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Abstract

Social media marketing has become one of the most powerful marketing tools in the tourism and hospitality industry.
Digital platforms are becoming the primary sources of destination knowledge, planning, reviews, recommendations, and
travel experiences for travellers. Tourism in the state of Rajasthan has grown immensely, especially with the aid of
digital marketing, for its rich cultural heritage, Palaces, forts, deserts, fairs and festivals. This study aims to analyze the
effect of social media marketing on the tourist attractions of tourist destinations in Rajasthan. The data used in this
research comprises primary data collected from 200 tourists through a well-structured questionnaire. The data was
analyzed using statistical techniques: correlation analysis, chi-square test, and regression analysis. The results showed
that social media has a significant impact on tourists' decision to visit the destination, tourist planning behaviour, and
their perception of Rajasthan. Instagram, YouTube, Facebook and travel blogs proved to be the most influential. The
study suggests that the tourism authorities and industry in all the states of Rajasthan must enhance their digital marketing
initiatives to boost destination branding and engagement with tourists. This is because the use of social media platforms
is becoming increasingly vital for the tourism sector, especially in developing a destination image. The reason is that
social media marketing is now more important than ever in the tourism industry, particularly when it comes to creating
a tourist image of the destination.

Keywords: Social Media Marketing, Tourism, Rajasthan, Destination Choice, Tourist Attraction, Digital Marketing

1. Introduction

Tourism is a major pillar of the global economy and serves as a critical driver of employment and cultural preservation.
Rajasthan has the most visited destination in India and leverages its rich culture, historical monuments, traditions,
deserts, handicrafts, and royal heritage to attract global tourists. Digital communication has a huge impact on the tourism
industry. Rapid growth of digital communication has fundamentally altered customer behaviour, travel planning and
shifted the traditional pattern of information search towards social media-centric attractions (Rathore et al., 2017)

Social media platforms are a key marketing tool with a huge impact on tourists' perceptions, attitudes and decision to
travel. These days, visitors to travel websites look for travel information on the internet, watch videos, read reviews,
compare places and share their travel experience through social networking websites. Social media marketing is the
creation of content, interaction online, word of mouth communication, and advertising, performed via digital platforms
to promote products, services, and destinations. Social media can help build an emotional bond between the destination
and tourists, and improve the visibility of a destination worldwide in tourism. Over the course of the last few years,
Rajasthan Tourism has followed the path of digital marketing strategies to boost the inflow of domestic and international
tourists from the state. In the past few years, the organization has increasingly turned towards digital marketing to draw
domestic and foreign tourists into the state. Influencers like Instagram, Facebook, YouTube, Twitter (X), Pinterest,
WhatsApp, travel blogs and travel review websites play a significant role in the promotion of tourism.

The present study aims to explore the effect of social media marketing on tourist attraction and destination choice in the
tourist area of Rajasthan.

2. Social Media as an Information Source for Tourists:

Before the revolution of digital media, tourists relied heavily on brochures, travel agents and word-of-mouth from
personal networks. (Kaplan and Haenlein, 2010) Social media is an internet-based application enabling the creation and
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exchange of user-generated content. Within this, platforms including Instagram, YouTube, Facebook, and TikTok have
emerged not merely as communication tools but as powerful mediators between destinations and prospective visitors
(Tussyadiah & Fesenmaier, 2009). There are key Social Media platforms used for tourist attraction and destination
choice by tourists:

Facebook The world’s biggest social networking site. Facebook is being used to promote
their destination, market events, advertise their travels, engage with their
customers and tell the story of their travels.

Instagram Highly influential in the pre-trip phase for destination selection.

YouTube
Twitter (X)
Whatsapp
Pintrest

Travel blogs and review sites are among the most effective ways to market your hotel.

The travel blogs are a great source that has a great impact on tourist decisions, as well as TripAdvisor, Google Reviews
and travel forums. Positive reviews and traveller experiences boost the credibility and appeal of destinations.

