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Abstract: India's exquisite and vibrant culture, heritage, traditions attract people from all over the world, 

making tourism a fast-growing industry that opens up diverse economic and social well-being. most of the 

tourists and travelers. The aim of our project is to facilitate a one-stop solution. The journey is hassle-free 

for users. Now a day when everyone loves to travel and discover new places, we try to help them and make 

their job easier by using this site. After that, we get information about their health status such as their illness 

or blood pressure and by analyzing this data we choose which location is good based on their medical 

condition and also give them some suggestions to carry their basics. needs using a machine learning 

algorithm. 
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