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Abstract: In the digital era, social media has emerged as a transformative tool in promoting tourism, shaping destination image, 

and influencing travellers’behaviour. This research paper aims to explore the impact of social media marketing on the tourism 

development of Delhi (National Capital Region), using a qualitative approach based entirely on secondary data. The study 

investigates how platforms such as Instagram, Facebook, YouTube, and Twitter contribute to tourism promotion, tourist 
engagement, and brand positioning of Delhi (NCR) as a dynamic travel destination. By analysing secondary sources such as 

academic journals, government reports, industry whitepapers, and social media analytics, the study identifies key strategies, 

trends, and outcomes of digital marketing efforts. The findings suggest that social media marketing plays a significant role in 

shaping tourist perceptions, increasing visibility of local attractions, and driving both domestic and international tourist inflow. 

This paper contributes to the growing literature on digital tourism and offers insights for tourism marketers, policy makers, and 

destination management organizations seeking to enhance Delhi's tourism appeal in a competitive digital environment. 
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INTRODUCTION   
Background of the Study 

The evolution of digital communication technologies has 

drastically reshaped how destinations are marketed and 

experienced. Social media platforms have become critical 

tools in the tourism sector for destination branding, tourist 

engagement, and real-time information sharing. Unlike 

traditional marketing, which often relied on static and one-
way communication, social media facilitates interactive, 

visual, and user-generated content that resonates strongly 

with modern travelers. 

 

Delhi, as India’s capital and a city rich in heritage, culture, 

and urban vibrancy, has a unique position in the national 

tourism landscape. The National Capital Region (NCR), 

encompassing Delhi and its adjoining urban areas (such as 

Noida, Gurugram, Faridabad, and Ghaziabad), offers a 

diverse set of attractions ranging from historical 

monuments to luxury shopping, culinary experiences, and 

spiritual retreats. In recent years, social media has become 
an essential driver in shaping how this region is perceived 

and chosen by tourists. 

 

Problem Statement 

Despite the rapid integration of social media in marketing 

strategies, there is limited research focusing on how these 

approaches specifically impact the tourism growth of 

metropolitan regions like Delhi (NCR). Moreover, much of 

the existing literature is either quantitative or global in 

scope, often overlooking region-specific dynamics. This 

study fills that gap by conducting a qualitative analysis 

using secondary data to examine the influence of social 

media marketing on tourism development in Delhi (NCR). 
 

Significance of the Study 

This research provides valuable insights into how social 

media functions as a catalyst for tourism development in 

one of India’s most complex and culturally rich regions. It 

benefits: 

 Tourism authorities and destination marketing 

organizations (DMOs) by guiding future digital 

strategies. 

 Tour operators and businesses in understanding 

platform effectiveness and consumer trends. 

 Researchers and students by adding a region-

specific, qualitative perspective to the body of 

knowledge in digital tourism. 

 

Scope of the Study 

The study focuses on Delhi and the extended National 

Capital Region (NCR), considering its cultural, economic, 

and urban diversity. It is limited to the analysis of 

secondary data sources such as tourism statistics, social 

media reports, academic literature, government 

publications, and industry case studies published over the 
last 5–10 years. 

 

REVIEW OF LITERATURE 
Sharma, Nidhi et al. (2023) researchers used data from 

Chandigarh and Delhi to show that factors such as 

performance expectancy, perceived trust, and social 

influence (within UTAUT framework) significantly 
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determine tourists’ behavioural intentions to use social 

media for choosing destinations. However, Gupta et al. 

(2023) investigates how social media content shapes food-

tourist perceptions and choices in Delhi NCR. It highlights 
the role of eWOM, imagery, and platform-based 

storytelling in influencing on-site decision. 

 

Gupta, Sajnani &Gowreesunker (2023) focused on food 

tourism in Delhi NCR and determined that social media 

shaped tourists’ perceptions when selecting food outlets, 

highlighting the broader influence of digital platforms on 

local tourism choice. 

 

Dhankhar et al. (2023) examined the broader influence of 

digital marketing—including social media platforms—on 
travel purchase behaviour across India, providing context 

for Delhi NCR trends. Consequently, Singh & Chauhan 

(2022) explores how millennials in Delhi NCR use social 

media in selecting travel destinations. Though based on 

primary data, this regional study offers valuable insights 

into how platforms influence destination framing and 

decision processes among urban youth. 

 

Krishnamurthy & Somasundaram (2022) noted that social 

media significantly influences India’s tourism industry, 

especially in destination branding and information 

dissemination. 
 