3. Review of Literature

(Vijay, 2025) Modern marketing strategies have had a positive impact on the competitiveness of tourism, with the
incorporation of digital technologies, customer engagement and data-driven decision making. Cultural diversity,
hospitality, heritage attractions and quality of services have influenced the perceptions of foreign tourists regarding
India. Positive sides have improved the image, and negative sides have impacted the destination image to infrastructure
and cleanliness (Kaurav et al., 2024).

Policies should be strengthened to improve destination management, services offered to tourists and the promotion of
genuine cultural experiences to improve the competitiveness and sustainable tourism development in Indian Tourist
Destinations (Kaurav et al.,2024). Innovative promotional tools and personalized marketing approaches used by tourism
organizations will help them position themselves better in the market and satisfy tourists (Vijay, 2025). Use of social
media marketing is beneficial for promotional and communication strategies for the tourism business. (Kumar et
al.,2024)

Social media platforms have significant network to promote and plan of tourism destinations. The influence of digital
engagement with tourists, online reviews and visual content on their travel decisions and destination preferences were
strong (Kumar et al. ,2024). Social media strategies are successful in improving the visibility of destinations, interaction
with customers and brand image.

Chandel et al. (2023) The findings of the research showed that the advanced geospatial technologies successfully
identified sustainable ecotourism opportunities in western Rajasthan. The study concluded that GIS and remote sensing
techniques have been used to enable environmental assessment, resource mapping and tourism planning. It emphasized
that ecotourism development could bring in the economic benefits without compromising on ecological balance and
cultural heritage. The results proposed the implementation of sustainable management and technology to guarantee the
sustainable development of the tourism sector and its conservation in the region for the future.

Rawal and Soni (2022) The book has ended up that tourism and hospitality research has now become a vital component
in comprehending the tourism industry trends, consumer behavior, and management issues. It highlighted how
systematic research methods could help to inform effective decision making and policy making in the tourism sector.
The authors pointed out that qualitative and quantitative research methods have helped to enhance the quality of service,
customer satisfaction and organizational performance. The study also indicated that the continuous research in academia
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has contributed to the strengthening of innovation and sustainable development in the field of tourism and hospitality
management.

4. Objectives of the Study:

o To study the effect of Social Media Marketing on tourist attractions in Rajasthan.

o To determine social media platforms that are most influential on destination choice.
o To analyze the tourists' behaviour regarding travel information on social media.

o To assess the link between social media content and travel choices.

5. Hypotheses

HI Social media marketing significantly influences tourist destination choice in Rajasthan.
H2 There is a significant relationship between social media engagement and tourist attractions.

H3 Online reviews significantly affect tourists’ travel decisions.
6. Research Methodology

The present study adopts a descriptive and analytical research design, aiming to examine how social media shapes tourist
behaviour and destination image, and online reviews affect destination choice in Rajasthan. The research followed a
quantitative approach as the primary method of inquiry. The primary data were collected through a structured
questionnaire from tourists (Domestic as well as International) who visit the main tourist centres of Rajasthan, such as
Jaipur, Udaipur, Jodhpur, Jaisalmer and Pushkar. While secondary data were from Journal articles, books, government
tourism reports, and official websites. The respondents of the study were 200 tourists using a purposive sampling
technique. The collected data was analyzed using statistical tools such as descriptive statistics, Chi-Square test and
correlation and regression analysis.

7. Data Analysis and Interpretation

The demographic study of 200 respondents provides information on the influence of social media marketing on tourist
attractions and the selection of tourist destinations in Rajasthan. Both males and females actively engaged in digitally-
influenced travel decisions, with 54.5% male and 43.5% female respondents. The majority of the respondents were aged
between 18 and 25 years and 26 and 35 years, accounting for 65% of the sample, thus supporting the idea that social
media plays a significant role among younger travellers. In terms of education, a significant number of respondents were
undergraduates and postgraduates, indicating that educated people are more inclined to access online tourism content.
The largest occupational groups consisted of students and private employees, indicating that social media is used by
youth and working adults. In addition, middle-class respondents were more likely to be using digital platforms for travel
planning. A large proportion (83.5%) had already been in Rajasthan, which meant that they had the right kind of tourism
experience to assess the impact of social media marketing on destination choice.

