International Journal of Advanced Research in Commerce, Management & Social Science (IJARCMSS)
ISSN :2581-7930, Impact Factor : 7.270, Volume 08, No. 02(I), April-June, 2025, pp 41-46

Role of Social Media in Promoting Tourism: A Study on Selected Tourist
Locations in Telangana

G. Amaravathi”
Assistant Professor of Commerce, Government Degree College for Women (A), Nalgonda, Telangana, India.
*Corresponding Author: amaravathigunti@gmail.com

ABSTRACT

Tourism is one of the most promising and dynamic industries in the world. The rapid advancement of
digital technology and the widespread adoption of social media have significantly transformed the travel
and tourism sector. This study explores the role of social media in promoting tourism in the Indian state of
Telangana, focusing specifically on selected tourist destinations such as Ramappa Temple, Ramoji Film
City, Charminar, Luknavaram, and Yadadri Temple. Social media platforms have changed how travelers
discover, assess, and choose destinations, accommodations, transportation, dining, attractions, and
leisure activities. The study employs a quantitative approach, using survey questionnaires to collect data
from domestic and international tourists. Three key hypotheses were tested through multiple regression
and ANOVA to analyze the influence of social media content on tourists' decision-making processes.
Findings indicate that user-generated content, influencer promotions, and official tourism campaigns
significantly impact tourist preferences and behaviors. The study offers insights for tourism marketers,
policymakers, and destination management organizations on strategically leveraging social media for
destination branding and visitor engagement.

Keywords: Social Media, Tourism Promotion, Travel Decisions, Destination Choice, ANOVA, Multiple
Regression.

Introduction

Tourism is one of the most promising and dynamic industries in the world. Tourism has emerged
as one of the fastest-growing sectors globally, significantly contributing to economic development,
employment generation, and cultural exchange (UNWTO, 2022). In recent years, the role of social media
in promoting tourism has gained prominence, fundamentally transforming how tourists seek information,
plan trips, and share experiences. Social media platforms such as Instagram, Facebook, YouTube,
TikTok, and TripAdvisor have become central to the travel decision-making process, enabling travelers to
access user-generated content, visual storytelling, peer reviews, and influencer recommendations
(Kaplan & Haenlein, 2010; Xiang &Gretzel, 2010).

The shift from traditional media to digital and social platforms has led to more interactive and
personalized travel marketing. Tourists no longer rely solely on travel agencies or official brochures;
instead, they are inspired by images, reels, blogs, and shared experiences of others online. This has
amplified the power of social proof, where travelers’ decisions are influenced by content perceived as
authentic and relatable (Fotis, Buhalis, & Rossides, 2012). Social media generates destination
awareness and facilitates planning, choosing services, and validating decisions before and during travel.

In the Indian context, Telangana has emerged as a vibrant destination, offering a blend of
heritage, spirituality, nature, and modern tourism infrastructure. As the state government emphasizes
digital tourism promotion through campaigns and official handles, understanding how social media
influences tourist behavior in Telangana becomes particularly relevant. While national and international
studies have examined digital media's role in tourism promotion, there remains a gap in localized
research, especially in emerging regions like Telangana.
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Review of Literature

Social media platforms have evolved into powerful tools for influencing tourist behaviors. Leung
et al. (2013) identified social media as a transformative agent in travel decision-making, acting not only
as an information source but also as a space for peer interaction and social validation. Social media
enables travelers to share real-time experiences and post-trip feedback, increasing the reach and
credibility of travel content (Miguéns et al., 2008).Tussyadiah and Fesenmaier (2009) explain that mobile
technology and social networks have blurred the lines between content creators and consumers, making
social influence instantaneous and pervasive. In developing contexts such as India, social media also
democratizes tourism promotion by enabling small-scale operators and lesser-known destinations to gain
visibility (Chatterjee & Kar, 2018).The growing use of influencers, destination-specific hash tags, and
visually immersive content like 360-degree videos and augmented reality features has further expanded
the role of social media in the tourism landscape (Mariani, Di Felice, & Mura, 2016).

