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Abstract 

The tourism and hospitality industry has badly infected by the spread of the corona virus. 

Such a slowdown for this industry has put millions of jobs at risk, thereby threatening the 

generation of GDP share through tourism activity. Tourists‟ preferences have changed with 

giving priority to safety measures in this „new normal‟ era. To regain the prosperity, it is 

essential to understand this changing perspective of tourists. A conjoint analysis is carried out 

in this paper to know the combination of preference factors of different attributes related with 

domestic tourism among the Indians during COVID-19 pandemic. Attributes and their 

different levels related to tourism were prepared according to experts‟ suggestion. Logistic 

regression has been performed to find out the demographic and socio-economic factors that 

influence the preferred level of the selected attributes. The idle combination for tour is found 

as short duration tour, train as transport vehicle, online booking, at least twice room 

cleanness, remote area, small group of accompany, hotel with medical facility, money spent 

towards health and hygiene, food service at hotel and mask carries by himself/herself. Order 

of the selected attributes has been assigned based on their importance. This study would help 

the tourism industry to think over the new preferences and provide better service to satisfy the 

tourist. This study may highlight a few policy recommendations so that tourism authority can 

design customized tourism packages. 
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1. Introduction 
Tourism is an important and integral part of global economy. COVID-19 pandemic is one of 

the most highly contagious outbreaks in recent human history, with more than 26 crore cases 

and 52 lakh deaths (as on 1
st
 December 2021) (Worldometer, 2021). In order to protect people 

from this virus, social distancing and travel restrictions have been imposed (Davahli et al., 

2020). The transmission speed of the corona virus was so first at the initial period; many 

countries have also forced to impose lockdown. The hospitality industry was the first industry 

to be affected facing millions of jobs lost, uncertainty of recovery and it would be the last 

industry to recover (Tappe and Luhby, 2020). Still in some countries including India have 

restrictions with reopening of tourist spots. The United Nations World Tourism Organisation 

(UNWTO) estimated a  significant drop in international arrivals in 2020 (Chebli and Foued, 

2020). Kumar (2020) has shown how the tourism industry of India is facing loss after January 

2020. The second wave of COVID-19 has strike harder on the tourism industry as the rate of 

spreading infection and death increases rapidly. Many states of India are again enforcing full 

or partial lockdown. Dash (2020) has pointed out how this pandemic will significantly 

influence in different tourism sectors. 

      After the first wave again the strike of second wave and prediction of the third wave to 

come (Iftimie et al., 2021) would create an insecurity in the future tourism. Psychological 

factors related to the fear of contamination till proper vaccination and economic factor due to 

reduction of employment or working hour will impact on the eagerness to travel and 

preferences for holiday destination (Santos et al., 2020). Now, when the transmission of 

corona virus will be slowed down a bit people would be interested to go vacation after long 

captive life but they might not feel comfortable as before in travelling with old normal pattern 

or any regular tourist destination (Gursoy and Chi, 2020). This reflects that return to old 

normal is difficult as that normal have been perceived now as the problem (Benjamin et al., 

2020). If tourism industry tries to go back to the old system that would be precisely worrying 

as one should not ignore the massacre happened from this COVID-19 pandemic (Khan and 

Hashim, 2020). With the changing preferences the hospitality industry need to adopt the „new 

normal‟ practice post-pandemic. It can be predicted that post-pandemic tourism will emerge 

in a more justifiable manner in terms of mode of operation and its impact on environment and 

people (Cheer, 2020; Khan and Hashim, 2020). There is change in view related with tourist 

destination, travel mode and duration after COVID-19. With a changing adaptation nature in 

this new normal world, it‟s easier to predict that tourists will give hygiene and cleaning 

protocols more priority. Locations with remote serenity; pick and drop facility; details online 

information and booking availability are predicted to be in demand while choosing next 

tourism destination (Wyman, 2020). All of these points will now be key to change tourism 

landscape to move forward towards more global sustainability. So, it is required to take many 

new actions to secure tourists and give oxygen to the tourism industry.  

