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Abstract: This study aims to analyze the effectiveness of social media influencers in promoting tourism in 

Prayagraj, India. With the rise of social media platforms and the increasing influence of online personalities, the 

tourism industry has witnessed a significant shift in promotional strategies. This research explores the impact of 

social media influencers' campaigns on attracting tourists to Prayagraj and increasing the city's visibility as a 

travel destination. The study employs a mixed-method approach, combining quantitative data from social media 

analytics and qualitative insights from interviews with tourists and influencers. The quantitative analysis involves 

measuring engagement metrics, reach, and conversion rates of influencer-led tourism campaigns. Simultaneously, 

qualitative data are collected to gauge tourists' perceptions of Prayagraj as presented by influencers and to 

understand their decision-making process in choosing the city as their travel destination. The findings indicate 

that social media influencers play a crucial role in increasing Prayagraj's tourism visibility. Their engaging 

content, authenticity, and ability to connect with their audience have a significant impact on influencing travel 

decisions. However, the effectiveness of influencer campaigns also depends on the alignment of the influencer's 

brand with the city's tourism offerings, target audience, and promotional strategy. 
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Introduction  

In recent years, the tourism industry has witnessed a transformative shift in its promotional strategies with the 

advent and widespread popularity of social media platforms. Social media has become a powerful tool for 

destination marketing, with influencers emerging as key players in promoting travel destinations worldwide. 

Prayagraj, an ancient city located in the northern state of Uttar Pradesh, India, is one such destination that has 

recognized the potential of social media influencers in driving tourism growth. This study aims to delve into the 

effectiveness of social media influencers in promoting tourism in Prayagraj and shed light on their role in 

attracting visitors to this culturally rich and historically significant city. Prayagraj, also known as Allahabad, holds 

immense religious significance for Hindus due to the confluence of the rivers Ganges, Yamuna, and the mythical 

Saraswati, forming the Triveni Sangam. Every twelve years, the city hosts the world-renowned Kumbh Mela, 
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drawing millions of pilgrims from across the globe. Despite its cultural and religious importance, Prayagraj's 

potential as a year-round tourist destination had remained relatively untapped until the rise of social media. 

The emergence of social media influencers, individuals who have amassed a substantial following on platforms 

such as Instagram, YouTube, and Facebook, has revolutionized the way destinations are presented to potential 

travelers. These influencers have the ability to create and disseminate engaging content that captures the attention 

of their followers, building a sense of connection and authenticity that traditional marketing often struggles to 

achieve. Social media influencers possess diverse backgrounds, ranging from travel enthusiasts and 

photographers to food bloggers and adventure seekers. Their unique perspectives and creative storytelling enable 

them to showcase destinations in ways that resonate with their followers, often inspiring wanderlust and 

encouraging travel. As a result, tourism boards and travel businesses in Prayagraj have begun collaborating with 

social media influencers to capitalize on their reach and influence in promoting the city as a must-visit travel 

destination. 

The effectiveness of influencer-led tourism campaigns can be gauged through various metrics, including 

engagement rates, reach, and conversion rates. By analyzing these quantitative measures, tourism stakeholders in 

Prayagraj can assess the success of influencer partnerships in achieving their promotional goals. Additionally, 

qualitative insights from interviews with tourists and influencers can provide a deeper understanding of the 

impact these campaigns have on travelers' perceptions and decision-making processes. One of the key advantages 

of leveraging social media influencers is their ability to target niche audiences. Influencers often have dedicated 

followers who share similar interests, making it easier for tourism boards to reach specific demographics that 

align with Prayagraj's unique offerings. Whether it's spiritual seekers attracted to the city's religious festivals and 

heritage sites or adventure enthusiasts looking for off-the-beaten-path experiences, social media influencers can 

cater their content to appeal to these niche segments. 