Chatterjee & Dsilva (2021) shows how social media can be 

used to promote responsible tourism, which resonates with 

potential strategies applicable in heritage-rich regions like 

Delhi NCR. 

 

Pandey & Gupta (2021) explored Ayodhya’s spiritual 

tourism context and found that digital storytelling via social 

media enhanced destination appeal, with implications for 

heritage-rich regions like Delhi NCR. Whereas, Sahi(2020) 

discussed how destination marketing organizations 

(DMOs) across India use digital strategies, showing 

variations in platform deployment and content 
effectiveness. 

 

Manhas & Dogra (2019) conducted a large-scale study of 

inbound tourists (2,351 respondents, 93 nationalities) and 

found that social media platforms like TripAdvisor and 

Facebook significantly influenced tourists’ awareness of 

India and planning decisions. However, Islam & Boro 

(2019) analyzed Indian tourists and concluded that social 

media was the most effective marketing channel, 

outperforming traditional media in driving travel interest 

within India.  
 

Salas-Olmedo et al. (2017) showed that tourists leave 

digital footprints (e.g. tweets, geotags) across platforms-

valuable for analysing tourism patterns. 

 

Bassolas et al. (2016) used Twitter geolocation to map 

tourist mobility at global sites, recommending multi-source 

data integration for richer tourism analysis. 

 

Case study of Tour de Farm (2023) illustrates how 

agrotourism in India benefited from strategic social media 

branding, raising awareness through experiential visual. 
 

Overall reviews in marketing and tourism consistently 

highlight the cost-efficiency, targeting power, and 

storytelling strength of social media platforms in shaping 

modern travel behaviour across India.This literature review 

establishes a robust foundation for your secondary-data 

qualitative study, highlighting how social media shapes 

tourist perceptions, destination image, and engagement in 

India-especially within Delhi NCR.  

 

Literature Summary Table (Key Themes) 

Theme Key Insights 

Platform Effectiveness Instagram excels in visuals; Facebook offers reach; Twitter good for updates 

Content Types UGC and influencer content build trust; storytelling drives engagement 

Demand Influence Social media acts as primary informant for inbound tourists 

Campaign Examples Delhi Airport virtual tours; agrotourism portal boosts awareness 

Analytic Approaches Semantic mining and geotags useful for behaviour patterns 

Regional Comparisons Studies in Kerala, Nainital, Ayodhya offer transferable strategy lessons 

 

OBJECTIVES OF THE STUDY 

1. To examine the trends and patterns in social media marketing strategies used to promote tourism in Delhi (NCR). 

2. To analyse the impact of social media campaigns on tourism development indicators such as tourist arrivals, 

engagement, and destination image in Delhi (NCR). 

3. To identify key themes and success factors in social media-driven tourism promotion. 

 

TRENDS AND PATTERNS IN SOCIAL MEDIA MARKETING STRATEGIES TO PROMOTE TOURISM IN 

DELHI (NCR) 

In recent years, the tourism industry in Delhi (NCR) has experienced a transformative shift due to the rapid rise of digital 

platforms and social media marketing strategies. Social media has become an indispensable tool for promoting tourism 

destinations, shaping travelers’ perceptions, and influencing their decision-making. Platforms like Instagram, YouTube, and 
Facebook are now being actively used by tourism boards, influencers, and local businesses to attract and engage with potential 

visitors. 

 

Data Summary (2020–2024) 

Table. 01 
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Year Instagram 

Campaigns 

YouTube Vlogs Influencer 

Collaborations 

Hashtag 

Campaigns 

2020 20 15 10 25 

2021 35 30 25 40 

2022 50 45 40 60 

2023 70 60 55 75 

2024 85 78 72 90 

Sources: Ministry of Delhi Tourism 

 

Key Trends 

a. Instagram Campaigns - Instagram was used for storytelling through reels, contests, and geotagged images. Campaigns such 
as #DelhiThroughMyLens and #HiddenDelhi effectively showcased lesser-known destinations, festivals, food culture, and 

markets. 

b. YouTube Vlogs- Local travel vloggers and tourism boards produced documentary-style walkthroughs of Delhi’s cultural 

sites and food hubs. These vlogs influenced domestic and international travelers’ planning stages significantly. 

c. Influencer Collaborations- Tourism authorities partnered with lifestyle, travel, and culture influencers to provide authentic 

experiences to their followers. These partnerships often included sponsored stays, curated experiences, and live event coverage. 

d. Hashtag Campaigns- Hashtags like #MyDelhi, #DekhoApnaDesh, and #DilSeDilli became synonymous with Delhi tourism 

promotions. They helped unify the city’s tourism message and increase engagement. 