      Tourists‟ preferences and perception in choosing tourist destination, accommodation may 

vary based on different significant factors. Roman et al. (2020) worked with the perception of 

people regarding involvement in the tourist activities at the time of COVID-19 pandemic. The 

impact of Covid-19 on tourists‟ consumption behaviors has been discussed by Chebli and 

Foued (2020). Hong et al. (2020) conducted a performance analysis in the „bed and breakfast 

tourism‟ based on tourists‟ opinion in the COVID period. Nair and Sinha (2020) performed 

factor analysis based on survey to identify three important factors, namely accessibility and 

discounting, health-hygiene-referencing, history of low-covid incidence that associate with 

tourism. There are limited studies on tourists‟ preferences of choice in the new normal period 

in the eastern part of India.  In this paper  an attempt has been made to reduce the research 

gap. For this it is required to study the preference of tourists in the new normal situation. Two 

basic objectives of this paper are:  
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(i) To find out the combination of different levels of attributes under study that Indian 

people prefer while choosing a tourist destination and accommodations. A conjoint 

analysis has been done in this direction. 

(ii) To find out the demographic and socio-economic factors that affect the different levels 

of the attributes related to the preference of Indian people for different aspect of 

tourism. For this purpose, logistic regression is performed. 

 

2. Literature Review 

2.1. Consumer Behavious and Tourism Patterns during COVID-19 
The COVID-19 outbreak had significant impact on consumer behaviours (Baba et al., 2020; 

Chebli and Said, 2020; Toubes et al, 2021). There were many problems earlier that affected 

tourism industry badly. But no one had such major crisis like the COVID-19 (Chakraborty 

and Maity, 2020; Sigala, 2020). Hall et al. (2020) made a comparision between the impact of 

COVID-19 pandemic and some previous pandemics on economy, tourism and consumer 

response. Mirzaei et al. (2021) investigated the change in travel patterns and tourist behaviour 

at the time of outbreak of COVID-19. They observed the consumers given much more 

importance to health and safety issues. The consumers preffered domestic travels during the 

pandemic COVID-19 (Han et al, 2020). Online spot booking has been increased largely 

(Nunes and Cooke, 2020). Kock et al. (2020) examined the relationship between the 

pandemic and the psyche of tourists.  According to Kourgiantakis et al. (2020) and Wen 

(2020), tourists  conseridered the hygine standards while choosing tour destination. Zhu and 

Deng (2020) suggested a model to  compare different aspects of consumers‟ preference. 

 

2.2. Conjoint Attributes and Attribute Levels for Preference-Based Study 

Conjoint Analysis is a multivariate technique used specifically to understand how respondent 

develop preferences for products or services (Krantz et al., 1971; Nuraeni et al., 2015). It is 

based on the simple premise that respondent evaluate the value of a product/ service/ idea 

(real or hypothetical) by combining the separate amounts of value provided by each attribute 

(Hair et al., 1999). According to Korti (2006) “conjoint analysis allows defining customer 

needs more accurately than it is possible with using simple questionnaires”. Literature shows 

that among the customers‟ needs or customers‟ preference based research method the conjoint 

analysis is more detailed and accurate (Anderson, 1993; Pullman and Moore, 1999 etc.).  

Sometimes the term „Factor‟ is used as notation to describe a specific attribute or 

characteristics of the product or service and the possible values for each factor are called 

levels (Green and Srinivasan, 1978). In conjoint analysis, a product or service is described by 

its level on the set of factors characterizing it and the combination of „factors‟ and „levels‟ is 

known as a treatment or stimulus (Hair et al., 1999; Nuraeni et al., 2015). Since cost 

affordability and availability of desired facilities are tough to maintain, conjoint analysis is 

useful for this kind of preference-based study (Pullman et al., 2002). In this analysis instead of 

queering about the importance of attribute individually,  the customers are asked to rank the 

different combinations of levels of the attributes which are offered to him/her or available for 

him/her and pick out the combinations one by one according to how much valuable or 

profitable or suitable for him/her. The impact (utility) of each attribute level on overall 

preferences could be then estimated by analysing these responses. Identification of 

respondents‟ preferences for the various attribute level would help to predict the potential 

most preferable combination of attribute levels (Ome, 2002). This analysis helps us to find the 

utility of the attributes levels to a particular individual and hence to estimate the relative 

importance of the attributes (Green and Krieger, 1991). A conjoint analysis is carried out in 

this paper to know the combination of preference factors of different attributes related with 

tourism. These preferred combinations of attribute levels may help the people of tourism 

sector to determine the components or modify the existing components on tour package for 
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tourists in the new normal period. The conjoint model can be written as (Carroll and Green, 

