
Abstract
This study explores the significance of social media as a medium 
to exchange tourist-related information and aid in promoting travel. 
Modern social media tools have transformed how people interact, 
share, collaborate, and communicate. Social media is also a 
valuable platform for knowledge sharing and has become a major 
communication tool that spreads across regions, such as wildfires. 
Tourism is one of the industries that has benefited most from the 
Internet. Additionally, social media will continue to gain relevance. 
This study’s main area was establishing a framework for social 
media for tourism promotion in Himachal Pradesh. This study aims 
to provide insights into the significance of social media as a tool for 
information sharing and promoting tourism. This study was based 
on the secondary information gathered from various sources. 
These findings indicate how social media may have influenced 
travelers’ decision-making or planning to visit Himachal Pradesh 
as a tourist destination.
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on novel and unfamiliar destinations before making their 
ultimate purchasing decision (Fodness & Murray, 1999). 
Social media refers to digital services that rely primarily 
on user-generated materials for their content. According 
to Kaplan and Haenlein (2010) a social media website 
engages with its users by delivering them the information 
they have sought and inviting them to engage with 
other site users. Over three million photographs were 
added to Flickr every day, one million tweets were sent 
on Twitter, and over one million new blog posts were 
created. An average person finds it simple to use social 
media, post content online, upload photos, talk about their 
experiences, and create online communities with people 
who share their interests (Bodnar, 2009). Social media has 
been well-defined as an “internet-based application that 
carries consumer-generated content” (Xiang & Gretzel, 
2010). This content appears across several platforms 
with varying functions, such as blogs, microblogs, and 
social networking sites. The main precursor of ICTs is 
the Internet, and these technologies have now completely 
changed how travellers plan their trips and make 
purchasing decisions. According to Fodness & Murray 
in their Journal of Travel Research (1999), tourists 
frequently invest significant time investigating new and 
unfamiliar locations before making the final purchase 
choice. The travel and tourism business has greatly 
benefited from the use of social media, which is currently 
the most sophisticated and rapidly expanding type of 
online communication technology. In 2011 ‘Copyleft’ and 
‘tourism research 2.0’ were emerging forms and norms of 
knowledge, enabled by Web 2.0 technology and based on 

INTRODUCTION
Over the last decade, the Indian tourism business has 
evolved, giving passengers a wide range of information 
at their fingertips to plan their trips. Users enjoy 
communicating with people with similar likes and dislikes 
on social media, influencing their travel behaviour. 
The Internet is the primary precursor of information 
and communication technologies (ICTs), and it has 
significantly transformed how people plan their trips and 
make purchasing choices. Tourists frequently dedicate a 
substantial amount of time to conducting thorough studies 
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a pluralist epistemology, which present opportunities and 
challenges for tourism research (Liburd, 2012). Websites 
and social media platforms in the tourism sector offer a 
plethora of information about experiences and reviews of 
locations, buildings, amenities, and restaurants (Miguéns 
et al., 2008).

With its long history of depending on word-of-mouth 
marketing, customer reviews, destination reputation, and 
information sharing, the tourism sector is well-positioned 
to take advantage of social media platforms. Several 
studies have demonstrated the significant and measurable 
benefits of integrating social media into Indian tourism 
marketing strategies, including higher visitation rates 
and higher levels of visitor satisfaction, such as the case 
of the “Incredible India” campaign, Atithi Devo Bhava 
(The guest is equivalent to God) campaign, “Bharat 
Darshan” campaign, and “Incredible India 2.0”. Before 
COVID-19, this scheme was amazing for gathering 
inbound tourists from different countries. COVID-19 
has caused a significant loss for the tourism sector, with 
all establishments closed during the year (2020-21). 
Following the COVID-19 outbreak, the Ministry of 
Tourism launched several initiatives to promote travel. 
The “Dekho Apna Desh” campaign the “Namaste India” 
campaign and “YUVA Clubs” are being formed in schools 
and colleges to encourage students to actively engage in 
national tourism marketing. The central government is 
taking these positive steps to increase tourism through 
such initiatives. Similarly, the Himachal state government 
prioritized social media marketing for tourism. As a result, 
many states nationwide depend more on social media as 
a cheap and efficient instrument for marketing their state 
tourism. The ability to promote goods and services by 
engaging in content and dialogue. According to Levinson 
and Gibson (2010), social media is a free platform for 
businesses.