Table 1: Most Influential Social Media Platform for Tourism Decisions

Social Media Platform Number of Respondents Percentage
Instagram 72 36%
YouTube 48 24%
Facebook 36 18%

Travel Blogs/Reviews 28 14%
Twitter (X) 10 5%
Pinterest 6 3%

Total 200 100%
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Table 1 shows that Instagram is seen to be the most influential platform affecting tourists' decisions. 36% of the
respondents mentioned that Instagram influences their decision, followed by YouTube (24%) and Facebook (18%). It
means that a picture is the king of marketing in the tourism industry.

Regression Analysis for Social Media Marketing and Tourist Attraction

A simple linear regression analysis was carried out to examine the effect of social media marketing on tourist attractions.

Table 2: Regression Results

Variables Beta Coefficient () | t-value p-value
Social Media Marketing — Tourist Attraction 0.82

Model Summary Value

R 0.82

R2 0.67 11.42 0.000
Adjusted R? 0.66

F-value 130.41

Significance (F) 0.000

The regression results indicate that social media marketing has a significant positive impact on tourist attraction and
tourist choice of destination. The value of R*=0.67 means that about 67% of the variation in tourist attraction is accounted
for by the social media marketing factors. A beta coefficient of 0.82 (strong positive effect) means the relationship is
strongly positive. Based on the p-value, the regression model is statistically significant with a p-value < 0.05. Hence,
the hypothesis Hi, ‘Social media marketing has a significant effect on the selection of tourist destinations in the state of
Rajasthan’ is accepted, and it concludes that social media marketing has an impact on the selection of tourist destinations
in the state of Rajasthan.

Table 2A: Correlation Between Social Media Engagement Factors and Tourist Attraction

Variables Correlation Coefficient (r) | p-value | Significance
Social Media Interest and Tourist Attraction 0.81 0.000 Significant
Social Media Advertisements and Travel Decisions 0.78 0.001 Significant
Photos/Videos and Tourist Motivation 0.84 0.000 Significant
Influencer Recommendations and Destination Choice | 0.75 0.002 Significant
Positive Image Creation Through Social Media 0.80 0.000 Significant

The correlation coefficients show that there is a strong positive correlation between social media engagement factors
and tourist attractions. The highest correlation was obtained between photos/videos and tourist motivation (r=0.84),
which indicates that the photos/videos have a strong effect on the tourists' motivation to visit Rajasthan. All p-values are
< 0.05 and indicate that the relationships are statistically significant. Therefore, the acceptance of H is confirmed, which
indicates that there is a significant relationship between social media involvement and tourist attractions.
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Table 3: Correlation Between Online Review Factors and Tourist Travel Decisions

Variables Correlation Coefficient (r) p-value Significance
Reading Online Reviews Before Travel 0.76 0.001 Significant
Positive Reviews Increase Trust 0.83 0.000 Significant
Negative Reviews Discourage Visits 0.79 0.000 Significant
User-Generated Content More Trustworthy 0.74 0.002 Significant
Social Media Helps in Travel Planning 0.81 0.000 Significant

The results indicate that tourists' travel decisions are highly positively correlated with online reviews. Positive reviews
build tourists' trust in the Rajasthan destinations, while negative reviews reduce the likelihood of tourists visiting the
destinations. The trustworthiness of user-generated content is also high among tourists. All the p-values are <0.05, which
means all relationships are statistically significant.

Thus, it is concluded that Hs is accepted, meaning that tourists' travel decisions are influenced by online reviews.
Regression Analysis for Online Reviews and Travel Decisions

Table 4: Regression Results

Variables Beta  Coefficient | t-value p-value
(B)

Online Reviews — Tourist Travel Decisions | 0.79

Model Summary Value

R 0.79 10.87 0.000

R? 0.62

Adjusted R? 0.61

F-value 118.26

Significance (F) 0.000

The results of the regression analysis show that the level of influence of the online reviews on the tourists' travel decision
is statistically significant. The R? value is 0.62, meaning that 62% of tourists' decision to travel is accounted for by the
factors of their online reviews.