1995); 
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Where, Q(y)=  Overall utility of an attribute, 

ij= utility corresponding to the j
th

 level of the i
th

 attribute, i=1,2,…,k; j=1,2,…,li, 

and yij is an indicator binary variable which takes 1 and 0 value accoriding to the 

present or absent of the j
th
 level of the i

th
 attribute.  

      The ordinary least square method is applied to estimate the regression parameter ij (Fox, 

1997; Smith, 2005).  Here the preference ratings and dummy variables representing the levels 

of the attributes are dependent and independent variables respectively. The utility value that 

associated with the each individual attribute level is also used to determine the relative 

importance (compared to other) of the attributes. Following Smith (2005), the importance of 

the attributes for each respondent is calculated as follow: 

(i) Based on the utility value of levels of an attribute utility range is determined. 

Utility range of an attribute = Highest utility value - Lowest utility value. 

Utility range is calculated for all the attributes. 

(ii) Total attribute utility range is calculated by adding all the individual attribute 

utility ranges. 

Total utility range=  Individual utility range 

(iii) Then the relative importance (RI) of an attribute is determined by the ratio of the 

utility range of that attribute (AUR) to the total attribute utility range (TAUR). 

RI (in %) = (AUR/TAUR)100. The average importance value is determined by 

averaging the individual importance values. 

 

3. Research Methods 
Before conducting the conjoint analysis, to select some relevant choice of preference 

attributes along with suitable levels for tourism,  Focus Group Discussion method has been 

used here (Krueger, 2014; Wong, 2008 etc.). This is a research technique to form a small 

group of experts with homogeneous background of expertise to focus and discuss a specific 

topic or issue to generate data (Wong, 2008). Members of the focus group of this study have 

been selected based on a convenience sampling procedure (Cooksey and McDonald, 2011). 

This group consists of 8 experts (6 males, 2 females) from different management institutions 

with at least 3 years‟ experience. Through an online meeting with the experts the attributes 

and corresponding levels were selected for our conjoint analysis. 

      On the based on the discussion with the members of the focused group ten attributes, 

namely duration of stay, transportation, booking mode, room cleanliness, tour destination, 

travel group, accommodation with medical facility, extra money spending for the service, 

food service and mask supply have been selected. Each attribute has two or more levels 

according to the requirement. For example, duration of stay is either short or long and hence 

the two levels of this factor are short and long. Similarly, suitable levels are incorporated with 

the other attributes. Table 1 illustrates the details of the attributes and the attribute levels used 

in this study based on focus group discussion.  

 

Table 1: Attributes and corresponding levels under study. 

 

Attributes Levels Attributes Levels 

Duration of stay 
(i) Short 

(ii) Long 

Travel group (i) Large 

(ii) Small 
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Transportation 
(i) Rail 

(ii) Plane 
(iii) Car 

Accommodation 

with medical 
facility 

(i) Must 

(ii) Optional 

Booking mode 
(i) Online 

(ii) Tour-operator 

(iii) Onsite 

Extra money 

spending 

(i) Sight seen 

(ii) Accommodation 

(iii) Health & Hygiene 

Room 

cleanliness 

(i) Once per day 

(ii) Minimum twice 

per day 

(iii) Initially at the 
time of entrance 

Food service (i) Hotel 

(ii) Self 

Tour destination 
(i) Crowded 

(ii) Remote 

Mask supply (i) Hotel 

(ii) Self 

 

      The conceptual framework of the conjoint analysis is given below (Figure 1); 

 

 

 

 

 

Figure 1: Conceptual framework for conjoint analysis. 