Furthermore, social media influencers have the advantage of real-time engagement, enabling them to interact with 

their audience and respond to queries promptly. This two-way communication fosters a sense of trust and 

credibility, as potential travelers can seek advice, reviews, and recommendations directly from influencers who 

have experienced Prayagraj firsthand. As a result, the influencer's endorsement can carry more weight than 

traditional advertising methods. However, the effectiveness of influencer campaigns is not without challenges. 

Tourism boards and businesses in Prayagraj must carefully select influencers whose values and branding align 

with the city's identity. Authenticity and credibility are paramount in influencer marketing, and partnerships with 

influencers who have genuine connections to Prayagraj are more likely to resonate with their audience. 

Moreover, measuring the direct impact of influencer-led campaigns on tourist arrivals can be complex, as various 

factors influence travel decisions. Economic factors, seasonal fluctuations, and geopolitical events all play a role 

in tourists' choices. Therefore, isolating the exact influence of influencers can be challenging. Social media 

influencers have emerged as instrumental players in promoting tourism in Prayagraj and destinations worldwide. 

Their ability to connect with niche audiences, create engaging content, and foster real-time engagement has 

transformed destination marketing. By analyzing the effectiveness of influencer-led campaigns through both 

quantitative metrics and qualitative insights, tourism stakeholders in Prayagraj can optimize their promotional 

strategies and leverage the power of social media to attract more visitors to this culturally rich and historically 

significant city. 
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Effectiveness of Social Media Influencers in Promoting Tourism  

The effectiveness of social media influencers in promoting tourism has become a significant topic of interest in 

recent years. With the widespread adoption of social media platforms and the increasing influence of online 

personalities, influencers have emerged as powerful agents of destination marketing. Their ability to create 

compelling content, engage with their followers, and build a sense of authenticity has reshaped the way travelers 

discover and engage with potential travel destinations. One of the key advantages of using social media 

influencers in tourism promotion is their ability to reach niche audiences. Influencers often have dedicated 

followers who share similar interests, whether it's adventure travel, luxury experiences, cultural exploration, or 

culinary delights. By collaborating with influencers who cater to specific travel niches, tourism destinations can 

target their promotional efforts more effectively and engage with potential visitors who are genuinely interested in 

what the destination has to offer. 

Furthermore, social media influencers have the power to inspire wanderlust and drive travel decisions through 

their captivating storytelling. By sharing their personal experiences and adventures in a particular destination, 

influencers can create an emotional connection with their audience. This connection often translates into a higher 

level of trust compared to traditional advertising, as followers perceive influencers as authentic and relatable 

individuals rather than faceless brands. 

Real-time engagement is another essential aspect of influencer marketing in tourism. Unlike traditional marketing 

channels, social media allows for immediate interactions between influencers and their audience. Potential 

travelers can ask questions, seek recommendations, and receive instant feedback, which enhances the decision-

making process and addresses potential concerns. This real-time engagement fosters a sense of community and 

belonging, making potential visitors more comfortable with the idea of exploring a new destination. The visual 

nature of social media platforms such as Instagram and YouTube is particularly advantageous for tourism 

promotion. Influencers can showcase stunning photographs and videos of their experiences in a destination, 

providing potential travelers with a glimpse of what to expect. These visually appealing representations play a 

significant role in shaping travelers' perceptions and influencing their travel choices. 

However, the effectiveness of social media influencers in promoting tourism is not without its challenges. 

Selecting the right influencers who align with the destination's brand and values is crucial. Authenticity and 

credibility are paramount in influencer marketing, and partnerships with influencers who genuinely appreciate 

and connect with the destination are more likely to resonate with their audience. Additionally, measuring the 

direct impact of influencer-led campaigns on tourist arrivals can be complex. Travel decisions are influenced by a 

multitude of factors, such as economic conditions, seasonal trends, and geopolitical events. Isolating the exact 

influence of influencers from other variables can be challenging, making it essential to employ a combination of 

quantitative and qualitative research methods to gauge the campaign's effectiveness accurately. 