The positive value of the beta coefficient (f=0.79) indicates that positive online reviews have a significant influence on
the tourist visitors to Rajasthan. The model is statistically significant (the p-value is < 0.05).

Table 5: Factors Influencing Rajasthan as a Tourist Destination

Influencing Factor Number of Respondents Percentage (%)
Social Media Promotions 72 36%
Online Reviews 54 27%
Friends/Family Recommendations 38 19%
Travel Agencies 20 10%
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Traditional Advertisements 16 8%
Total 200 100%

The analysis reveals that social media promotion has the highest impact on tourists' decisions to choose a destination in
Rajasthan. Internet reviews are also a big component in developing tourist trust and attraction. The traditional
advertisements have comparatively less influence on the decisions of tourists.

8. Results of the Study

The influence of social media marketing on tourists' decisions to travel to Rajasthan is very strong.
Instagram is the most influential platform because of its visual appeal and influencer marketing.
YouTube travel videos have a key impact on the travel planning process and travel awareness.
Young tourists are more reliant on social media for tourism information.

ositive.
The job of influencer marketing and travel bloggers is a vital one in terms of destination branding.
Digital content is preferred over traditional tourism advertisements by tourists.

1
2
3
4
5. The influence of Online reviews and user-generated content on tourist trust and decision-making is
p
6.
7.

8. Rajasthan gets better visibility in the world for tourism through social media engagement.

9. Discussion

The study has proved that social media marketing is one of the biggest factors affecting tourists' behaviour. The
prevalence of smartphones and internet connectivity has revolutionized the way tourists travel. The digital promotion of
the tourism industry in Rajasthan provides a significant boost to the state's tourism industry, given its cultural and
heritage richness.

Instagram and YouTube were the key platforms, as tourism is highly visual. Beautiful photos, reels, movie shots, and
experiences shared online on the journey draw tourists to a trip. Influencer marketing also contributes to aspirational
travelling behaviours from tourists.

The study also illustrates that the credibility of a destination is significantly influenced by online reviews and
recommendations. Peer experience content is more reliable and credible for tourists as they believe that it is the
experience of others rather than advertisements.

The chi-square analysis indicated that there was a significant difference between the younger and the older tourists and
their perception of the influence of social media. This means that more emphasis should be placed by tourism marketers
on digital engagement tactics for millennials and Gen Z tourists.

The positive relationship between the level of online reviews and the tourist attraction shows that it is vital to keep a
positive online reputation for tourism businesses and the tourism department of the government.

10. Suggestions and Recommendations

Rajasthan Tourism must strengthen its digital presence by significantly increasing investment in targeted online
marketing campaigns and developing high-quality, visually compelling content for platforms such as Instagram and
YouTube. Collaborating with travel influencers and vloggers can further amplify outreach, as these individuals carry
genuine credibility among contemporary travelers. Alongside this, tourism enterprises should produce multilingual
digital content to engage international audiences effectively, while also reinforcing online review management systems
to maintain a consistently positive destination image across digital channels.

Additionally, the adoption of emerging technologies such as interactive virtual tours and augmented reality experiences
can meaningfully deepen tourist engagement by offering immersive previews of Rajasthan's offerings. Social media
campaigns should be strategically designed to celebrate the region's diverse cultural assets, including its festivals,
heritage sites, cuisine, handicrafts, and rural tourism experiences. Furthermore, tourism organizations must cultivate a
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habit of regularly tracking social media analytics to better understand shifting tourist preferences and continuously refine
their digital strategies for greater relevance and impact.

12. Conclusion

Social media marketing has revolutionized the tourism industry, and it plays a crucial role in influencing tourist attraction
and destination choices in Rajasthan. Social media like Instagram, YouTube, Facebook and travel blogs have become
great avenues for destination marketing and travel inspiration. The study shows that the reliance of tourists on digital
media for planning their trips, assessing the destination, and traveling has continued to grow.