The literature on tourism and digital marketing has consistently highlighted the transformative
power of social media on traveler behavior. Social media serves as both a marketing and decision-
support tool, particularly through user-generated content (UGC) that fosters credibility and authenticity
(Ayeh, Au, & Law, 2013). UGC is more trusted than official promotional content because it reflects real
experiences, which help travelers evaluate destinations more accurately. Xiang and Gretzel (2010)
emphasized that social media influences not just the search for travel information but also the way
information is consumed and interpreted. Their study found that travelers rely heavily on peer opinions
and visual media when considering travel destinations. Similarly, Munar and Jacobsen (2014) noted that
visual UGC, such as photos and videos, significantly impacts tourists' emotions, intentions, and
perceptions.

Kaplan and Haenlein (2010) defined social media as a group of Internet-based applications built
on Web 2.0 principles that allow the creation and exchange of content. This foundational definition has
shaped the discourse on how travel marketing and engagement are structured in digital environments.
Gretzel, Sigala, Xiang, and Koo (2015) expanded on this by stating that social media plays multiple roles
in tourism: inspiration, planning, decision-making, and sharing of experiences post-trip. Sigala, Christou,
and Gretzel (2012) highlight that user-generated content offers authentic, experience-based insights that
surpass traditional advertising in perceived reliability. Similarly, Zeng and Gerritsen (2014) argue that
social media provides a co-creative platform where tourists and destinations interact dynamically,
fostering stronger emotional engagement with places.

Hudson and Thal (2013) proposed a framework describing the “path to purchase” influenced by
social media, highlighting how travelers are increasingly discovering destinations on platforms like
Instagram and Pinterest. In the Indian context, Kumar and Kumar (2021) observed that Indian tourists are
significantly influenced by influencer marketing, online reviews, and destination-specific hashtags. Their
findings are particularly relevant for regional destinations like Telangana, where social media visibility can
lead to increased footfall. Furthermore, studies have categorized the roles of social media into distinct
functions. According to Yoo and Gretzel (2011), social media acts as a facilitator for travelers to generate
and validate their travel plans, serving as both a Need Generator and an Approver of decisions. These
roles are critical in understanding the psychological underpinnings of travel-related choices in the digital
age.

Despite the growing body of literature, most studies focus on international tourism or large
metropolitan areas, with limited emphasis on emerging destinations in Indian states like Telangana. This
gap underscores the need for a localized study that investigates the types of content that resonate with
Indian tourists and the specific platforms they trust during various phases of travel planning. To fill this
research gap, this study explores the role of social media in promoting tourism in the Indian state of
Telangana, focusing specifically on selected tourist destinations such as Ramappa Temple, Ramoji Film
City, Charminar, Luknavaram, and Yadadri Temple. These five places were selected to experience
Telangana’s diverse offering of visits, such as Indian heritage & culture, historical monuments, theme
parks, flora & fauna, and spiritual. It investigates how different types of social media content influence
tourists’ choices regarding destination, transport, accommodation, food and dining, attractions, and
leisure activities. Furthermore, it examines the functional roles that social media play in the overall travel
decision-making process, contributing valuable insights for tourism marketers, policymakers, and content
creators in the region.
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Methodology
Research Design

This study adopts a quantitative research design to examine the role of social media in
promoting tourism. The primary objective is to assess how social media influences tourists' choices
across key travel components: destination, transportation, accommodation, dining, attractions, and
shopping/recreational activities. The study also evaluates which types of content have the most impact
and the various functional roles that social media plays in the tourist decision-making process.

Objectives

. To examine how social media impacts tourist decision-making across various travel elements,
such as destination selection, transport options, lodging, dining preferences, sightseeing
choices, and recreational activities.

. To investigate the varying influence of different types of social media content, such as images,
user reviews, influencer posts, and short-form videos, on tourists’ travel decisions.

. To assess tourists’ perceptions regarding the credibility, relevance, and engagement level of
Telangana Tourism’s official social media platforms and digital campaigns in influencing their
travel planning.

Hypotheses

Hi: Social media significantly impacts tourist decision-making across various travel elements, such
as destination selection, transport options, lodging, dining preferences, sightseeing choices, and
recreational activities.

Hoz: The type of social media content, such as visual imagery, reviews, influencer posts, and short
videos, has a differential influence on tourists’ choices.
Ha: Tourists perceive the Telangana tourism department's social media platforms and digital

promotions as credible, informative, and engaging, which meaningfully contributes to shaping
their travel preferences.

