels of tlie ta)r,irisnl industry. corlilronl! klotn as iouirsts. a!r a\lare of prices.
l{ence. the busiress ,.ri-the trarel agenE is sLLjlirixg ancl they hare Lo lac,- such lrrnensc
.on]petitjon created in lhe nelket. just becluse of Prce Tr-lr]sparenc). There irrc somc
ad\,.rntages oi Price Trarrsparelcy if \1'c iook al lt liom lhc cLrst.imcri foint of vieu. and
cvelr 1i-o1n the trarel sgents perspecti\ e. But its disadra[rages lnake the tra\,el agenls
lor cl its margin of gail and cvcl1 somc of thc tiues to losr thc busincss.

N,ly nrain ob-jecLive of lliis research is to ideirliI tlre ir]rplct ofDricc tlanspi][cnc]'on
the busincss of the tralcl agcnts. 'l'hc kcl clcm.lts ro bc erpiorecl tlonr this rcscarclt
arcti\ity are the concept ()1'Plice Transparencv. lhe role ol' jt ili thc tourisn industry.
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advantages & disadvantages ofthe price transparency to the travel agents. the key factors
rvhich influence price transparcncy. Also. provide them (the tralel agents) with the
so1utio11 to this problem.

1,8. Scope & LirnitatioDs of studY

This studl pcrrains to the impact ofplice transparenc;- anti duc to r.::r, , - --,,
challenges orobsiaclcs travcl agcnts arc facing idt[]c tourisln lndLrstn T':':-::'r-: a ::
made sincere effbrts to find out the inlpact ofprice transparenc_v on the rL. : r : :
travel age[t Also. the lact,:,s rvhrch inlluence p ce transparencv are ]de-lir::-
resealch activity. Thc stud_"- prescuts thc edvilntages as \r,ell as the thsldr antag.'' ..: P: ::
Ti'arsparenc!.

The participaDts of this research qele the travel agents in the vicirlit],ol PLr:r: ( r:.
The lolil sample oI 20 qrrestionnaucs rvns rlcsignccl lilr thc travcl agelts.nd I6 rc.::::.:.
a|c rccordcil b.l pcrsonally .,,isitirg tl)eiI ofiices as rvell as ihlough an cmail. ,\i:.::
becomcs 8{J9'o oi thc tot:rl sample. Thus, the responses can be considclcd as leltabtr Ti:
stnd), r-s hDntcd !o thc lravcl agents in the vicntit) of Pune city alld docs nLrt ha\e an].

r-clcvancc Io an! other location else\!here. Also. Lhe time franre ior thc research actLr in rs

hrrited ro the penod oi ArLgust 2019 ro Novernber 2l-119. lience rhr: findings ,.rf ihis
lcsearch ma_v not airply to anl other treno(l e.,err ru the sanle .tr!-it rnd same iravel agent:
of thc rcscarch actir,itv

1.9" Research Methodology Adopted

The present sludy is an Applied Research The rargeted aridience for this research is
lhe travel agents u,hich are thcing the challenges due ro price rlansparency. Metl'lod used
fol sampling is purposive and judgemental. The methodologl used fbr the research for
this paper includes Primary and Secondar] data. Pdmar], data is collected through a
structured questionnajte about rhe price transparenc]'and its ilnpact on the business of
trayel agents. Secondary data was collected by reading avarlable matenal on the internet
lrom online loumals, websltes and a11icles.

2. Literature Review

In hrs jcsciir-ch pxpcr (2iltl5). 'Price Transpa|cLrcy !rn !h. I11r.rr.t R:!LLrenre.ri. r,l
re\Ielrue rra,riigemerl ior lhr dc\clopntatli ol'arr olline \lriltcg\ i! iha hosfLlilirl
in,:1ustr1r' Dr. Irggcr hrs sretcLl Lhal rl're rrplai gro\\lh of inl'orlnxrrlrn irnLl conrnrrLnr,-rrLrru
tcchno)oqy, has glcall) rnprcrc.l on ihe tourism rnciustry. t hrougir rllese Lllsrriburiorr
clranrels. austorrer5 arlr lcccss a !\idc rltngc oj'tnlitrnrailon ,iboLll toulrsln llroajucts.
l'l'rs resull\ in hlrd-forLght.onlperitiol iI1 ihc toritrstl1 [larkct atlai pricc transpiirelic]
pler, l vrtal role in it
Li \{iao & a.nna )vlattila have fier]ironed in rheir rcseach paper (JLrl1 2006). '11orL it
Hatt rttrch la tAtui.) Tlt( t/it:Il.t tf Pricc Trttl.spete cy un th( cais tttctr ptttt
ptr('a!!!t)tl-- i\ largc alnou[r of darii x\ ai]able o the lntenret makes it a bit co fusing
ior the consulrers,,o nlake lli optlrnal ciectslcin. Also, the markctcrs purposel.v revcal or
liidc rnibr-rnation fiom thc consumcr i[ an lttcnlpt to manipulatc tire choice of rhe
con\umcr. Thcse prrcticcs rnUucnce thc plicc cvaluation ancl pcrccption ol consunrcrs
in ihc rnarket.
In February 2008, The llcor]olnrc Tunes publishetl ln rrrr.ie rrillerj ir] \andil.r,-i.r
Curha- Inrernrriona) Tour Package is Opaque in tlirch the autiror rrellione.i thrt
rour package rlemanC has rncreascd rl1 fh]: lasr li\l \eirs Jue tu ietlreet] rtr:r.
corlvenience. and cuslomi:ia',ron. The Lt,LLr ofi:rattr' rrl ir( !,Ltllir\ .Lr:,,1-r-rerrilg illl
pricc transprrcncy m theil operations or encountcrs u,ith ihc consuurcrs :1uii rcslLlts LLI