The results indicate that social media has a positive effect on tourist awareness, tourist image and tourist intention. In
conclusion, Rajasthan's tourism industry has the potential to become even more globally competitive through the
strategic utilization of digital marketing, collaborations with influencers, and engaging online campaigns.

With more and more tourists traveling digitally, social media marketing will continue to be of great importance in
influencing tourists' minds and propelling Rajasthan into the world-class tourist destination it has aspired to be.

References
1. Vijay, A. (2025). Modern marketing. In Performance and Competitive Advantage in Tourism(pp.363—
378).Springer. https://books.google.com/books?id=pCImEQAAQBAJ
2. Kaurav, R. P. S., Kainthola, S., Baber, R., & Tiwari, P. (2024). Assessing global perceptions of India:

Policy implications drawn from foreign tourism narratives. European Journal of Tourism Research.
https://www.ceeol.com/search/article-detail 7id=1248267

3. Kumar, M., Mathur, D. K., Jain, T. K., & Sharma, L. (2024). Analysis of social media platforms on
tourism destination planning: With reference to heritage hotels in Jaipur, Rajasthan. Journal of Tourism and
Hospitality Research, 12(2), 43-50. https://www.gyanvihar.org/journals/uploads/2024/08/Page-43-to-50.pdf
4. Chandel, R. S., Kanga, S., Singh, S. K., Purin, B., & Orsuli¢, O. B. (2023). Assessing sustainable
ecotourism opportunities in western Rajasthan, India, through advanced geospatial technologies. Sustainability,
15(14), 11473. https://www.mdpi.com/2071-1050/15/14/11473

5. Rawal, Y. S., & Soni, H. (2022). Research in tourism and hospitality management. 4IJR Publisher.
https://www.academia.edu/download/91283088/134 Galley.pdf
6. Tiwari, S., Tomczewska-Popowycz, N., & Gupta, S. K. (2021). Local community satisfaction toward

tourism development in Pushkar region of Rajasthan, India. Sustainability, 13(23), 13468.
https://www.mdpi.com/2071-1050/13/23/13468

7. Qiu, Q., & Zhang, M. (2021). Using content analysis to probe the cognitive image of intangible cultural
heritage tourism: An exploration of Chinese social media. ISPRS International Journal of Geo-Information,
10(4), 240. https://www.mdpi.com/2220-9964/10/4/240

8. Singh, L., & Kumar, K. (2020). Tourist experience in smart city destination of Jaipur (Rajasthan). In
Handbook of Smart Technology Applications in the Tourism Industry (pp. 231-248). IGI Global.
https://www.igi-global.com/chapter/tourist-experience-in-smart-city-destination-of-jaipur-rajasthan/248567

9. Parveen, W. (2018). Tourism marketing in Rajasthan: A case study of Rajasthan Tourism Development
Corporation (Doctoral dissertation, University of Kota).
https://uok.ac.in/notifications/(11)%20Wajeda%20Parveen%20-%20Commerce%20&%20Management.pdf
10. Rathore, A. K., Joshi, U. C., & llavarasan, P. V. (2017). Social media usage for tourism: A case of
Rajasthan tourism. Procedia Computer Science, 122, 751-758. https://doi.org/10.1016/j.procs.2017.11.433

© 2026, IJSREM | www.ijsrem.com DOI: 10.55041/IJSREM62170 | Page 7


http://www.ijsrem.com/
https://books.google.com/books?id=pCJmEQAAQBAJ
https://www.ceeol.com/search/article-detail?id=1248267
https://www.gyanvihar.org/journals/uploads/2024/08/Page-43-to-50.pdf
https://www.mdpi.com/2071-1050/15/14/11473
https://www.mdpi.com/2071-1050/13/23/13468
https://www.mdpi.com/2220-9964/10/4/240
https://doi.org/10.1016/j.procs.2017.11.433