Research Approach

To gather quantitative insights, a structured online survey was conducted among visitors at
popular tourist destinations, such as Ramappa Temple, Ramoji Film City, Charminar, Laknavaram, and
Yadadri Temple. Participants were selected based on their recent leisure travel experiences and their
use of social media in planning or making travel-related decisions. The responses obtained were
subjected to statistical analysis to evaluate the formulated hypotheses.

Sampling

The study focuses on individuals aged 18 and above who have taken part in leisure travel over
the past year and have utilized social media concerning their travel activities. A purposive non-probability
sampling method was adopted for this research. Respondents were approached through social media
networks and online travel forums. The intended sample size is 250 participants, which is expected to
provide adequate data for meaningful statistical evaluation.

Instrumentation

Data for the study was gathered through a structured online questionnaire divided into five
sections:

. Demographic Information: Includes details such as age, gender, nationality, income level,
education, and frequency of travel.

. Social Media Engagement: Covers platforms used, frequency of use, interaction levels, and
the degree of trust in shared content.

) Impact on Travel Components: Utilizes Likert-scale items to assess how social media affects
decisions concerning destination selection, transport options, lodging, dining preferences,
sightseeing choices, and recreational activities.

. Content Type Preferences: Examines travelers' favored content forms (e.g., photos, reviews,
influencer posts, and short videos) that influence their travel decisions.



44 International Journal of Advanced Research in Commerce, Management & Social Science (IJARCMSS) - April-June, 2025

. Perception of Official Campaigns: Measures respondents’ opinions on the effectiveness and
appeal of official tourism-related social media campaigns using a Likert scale.

The questionnaire was designed based on existing literature and previously validated
measurement tools. A pilot test involving 20 participants was conducted to refine the questionnaire and
assess its internal consistency using Cronbach's Alpha.

Data Analysis and Interpretation

Descriptive statistics were applied to present an overview of respondents' demographic profiles
and highlight general patterns in the data. To evaluate the proposed hypotheses, inferential techniques
such as ANOVA and multiple regression analysis were employed. The findings derived from the
structured questionnaire form the basis for the following analysis and interpretation aligned with the three
research hypotheses.

. Hypothesis 1 (H1): Social media significantly impacts tourist decision-making across various
travel elements, such as destination selection, transport options, lodging, dining preferences,
sightseeing choices, and recreational activities.

Table 1A: ANOVA Test for Impact of Social Media Travel Elements on Tourists’ Decisions

Source Sum of Squares df Mean Square F-value P-value
Between Groups 18.546 5 3.709 5.821 0.000
Within Groups 215.326 244 0.883
Total 233.872 249
Table 1B: Multiple Regression for Impact of Social Media Travel Elements on Tourists’ Decisions

Travel Component Unstandardized Coeff. (B) Std. Error t-Statistic P-value
Constant 1.102 0.198 5.566 0.000
Destination Selection 0.342 0.060 5.700 0.000
Transport Option 0.298 0.065 4.585 0.000
Lodging Selection 0.301 0.062 4.855 0.000
Food and Dining 0.287 0.061 4.705 0.000
Attractions Visited 0.276 0.063 4.381 0.000
Shopping and Recreation 0.263 0.064 4.109 0.000
R 0.689
R? 0.474
Adjusted R? 0.468

The results of the ANOVA (Table 1A) reveal a statistically significant difference (F = 5.821, p <
0.001), suggesting that social media exerts varying levels of influence across different travel-related
aspects. Additionally, the multiple regression analysis (Table 1B) accounts for 47.4% of the variation in
tourist decision-making (R2 = 0.474), indicating a strong explanatory power. All travel components,
including destination selection, transport option, lodging selection, food &dining, attractions visited, and
shopping& recreation, showed significant positive relationships with social media usage (p < 0.001).
Destination selection shows the strongest impact (B = 0.342), followed by lodging selection and
transportation. These findings support the proposed hypothesis and are consistent with prior research by
Fotis et al. (2012) and Yoo & Gretzel (2011), which highlight the role of social media as an influential tool
in travel planning and decision-making.

. Hypothesis 2 (H2): The type of social media content, such as visual imagery, reviews,
influencer posts, and short videos, has a differential influence on tourists’ choices.

