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This article focuses on the different behaviour and risk perception of the customer in the tourism 
product and services purchasing and utilization. With the changes of the time these perceptions and
behaviours are getting more and more complex and difficult to understand. This article includes the 
study of 10
tourism products and services on different places and practi
is used, as it most appropriate and convenient for this study. Different research papers have provided 
the different conclusions on the issues related to the customers’ perception and behaviour, but still also
few conclusive measures have been provided at the end of the article. For this study the data is 
available through research papers.
 
 
 

 
 
 
 

 

INTRODUCTION 
 

Tourism Industry has now a day’s established itself as a one of 
the biggest contributor in the national economy as well as the 
employment generation industry in the world. It has many 
elements through which it sustains its working and growth. It 
also linked to the nature and people, which makes it into the 
tourism products and services and the consumers for its 
utilization. Tourism now a day emerged as a global phenomena 
and tourists or consumers from the different parts of the world 
to be the part of these phenomena. As for the consumers 
concerns many new issues related to the tourism products and 
services has been come out. This issue includes the risk 
perception on different tourism practices over the wo
that lead to the purchasing behaviour of the consumers. 
Different researches has focused on the different aspects of 
customer risk and buying behaviour related to the virtual 
environment, intangibility, production and consumption 
simultaneously, stimulus, service quality and information 
search are important for the loyalty of consumers, which have 
direct impact on their behaviour towards the e
travel planning. Few other aspects like sports tourism in any 
nations also bring the players and customer from the different 
parts of that world and their buying behaviour on tourism 
services consumption utilization. Somewhere the hotel choice 
of the consumers is related to the sustainable practices opted by 
the hotel. Worldwide increase in the violence also impact upon 
the risk perception and buying behaviour. 
 

LITERATURE REVIEW 
 

In tourism industry there is a chance of certain risk to opt for 
tourism products and services on the buying behaviour of the 
customer. Consumers also hesitate towards the 
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ABSTRACT 

This article focuses on the different behaviour and risk perception of the customer in the tourism 
product and services purchasing and utilization. With the changes of the time these perceptions and
behaviours are getting more and more complex and difficult to understand. This article includes the 
study of 10-12 research papers on the risk perception and buying behaviour of the customers on 
tourism products and services on different places and practices. For this article the descriptive approach 
is used, as it most appropriate and convenient for this study. Different research papers have provided 
the different conclusions on the issues related to the customers’ perception and behaviour, but still also
few conclusive measures have been provided at the end of the article. For this study the data is 
available through research papers. 

Tourism Industry has now a day’s established itself as a one of 
the biggest contributor in the national economy as well as the 
employment generation industry in the world. It has many 

ch it sustains its working and growth. It 
also linked to the nature and people, which makes it into the 
tourism products and services and the consumers for its 
utilization. Tourism now a day emerged as a global phenomena 

different parts of the world 
to be the part of these phenomena. As for the consumers 
concerns many new issues related to the tourism products and 
services has been come out. This issue includes the risk 
perception on different tourism practices over the world and 
that lead to the purchasing behaviour of the consumers. 
Different researches has focused on the different aspects of 
customer risk and buying behaviour related to the virtual 
environment, intangibility, production and consumption 

imulus, service quality and information 
search are important for the loyalty of consumers, which have 
direct impact on their behaviour towards the e-tourism and 
travel planning. Few other aspects like sports tourism in any 

d customer from the different 
parts of that world and their buying behaviour on tourism 
services consumption utilization. Somewhere the hotel choice 
of the consumers is related to the sustainable practices opted by 

ence also impact upon 

In tourism industry there is a chance of certain risk to opt for 
tourism products and services on the buying behaviour of the 
customer. Consumers also hesitate towards the virtual 

environment for tourism products and services purchase and 
utilities (Anderson et al.2016). In tourism the concept of 
composite tourism product belongs to the sphere of provisional 
services as it certain the intangibility and production take place 
with customer perception. Simultaneousely, customers shows 
different behaviour to purchase the composite tourism product. 
So, tourism services providers should understand the consumer 
behaviour for composite tourism product utilization (Licie 
al.2011). 
 

