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ABSTRACT

Digital transformation is anew era in India's tourism industry, improving customers’
satisfaction and efficiency and introducing new ways of business. Al, loT, and big
data have allowed effective streamlining of travel services through individualistic
targeted, booking, and other functional and decision-making services, making travel
services more efficient andcustomer-friendly. SMM has also become very important
for niche marketing while emerging technologies such as OTA and cloud kitchens
in the travel scenario are also new-age tools. However, some issues, for instance,
include the digital divide and issues related to information technology security. The
emerging need for contactless solutions and experiences has helped the industry
recover after the pandemic hit the world. With the increase in technology adoption
in India, the tourism sector will significantly benefit by expanding its technology
application and overcoming these challenges to achieve sustainable development.
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1. INTRODUCTION

It has become evident that digitalization is integral to today's management
strategies and affects global industries, including tourism. This trend has especially
caught a lot of ground in India; many tourism-related firms have incorporated digital
technology. Not all organizations have likely shifted towards 100% digitization of
the business. Still, in today's day and age, no industry has adopted or implemented
digital tools and technologies to improve processes and customer satisfaction and
acquire new sales (Gupta et al., 2022)

Digital transformation is, therefore, not only about acquiring new technology
solutions but is a total change in the ability of organizations to pursue their goals.
Improved integration of these smart technologies like Al, IoT, and extensive data
analysis helps the companies to optimize their functioning process, develop indi-
vidual interactive customer relations, and make better strategic decisions to improve
total organizational performance (Truant et al., 2021; Cenamor et al., 2017). This
transformation is not a fad but a need for enterprises willing to gain a competitive
edge and sustainable success in the modern world of digital economy (Porter &
Heppelmann, 2015).

India is among the world's most significant and fastest-growing economies,
where the digitalization trend has been overgrown in different sectors (Barykin
et al., 2021). Whether it is manufacturing, service industry, banking, hoteling, or
tourism, sectors are waking up to the fact that they cannot afford to stay out of the
digitalization process if they wish to remain profitable and relevant. This is even
more apparent as more SMEs embrace digital tools since the trend of using the
Internet in buying and selling activities extends to the larger market. For instance,
the demand for Computer Numeric Control (CNC) machines that increased by $ 1.
9 billion is an example of the broader trend of digitalization and automation of the
Indian economy (Businesswire, 2020). The tourism sub-sector digital transformation
makes a lot of difference. Digitization has changed how companies work within the
tourism sector, providing a better customer experience by adopting personalization
services and effectively using automation systems. Al and IoT technologies have
been fused to improve smart tourism destinations and help tourists enjoy more imag-
inative tourist experiences. Social media and digital marketing have also elicited
other significant ways of communicating with travelers and enhancing marketing
and sales advancement (Kumar et al., 2023).

However, indulging in digitalized tourism in India comes with its issues, thus, a
digital divide, especially in rural areas, acts as a thorny issue in terms of economic
growth. also, with an increase in the use of online platforms in the commerce in-
dustry, complications related to cybersecurity have increased, leaving companies to
implement appropriate security measures to ensure customers' data privacy (Dhiraj
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