Social media influencers have proven to be highly effective in promoting tourism. Their ability to reach niche 

audiences, create engaging content, foster authenticity, and enable real-time engagement has revolutionized 

destination marketing. While challenges exist in selecting the right influencers and measuring direct impact, the 

potential benefits for tourism destinations make influencer marketing a valuable and compelling strategy to attract 

visitors and showcase the unique experiences a destination has to offer. 
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How Social Media Influencers in Promoting Tourism ? 

Social media influencers play a crucial role in promoting tourism by leveraging their social media presence and 

influence to showcase travel destinations, experiences, and attractions to their dedicated followers. Their ability to 

connect with audiences, create compelling content, and foster authenticity has reshaped destination marketing 

strategies and significantly impacted the tourism industry. 

 Content Creation: Social media influencers are skilled content creators who use their photography, 

videography, and storytelling abilities to present destinations in a visually appealing and engaging manner. 

They capture the essence of a place through high-quality images, videos, and narratives, enticing their 

followers to explore and experience the destination for themselves. 

 Authenticity and Trust: Influencers are often perceived as trustworthy sources of information due to the 

personal and relatable nature of their content. By sharing their genuine experiences and recommendations, 

they build trust with their audience, making potential travelers more inclined to consider the promoted 

destination. 

 Niche Targeting: Influencers typically have dedicated followers who share similar interests and passions. 

As a result, they can effectively target niche travel audiences, such as adventure seekers, food enthusiasts, 

luxury travelers, or eco-conscious individuals, ensuring that the promotional message reaches the right 

people. 

 Engagement and Interaction: Social media platforms facilitate real-time engagement between influencers 

and their followers. Influencers can respond to comments, answer questions, and interact directly with 

potential travelers, providing personalized insights and recommendations that enhance the overall travel 

experience. 

 Influencer Partnerships: Tourism boards and travel businesses often collaborate with social media 

influencers to launch influencer-led campaigns. These partnerships amplify the destination's exposure, as 

influencers share their experiences with their large and engaged follower base, resulting in increased brand 

visibility and awareness. 

 User-Generated Content: Influencers' impact extends beyond their own posts. When followers visit the 

promoted destination, they often create and share their own content, further promoting the location and 

potentially inspiring their own followers to visit. 

 Trendsetting and Virality: Influencers can initiate and contribute to travel trends, driving interest in 

specific destinations or experiences. Their posts have the potential to go viral, reaching an even broader 

audience and generating significant buzz around a destination. 

 Impact on Decision Making: Influencers influence travel decisions through the creation of desire and 

inspiration. Their content can sway potential travelers to add a destination to their bucket list or make 

spontaneous travel decisions based on captivating posts. 

 Bridge Cultural and Language Barriers: Social media platforms connect people globally, breaking down 

language and cultural barriers. Influencers can introduce destinations to international audiences, making 

them more accessible and appealing to travelers from different parts of the world. 

 Measurable Impact: The effectiveness of influencer-led campaigns can be tracked using social media 

analytics, allowing tourism stakeholders to assess the reach, engagement, and conversion rates of the 

promotional efforts. 

Social media influencers have become pivotal in promoting tourism due to their ability to create engaging 

content, foster authenticity, and target niche audiences. Their impact on travel decisions, coupled with their 

capacity to bridge cultural barriers and facilitate real-time engagement, makes influencer marketing a valuable 

tool for destinations seeking to attract and connect with potential travelers in the digital age. 

http://www.ijcrt.org/


www.ijcrt.org                                                                © 2023 IJCRT | Volume 11, Issue 8 August 2023 | ISSN: 2320-2882 

IJCRT2308090 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org a741 
 

Review of Literature 

S. Roy & Swain S. (2023). Studied “To study the role of social media marketing for Flipkart and Amazon” and 

concluded that Influencer collaborations have grown to be an important part of social media marketing. Because 

of their fame and reach, influencers can help Flipkart and Amazon promote their brands, sell more products, and 

reach more of their target demographic. Social media platforms are a helpful medium for introducing and 

marketing new goods. Flipkart and Amazon may create buzz and excitement when a new product is announced, 

fostering anticipation and pique customer interest. Social media marketing must include elements like customer 

reviews and rankings. Reviews with high ratings can have a significant impact on potential customers' purchasing 

decisions, while reviews with negative ratings can provide valuable feedback for improving both the product's 

quality and the level of customer service. 