LITERATURE REVIEW

According to Guyer Feuler in 1905, “Tourism is a 
collection of activities, services, and industries that 
deliver a travel experience and include transportation, 
lodging, eating and drinking establishments, retail stores, 
entertainment businesses, and other hospitality services 
provided for individuals or groups travelling away from 
home”. ICTs have changed how travellers plan trips and 
make purchasing decisions, leading to increased research 

(Fodness & Murray, 1999). Some people view tourism as 
a chance to unwind and have fun, whereas others question 
the value of studying and conducting research. For 
others, tourism is a source of employment, a business that 
generates income for millions of people worldwide, and a 
means of subsisting. Therefore, it is critical to thoroughly 
explore, evaluate, and learn. According to Kaplan and 
Haenlein (2010), social media is an umbrella term for 
a variety of Internet-related applications that grow out  
of Web 2.0’s conceptual and technical foundations.  
These programs make it easier to create and share User 
Generated Content (UGC). The way that travellers 
investigate, evaluate, and work together to create 
information about tourism providers and other entities 
within the value chain is changing as a result of the  
synergy between Web 2.0 and social media. Travellers 
are being transformed by this transformative impact 
into consumers who actively promote products made 
in the tourist industry in addition to making purchases. 
As travellers generate User Generated Content (UGC) 
and use social media to access social intelligence, 
they transform into co-producers, co-marketers, and 
co-consumers within the tourist ecosystem (Manap & 
Adzharudin, 2013). Travel and tourism have always 
relied on Word of Mouth (WoM), local travel agencies, 
guides, magazines, and books, but with the emergence 
of the World Wide Web and ICT tools, travellers now 
have broader access to opinions, recommendations, and 
information. Levinson and Gibson (2010) describe social 
media as “a set of tools that are free or nearly free and 
allow marketers and the community to create content and 
meaningful conversation online”’ from the perspective 
of marketers. “Blogs, photo and video sharing websites, 
social networks, audio podcasts, Internet radio, mobile 
social sharing, and communication tools” are a few 
examples of social media. It originally appeared in 
2004, following the development of LinkedIn’s social 
networking applications. The main purpose of these 
applications is to facilitate communication between 
individuals using the Internet to share and debate 
information. Based on this idea, Buhalis, D. (2003) 
created a new model that included supporting industries 
that contributed to the successful operation of tourism 
products. He mentioned institutions such as hospitals, 
local police, infrastructure, and communications. The 
notion of tourism is also related to several travel-related 
factors, such as whether a journey is for business or 
pleasure, how long it lasts, and many other factors. It 
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is crucial to consider the reasons for the journey and 
the traveler’s perspective while defining the principles 
of tourism. The millennial traveller serves as both a 
traveller and a travel agent by using technology to create 
a personalized trip package that meets their preferences 
and demands. This is because of the development of 
e-tourism, which was made possible by the advantages 
offered by various ICTs. As stated by (Buhalis, D., & 
Law, R., 2008), the tourism industry has undergone 
major changes and reached many milestones since the 
development of ICTs. Facebook has been crucial to 
the tourist sector because it has allowed its 1 billion 
members to interact and communicate in one location. 
Facebook now offers users and companies better 
features. Potential tourists use this site to look for travel-
related information, peruse other users’ travel accounts, 
and contact travel agencies directly (Leung et al., 
2013). Owing to these incredible updates by Facebook, 
one study discovered that an increasing number of 
businesses, including those in the travel industry, have 
begun to use Facebook as one of the best platforms for 
social media communication. In the words of Zarrella 
(2010), magazines and newspapers provide consumers 
with expensive content while charging marketers the 
right to include advertisements in the content. Online 
marketing publicity has changed the conventional role 
of “Word-of-Mouth (WOM)” publicity. The presence 
of the Internet, ICT, and social media applications has 
caused a paradigm shift in the way the tourism industry 
operates today. WOM has evolved into e-WOM and 
electronic word-of-mouth.

RESEARCH OBJECTIVES

To examine the current status of Himachal Tourism 
Official Social Media application. 
	 ●	 To investigate how social media helps the state’s 

tourism industry.
	 ●	 To examine and develop tactics that would help 

Himachal Tourism create an effective social media 
strategy for generating tourism businesses.

METHODOLOGY 

Many experts worldwide have confirmed and explored the 
importance of social media in promoting tourism. Social 
media has a significant role in tourism promotion, focusing 
on Himachal tourism websites and various strategies and 

policies adopted by the state government to boost tourism 
in the state through online media. A qualitative study of 
the literature was conducted along with a summary of 
the key terms and features of major social media-related 
studies. The goal of this study is to identify the numerous 
apps that have a significant influence on how tourists 
choose where to vacate. Researchers’ studies, surveys, 
and concepts have studied the debate in the context of 
numerous social media elements that affect tourism and 
will direct the reader to learn more about the location 
via social media platforms, such as vlogs, blogs, and the 
Internet. The researcher provides recommendations for 
further studies.

