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PREFACE 

Chapter 1: The first chapter of the suggested study's introduction is where the basic 

information regarding the field of digital marketing is presented. It outlines the purpose 

and idea behind digital marketing. The chapter includes a section on national parks in 

India as well as an explanation of the numerous website features that aid in luring 

visitors to websites. The chapter also covers the issues that digital marketing may face 

in the future. 

Chapter2: That is the study's chapter on the review of the literature. The literature on 

the various facets of digital marketing, local rising trends, and the role of digital 

marketing in luring tourists were all included in this section. The literature part also 

discusses the comparative analysis of digital marketing in India and elsewhere, as well 

as the adoption of new website dimensions by website designers to draw in visitors. 

Chapter 3: It is the chapter on research methodology. The many steps needed to prove 

the hypothesis and objectives are explained in this chapter. This section provides a 

thorough explanation of the chosen research design, purpose, objectives, paradigm, 

research approach, and research questionnaire. The research technique chapter also 

describes the method used for data collecting and analysis in the study. 

Chapter 4: The Multivariate Analysis : Tourists’ Arriving through National Park 

Websites of the results pertaining to the data is conducted in this chapter of the study. 

The findings of descriptive, exploratory factor analysis and multiple regression analysis 

are presented, and the suggested model is assessed on the basis of a brief presentation of 

the respondents' demographic profile. The impact of website dimensions on tourists 

satisfaction is discussed in the latter section of the chapter. 
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Chapter 5: In this chapter of the study, Multivariate Analysis: Tourists’ Arriving 

through Tour Operator Websites, the results related to the data obtained from the 

tourists visiting the website of tour operators has been done. The findings of 

descriptive, exploratory factor analysis and multiple regression analysis are presented, 

and the suggested model is assessed. The impact of website dimensions on tourists 

satisfaction is discussed at the end of the chapter. 

Chapter 6: It serves as the study's last chapter. It provides an overview of all the 

findings and research findings. The limitations of the study and suggestions for further 

research are also covered in the conclusion chapter. 

Bibliography: A complete list of all the references utilized in the research is provided 

in this section. 
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