alcittillg r bra[d va]uc rr rhc l11xrds ofthc collsumers. Shc also lrcrtioDcd iD rl]e ar_tl,rla

\iOl.l,rh4E ?, ISSU!. {i,2{}2C
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ihai lhe ne\ age customers are interested in the straight offers rather than virtual
iisco'.rnts in rvhich the price is impossible to evaluate.

,{ccording to the ACM (Authority of Co!.sumers & Markets). Netherlands, 2013 report
manv businesses in the tavel industry along with its processes have become more
traDsparent to the co sumers. ACM is also keeping a close observation on the

businesses in the llavel industry those who add costs at the total price late in the

booking and assures the consumem that firm action will be taken against such practices

as it reduces the transparency in the market.

Shanon Lee in May 2014, stated in the blog on HIT Consultant, "Medical Tourisu
Close io Home: Price Transparency is key" thar in the 20th cenhuy, the medical
tourism can witness a shift from developing country's patients travelling to developeci

counffics to compietely opposite sucl as patients from thc USA are havelling to the
Asian countries to receive treatment as the cost of treatment and lhe quality is as same

as developed counnies but the aost in developing countdes is t]]uch lesser than their
own country.
Christopher Elliott defines price transparency as 'price yoLt see is lhe price yau
pal'. He further quoted in his newspaper article on 25rlz September 2016 h USA

fo./a)., neu,spapei that u,hile booking an airline seat the prices are l1ot transparent. He
had stated that 71% of travellers, according to TripAdvisor's survey, get annoyed by
baggage fees and scat selection fees, which othetwise included itl the airfare.

Alisa Vortika stated in her blog (2018), "'Price Transparency: why hotels need to
become choice architects" that pdce-savvy geremtioll of customels is the rcsult olthe
intemer \l'hich prolides them with a lot of data. When it comes to the service industry.
where tilo idenncal or the same seNices or products are being offered, price plays a

crucial role in the purchase decision. And hence, whether it's a hotel or a travel
agencl,. selling lheir products and servlces lo the most price-sensitive audience, price
transparenc) p1a)s a ke] role.
'IJldulge in Price Transparenc.v Don't driYe the medical tourists awayl'(October.
2018) a blog urinen b} NIr. Pradipta Das on Placid Solution's website, in which he
menrioned the sense of lnterpreEtlon of price transpaxency for both, the service
provider and the consumer will be difl'erent. When it comes to the consurners it
includes the cost of seryice and otlier costs which are associated with the product or
senice, and also that ale essential to perfom service's charactcristic functions. While
to the provider it means the covering of all the total cost of saies and a percentage of
gain to the cost of sales. Tire consulners (i.e. patients) on the medical trip are not
interested in searching for the best altematives, what they need is just a comfotable
stay, treatment, and transportation facility at the best possible price.

3. Data Analvsis

As ihis is the quanritativc research aclivity. the plimary data 01 first-hand dala is
collected using structured questioluaires to tire uavel age1lts. The questioDlaire wds
designed using Google Fonns and rvere circulatcd to the travei agents tluough atr email
and some oithe responses were collectcd by visiting the travei agents' office 1n-person.

In their responses, most of the travel agenis have agreed that the Price Transparency
has impacted on the business in recent years and this is one of the impofiant aspects

whiclr creates an intense competition in the markel (refel Figure l). Aiso, the impact or,

the business is not so l'avourable for the tlavel agenis as it gives rise to the online
distribution channels and DIY (do-it-youlself approach.

