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Abstract

Since the Internet has been shown in recent literature to be a pervasive system in tourism
it is important to understand its roles in more detail. The basis for this study regarding to
the Internet is an important information source for participants in tourism and, as such,
figures prominently in various tourism decision-making processes. From this, the goal in
order to develop e-tourism, stakeholders have to examine the use of the Internet as a
marketing tool in tourism in Tripoli of Libya. In addition to the importance of attitudes
toward the behavior in question, some of these studies have found subjective norms to
also be important, while others have found perceived behavioral control to also be
important. This study demonstrates the increased power of the TPB over the simple
TRA. As more and more studies of Internet purchasing behavior and its antecedents are
done within the TPB framework, we are more able to discover and confirm which
antecedents are most important, helping us build a robust theory of Internet behavior.
From a practical perspective, as a cumulative body of work on Internet purchasing
emerges, it will be better able to advise vendors on the elements they need to address in
order to increase their Web site traffic. In this study, the one area of findings that may
help Web merchants the most concerns trust. It has been found that beliefs about the
trustworthiness of the Internet as a channel for conducting personal business were
associated with positive attitudes toward Internet purchasing, and these positive attitudes
were in turn associated with actual purchasing behavior on e-Tourism.
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The Internet’s increased popularity has had a major impact on the tourism industry over
a relatively short period of time. In the beginning, travel suppliers went on-line to
provide information (Jiang 2006). Now, major on-line travel sites are much more likely
to offer Internet-savvy consumers booking options which can go beyond simple
transactions such as point-to point air, hotel reservations and tourism destination. In fact,
travel packages are accounting for an increased share of on-line business in tourism

industry.

Today, advances such as booking meeting venues online and paying for events through
secure credit card processing are a convenience both planners and attendees regularly
enjoy. To streamline the planning process, today’s online registration technology
automates repetitive manual tasks and makes it easier for planners to deal with large

amounts of information (Jiang 2006).

Event registration, for example, migrated from sole reliance on fax registrations and
phone confirmations to the conveniences of online registration and Web based data
management tools. Automated, real-time reporting processes give planners the power to
track meeting logistics, analyze financials and evaluate event results across multiple
meetings and departments. These tools simplify a long, complex procedure that could
otherwise take anywhere from days to weeks to complete. Today’s online registration
solutions can even serve as a central repository for all event planning needs by merging

with existing databases, such as CRM or financial systems (Slevin, 2007).
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