
1

August 2023

India Travel Market 
Opportunity, FY20-FY26

Consumer Insights Module



2

Disclaimer

VIDEC has taken sufficient steps to verify the adequacy, 
accuracy or completeness of the material presented in this 
document. Some of the information provided in this 
document is sourced from VIDEC’s primary research. This 
information is derived by further referring to a variety of 
sources. While every effort is made to verify the 
information, VIDEC, as the publisher, assumes no 
responsibility for inconsistencies or inaccuracies in the data 
or liability for any damages of any type arising from errors 
or omissions.

VIDEC does not make any warranty on the preciseness or 
the margin of error for the information contained herein. 
This material should not form the primary basis for any 
decision that you make in relation to matters referred to 
herein.
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VIDEC is a boutique research, consulting, 
and M&A advisory company with a singular 
domain focus on the global travel, tourism, 
and hospitality industry.

VIDEC actively helps companies looking to 
acquire and exit with its commercial due 
diligence, industry and consumer research, 
thought leadership, and buy and sell side 
advisory services. VIDEC has a strategic 
partnership with the leading global 
investment banking firm, Cambon Partners.

VIDEC’s clients benefit from its founding 
partners’ decades of travel industry 
experience in consumer and B2B research, 
business development, education, and 
media.

About VIDEC
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About Cambon Partners

Cambon Partners has the largest team of 

travel bankers. It provides travel/tech 

companies with comprehensive advisory 

services for mergers & acquisitions and 

corporate finance.

20 years track record

4 Offices and 50 Professionals
Paris | London | San Francisco | Beijing

400+ transactions completed to date

>50% cross-border

58 deals closed in 2022 out of which 10+ 
were travel related
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Deepak Jain
Co-founder  |  COO

Deepak’s uncanny abilities across data modelling, 
statistical analysis, benchmarking and market sizing, 
makes him a sought-after data scientist.

Deepak has sized and projected binary market 
opportunities at their nascency. His longstanding work 
has distinct recognition in hostels, tours and activities, 
short-term rental and travel tech SaaS.

VIDEC is Viren’s fourth entrepreneurial venture. He is 
an avid thought leader in emerging market 
opportunities and in rapid organic and inorganic 
growth in the global travel marketplace. 

Prior to VIDEC, Viren was the Director, Asia Pacific 
and Middle East for Phocuswright, for over a decade. 

Team Leads

Virendra Jain
Co-founder  |  CEO
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VIDEC undertook a seminal multi-client syndicated research on Indian travel market - Indian OTA Landscape: India Travel Market 
Sizing, OTA Benchmarking & Consumer Insights. The scope of research includes market sizing, segmentation, OTA benchmarking and 
travel consumer insights for the Indian travel marketplace. This research study comprises of three modules: 

Research Objectives

Market sizing for 
FY2020-FY2026 ​

• Indian travel market opportunity 
in gross booking value (GBV) 
terms

• Supplier categories: air, hotel, 
rail and intercity bus ​

• OTA GBV as a share of online 
and total India travel market

• OTA GBV as a share of supplier 
categories ​

OTA benchmarking 
for FY2023* ​

Market share for individual OTAs ​

Market share for individual OTAs 
for each supplier category (air, 
hotel, rail and intercity bus) ​

Consumer Insights 

​Deep and exhaustive consumer 
research via an independent 
third-party survey panel probing 
trip characteristics, top domestic 
& international destinations, 
product and price preferences, 
booking channels, brand recall, 
et al. ​

*Indian fiscal year begins April 1st and ends on March 31st of the successive year. e.g., FY2023 is the period from 1st April 2022 to 31st March 2023.
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Leisure Trip 
Behaviour



11

Demographics: Age and Household Income

12%

44%

29%

12%

3%

18-24

25-34

35-44

45-54

Over 55

Age 

7%

23%

34%

26%

9%

Up to 300k

300-600k

600-900k

900k-1.2m

₹12-24 lakhs

Annual Household Income (₹) 

Q1: Please select your age. 
Q2: Which gender identity do you most identify with? Select one.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Psychographics: Priority in Discretionary Spend