 

      The conceptual framework in this study is based and modified on the previous literature 

(Green and Krieger, 1997; Tripathi and Siddiqui, 2010) where conjoint analysis used to help 

design new product feature sets. A multi-factor evaluation conjoint analysis methodology has 

been adopted after selecting the attributes and their levels (Green and Srinivasan,1990; 

Tripathi and Siddiqui, 2010). If the all-possible combinations of the levels are considered, 

then there will be a large possible combination (stimuli) for this study (Table 1) and it will be 

5184. But the number of stimuli profile can be reduced using fractional factorial design. For 

this purpose orthogonal stimuli sets (arrays) can be used (Green and Srinivasan,1990; Tripathi 

and Siddiqui, 2010) based on the assumption that the interaction effects are negligible among 

the sets. So, based on this assumption, 32 orthogonal combinations of stimuli have been 

generated including of 5 hold out cases using SPSS (version-25). Hold out cases are not used 

to estimate utilities. Thus, two sets of data have been obtained; 

(i) Estimation set: This set consists of 27 combinations. These combinations were used 

for evaluating part-worth or utility functions for the attribute levels. 

(ii) Holdout set: This set consists of 5 combinations. These combinations were used to 

assess reliability and validity of the conjoint model. 

 

4. Results 
The survey questionnaire has two sections. Based on 32 cards of combinations the second 

section of the questionnaire has been prepared. A Google form with relevant questions was 

prepared and it was shared for collecting data for our study through mail and various social 

networking sites and respondents were asked to rank the stimuli according to ascending order 

of preference. They were further requested to share this questionnaire among their known 

from mainly the eastern part of India.  A total of 772 individuals sent their response which is 

quite sufficient at the 99% confidence level and at the 5% margin of error (Cochran, 1963). 

Identification of most 

important 

combinations of 

factor levels for the 

course 

Construction of 

salient combination 

(orthogonal) of 

various factor levels 

related to tourism 

Asked respondents to 

rank the combination 

according to their 

preference 
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The other section (section 1) of the questionnaire consists demographic and socio-economic 

conditions related questions. Table 2 represents the distribution of respondents corresponding 

to the selected profiles. 

 
Table 2: Demographic and socio-economic profile of respondents. 

 

 

       

      Descriptive statistics of the demographic and socio-economic profile of the respondents 

(Table 2), obtained by analysing the first part of the questionnaire, shows that most of the 

respondents are male with age group 20-50 yrs. They are mainly from urban area and married. 

71% of respondents are engaged in non-Govt. services having monthly income within Rs. 

25,000. Respondent are used to travel once/twice per year before the covid situation. This 

study tries to identify the combination of preferred choices made by the respondents during 

this „new normal‟ condition from the second part of the questionnaire. Here, utility refers to 

the degree of preference of choices, which means tourists‟ preferences to the specific 

attributes (Li and Hudson, 2016). The higher is the value, the more obvious is the preference. 

Utilities of each attribute levels for each individual are determined using SPSS software 

(version-25) and using those values mean utility values are also computed. Table 3 highlights 

the mean utility scores. 

 

Table 3: Mean utility score for each level of the attributes. 

 
Attributes Levels Utility 

estimate 
Attributes Levels Utility 

estimate 

Duration of 

stay 

(i) Short 

(ii) Long 

(i) 0.130 

(ii)-0.130 

Travel group (i) Large group 

(ii) Small group 

(i)-1.037 

(ii) 1.037 

Transport (i)   Rail 
(ii)   Plane 

(iii)    Car 

(i)1.198 
(ii)0.222 

(iii)-1.420 

Accommodati
on with 

medical 

facility 

(i) Must 
(ii) Optional 

(i) 1.130 
(ii) -1.130 

Demographic Profile Dummy Percentage of 
Frequency 

Age (year) <20 1 22 

20-50 2 46 

>50 3 32 

Gender Male 1 66 

Female 0 34 

Area/Locality Rural 0 41 

Urban 1 59 

Marital Status Married 1 68 

Unmarried 0 32 

Income per 

month (Rs) 