Scope of the Study

The focus of the study was restricted to Himachal Pradesh 
Tourism, that is, the Himachal Pradesh Department 
of Tourism, and how social media use by tourists and 
tourism organizations improves marketing initiatives in 
the sector. This study examines the value of social media 
in promoting Himachal Pradesh’s tourism. Tourism is a 
key element of the national development plan, potentially 
stimulating growth and job creation. This study aims 
to increase awareness of the use of social media in 
marketing tourism and develop a working relationship 
with the Department of Tourism to aid tourism officials 
in understanding the most effective strategies for using 
social media.

Social Media and Tourism

Social media is a great way to share information that 
engages visitors and promotes travel destinations 
(Chandrasekaran, RV & Annamalai, 2023), particularly  
in how tourists obtain and utilize travel-related 
information (Xiang et al., 2015). Modern travellers prefer 
to use search engines and social media sites to learn 
about available options (Narangajavana et al., 2017; 
Xiang & Gretzel, 2010). Travelers have embraced social 
media to search, arrange, share, and explain their travel 
experiences and stories on blogs (Leung et al., 2013). 
The way individuals plan and book travel, as well as how 
information connected to tourism is disseminated, has 
been completely transformed by the Internet (Buhalis 
& Law, 2008). The growing number of purchases and 
recommendations to other users on social media proves 
that this platform is useful for analysing travellers’ 
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attitudes (Živković et al., 2014). The Internet has created 
new opportunities that have substantially benefited the 
tourism business (Sahoo & Mukunda, 2017) and the 
primary function of the platform is to facilitate the 
posting and exchange of traveller experiences, thoughts, 
and opinions by providing other users with valuable 
information (Xiang & Gretzel, 2010). Social media 
continues to influence communication favourably or 
negatively, depending on the communication style and 
the premeditated issues (Steven M. Edwards., 2011). 
Tourists are now influencers and content creators on 
social media, and tourism destinations are promoted 
there (Kumar et al., 2022). Due to ICTs that facilitate 
both service providers and consumers (tourists), the 
tourism industry has seen an increase in the use of social 
media. According to (Chatterjee & Dsilva, 2021) the 
study identified in order to maximise awareness and 
marketing of various sustainable tourism products on 
social media platforms.

Importance of social media in the tourism industry-
	 ●	 Marketing and Promotion: Social media platforms 

are effective marketing tools for tourist and 
hospitality organizations. They enable organizations 
to access a large audience, raise brand awareness, 
and successfully promote their products and 
services. 

	 ●	 User-Generated Content and Reviews: Social media 
platforms encourage users to submit images, videos, 
and reviews of their trip experience. User-generated 
content (UGC) provides vital social evidence and 
influences the decision-making processes of future 
travellers. 

	 ●	 Customer Engagement and Communication: Social 
media makes it easier to communicate with and 
engage with customers. Travellers can contact 
businesses to ask inquiries and learn more about 
locations, lodgings, and experiences. 

	 ●	 Influencer Marketing and Destination Promotion: 
social media has changed how places are promoted. 
Influencers and content artists with large followings 
on platforms such as Instagram, YouTube, or TikTok 
can promote destinations, activities, and experiences 
to their followers. 

	 ●	 Market Research and Insights: Social media 
platforms provide useful information and insights 
into travelers’ preferences, behaviours, and trends. 
Tourism and hospitality companies can use social 
media data to better understand client sentiments, 

identify emerging trends, and tailor their products. 
	 ●	 Real-Time Updates and Customer Service: Social 

media networks allow businesses to send real-
time updates on events, special deals, and service 
modifications. Companies can rapidly contact 
impacted travellers and provide support in the 
event of an emergency or interruption, such as 
natural catastrophes or flight cancellations. This 
instant communication assists in managing 
client expectations, minimizing disruptions, and 
maintaining strong customer relationships.

Himachal Tourism Overview

communication assists in managing client expectations, minimizing disruptions, and 
maintaining strong customer relationships. 

 

Himachal Tourism Overview 

 

Source-Census of India 2011. 