28%

29%

31%

33%

33%

34%

35%

33%

38%

38%

44%

37%

34%

38%

19%

17%

20%

17%

19%

19%

18%

11%

11%

7%

5%

8%

8%

5%

4% 6%Cars/car-related goods

Dining/nightlife

Home/home improvements

Travel and Tourism

Fashion and lifestyle

Electronics

Financial investments

Top priority (5) 4 3 2 1 No priority (0)

Q5: When deciding how to spend your discretionary money (after covering everyday living expenses), please assign how much of a priority you place 
on the following goods or services. Please assign each row a number from 0 to 5, 0 being no priority and 5 being top priority)
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Psychographics: Travel’s Priority in Discretionary Spend

Tier-1

Tier-2

Tier-3

East

North

South

West

Up to 300k

300-600k

600-900k

900k-1.2m

More than 1.2m

Online

Offline/CATI

Total
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R
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Ty
pe

0% 20% 40% 60% 80% 100%

Top priority
(5)

4

3

Low priority
(0-2)

Q5: When deciding how to spend your discretionary money (after covering everyday living expenses), please assign how much of a priority you place 
on the following goods or services. Please assign each row a number from 0 to 5, 0 being no priority and 5 being top priority)
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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1.8 

1.7 

1.7 

2.0 

1.9 

1.8 

1.5 

1.7 

Tier-1

Tier-2

Tier-3

North

South

West

East

Total

C
ity

 T
ie

r
R

eg
io

n

Mean # of Leisure Trips 

Leisure Trips Taken in the Past 12 Months, Mean & Incidence

30%

23%

18%

23%

25%

25%

21%

24%

Tier-1

Tier-2

Tier-3

North

South

West

East

Total

C
ity

 T
ie

r
R

eg
io

n

Incidence of Leisure Trips (%) 

Q8: Over the last 12 months, how many overnight trips did you take that included paid accommodation and transportation (such as flight, rail, bus or 
car) for over 100 kilometers from your home? 
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Purpose of Leisure Trip

Holiday/Vacation
73%

Visiting Friends & Relatives 
31%

Religious Travel/Pilgrimage
25%

Wellness/Rejuvenation
13%
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73%

31%

25%

13%

12%

2%

Holiday/vacation

Visiting friends, relatives

Religious travel/pilgrimage

Wellness/rejuvenation

Social or personal event

Campus visits/educational field trips

Travelers aged 55+ (40%), from north 
(38%) are more likely to take pilgrim trips 
while those having HHI >₹1.2m (13%) are 
less likely to travel for religious purposes

Purpose of Leisure Trip

Q9: You took N leisure trips over the last 12 months. Please select the purpose of these trips. Select all that apply.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023



17

59%

57%

5%

0%

43%

51%

49%

43%

32%

28%

27%

14%

25%

21%

24%

43%

1 to 3 nights

4 to 7 nights

8 to 14 nights

More than 14 nights*

1 trip 2 trips 3 trips or more

Trip Length, Incidence by Length of Trip

*Low sample size (N<40) 
Q11a-d: Of the N leisure trips you took over the last 12 months, how many were: 
Base: Indian leisure travelers who took – 1 to 3 nights trip – 942, 4 to 7 nights trip – 906, 8 to 14 nights trip – 82
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023

Incidence of Total Sample
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88%

26%

16%

6%

6%

Yourself

Spouse, partner or significant other

Friends

Relatives

Children

Active Role Played in Trip Planning

Q10: Please indicate who played an active role in planning your leisure trips taken over the past 12 months? Select all that apply.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Typical Travel Booking Channel

65%

54%

45%

52%

49%

52%

63%

68%

61%

51%

23%

30%

37%

28%

32%

31%

26%

23%

29%

29%

12%

16%

18%

19%

19%

16%

11%

9%

10%

20%

Tier-1

Tier-2

Tier-3

Up to 300k

300-600k

600-900k

900k-1.2m

More than 1.2m

Online

Offline/CATI
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)
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Online Hybrid - mix of online and offline Offline

Online
56%Hybrid

29%

Offline
15%

Q6: How do you usually purchase travel? Select one.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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45%

32%

22%

16%

15%

11%

8%

4%

I prefer paying in cash

I want personal service or prefer to buy from a trusted
offline travel agent/tour operator