VOLL\1F -, lS,sr, 1: 5. :{l:tl
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Figure 1, lntense Competition

When the question was asked to the trar el agents that \\'hich are those tactors thai
influence the costing of packaged tours. 690.,0 of the respondenu ha\e mentioned ODline
Travcl Agent's pricing greatly affects the costing (Figure 2). Also 62% ofrhe popuianon
stated the availability ofprices of iudir iduai tourisur components int-iuences the costing of
packaged tours. 319lo statcd that above two r ariables along rvith seasonal discounG and
govcrlment po]icics affects the pncing of such tours.

! Respqmes

l2

l0

I

6

z

0

A\.il.bjlity of tjeasoo.l Dtcouts
Prtcel oiIniin.duaI oifered b-y OTAg

Figure 2. Factors influencing costing of Packaged Tours

Lcr's discuss no\\ thc advartages of price transparcncy to the tra\cl agcnts (refer
Figure 3). Major group of fte popLrlation bave voted that pricc transParency builds
knowlcdge about the priccs and costs ol'fercd by various competitors and hcDre can re\ ise

the pricing strategies. It also aids in decisiol-makirg. 7 rcspondents mentioued thar it not
only builds knowledge and decision making but also reduces uncertaing' & emphasises
value by prolidiDg their clientele an experience of trauspaleDt prices. thc travel asents are

crcating brand valuc in the minds ofthc consumer.
Couing to the darker part of the p ce transparency i.e. the disadvantages (Figure 4) of

it, 88%, ol the population have strongiy agreed that the biggcst disadvantagc of the price
transparency is it affects llre ratc of conversion rvhich rneans the convcrsion rate ol an
enquily into the busincss. Many of thc fespondents ha1'e also statcd thar it reduces net
profit margins. As the kcy charactetistic ofprice transpareucy, the plices are open to all,

I'jACE \L): ,' '
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this enables the customels to bargain fot prices. Also, 62% of the total sample have

responded for the Lack ofuniqueness in the pricing because the competition in the market
has becoure intense tilat there is no rurique porni of valire which differeutiates it ftom
other competito$. O y 44% votes for the comnon bid-pricing, as mentioted earliel, if
there is no differentiating faclor lhen ihe prices of such toutism product and services will
not be differeut, whicfi resulted tn same or simt)ar pricing strategy.

8

j

,]

l

e

:=.::::. -.-?.!. trrc.r:oL-E6li!3 .5ll oflhe abole

Cornnon DidTirnts Redrcer Nei it{a+iN Lr.k olUniqlenes; Aftle.ts mte ofcorve.sioD

Figure 4. Disadvantages of Price Transparency to Travel Agents

The most influential lactor of price h-arsparency is the Online Travel Agents as all the
travel agents have voted for it. Follorved by the prices that are open on the social media
platlonns gleatly influences the price anspare]1cy',. The intemet, E-\\'oM (electonic
rvord-of-rnouth) and olfline advertisements such as ne\l,spaper, magazines, pamphlets and

hoardings are also contributor to the price transparency. Out of these fi\,e influential
factors, four are suppofied by intemet i.e. online travel agents. social media, E-WoM and
inteulet itself. The three concepts are rvidell used and knorr.n. But E-WoM is relatively
new concept. Electronic Word-of-Mouth is a concept rvhere people talk to each other
using electronic devices such as smaaehones. computers, tablets, etc. The messenger
appiications are the mcdium of such E-\\'o\1 actilities. Peopie prornote or demote the

->!L H {r.20ltt l'\(rJ L'li'( ll
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products, sewices, or even fiIrns while chatting with others. It is very effective rva1,r'i
coFmunication and soreads Iike a grapev,n.-

g Ir.i! ir.i iticr ,lictri,.i I,\flicrj m StroDpllrfi.is

Iu
lj

LJ

t0

Clsto er sal;sfactio Q-stoDrer Retertion

Figure 5. lmpact of Price Transparency

'fhe nra,]or ltnpncts of th! ptLCl lranipirinc\ .Lr'a: reducecl custonier satisfaailor_
crrslorller retention. iel mnrqif! arr Io,.r'cretl and h.and inrasc is aiiectecl (Figure 5,
ALnost 63-ci, ofthe populil]L.n ollh]s rcicarch has srated that customel satisfaction li\al:
are grcatl1,i|r]pacted .iue 10 prici itrflspar.Dc1. j60,o voted lirr customer. letcntion as it t:
the 1nosl difficrilt e\et1r i)r sittLntiot! L! releil dtc potenlial cusLomcrs to the,nllniretr ,r
Nct pr',:riit mar gir-r get lrarxirar ai 'lu! rn frjce transparcnc_r, as custotrers bargain lbr lon at
prices uhich cvcntuallr r;Jucer li1. prolli margins as rnost oithe costs iu.c fixcd. \r!-r\
fclv rttes are obtaineC u,ho :trlltgll ilr ei t'ot thc nnpaci oD bran(1 ulage.