Fig. 1: Himachal Pradesh Layout 

In addition to being the home of God and Goddess, snowy mountains, beautiful hills, springs, 
and streams, Himachal Pradesh also offers adventure sports, such as trekking, skating, golf, 
and fishing. Huge investment potential exists in the tourism and non-tourism sectors in the 
tourism and non-tourism sectors in the state of Himachal Pradesh. The state's geology, 
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snow-capped mountain ranges, and birdlife offer exceptional potential. A significant portion 
of 7.2% of the national GDP is contributed by the tourism and travel sectors. The Tourism 
Development Board (HPTDC), established by the Himachal Pradesh government, is designed 
to handle different networks and is modeled after other boards worldwide. sanctuaries and 
temples, natural vegetation waterfalls, hot springs, lakes, visually stunning wildlife, colourful 
crafts, and numerous festivals that draw visitors from all over the world, the Himachal Tourism 
Department advertises its tourism services using a variety of themes and promotional activities. 
Every state uses ICT to promote tourism and social media is now used to reach specific 
audiences with commercial or tourism-related promotions. Himachal is a heaven for nature 
lovers and adventurers with its art, crafts, shopping, and activities. 
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Fig. 1:   Himachal Pradesh Layout

In addition to being the home of God and Goddess, snowy 
mountains, beautiful hills, springs, and streams, Himachal 
Pradesh also offers adventure sports, such as trekking, 
skating, golf, and fishing. Huge investment potential 
exists in the tourism and non-tourism sectors in  the 
tourism and non-tourism sectors in the state of Himachal 
Pradesh. The state’s geology, geography, cold climate, 
snow-capped mountain ranges, birdlife  geography, cold 
climate, snow-capped mountain ranges, and birdlife offer 
exceptional potential. A significant portion of 7.2% of 
the national GDP is contributed by the tourism and travel 
sectors. The Tourism Development Board (HPTDC), 
established by the Himachal Pradesh government, is 
designed to handle different networks and is modeled 
after other boards worldwide. sanctuaries and temples, 
natural vegetation waterfalls, hot springs, lakes, visually 
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stunning wildlife, colourful crafts, and numerous festivals 
that draw visitors from all over the world, the Himachal 
Tourism Department advertises its tourism services using 
a variety of themes and promotional activities. Every state 

uses ICT to promote tourism and social media is now used 
to reach specific audiences with commercial or tourism-
related promotions. Himachal is a heaven for nature 
lovers and adventurers with its art, crafts, shopping, and 
activities.

Table 1:   Poplar Tourist Attractions Across Himachal Pradesh

Districts Bilaspur Chamba Hamirpur Kangra
Popular 
Destinations

●	Shree Naina Devi
●Gobind Sagar
●	Kandrour Bridge
●	Bhakra Dam

● Khajjiar
● Chamera Lake
● Danikund Hill Top
● Kalatop Khajjiar 
   Sanctuary
● Chamba Jot
● Bharmour
● Shakti Devi Temple
    Chhatrari
● Salooni
● Bhandal

● Desotsidh Temple
● Sujanpur Thira
● Naduan
● Naduan
● Baba Balak Nath
    Temple
● Gasota Mahadev
    Temple

● St John Church
● Triund
● Dal Lake
● Kareri lake
● Indrahar Pass
● Kangra Fort
● Masroor Rock-cut temples
● Maharana Pratap Sagar
● Pragpur
● Jwalamukhi
● Dada Siba
● Kathgarh
● Kaleshwar Mahadev Temple
● Tatwani and Machhial
● Baijnath
● Bir Billing
● Palampur Tea Garden
● Adai Himani Chamunda Trek

Kinnaur Kullu Lahual Spiti Mandi
● Sangla Valley
● Kamru
● Chiutkul
● Bhawa Valley
● Reckongpeo
● Kalpa
● Nako
● Hangranga Valley
● Chango
● Ribba
● Pooh
● Lippa
● Kanam

● Rope way Solang,
    Manali
● Rohtang Pass
● Solang Nullah
● Hidimba Devi Temple
● Naggar
● Vashisht Village
● Brigu Lake
● The Manali Gompa
● Manu Temple, Old
    manali
● ABVIMAS
● Jagat Sukh Village
● Nehru Kund
● Manali Wildlife
    Sanctuary
● Great Himalayan
    National Park
● Manikaran
● Kasol
● Jalori Pass
● Shoja
● Angling in Banjar
● Malana