I don't want to disclose high spend

I am skeptical of online payment fraud/failure for high
spends

I have technical issues/frustration when trying to book
online

I have questions that are not answered by the website

I don’t have enough online transaction/credit limit

I do not know how to buy travel online

Reason for Not Booking Travel Online

Q7: In the previous question, you indicated that you purchase travel offline or hybrid (mix of online and offline). Why? Select all that apply.
Base: 707 leisure travelers who do not purchase travel online.
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023

Travelers aged 45+ are more 
likely to pay in cash whereas 

those taking international 
trips or having HHI >₹1.2m 

are less likely to use cash
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Travel Party

Family
43%

Friends/Colleagues
32%

Couples
28%

Solo
32%
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43%

32%

32%

28%

17%

15%

1%

Family with children

Myself (solo)

Friends/colleagues

Couple (spouse or partner)

Family with siblings/cousins

Family with parents

Travelled as a part of an organized group/tour

Travel Party

Q13: For the N leisure trips you took over the last 12 months, whom did you travel with? Select all that apply.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Thailand
16%

International Trip Destination & Incidence

UAE
14%

Singapore
14%
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16%

14%

14%

7%

6%

5%

5%

5%

4%

4%

3%

3%

3%

3%

3%

2%

Thailand

UAE

Singapore

Malaysia

Australia

Maldives

Indonesia

U.K.

Canada

U.S.A.

Sri Lanka

Switzerland

Germany

Japan

Saudi Arabia

France

International Trip Destination & Incidence

Domestic
79%

International
21%

Trip Destination(s)

Q14: Did you take any international trip(s) in the last 12 months?
Q15: Which destinations did you visit on your N international trips in the last 12 months? Select all that apply.
Base: 1,596 leisure travelers, 328 leisure travelers who took international trips
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023

Thailand 
Higher incidence from Tier-3 cities (25%), North (27%) 

UAE 
Higher incidence from Tier-1 cities (21%), West (20%) 

and HHI>₹1.2m (23%)

Singapore
Higher incidence from Tier-1 cities (23%), South (20%) 
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Travelled Internationally for First Time
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Travelled Internationally For First Time

81%

79%

98%

95%

77%

62%

100%

98%

75%

88%

82%

84%

19%

21%

5%

23%

38%

25%

12%

18%

16%

Tier-1

Tier-2

Tier-3

1 trip

2 trips

3 trips or more

Up to 300k*

300-600k

600-900k

900k-1.2m

More than 1.2m

Total

C
ity
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H
ou

se
ho

ld
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e 
(₹

)

Yes

No

*Low sample size (N<40)
Q17: Did you travel internationally for the first time in the last 12 months? Select one.
Base: 328 leisure travelers who took international trips
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Travel Products Booked, Mean & Incidence

Hotel
91%

Rail
65%

Air
43%

Intercity Bus
28%

Car Hire/Rental 
49%
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91%

65%

43%

49%

28%

7%

10%

<1%

1.6 

1.4 

1.3 

1.2 

1.2 

1.0 

1.0 

1.0 

Hotel

Rail travel (more than 100 kilometers)

Air

Car hire or rental (excluding trips taken using own car)

Intercity-bus travel (more than 100 kilometers)

Homestay, villa or bungalow rental

Prepackaged or custom tour package

Cruise*

Travel Products Booked (Mean)

Travel Products Booked, Mean & Incidence

Incidence (%)

*Low sample size (N<40) 
Q18: How many times, if any, did you book the following travel components for your [N] leisure trips taken in the past 12 months? Please count a 
round-trip ticket as one booking. 
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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48 
40 

46 51 
58 

50 53 52 

34 

50 
42 
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Total Age City Tier Region Household Income (₹) Sample Type Trip
Destination

Mean Spend on All Leisure Trips Taken in the Past Year (₹ ‘000)

Q19: What was the total spend on travel components (including airline tickets, paid lodging, car, cruises, destination activities, rail, bus tickets for 
travel over 100 kilometers) for your N leisure trips in the past 12 months?
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Travel Funnel: 
Inspiration, Research and Shopping
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33%

32%

30%

28%

27%

26%

22%

19%

12%

8%

5%

4%

3%

Desire to get away/take a break

Desire to visit a major attraction/engage in a particular activity

Available holiday time off from work/school

Desire to spend time away with friends/family

Adventure travel

Visit friends/family

Mental and/or physical wellness

Celebrate an personal occasion

Shopping

Bucket list trip or activity

Digital detox/disconnect from technology

Remote working

Extra money/gift/bonus

Motivation for Taking Leisure Trip(s)