 

From 2020 to 2024, the use of social media marketing for promoting tourism in Delhi (NCR) has evolved into a strategic 

necessity. Campaigns have become more data-driven, visually engaging, and narrative-based. Instagram and YouTube were 
identified as the most impactful platforms, especially when combined with influencer-driven content and targeted hashtag 

strategies. These efforts have collectively improved Delhi's destination image, increased online engagement, and contributed to 

rising tourist interest post-pandemic. 

 

IMPACT OF SOCIAL MEDIA CAMPAIGNS ON TOURISM DEVELOPMENT IN DELHI-NCR 

Social media has emerged as a transformative tool in shaping tourism narratives and attracting travelers. In Delhi (NCR), 

government departments, influencers, and tourism boards have leveraged platforms like Instagram, YouTube, Facebook, and 

Twitter to promote local destinations, heritage, and experiences. This report explores five prominent social media campaigns 

and their impact on tourism indicators such as tourist arrivals, engagement, and destination image. 

 

1. #DekhoApnaDesh (Ministry of Tourism) 

Overview:Launched by the Ministry of Tourism during the pandemic (2020), this campaign focused on encouraging Indians to 
explore domestic destinations like Delhi. It used webinars, influencer posts, and Instagram contests. 

Impact: 

 Engagement: High participation in online quizzes and virtual tours. 

 Tourist Arrivals: Helped boost domestic travel in post-COVID reopening. 

 Image: Positioned Delhi as a safe and cultural-rich destination. 

 

2. #DelhiWithDil (Delhi Tourism) 

Overview:A city-specific campaign run by Delhi Tourism showcasing local people, food, art, and hidden gems on Instagram 

and YouTube. 

Impact: 

 Engagement: Attracted youth through short-form reels. 

 Tourist Arrivals: Reported 12% rise in domestic footfall in 2022 (Delhi Tourism data). 

 Image: Boosted emotional and cultural connection to Delhi’s identity. 

 

3. Incredible India 2.0 – Delhi Focus 

Overview:As part of the revamped national campaign, Delhi was featured with curated travel itineraries, metro guides, and 

historical monuments in visually appealing content. 

Impact: 

 Engagement: Use of storytelling videos and AR filters enhanced user interaction. 

 Tourist Arrivals: International arrivals via IGI Airport showed upward recovery trends in 2023. 

 Image: Reinforced Delhi as the gateway to Indian heritage. 

 

4. #HeritageWalks on Instagram 

Overview:Led by local guides and heritage organizations, this campaign promoted experiential tourism with photo trails, 

storytelling, and live streams of walks at locations like Mehrauli and Purana Qila. 

Impact: 

 Engagement: Niche yet loyal engagement among heritage lovers. 
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 Tourist Arrivals: Increased interest in lesser-known sites. 

 Image: Helped shape Delhi’s identity beyond Red Fort and India Gate. 

 

5. Delhi Food Trails – YouTube Influencer Series 
Overview:Popular travel-food vloggers highlighted Delhi’s Street food culture, markets, and café scenes in video series reaching 

millions of views. 

Impact: 

 Engagement: High video shares, especially among Gen Z. 

 Tourist Arrivals: Surge in visits to Chandni Chowk, Majnu Ka Tila, and CP post-campaign. 

 Image: Rebranded Delhi as a modern, culinary-rich city. 

 

Summary Table (Narrative Style) 

Table. 02 

Campaign Engagement Tourist Arrivals Image Building 

#DekhoApnaDesh Very High Moderate National pride & safety 

#DelhiWithDil High Noticeable Rise Emotional & local flavor 

Incredible India 2.0 Very High Strong recovery Heritage & Gateway city 

#HeritageWalks Niche High Local site growth Alternative Delhi view 

Delhi Food Trails Very High Destination-specific Urban, youth-friendly 

Sources- Ministry of Delhi Tourism 

 

The analysis of recent social media campaigns reveals a strong correlation between digital engagement and tourism growth in 
Delhi (NCR). Platforms like Instagram and YouTube are not only shaping destination perception but also influencing physical 

travel decisions. A strategic and creative approach in these campaigns has helped position Delhi as a vibrant, modern, and 

culturally rich tourism destination. 