● Tabo
● Dhankar
● Kaza
● Kee Monastery
● Kibber
● Pin Valley
● Chandra Taal
● Kungri Monastery
● Langza
● Keylong
● Trilokinath
● Udaipur
● Baralacha La
● Suraj Taal
● Guru Ghantal Monastery
● Kardang
● Tayul Monastery
● Tandi
● Gemur
● Sissu
● Jispa
● Sarchu
● Jalma

● Janjehli
● Shikari Devi
● Kamru Nag Lake
● Rewalsar Lake
● Prashar Lake
● Tarna Devi Hill
● Panchvaktra Temple
● Trilokinath Temple
● Joginder Nagar
● Barot Valley
● Karsog
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Shimla Sirmour Solan Una
● The Ridge Shimla
● Craignaon Nature park
● Himalayan Nature 
    Park Kufri
● Fun World, Kufri
● Shali Tibba
● Naldehra
● Hatu Peak, Narkanda
● Bhimakali temple,
    sarahan
● Hatkoti Temple

● Nahan
● Suketi Fossil Park
● Renuka
● Churdhar
● Haripurdhar
● Baru sahib
● Trilokpur
● The jaitak Fort
● Simbalbara National 
    Park
● Rajgarh
● Sarahan
● Habban Valley
● Dhaula Kuan
● Ponta Sahib

● Kasauli, solan
● Arki Fort
● Chail Sanctuary
● Majathal Santuary
● Kuthar Fort
● Nalagarh Palace

● Chintapurni Temple
● Shiv Temple, Ambota
● Solah Singhi Dhar

Source: https://himachaltourism.gov.in/

These are the most famous destinations of the 12 districts 
from a tourism perspective, listed on the Himachal 
Tourism Official website, and many more destinations are 
explored but not recognized by the government, as well 
as unexplored destinations. Finally, Himachal provides 
a complete package of tourism in terms of adventure, 
sports, pilgrimages, religion, business, responsibility, 
sustainability, volunteering, and ecotourism.

Himachal Tourism Official Page on Social 
Media Applications 

	 •	 Facebook 

Source: https://himachaltourism.gov.in/ 
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a complete package of tourism in terms of adventure, sports, pilgrimages, religion, business, 
responsibility, sustainability, volunteering, and ecotourism. 
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Link- 
https://www.facebook.com/himachaltourismofficial?mibextid=LQQJ4d 

The Facebook handle screenshot was taken on 16/05/2023 Tuesday at 11:00 AM; on Facebook, 
the followers of HP Tourism’s official page are 92000 followers from across India and the 
World with the following 29 followers, and the page was created on February 17, 2018. With 
a rating of 4.1, tourists coming to Himachal Pradesh give very good comments and feedback 
that every tourist goes with happy faces and beautiful memories. Every day, new pictures and 
videos are uploaded to different sites across Himachal Pradesh, and upcoming event details are 
uploaded on the page. The page now promotes tourism through various #summersbreak, 
#Tribalcircuit, #RefreshingWater, and various destinations. In addition, important news is 
sometimes uploaded by handlers, such as roadblocks, heavy snowfall, bad weather, and natural 
disasters. 

• Twitter 

Link- https://www.facebook.com/himachaltourismofficia
l?mibextid=LQQJ4d

The Facebook handle screenshot was taken on 16/05/2023 
Tuesday at 11:00 AM; on Facebook, the followers of HP 
Tourism’s official page are 92000 followers from across 
India and the World with the following 29 followers, 
and the page was created on February 17, 2018. With a 
rating of 4.1, tourists coming to Himachal Pradesh give 
very good comments and feedback that every tourist 
goes with happy faces and beautiful memories. Every 
day, new pictures and videos are uploaded to different 
sites across Himachal Pradesh, and upcoming event 
details are uploaded on the page. The page now promotes 
tourism through various #summersbreak, #Tribalcircuit, 
#RefreshingWater, and various destinations. In addition, 
important news is sometimes uploaded by handlers, such 
as roadblocks, heavy snowfall, bad weather, and natural 
disasters.
	 •	 Twitter

 

 

 

 

 

 

 

 

 

Link- 

https://twitter.com/hp_tourism?s=21&t=cYOo8itMr-jfc8u7bQUfzA                              

Twitter is a prominent social networking site where users can send and receive short messages, 
photographs, videos, and links. It is well known for its use of hashtags and is an effective tool 
for networking and relationship building. A screenshot of the Twitter handle was taken on May 
16, 2023, at 01:00 PM. The Himachal Tourism Department Twitter account was started in 
December 2017 and currently has 39 thousand 300 hundred followers from 100 of the accounts 
listed below. Twitter accounts were used to promote and advertise images, leaflets, brochures, 
and videos. Twitter is a popular social networking site used by celebrities, politicians, 
entertainers, and the general public. Every new government tourist plan and project has been 
announced on Twitter. 