Q20: What motivated you to take these trips? Select all that apply.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Prime Influencers in Destination Selection

Climate
58%

Natural Attractions
50%

Cultural Attractions
34%

Available Activities 
24%
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58%

50%

34%

24%

23%

13%

13%

12%

12%

10%

10%

9%

5%

4%

Climate

Natural attractions (e.g., beaches, mountains, caves)

Cultural attractions (e.g., museums, theme parks, landmarks)

Available activities and attractions

Recommendation by friends/family

Cultural and linguistic affinity

Prior experience (enjoyed a previous trip there)

Affordability of dining and shopping

I found a great deal

Featured in films, TV series, social media

Price of airline ticket

Direct (non-stop) flight to the destination

Proximity or closeness to home

Recommendations by a travel agent

Prime Influencers in Destination Selection

Q21: What influenced you to select your specific destination(s) for this trip? Select all that apply. 
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Sources of Information Used in Travel Research & Shopping

Offline Recommendations from 
Friends/Family 

54%

Online Recommendations from 
Friends/Family 

37%

Online through 
Website/App

33%
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54%

37%

33%

19%

17%

16%

13%

8%

8%

6%

3%

Offline recommendations from friends/family

Online recommendations from friends/family

Internet websites via browser or mobile apps

Calls to travel providers/suppliers

Websites of state/national visitor bureaus

Online advertising/email promotions

Personal advice from travel professionals/travel agents

Printed advertising/billboards/posters

Shows or ads on TV, radio or movies

Printed travel guidebooks

Not sure

Sources of Information Used in Travel Research & Shopping

Q22: What sources of information/ media do you typically reference when researching and shopping leisure travel products, such as airline, hotel or 
intercity bus? 
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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50%

62%

67%

57%

61%

64%

50%

60%

62%

71%

32%

30%

25%

32%

32%

25%

35%

30%

23%

26%

18%

8%

8%

11%

7%

11%

15%

10%

15%

3%

Offline recommendations from friends/family

Online recommendations from friends/family

Internet websites via browser/mobile apps

Calls to travel providers/suppliers

Websites of state/national visitor bureaus

Online advertising/email promotions

Personal advice from travel professionals/travel agents

Printed advertising/billboards/posters

Shows or ads on TV, radio or movies

Printed travel guidebooks

Online Hybrid OfflineThose who usually book travel: 

Sources of Information Used in Travel Research & Shopping

Q22: What sources of information/ media do you typically reference when researching and shopping leisure travel products, such as airline, hotel or 
intercity bus? 
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Online Sources of Information in Travel Research & Shopping

General Search 
65%

OTA
38%

Maps
25%

Social Networks
24%
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65%

38%

25%

24%

22%

18%

17%

16%

15%

14%

12%

4%

3%

General search engines

Online travel agency websites/apps

Mapping websites/apps

Social networking websites/apps

Travel provider websites/apps

Travel search engine websites/apps

Home or apartment rental sites

Travel review websites

Destination websites/apps

Online travel guides/blogs/magazines

Shows or ads on streaming services

Websites/apps of tour operators

No specific website

Online Sources of Information in Travel Research & Shopping

Q23: What type(s) of online websites/apps do you typically use when researching and shopping leisure travel products? Select all that apply.
Base: 529 leisure travelers who searched/shopped travel online
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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56%

35%

30%

23%

23%

20%

14%

14%

11%

10%

9%

8%

4%

I trust the brand

Past booking experience

It has the best price/deals

I am used to booking travel this way

It gives me good trip ideas and options to consider

Provides the most information and photographs/images

I like their user interface (UI/UX)

Traveler reviews and ratings

It has no booking/change/cancellation fees

Get loyalty membership perks

Stored profile and payment information

I couldn’t find what I wanted to book anywhere else

Not sure

Reasons for Using a Particular Brand/ Website in Travel 
Research & Shopping

Q23: What type(s) of online websites/apps do you typically use when researching and shopping leisure travel products? Select all that apply.
Base: Base: 529 leisure travelers who searched/shopped travel online
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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71%