There is also need to understand the consumer behaviour also 
through visual narrative art, which includes the understanding 
motivations, outcome related to tourism is only possible by 
applying storytelling to decode the underlying meaning of 
tourist trip. The archetypal focus serves to understand the role 
of dialogues, emotion, actions and psychological outcome 
living in a destination and returning home (Woodside 
2010). Consumer perspective has also shown its impact on 
ethnic tourism in the world. T
new culture, traditions, cultures and life style. Different studies 
conducted on this shows that authenticity is one of the major 
aspect among international tourists (Nashw 
 

Tourists’ behaviour in relation to t
fruitful for the analysis of destination marketing and 
management. The relevant issues related to tourism also have 
significance to understand it (Editorial, 2014). The changing 
technology during the past decades has affected the to
industry in many ways. Here the consumers’ perception and 
behaviour are the important factors to recognise and retain the 
consumers in virtual travelling industry. It shows that many 
determinants such as stimulus, service quality and information 
search are important for the loyalty of consumers, which have 
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direct impact on their behaviour towards the e-tourism and 
travel planning (Bajpai.A, Lee.W.C. 2015). 
 

The hotel choice by the consumers, somewhere related to 
sustainable practices adopted by service providers shown its 
impact on consumer’s hotel choice behaviour (Cristobal et al. 
2016).Major sports around the world attracts sportspersons, 
tourists and their influence on the buying service perception at 
host nation (Jerome et al.2009).While the worldwide increase 
in violence against tourists has its effect  on the traveller’s 
decision making process , perceived risk and safety on buying 
behaviour (Tony et al. 2013). 
 

Destination resources and services performance has shown its 
valuable impact on consumer’s satisfaction level. Consumer 
revisit to particular destination includes their intention, 
preference and decision making process (Chien et al. 2009). 
 

RESEARCH METHODOLOGY 
 

For this study the descriptive research methodology is 
administered. Which is suitable and convenient for this research 
article writing. 
 

Expected Outcome 
 

This article will bring the following outcomes  
 

1. It is likely to be contributing toward the description of 

new concepts to be included in this research for the 

research scholars’ and industry people. 

2. It is significant to understand the effects of the 

different risk perceptions and buying behaviour on 

tourism products and services.  It will again useful for 

the industry general and researcher specific. 
 

CONCLUSIONS 
 

For this study 10 research papers has been chosen on consumer 
perceived risk and buying behaviour in hospitality sector. 
Following conclusions generates from this research; 
 

There are different risk factors exist for online/e-tourism 
product purchasing and utilization. It includes a) product 
performance risk b) psychological risk c) time or convenience 
risk. 
 

Consumer profile study includes frightened, insecure, distressed 
and anxious customers, who make their decision process on 
these perceptions. 
 

Composite tourism product is the combination of production 
and consumption takes place simultaneously. Consumer wants 
to increase maximum utility and firm want to maximise   
profits. While the composite tourism product belongs personal 
services contain intangibility and production only with the 
customer perception. 
 

People generally interpret the meaning of their tourism product 
and services by fitting their experiences into a story. The 
amount of information stored in and retrieved is episodic 
stories, which having inciting incidents ,experiences ,outcomes, 
evaluation and summaries of person to person and   person to 
brand relationship. 
 

Tourist experiences and learns about other culture by their 
customs, traditions and practices and give importance to the 
authenticity in ethnic tourism. In ethnic tourism products, the 

modernization can cause the diminishing effects on art, 
handicraft, festivals, ceremonies and lifestyle. 
 

Technological changes during the decades bring the effect on 
tourism industry. New technological emergence has changed 
the business concepts and providing important factors to 
understand consumer behaviour and perception in order to 
captivating and retaining customers in technological based 
tourism industry. 
 

It is clear that customer can show their sensitiveness toward the 
sustainable practices adopted by hospitality sector. Customer’s 
attitudes, perception and preferences play important part to buy 
tourism products and services on account of sustainability 
practices. 
 

Major sports tourism events in any part of the world show their 
impact on the economic benefits, perception and behaviour of 
customers, sportspersons at the event place. It shows its 
influence on the consumption of different products and services 
in the event region by the consumers. 
 

The service performance and destination resources put its 
impact on customers buying behaviour and revisit to particular 
destination. 
 

This paper shows that the changing technological environment, 
destination environment leads to the influence on consumer’s 
perceived risks for particular product and services and buying 
behaviour. Tourism and hotel organisation must need to 
consider the consumers perceived risks and buying behaviour 
for their tourism planning and marketing stretegies. It also 
provide the responsibilities on account of reduction of 
perceived risks and maximising sustainable benefits to retain 
consumers for future. 
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