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 Introduction

Consumers may forget what you said, but they will never forget about how you made them feel.                                                                                               (Schulze, 2019)
The consumer behavior is a wide topic in itself. Consumer is a person, individual or company that consumes goods and services where behavior is “how they act when they purchase those goods and services”. In every industry, there is a big role of consumer behavior to understanding preferences, improving their products, for targeted marketing, for competitive advantage, to know market trends, customer satisfaction, etc. 
Consumer behavior and their decisions making process rely on their attitude, perception, personality, emotions, culture and many other internal and external factors. Knowing about their decisions making process can help a business to make new strategies of their business.
This research paper focuses on consumer buying way and the points that matters to their decisions making process. And, how it impacts on the tourism industry, what points are important to the tourism industry. 


 Literature Review

Factors influencing consumer buying behavior in Tourism
There are many factors that influences a consumer`s buying behavior. 
1. Motivation: Motivation is a force that pushes a consumer towards consuming services. There could be any reason behind it such as relaxation, cultural exploration and adventure, etc. (Media, 2023)
       According to Maslow`s hierarchy theory, consumers behavior classified in 5 stages. 
· Basic needs: - Tourists need an economical transport, food and clean drinking water facility.
· Safety needs: - Tourists demands for low crime destination, medical facility and travel insurance, emergency services, etc. 
· Social needs: - Tourists love to meet new people, with their families for special occasions and to interact with society by participating cultural events and festivals.
· Self-Esteem: - Tourists, that wants a recognition by showing off to others like luxury tours and expensive destination. Or want to explore the world personally.
· Self-Actualization: - Tourists, who wants peace and destination connected to spirituality, yoga, meditation. And also pursue personal development like new skills.
 
2. Perception: “How we see the world around us” is the perception. 
                                                                             	(Kant, 2024).
              Every individual has different perception, so they behave differently when they       
             choose their destination and services in tourism.

3. Attitude: - Tourists behavior also depends on their attitude. There are four types of attitudes positive, negative, neutral and sikken. (Bhasin, 2024). We can describe attitude as a feeling towards destination and services. 
4. Personality: Personality is that characteristics who made what we are. People of different personality like to visit destination according to their personality behavior. Personality types are as Extrovert, Introvert, thinkers, feelers, judgers, perceivers, sensors, etc. (Majumdar, 2010)
5. Individual Differences: Every person is different in many ways, so these are some individual differences. (Birch, 2023)
· Experience
· Beliefs
· Expectation
· Cultural background and difference
· Biases
· Attentional focus
· Emotional state
6. Economic Influence: Economic influence like personal income, family income, savings, credits, assets, etc. affects behavior very much. (Ali, 2016)
7. Social Class: Consumers like to visit according to their class in society like higher class, middle class, working class and lower class. 
8. Family influence: Family plays an important role in buying decisions. People learn values like money appreciation and consumption behaviors through family interactions. When it comes to a family, every family have an influencer, gatekeeper, decider, buyer. By the coordination of family, individuals take decision for a destination. (Chandrasekar, 2013)

Decision-Making process in Tourism

Consumers decision making process is directly related to involvement level of consumer. This involvement is the personal importance given by the consumer in a specific situation or buying any goods and services. 
Involvement is basically divided into three parts: - 
1. Low Involvement: - Consumers show low involvement when they travel at a familiar destination.
2. Some Involvement: - consumers show some involvement when booking a trip, they ask from friends, relatives.
3. High Involvement: - Consumers or tourists are highly involved in making decision about their travel planning when they book birthday trip, honeymoon destination and luxury vacation, etc. 
 Now, we will discuss about the steps of decisions making process.
1. Need recognition: This is the first stage of consumer decision making process when the consumers become aware of a gap between their current situation and desired situation. In tourism, need recognition is about identifying the need for a trip or vacation. 
2. Search for information: The second stage is about searching and gathering information through social media, internet, family, friends, relatives, newspaper, etc. about destinations, services, etc. 
3. Evaluation of Alternatives: This is the third stage and in this, consumer uses gathered information to make a final decision between the different destination. In this stage tourist finally decides a better option from the different destination and services. (millwood, 2025)
4. Purchase decision: In this stage, consumer finally purchase the services and products. In the case of tourism industry, consumer books flights, accommodations and other activities.
5. Post purchase evaluation: After using all the services and taking travelling experience, tourists evaluate the trip experience. 

Factors influencing decision-making process

Many factors influence the decision-making process in tourism: -
1. Word of mouth
2. New technologies and online facilities
3. Price and quality
4. Destination image

Discussion
The tourism industry is growing day by day, because of many changes in technology, income, transportation facility, etc. Consumer behavior and their decisions making process are the two most important processes to understand for developing marketing strategies. 
As we already discussed about the consumer behavior and decisions making process, many factors impact on tourism industry. Everything depends on consumer and a marketer should be focus on market research, improving destination image and technology, etc. 
Limitations
This report has some limitations: -
· This report has a limited scope to consumer behavior and decision-making processes in tourism.
· This report is based on a certain geographical area, so further research is needed to under this topic.
· Small and limited sample size has taken for this research.
Strength of study
Here are some strengths of study: -
· This study is based on theoretical foundation and theory.
· The study results have practical implications for tourism marketers.
· The study provides an understanding of consumer behavior and decision-making processes in tourism.
· This study is a combination of psychological, social, cultural, tourism and marketing factors.
· It provides new insights that can influence consumer behavior and decision-making processes in tourism.
· It provides contribution to existing knowledge.
· The study`s findings can be used to develop more effective marketing strategies and also very helpful for managers. 

Future research directions
Future research directions include some points: -
· Use technological advancements, like AI powered chatbots, virtual assistants and personalized or customized recommendations influence tourist decision-making.
· Analyze the effect of social media influencers on destination choosing and buying behavior.
· Impact of climate change, flight cancellation and customer dissatisfaction on tourism.
· Investigate on Handling cultural differences.
· Use of neuroscientific techniques to study behavior.
· Focus on collaborating with other innovative product and services.

Conclusion
This research report provides many reasons how a consumer behaves in different ways. Their decision-making process is a part of buying services. So, marketer should know all the tips and tricks, that can make a consumer happy and satisfy with their tourism services. The outcome or findings gives an idea about how tourists use a variety of sources to gather information and select a destination according to their interest and affordability. 
The study`s results have guidance and future recommendations for marketers and managers of tourism industry. They can use this information to bring changes and develop effective marketing strategies, to create good experience, to drive successful business and in improving customer satisfaction. We have discussed about psychological factors, that affects an individual`s buying behavior, their family and society impacts on their thinking and decisions. So, consumer behavior and decision-making processes play a vital role and study of this topic is also essential. 
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