31%

25%

19%

15%

14%

12%

12%

8%

7%

6%

3%

Friends and family

Online travel agencies

Travel agent

Celebrities or social influencers

Travel review websites

Magazines, newspapers, books

TV/Radio, streaming platforms/shows, movies

Travel providers

Travel metasearch websites

Home rental websites

State or country tourism bureaus

None/did not use any social media accounts

Influential Social Media Accounts in Trip Inspiration

Q26: How influential were the following social media accounts in providing ideas, information or inspiration for your leisure trips in the last 12 
months? Select all that apply.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Travel Funnel: 
Booking & Payment
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Booking Window

14%
Booked Within a 

Week from Departure

71%
Booked Within a 

Week of Stay

54%
Booked Within a 

Week from Departure

70%
Booked Within Three 
Days from Departure
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1%

4%

9%

17%

31%

38%

Same day

1 to 3 days

4 to 6 days

1 to 2 weeks

3 to 4 weeks

1 month or longer

Air

Booking Window

26%

24%

21%

14%

6%

9%

Same day

1 to 3 days

4 to 6 days

1 to 2 weeks

3 to 4 weeks

1 months or longer

Hotel

11%

20%

23%

15%

13%

18%

Same day

1 to 3 days

4 to 6 days

1 to 2 weeks

3 to 4 weeks

1 month or longer

Rail

42%

28%

17%

8%

5%

0%

Same day

1 to 3 days

4 to 6 days

1 to 2 weeks

3 to 4 weeks

1 month or longer

Intercity Bus

Q27: How far in advance of your departure date did you book the following travel component?
Base: Leisure travelers who booked:  air - 691, hotel – 1,471, rail – 1,033 and intercity bus - 482 
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Booking Channels Used

57%

18%

16%

5%3%
1%

Air

Used an OTA website/ app
Used an airline website/ app
Used a travel search engine website/ app
Called/ visited a travel agency
Called an airline directly
In person at the airport

Q28a-d: Please indicate which method did you typically use to book the following travel components for your leisure trips taken in the past 12 months. 
Select one.
Base: Leisure travelers who booked air – 691, hotel – 1,471, rail – 1,033, intercity bus – 482 
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023

39%

26%

22%

8%
3%

2%

Hotel

Used an OTA website/ app
Booked in person/walk-in
Used a hotel website/ app
Used a travel search engine website/ app
Called a hotel directly
Called/ visited a travel agency

63%13%

12%

10%
2%

Rail

Used IRCTC website/ app

Used an OTA website/ app

Booked at the rail ticketing counter

Called/ visited a local IRCTC agent

Used an online retail marketplace

33%

31%

11%

10%

7%

4% 4%

Intercity Bus

Used an OTA website/ app
Booked in person/ walk-in
Used a private bus operator website/ app
Called/ visited an offline travel agency
Called/ visited a bus operator directly
Used an online retail marketplace
Used a state transport corporation’s website/ app
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Booking Window and Channel Used to Book Home Stays

19%

26%

18%

13%

15%

9%

Same day

1 to 3 days

4 to 6 days

1 to 2 weeks

3 to 4 weeks

1 months or longer

Booking Window

49%

20%

18%

9%
4%

Booking Channel

Used an OTA website/ app

Worked directly with the individual homeowner

Used a home rental website/ app

Called/ visited an offline travel agency

Used a vacation home/ timeshare company

Q27: How far in advance of your departure date did you book the following travel component? Homestay
Q28e: Please indicate which method did you typically use to book home stay for your leisure trips taken in the past 12 months. Select one.
Base: Leisure travellers that booked a homestay - 119
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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50%

31%

25%

9%

8%

7%

3%

Midscale hotel/resort (three-star)

Budget hotel (two-star or below)

Upscale hotel/resort (four-star)

Residential home of friends/family

Luxury hotel/resort (five star)

Rented entire home/bungalow/apartment

Lodge/guesthouse

Accommodation Options Booked for Leisure Trips

Q29: Which of the following paid accommodation options did you use during your leisure trips in the past 12 months? Select all that apply. 
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023



47

Device Used to Book Travel Components

Q31a-d: What device do you typically use to book the following travel products online?
Base: Leisure travelers who booked: air – 802, hotel – 1,348, rail – 1,037 and intercity bus - 481
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Typical Payment Methods for Booking Leisure Travel