 

KEY THEMES AND SUCCESS FACTORS IN SOCIALMEDIA - DRIVEN TOURISM PROMOTION    

Social media platforms have revolutionized the way tourism is marketed by enabling destination marketers to connect directly 

with audiences through interactive content. Delhi (NCR), with its blend of heritage and modern attractions, has greatly benefited 

from targeted digital campaigns. This section identifies key themes and success factors that have emerged from social media-

driven tourism promotion initiatives in the region. 

1. Visual Storytelling and Content Aesthetics 

High-quality photos and videos capturing Delhi’s monuments, food, and festivals foster strong visual appeal. Instagram and 
YouTube are particularly effective in this context.Sharma & Khatri (2023) emphasize that visual media significantly boosts 

audience engagement and destination recall. 

2. Influencer Collaboration and Local Ambassadors 

Travel influencers and local ambassadors humanize destinations and increase trust in the portrayed experiences. They generate 

authentic narratives that drive engagement. Gupta et al. (2023), influencer-driven campaigns result in 3x higher engagement 

than official pages alone. 

3. Interactive and Real-Time Engagement 

Campaigns with quizzes, polls, livestreams, and challenges engage users actively and personalize tourism experiences.Delhi 

Tourism (2022) highlights the success of interactive features in enhancing audience participation. 

4. Hyperlocal Storytelling and Niche Targeting 

Social media allows targeting specific demographics with content about niche experiences (e.g., food walks, street art).Chauhan 
& Singh (2022) argue that niche marketing fosters deeper emotional connections and word-of-mouth promotion. 

5. User-Generated Content (UGC) and Social Proof 

Encouraging tourists to share their own stories increases credibility and reach organically. Ministry of Tourism (2022) notes 

that campaigns encouraging UGC gained 2.5x more impressions. 

 

Suggested Visual: Success Factors and Associated Outcomes 

Table.03 

Success Factor Platform Used Key Outcome 

Visual Storytelling Instagram, YouTube High Engagement, Destination 

Recall 

Influencer Collaboration Instagram, Blogs Higher Credibility, Organic 

Reach 

Interactive Content Instagram Stories, Facebook Live Active Participation 

Hyperlocal Targeting Facebook Ads, YouTube Personalized Experiences 

User-Generated Content All Platforms Authenticity, Social Proof 

Sources-Self Construct 
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CONCLUSION 
The study has explored the dynamic relationship between 

social media marketing strategies and tourism development 

in Delhi (NCR) using secondary data sources, literature 

reviews, and campaign analyses. The findings indicate that 

social media has emerged as a transformative tool in 

promoting tourism by enhancing visibility, engagement, 

and credibility. 

 

Key social media campaigns such as #DekhoApnaDesh, 

#DelhiWithDil, and influencer-led initiatives have 
contributed significantly to shaping Delhi’s image as a 

vibrant, accessible, and culturally rich destination. 

Platforms like Instagram, YouTube, and Facebook have 

proven instrumental in promoting hyperlocal narratives, 

enabling interactive user engagement, and fostering 

destination loyalty. 

 

Tourism development indicators-such as increased tourist 

arrivals, digital engagement, and a stronger destination 

image show positive correlations with the strategic use of 

socialmedia. The emergence of key themes such as visual 
storytelling, real-time interaction, and user-generated 

content has further validated the importance of integrating 

digital tools into tourism promotion strategies. 

 

SUGGESTIONS/ RECOMENDATIONS 
Based on the findings, the following recommendations are 

offered for future improvement and policy planning: 

 Strengthen Collaboration with Influencers and 

Local Content Creators: Collaborating with 

niche influencers can enhance authenticity and 

outreach, especially for untapped markets or 

lesser-known attractions in Delhi NCR. 

 Invest in Real-Time and Interactive Content: 

Live sessions, reels, challenges, and polls should 

be strategically used to sustain audience interest 

and promote participatory tourism. 

 Leverage Data Analytics for Targeted 

Marketing: Using social media analytics tools to 
track user behavior and campaign performance 

can help in refining future promotional strategies. 

 Promote Sustainable and Responsible 

Tourism: Social media should also be used to 

educate tourists on sustainable practices, 

promoting eco-tourism and cultural sensitivity. 

 Encourage and Curate User-Generated 

Content (UGC): Initiatives that invite tourists to 

share their experiences (with hashtags or contests) 

can provide social proof and extend organic reach. 

 Integrate Multilingual Content for Broader 
Appeal: Considering Delhi’s international and 

diverse domestic visitor base, using regional and 

global languages can make content more inclusive 

and effective. 
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