 

 

Link- https://twitter.com/hp_tourism?s=21&t= 
cYOo8itMr-jfc8u7bQUfzA                             
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Twitter is a prominent social networking site where users 
can send and receive short messages, photographs, videos, 
and links. It is well known for its use of hashtags and is 
an effective tool for networking and relationship building. 
A screenshot of the Twitter handle was taken on May 16, 
2023, at 01:00 PM. The Himachal Tourism Department 
Twitter account was started in December 2017 and 
currently has 39 thousand 300 hundred followers from 
100 of the accounts listed below. Twitter accounts were 
used to promote and advertise images, leaflets, brochures, 
and videos. Twitter is a popular social networking site 
used by celebrities, politicians, entertainers, and the 
general public. Every new government tourist plan and 
project has been announced on Twitter.
	 •	 Instagram	

• Instagram 

 

 

 

 

 

 

 

 

 

 

 

 

Link 

https://www.instagram.com/himachaltourismofficial?utm_source=ig_web_button_share_shee
t&igsh=OGQ5ZDc2ODk2ZA== 

The Instagram handle screenshot of Himachal Tourism official Page was taken on 16 May 
2023 at 03:00 PM, the account was opened in February 2018 and got a verification mark on 
October 2019, today it has a total of 922 posts uploaded with 141 thousand followers and 12 
following other accounts. Instagram is a popular social media platform with over 1 billion 
active users worldwide. It offers features such as filters, editing tools, captions, hashtags, and 
location tags, and is known for its strong community of influencers, celebrities, and brands. 
Instagram provides several features to enhance the aesthetic attractiveness of images and 
videos, such as filters and editing tools. Users can also make their posts more discoverable by 
adding captions, hashtags, and geographical tags. The network is well-known for its large 
community of influencers, celebrities, and brands that utilise it to market their goods and 
services. Instagram has also launched new features like Instagram stories, IGTV, and Reels, 
increasing user engagement and interaction. Instagram is an effective platform for sharing 
material, connecting with others, and developing a personal brand. 

Result and Discussion 

While investigating the present state of the Himachal Tourism Official Social Media app, 
several noteworthy findings were uncovered. A large number of people are following the show 
on various social media platforms, including Twitter, Instagram, and Facebook, indicating a 
moderate level of user engagement. The content is updated regularly and features various 

Link-https://www.instagram.com/ 
himachaltourismofficial?utm_source=ig_web_button_
share_sheet&igsh=OGQ5ZDc2ODk2ZA==

The Instagram handle screenshot of Himachal Tourism 
official Page was taken on 16 May 2023 at 03:00 PM, 
the account was opened in February 2018 and got a 
verification mark on October 2019, today it has a total 
of 922 posts uploaded with 141 thousand followers and 
12 following other accounts. Instagram is a popular 
social media platform with over 1 billion active users 
worldwide. It offers features such as filters, editing tools, 
captions, hashtags, and location tags, and is known for 

its strong community of influencers, celebrities, and 
brands. Instagram provides several features to enhance 
the aesthetic attractiveness of images and videos, such as 
filters and editing tools. Users can also make their posts 
more discoverable by adding captions, hashtags, and 
geographical tags. The network is well-known for its large 
community of influencers, celebrities, and brands that 
utilise it to market their goods and services. Instagram has 
also launched new features like Instagram stories, IGTV, 
and Reels, increasing user engagement and interaction. 
Instagram is an effective platform for sharing material, 
connecting with others, and developing a personal brand.