0-25000 1 57 

25000-50000 2 31 

>50000 3 12 

Profession Government Job 1 29 

Others 0 71 

Pre-covid 

travel 

frequency 

Maximum 1 per year 1 36 

1-2 per year 2 41 

More than 2 per year 3 23 
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Booking 

mode 

(i) Online 

(ii) Tour-
operator 

(iii)  Onsite 

(i) 0.568 

(ii) 0.247 
(iii) -0.815 

Extra money 

spending 

(i) Sight seen 

(ii) Accommoda
tion 

(iii) Health and 

Hygiene 

(i) -1.198 

(ii) 0.037 
(iii) 1.161 

Room 
Cleanliness 

(i) Once per 
day 

(ii) Minimum 

2/ day 
(iii) At the 

time of 

entrance 

only 

(i) 0.259 
 

(ii) 0.889 

 
  (iii)-1.148 

Food Service 
(i) Hotel 
(ii) Self 

(i)0.426 
(ii)-0.426 

Tour 

destination 

(i) Crowded 

(ii) Remote 

(i) -0.426 

(ii) 0.426 Mask supply 
(i) Hotel 

(ii) Self 

(i)-1.139 

(ii) 1.139 

Constant - 14.651 - - - 

 

      Table 3 indicates that the people prefer short tours rather than long tour having utility 

value 0.130. They want to travel by train (utility value 1.198) rather than car and plane. 

Online booking is preferable nowadays. This fact is also reflected here with utility score 

0.568.  Giving hygiene the most priority cleanliness has been most preferred with more at 

least two times cleaning per day and this level has utility value 0.889. Tourists want to carry 

their own masks. Remote serenity is given priority over crowded place. Accommodation with 

own canteen and basic medical facilities are top in demand having utility score 1.130. In the 

new normal condition respondents want to travel in small group (utility value 1.037) and they 

are ready to spend extra money on health and hygiene (utility value 1.161). Most preferable 

combination of choices for tourists in „new normal‟ conditions are as follows:  

“Short duration tour- rail transportation- online booking facilities- at least twice cleaning of 

room per day- remote places- small travel group- hotel with own canteen and medical 

facility- own mask- extra money spend on health and hygiene”. 

      Total utility score for this preferable choice is obtained as 22.755 (using equation 1). If 

any preferable level is replaced with less preferable one then another total utility score is 

obtained. For example, if short duration to stay is replaced with long duration then the total 

utility score will be 22.515. In this way the total utility score can be evaluated for every 

orthogonal combination.  

 

Table 4:  Average importance value of the attributes. 

 
Attributes Importance 

scores 

Attributes Importance 

scores 

Duration of stay 4.300 Travel group 9.377 

Transportation 13.295 Accommodation with 
medical facility 

 

9.738 

Booking mode 8.164 Extra money spending 

 

11.084 

Room Cleanliness 14.932 Food service 

 

14.788 

Tour destination 4.414 Mask supply 

 

10.400 
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      The attribute average importance values have been estimated using SPSS (version 25) and 

highlighted in the table 4. In line with current pandemic condition, frequency of cleaning has 

been given most priority by the respondents having importance score 14.932. Similarly, food 

and transportation are being other main sources of spreading infections have been prioritized 

by the tourists during this new normal condition. Importance score of food and transportation 

are 14.788 and 13.295 respectively.  

      The value of the adjusted R
2 

 for fitting the conjoint model is obtained as 0.73. So, the 

model fitting is satisfactory. The value of the Durbin Watson statistic (1950) is 1.92 and it 

indicates the non-existing of autocorrelation in the model. Three correlations have been 

computed between observed and estimated preferences (Table 5). The p-values corresponding 

to the correlation statistics show that the correlations are highly significant and thus this 

conjoint model has the ability to predict with higher accuracy and it has internal validity.  

 

Table 5: Correlation between observed and estimated preference. 