4. Findings & Suggestions

Considering ail the facets of Price Transparency, it is sure that it has resulted in
increasing the competition in the market because the p ces of vadous compooents ol
tourism are open to all. OTAs are majorly impacting on the price tatsparency and are
also influencing prices of various toudsm products. Hence, the pacl@ged tour cosiing ri
getting affected. Price kansparency has some negative aspects such as it reduces net proit
margins of the travel agents. the uniqueless in t1]e products and services may alsc gi:
affected. The biggest challenge tbr travel agents is that the rate of cor\ ersio] Lri 3.

enquiry into the business. Lower customer satisfaction levels and customer r.1.r:trr: --.
some of the great impacts of tlie price transparency on tho business ofh-a1el ase:r:: 11:
bright side of price hansparency is, it aids the havel agent a1]d his ream i.. :u:-l
knowledge of vaious pricing strategies that are used by the competitors in :l: i:'::.'::r
mar*et. And also helps ir decision making, crealing value as $eil aa Lr .:drirri
u ncertainty.

To sustain in such cut-tbroat competition, tuavel agents musa creaie :.-.:--:. J-
services whioh add value to the brand image ofthe company. Sales per...: 4:.-r:.: :.,
the travel agent is tho first point of contacl in {1e orgaDisatioo. and h.n:.. l= .:,; .:- u-:
be able to distinguish between the finn's own products and senices -r-r r:-:.! :r :--:
market. Ard should not oniy confide[tly but effectively, too. con\e] :lie.e n:--.:::,r:::
factors to the customer and convince him by applying all the possibie ..il-r= .L . : -

this, the salesperson shouid liave an up-to-date knou,ledge of ihe markei c!r:a-- .:
He/she should be aware of va ous stategies and pricings of the compeii.-:r. :--:=
Ttansparency should be perceived in the positive sense as there are man\ adi axi::i: :: :
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Ir heips u-ar el agens to be optimistic at all times in the operations vr'hile the management
of suc:r iompades ma! anticipate the shift in demand mote efficiently. Thus, improves
Cec isioa-malii-ng.

5. Conclusion

-\ner completing this study, the researcher has concluded as the price is the key factor
in the rourism industry. Due to transparent pricing, the business of the tmvel agents is
greadl alTected. Though there are many advantages for booking through online
distribution channels, such as OTAs, it is not profitable every time. Many-a-times, hidden
charges, lack of ciearly cxpressed terms & conditions make the tourists pay higher ptices
thall \\.har is initialty showcased. Price transparency has definitely hit the market, but it
helps the customer to be aware of actual prices and prevents it from being cheated or
overcharged. In case of travel agents, price transparency has mixed impacts on *te
business, It makes the travel agent introduce new. unique and affordable pricing strategies
for its customers which sonctimes affects the net profit margins. Hetce, 'hypatllesis l:
Pice Transparency has an impact on the travel indusn .'v' has becn proved.

In today's techno-sawy world, tourism is evolving with the introduction ol new
technology. The interuet is the base of all the technological advanceurents. Today, the
intcmet has become a crucial paft of human life. Anlthing dral a human \\ants to kno\v
about, her'shc searches for. th.ough an immense use of the Lntemet. In the tourism
indusll). too. the internet has pror ed iti signiircance. h is the internei $hich creates a

rvant or a desire. through social medla. to \isrt a particular destination in the mind ofa
touist. This desire. ii Saiked b\ i.onoinic condiiions oi an individuai tourist, gets

conlened into ihe Cimlr]d The-:; ec..r...;n:; .oniiiions are norhing but the cost of the
toul The ccsi oi:c::r :-s.. lin,-ir:, .]. r::;: :. .:::cheo :1 the tcurist. again rhe use ol
inteme t an j s.. ar al :ri,.lr: $ h a.i :h: :--ui !: ',' rl: :r, i.. ::iaii uo n'r!-r.e : n tormation about the
prices arJ destr:alon. \\len Ih3 oaices ..f 3 lanrculer lounsm product or senice nratches
\\'ith ih3 e\pe.:ai1.rns. ;he cusiomer is .airstied. Hence. ,4rporriesrs ): Price. internet aid
sotiai niedia ;/trlueute-s iht pice i'ansparetit.\ has been pror ed.
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