RESULT AND DISCUSSION

While investigating the present state of the Himachal 
Tourism Official Social Media app, several noteworthy 
findings were uncovered. A large number of people are 
following the show on various social media platforms, 
including Twitter, Instagram, and Facebook, indicating 
a moderate level of user engagement. The content is 
updated regularly  and features various written pieces, 
images, and videos that showcase the various attractions 
of Himachal Pradesh. Still, there’s room for improvement 
in terms of interactive features and user-generated 
content integration. A more methodical and considerate 
approach to choosing and displaying content could also 
greatly enhance the social network profile’s overall 
appearance.  Investigating the role of social media in 
boosting the tourism industry in Himachal Pradesh 
revealed significant positive outcomes. With its ability 
to increase both brand awareness and engagement, 
social media is an effective tool for destination 
marketing. Prospective visitors’ interest is on the rise, 
according to engagement data across several platforms. 
Himachal Pradesh has been successfully marketed as a 
tourist destination thanks to the utilisation of visually 
appealing content and endorsements from consumers 
and notable personalities. Local businesses and travel 
influencers have worked together to boost the state’s 
tourist promotion efforts, expanding their reach and 
making a bigger splash. Several key recommendations 
emerged from the research on how to construct an 
effective social media strategy for Himachal Tourism. 
Focusing content creation on unique selling points 
and experience factors is a good way to increase user 
engagement. An authentic and pertinent perspective can 
be provided by incorporating user-generated content, 
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such as  photos and videos submitted by visitors. 
Expanding one’s audience successfully can be achieved 
through collaborative alliances with influencers and 
travel bloggers. Incorporating data analytics tools to 
track and examine user actions and preferences can 
also help with improving the social media strategy. By 
adjusting their content to certain demographics and 
travel seasons, vacationers visiting Himachal Pradesh 
may create a strong and impactful social media presence. 
This will lead to an uptick in tourism, which is good for 
the economy in the long run. Here are some ideas and 
inventiveness for promoting tourism in the Himachal 
Pradesh Department.
	 ●	 Create Engaging Content
	 ●	 Social Media Campaigns
	 ●	 Website Optimisation
	 ●	 Promote Offbeat sites
	 ●	 Himachal Pradesh’s potential as an adventure tour-

ism destination should be capitalized 
	 ●	 Cultural Experiences
	 ●	 Sustainable Tourism Practices
	 ●	 Collaboration with the Travel Trade
	 ●	 Tourism Infrastructure Development
	 ●	 Collaboration with Other States
	 ●	 Encourage Seasonal Tourism
	 ●	 Promote Rural and Agri Tourism

CONCLUSION

The utilization of social media is expanding. It is 
impacting a wider range of social and economic 
concerns. Social media plays a crucial role in the success 
of the tourism industry. Travel and tourism experts 
who engage with prospective tourists, travellers, and 
individuals who share their travel experiences contribute 
to the growth and success of the location. The study 
defines social media as a platform to expand the reach 
of a destination, stimulate tourists to plan their trips, 
enhance the destination’s reputation as a preferred 
choice, target new or specialised markets, disseminate 
positive endorsements, attract a larger number of visitors, 
generate excitement, boost the number of followers on 
Facebook and Twitter, and gradually transform the appeal 
of the destination. Consequently, prominent destination 
marketing enterprises are progressively and substantially 

utilising social media platforms to advertise tourism 
locations and products. Studies on tourism in Himachal 
Pradesh indicate that establishing a robust presence on 
social media platforms is crucial for establishing and 
maintaining effective and interactive communication 
with tourists. Himachal Tourism should emphasise the 
distinctive attributes of its many locales. The Himachal 
Tourism Department needs to have a robust presence 
on social media platforms to  effectively promote travel 
experiences, considering the significant amount of time 
individuals devote to these platforms. Utilise the time 
spent on social media to advertise a holiday. Additionally, 
it is feasible to engage in communication with customers, 
disseminate news, provide special deals, and award prizes. 
The Himachal Pradesh Tourism Department utilises 
social media platforms such as Facebook, Instagram, 
and Twitter to promote its various regions. The display 
of diverse attractions has heightened awareness and 
fostered worldwide interaction. The department should 
emphasis the need to engage  visitors through digital 
media to maintain the attractiveness of the location 
and boost tourism in the state, thereby benefiting all 
stakeholders in the travel industry. Visitors would derive 
greater advantages if the Himachal Tourism Department 
generated superior social media content to exhibit the 
splendour of their region. The findings indicate that 
although the state’s strategy for promoting attractions is 
commendable, a more deliberate and engaging approach 
could enhance user participation and effectiveness. The 
research on the social media promotion of Himachal 
Pradesh’s tourism industry demonstrates its significant 
influence. The integration of influencer partnerships 
and visually captivating content has bolstered brand 
exposure and enticed more visitors. The most effective 
recommendations for a social media strategy include 
producing targeted content, integrating user-generated 
content, fostering influencer relationships, and using 
data analytics. These strategies can assist tourists 
in Himachal Pradesh in establishing a strong online 
presence that attracts visitors and maintains growth in a 
fiercely competitive tourism business.