 
Correlation Value Significance 

 
Pearson‟s R 

 

Kendall‟s tau 
 

Kendall‟s tau for 

Holdouts 

 
0.871 

 

0.713 
 

0.643 

 
0.000 

 

0.000 
 

0.002 

 

 

      After identifying the preferable combination of choices with conjoint analysis, this study 

also tries to find out the relationship between the preferences under study with some 

demographic and socio-economic profiles of the respondents. Logistic regression analyses 

have been performed using the data based on both the parts of the questionnaire. Here the 

preferences are the dependent variable and demographic and socio- economic profiles are the 

independent variable. Since ten attributes have been studied here, ten regression models are 

considered. For each attribute 1 is assigned for the level which has maximum utility and 0 for 

the other levels. The results of the logistic regressions are given in Table 6. 

 

Table 6:  Logistic regression model results for attribute levels. 

 
Dependent 

variable 

Constant Age Gender Locality Marital 

Status 

Monthly 

Income 

Profession Frequency 

of  tour 

before 

Covid 

Short 

Duration 

10.52 

(0.32) 

-5.72 

(0.27) 

15.72 

(0.07*) 

9.36 

(0.41) 

-12.61 

(0.17) 

-14.55 

(0.09*) 

14.72 

(0.38) 

17.21 

(0.04**) 

Rail 

Transport 

8.77 

(0.87) 

-4.37 

(0.46) 

-6.78 

(0.29) 

7.23 

(0.31) 

-11.21 

(0.19) 

-15.43 

(0.06*) 

11.35 

(0.31) 

10.72 

(0.09*) 

Online 

Booking 

7.61 

(0.81) 

-16.25 

(0.08*) 

-7.92 

(0.34) 

16.45 

(0.04**) 

-10.11 

(0.26) 

-17.37 

(0.05**) 

17.83 

(0.43) 

21.72 

(0.03**) 

At least two 

times room 
cleanliness 

12.75 

(0.53) 

7.97 

(0.41) 

-22.42 

(0.03**
) 

2.75 

(0.91) 

10.55 

(0.23) 

17.39 

(0.09*) 
 

2.86 

(0.76) 

17.42 

(0.05**) 

Remote spot 6.94 

(0.64) 

9.16 

(0.43) 

13.71 

(0.26) 

-6.77 

(0.61) 

14.36 

(0.19) 

12.82 

(0.30) 

10.42 

(0.47) 

11.32 

(0.21) 

Small travel 

group 

7.86 

(0.57) 

16.78 

(0.08*) 

12.70 

(0.48) 

-21.07 

(0.03) 

-8.61 

(0.61) 

9.78 

(0.53) 

-11.61 

(0.31) 

10.24 

(0.28) 

Compulsory 10.27 19.74 7.86 6.55 7.91 8.21 10.49 11.54 
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medical 

facility 

(0.51) (0.04**

) 

(0.67) (0.71) (0.58) (0.47) 

 

(0.40) (0.27) 

Money 

spending for 

health and 

hygiene  

-6.72 

(0.39) 

-12.65 

(0.29) 

-19.53 

(0.07*) 

7.81 

(0.53) 

9.19 

(0.35) 

-7.62 

(0.41) 

6.22 

(0.73) 

8.71 

(0.46) 

Food service 

by the hotel 

7.65 

(0.31) 

19.86 

(0.05**
) 

26.32 

(0.03**
) 

9.72 

(0.51) 

11.65 

(0.28) 

-10.85 

(0.31) 

14.66 

(0.16) 

-9.63 

(0.42) 

Own mask 

carry 

12.92 

(0.24) 

16.87 

(0.09*) 

-21.99 

(0.04**

) 

11.94 

(0.21) 

17.09 

(0.09*) 

7.36 

(0.41) 

11.83 

(0.37) 

8.74 

(0.31) 

„*‟ significant, „**‟ Moderately significant, „***” Very high significant. 

 

      Short duration tour preference is slightly significantly dependent on the gender (p-value 

=0.07), monthly income (p-value =0.09) and pre-covid tour frequency (p-value =0.04). 