UPI
61%

Cash
52%

Debit Cards
49%

Credit Cards
33%
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61%

52%

49%

33%

22%

15%

15%

1%

UPI

Cash

Debit card

Credit card

Net banking

Electronic wallet

Part online, part offline

Cheque

Typical Payment Methods for Booking Leisure Travel

Q32: How do you typically pay for your leisure trip(s)? Select all that apply.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Trip Satisfaction & Outlook
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Trip Satisfaction

38%

47%

31%

27%

30%

41%

42%

53%

44%

51%

54%

51%

56%

52%

8%

8%

18%

19%

16%

3%

6%

Inspiration and planning

Destination selection

Shopping and booking

Payment options

Customer support

Visa, if travelled
internationally*

Overall trip experience

Extremely satisfied Satisfied Neutral Unsatisfied/Extremely unsatisfied

Q33a-g: How satisfied were you with the following aspects of your leisure trips in the past 12 months?
Base: 1,596 leisure travelers, *328 leisure travelers who took international trips
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Outlook for Leisure Trips

57%

55%

50%

49%

47%

24%

11%

34%

30%

31%

34%

39%

18%

9%

5%

11%

15%

13%

11%

55%

78%

Budget for trips

Number of domestic trips

Number of ground trips via rail, bus or car

Number of nights at paid accommodation

Class/rating of hotels

Number of trips via flights

Number of international trips

More/ higher No change Less/ lower Not sure/not applicable

Q34a-g: What adjustments, if any, do you expect to make to your leisure travel plans over the NEXT 12 months (compared to the past 12 months)?
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023



53

Demographics
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Demographics: Age and Gender

18-24
12%

25-34
44%

35-44
29%

45-54
12%

Over 55
3%

Age 

Male
69%

Female
31%

Gender 

Q1: Please select your age. 
Q2: Which gender identity do you most identify with? Select one.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Demographics: Household Income and Education

7%

23%

34%

26%

8%
2%

Annual Household Income (₹) 

Up to 300k 300-600k 600-900k
900k-1.2m ₹12-24 lakhs More than 1.2m

62%

28%

9% 1%

Education Level 

Graduate Post-graduate
Less than HSC Doctorate (PhD)

Q4: What is your annual household income in Indian rupees? Select one.
Q38: What is the highest level of education you have completed? Select one.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Demographics: Household Size and # of Children

5%

54%

34%

7%

Household Size (# of Persons) 

1-2 3-4 5-6 7 or more

35%

29%

31%

4%
1%

# of Children

None 1 2 3 4 or more

Q36: How many persons are there in your household? Select one.
Q37: How many children live in your household? Select one.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Demographics: Marital and Employment Status

72%

27%

1% <1%

Marital Status 

Married Single
Living with partner Divorced/Widowed

51%

29%

9%

7%
4%

<1%

Employment Status

Employed at a private company Self-employed/business
Employed in a public service unit Full-time homemaker
Unemployed Retired

Q35: What is your marital status? Select one.
Q39: What best describes your employment situation? Select one.
Base: 1,596 leisure travelers
Source: Indian OTA Landscape - India Travel Market Sizing, OTA Benchmarking & Consumer Insights Study, 2023
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Methodology
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VIDEC surveyed Indian consumers between June 01st and July 
05th 2023, using a blended approach targeting the general adult 
population who traveled for leisure. An online survey 
complemented with a CATI/in-person survey was fielded 
across 30 cities in India, to ensure a pan-Indian representation. 

To qualify for the survey, a traveler must have taken at least 
one leisure trip in the last 12 months, with an overnight hotel 
stay, and which included at least one of the following:
• Traveled by air
• Traveled by rail or inter-city bus, over 100 kilometers
• Purchased a tour package
• Taken a cruise trip

&
• Played an active role in trip planning
• Must be an adult

Methodology

North East

West South

22% 29%

25% 24%
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Sample Distribution

Online
45%Offline 

(CATI/In
-person)

55%

By Survey Approach

East
29%

North
22%

South
24%

West
25%

By Region

Tier-1
34%

Tier-2
43%

Tier-3
23%

By City Tier

Total Qualified Responses: 1,596
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Sample Distribution By City and City Tier

Total Qualified Responses: 1,596
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+91-93-2024-2002

Contact VIDEC

virendra.jain@videc.co

mailto:virendra.jain@videc.co
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