Table 2A: ANOVA Test for Influence of Social Media Content on Tourists’ Choices

Source Sum of Squares df Mean Square F-value P-value
Between Groups 22.784 3 7.595 6.124 0.000
Within Groups 307.155 246 1.249
Total 329.939 249
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Table 2B: Multiple Regression for Influence of Social Media Content on Tourists’ Choices

Content Type Unstandardized Coeff. (B) Std. Error t-Statistic P-value
Constant 1.218 0.219 5.563 0.000
Visual Imagery 0.276 0.066 4.182 0.000
Influencer Posts 0.321 0.070 4.586 0.000
Reviews 0.299 0.068 4.397 0.000
Short Videos/Reels 0.338 0.065 5.200 0.000
R 0.704
R? 0.496
Adjusted R? 0.489

The findings from the ANOVA test (Table 2A) indicate a significant variation in the influence of
different content types on travel-related choices (F = 6.124, p < 0.001). The regression analysis (Table
2B) supports this, revealing a strong explanatory power with an R2 value of 0.496, suggesting that nearly
half of the variance in decision-making can be attributed to the nature of the content viewed. Short
videos/Reels emerged as the most influential factor (B = 0.338), followed closely by content shared by
influencers (B = 0.321), then user-generated reviews (B = 0.299), and visual content also contributed
significantly (B = 0.276).Short videos/Reels underscoring the rising influence of platforms such as
Instagram Reels, YouTube storytelling, and Facebook. These results are consistent with previous
research by Xiang and Gretzel (2010), which emphasized that different media formats affect decision-
making in distinct ways, with visual and influencer content standing out as particularly compelling.

. Hypothesis 3 (H3): Tourists perceive the Telangana tourism department’'s social media
platforms and digital promotions as credible, informative, and engaging, which meaningfully
contributes to shaping their travel preferences.

Table 3A: ANOVA Test for Tourists’ Perceptions on Official Efforts

Source Sum of Squares df Mean Square F-value P-value
Between Groups 16.902 2 8.451 6.817 0.001
Within Groups 305.098 247 1.235
Total 322.000 249

Table 3B: Multiple Regression for Tourists’ Perceptions on Official Efforts
Campaign Feature Unstandardized Coeff. (B) | Std. Error t- Statistic P-value
Constant 1.304 0.226 5.770 0.000
Credible in Official Content 0.354 0.066 5.364 0.000
Perceived Informative 0.311 0.069 4.507 0.000
Engagement with Campaigns 0.327 0.068 4.809 0.000
R 0.686
R? 0.471
Adjusted R? 0.464

The ANOVA results (Table 3A) reveal a significant difference in how travelers perceive official
tourism campaigns (F = 6.817, p = 0.001). The corresponding regression analysis (Table 3B) shows that
official social media initiatives explain 47.1% of the variance in travel-related decision-making (R? =
0.471). Each of the three examined factors, credibility (B = 0.354), user engagement (B = 0.327), and
perceived informative (B = 0.311), demonstrates a statistically significant impact (p < 0.001). These
outcomes indicate that travelers not only place confidence in official digital content but also interact with it
and use it to guide their travel planning. This aligns with the digital path-to-purchase model proposed by
Hudson and Thal (2013), which highlights the pivotal role of official content in shaping awareness,
planning, and booking decisions.

Overall, the findings support the underlying research model and provide valuable implications
for tourism authorities, service providers, and digital marketers seeking to enhance engagement and
influence travelers across different stages of their journey.
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Conclusion

The study emphasizes the significant impact of social media on tourism marketing and
consumer behavior. Social media platforms not only provide information and inspiration but also play an
active role in influencing tourists' decisions at every stage, from initial planning to post-travel sharing. In
Telangana, digital engagement strategies such as visual storytelling, influencer collaborations, and
official campaigns are proven to effectively attract tourists and enhance their overall travel experience.

For tourism stakeholders, including government bodies, destination marketers, and local
businesses, it is crucial to invest in high-quality, genuine, and interactive content to stay competitive in
the digital era. Additionally, fostering trust through credible and engaging official content can greatly
improve the success of tourism promotion efforts.

Future studies could expand this framework by examining its applicability to international tourists
or by comparing the impact of social media across different regions in India to offer broader insights.
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