REFERENCES
Buhalis, D. (2003). eTourism: Information technology for 

strategic tourism management. Pearson Education.
Sahoo, S. S., & Mukunda, B. G. (2017). Role of social 

media in promoting tourism business – A study on 
tourism promotion in Odisha. International Journal 



72      Atithya: A Journal of Hospitality	 Volume 10 Issue 1 2024

of Creative Research Thoughts (IJCRT), 272-
281. Retrieved from https://www.ijcrt.org/papers/
IJCRTICPN042.pdf

Buhalis, D., & Law, R. (2008). Progress in information 
technology and tourism management: 20 years on 
and 10 years after the Internet-The state of eTourism 
research. Tourism Management, 29(4), 609-623. 
doi:https://doi.org/10.1016/j.tourman.2008.01.005

Bodnar, K. (2009). Generating small business customers 
with social media marketing. Retrieved from http://
www.hubspot.com/Portals/53/docs/small-business-
social-media-ebook-hubspot.pdf

Chandrasekaran, S., RV, S., & Annamalai, B. (2023). 
Social media and tourism: A cross-platform study 
of Indian DMOs. Current Issues in Tourism, 26(16), 
2727-2744.

Chatterjee, J., & Dsilva, N. R. (2021). A study on the role 
of social media in promoting sustainable tourism in 
the states of Assam and Odisha. Tourism Critiques: 
Practice and Theory, 2(1), 74-90. doi:https://doi.
org/10.1108/trc-09-2020-0017

Fodness, D., & Murray, B. (1999). A model of tourist 
information search behavior. Journal of Travel 
Research, 37(3), 220-230. doi:https://doi.
org/10.1177/004728759903700302

Kumar, P., Mishra, J. M., & Rao, Y. V. (2022). Analysing 
tourism destination promotion through Facebook by 
destination marketing organizations of India. Current 
Issues in Tourism, 25(9), 1416-1431. doi:https://doi.
org/10.1080/13683500.2021.1921713

Kaplan, A. M., & Haenlein, M. (2010). Users of the 
world, unite! The challenges and opportunities of 
social media. Business Horizons, 53(1), 59-68.

Leung, D., Law, R., van Hoof, H., & Buhalis, D. (2013). 
Social media in tourism and hospitality: A literature 
review. Journal of Travel and Tourism Marketing, 
30(1-2), 3-22. doi:https://doi.org/10.1080/10548408
.2013.750919

Liburd, J. J. (2012). Tourism research 2.0.  Annals of 
Tourism Research, 39(2), 883-907.

Levinson, J., & Gibson, S. (2010). Guerrilla social media 
marketing (1st ed.). Irvine, Calif.: Entrepreneur Press.

Miguéns, J., Baggio, R., & Costa, C. (2008). Social media 
and tourism destinations: TripAdvisor case study. 
Advances in Tourism Research, 26(28), 26-28.

Manap, K. A., & Adzharudin, N. A. (2013, January). The 
role of user generated content (UGC) in social media 
for tourism sector. In  The 2013 WEI international 
academic conference proceedings (vol. 7, no. 1, pp. 
52-58).

Narangajavana, Y., Callarisa Fiol, L. J., Moliner Tena, 
M. Á., Rodríguez Artola, R. M., & Sánchez García, 
J. (2017). The influence of social media in creating 
expectations. An empirical study for a tourist 
destination. Annals of Tourism Research, 65, 60-70. 
doi:https://doi.org/10.1016/j.annals.2017.05.002

Xiang, Z., & Gretzel, U. (2010). Role of social media 
in online travel information search. Tourism 
Management, 31(2), 179-188. doi:https://doi.
org/10.1016/j.tourman.2009.02.016

Xiang, Z., Magnini, V. P., & Fesenmaier, D. R. (2015). 
Information technology and consumer behavior in 
travel and tourism: Insights from travel planning 
using the internet. Journal of Retailing and 
Consumer Services, 22(2014), 244-249. doi:https://
doi.org/10.1016/j.jretconser.2014.08.005

Živković, R., Gajić, J., & Brdar, I. (2014). The impact of 
social media on tourism (pp. 758-761). doi:https://
doi.org/10.15308/sinteza-2014-758-761

Website Links

https://www.instagram.com/ himachaltourismofficial?
		  utm_source=ig_web_button_share_sheet&igsh=
		  OGQ5ZDc2ODk2ZA==
https://twitter.com/hp_tourism?s=21&t=cYOo8itMr-jf-

c8u7bQUfzA   
https://www.facebook.com/himachaltourismofficial?mib

extid=LQQJ4d
https://himachaltourist.com/map.htm
https://himachaltourism.gov.in/