Monthly income (p-value =0.06) and pre-covid tour frequency (p-value =0.09) have slight 

significant influence on rail transportation. Online booking preference depends on age (p-

value=0.08), locality (p-value =0.04), monthly income (p-value =0.05), pre-covid travel 

frequency (p-value =0.03). Preference for at least two times room cleaning is significantly 

associated with gender (p-value =0.03), monthly income (p-value =0.09) and pre-covid travel 

frequency (p-value =0.05). Small travel group, hotels with basic medical facility dependent 

only on age (p-value =0.08 and 0.04 respectively) and extra money spending on hygiene 

choice depends on gender (p-value =0.07). Accommodation with own canteen preference is 

significantly influenced by age (p-value =0.05) and gender (p-value =0.03). Own mask 

preference is associated with gender (p-value =0.04), age (p-value =0.09) and marital status 

(p-value =0.09). Monthly income, gender, pre-covid travel frequency have influence on most 

of the preferences during new normal condition. 

 

5. Conclusion, Implictions and Limitations 
COVID-19 pandemic has strike the tourism industry all over the world. The priority and 

preferences for the future tourists would have been changed minding the new normal 

situation. Following the previous literature (Li and Hudson, 2016; Tripathi and Siddiqui, 

2010) this study uses conjoint analysis to identify the most desirable combination of choices 

related to new normal tourism facilities. To minimize the social contact online booking has 

now preferred as found in the study of Tripathi and Siddiqui (2010). Similar in findings from 

OECD report (2020) this study also found that travel in small group and remote tourist 

destinations are major preferences after this pandemic. In line with Nazneen et al. (2020), this 

study shows that rail transportation is most preferable being spacious and airy since hygiene 

and safety perception will play a significant role in travel decisions in post-COVID-19 times. 

This pandemic has changed the lookout of the society towards safety protocol. Now not only 

material security but health safety would be taken as mainstream agenda. Similar in findings 

with previous literature (Bagnera et al., 2020; Jain, 2020a; Nazneen et al., 2020), this study 

has also identified hotel cleanliness protocols, hygiene maintenance, extra spending on 

hygiene are the major preferences. Room cleanliness has been estimated to score highest 

importance value. In house restaurant facility and basic medical assistance in hotel are 

welcomed by the respondents as found in the literature (Baber et al., 2016; Jain, 2020b).    

      Validity of the conjoint model has been checked. Logistic regression identified the factors 

that influence the preference attributes. Monthly income, gender, pre-covid travel frequency 

as predictors have influence on most of the preferences including choosing accommodation 

with cleanliness protocol; tour duration and transportation; own canteen facility; medical 

assistance during new normal condition which is similar in findings of Tripathi and Siddiqui 

(2010) and Qui et al. (2020). In line with Tripathi and Siddiqui (2010) this study found 
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younger generation being more technically savvy, are enjoying greater comfort level using 

online booking mode. The logistic regression indicates that there is a possibility that the 

utilities may sensitive to the socio- economic background of the respondents. 

      This study would help the tourism industry to think over the new preferences and provide 

better service to satisfy the tourist. This study may highlight a few policy recommendations so 

that tourism authority can design customized tourism packages. Firstly, all the destinations 

should ensure and enhance hygiene and physical distancing. Travellers will need to be 

reassured of the safety of travelling for which government need to look after issues terms of 

safety, hygiene, testing, and procedures. Second, keeping social distancing in mind, the 

restaurants have to maintain minimum distance between tables. Third accessibility, 

connectivity and transport should be high on the agenda just as accommodations, restaurants 

ensuring the safety of passengers and personnel. To recover the economic lag, air 

transportation should give more focus on making physical distancing, the use of masks and 

the respect of health indication mandatory. Fourth, with the strike of second wave and 

expecting the third to come, regaining the confidence of the tourists even after the end of this 

pandemic would be most challenging. Tourism authority of each state along with local 

community must have to be prepared with safety preferences and sustainable tourism strategy.   

      This work has few restrictions. The data have been collected using Google form and 

thereby the samples are not entirely random. Another drawback of this paper is that it did not 

cover all the parts of India. There may have some differences in opinions of the people of 

eastern part of India with the other parts. This paper has considered ten attributes of 

preference for new normal tourism. But there may have some more attributes that influence 

the preferences for tourism. Another limitation of this paper is that it is difficult to conduct 

conjoint analysis with more than three levels of any factor if the number of factor is large. 
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