Roy. S. (2023). Studied “A Study of Social Media Marketing on Consumer Satisfaction with Special reference to 

YouTube Marketing” and concluded that YouTube marketing will provide organisations with a great opportunity 

to increase consumer satisfaction starting in 2023. Businesses may use data on social media marketing and 

consumer satisfaction, with an emphasis on YouTube marketing, to change their strategies to match customer 

wants and preferences. The recommendations made by the research lay a lot of focus on the usefulness of 

customised content, influencer connections, interactivity, video SEO, high-quality content, community growth, 

efficient feedback management, and keeping up with YouTube trends. By putting these strategies into action, you 

could boost customer satisfaction and subsequently promote business growth. 

Yugandhara. R. (2023). Studying the "Social Media Management Market Size and Forecast Report 2023" led 

researchers to the conclusion that the research will help market players obtain a clear grasp of trends and 

perspectives in the worldwide market as well as factors that may have a favourable or unfavourable influence on 

this industry on a global level. 

Ashrafuzzaman, Md. et al., (2022). The study "The Impact of Social Media and Digital Marketing on Consumer 

Behavior" concluded that it has been simpler for marketers, designers, and customers to satisfy consumer 

demands as smartphones have grown in popularity. The majority of respondents believe that social media is the 

same as electronic word-of-mouth. Decisions made by prospective consumers are influenced by the preferences 

and reviews of former customers posted on social media sites. Consumers of social media discovered decision-

making to be easier and more fun when compared to consumers of other information sources. When people felt 

that the material on social media was of higher quality and bigger quantity than they had anticipated, they were 

generally happier. Overall, the results show that social media significantly affects the choices that consumers 

make. 
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Gulavani, S. & Kulkarni, M. (2022). The study "Role of Social Media in Marketing in the 21st Century" came 

to the finding that social media sites are freely accessible to everyone due to internet connectivity. Social media 

moreover gives companies a marketing campaign platform that is reasonably priced. Through social networking 

sites, products and businesses can interact and connect with followers personally. Due to the rapid improvements 

in marketing tactics, social media marketing is rapidly becoming a significant aspect of promoting firms. Because 

of this, companies may design their product promotion campaigns to entice new customers while maintaining 

their ties with existing ones. 

Verma, A. (2022). according to a report on "Growth & Success of Social Media Marketing," the COVID 19 

pandemic is a highly cheap and efficient approach to sell their products or services instead of utilising 

conventional marketing strategies. Businesses promote their brands as well as their products and services via 

smartphones, tablets, computers, and social media. Social media marketing in India will be the consumer market's 

strength in the next years as we are aware that long-term sustainability directly depends on elements like changes 

in market circumstances, innovations, and player engagement. Indian customers can now rely on social media 

marketing to deliver a well-planned, successful, and top-notch purchasing experience. 

Ayoub, A. & Balawi, A. (2022). The study "A New Perspective for Marketing: The Impact of Social Media on 

Customer Experience" came to the finding that social media use is now having an impact on all aspects of human 

existence and that the number of active social media users is rising rapidly. One of the fundamental marketing 

principles that social media has an influence on is customer experience. The relationship between businesses and 

their consumers as well as their purchase intentions are significantly influenced by the customer’s experience. 

Social media platforms have become an important and beneficial tool for enhancing the customer experience 

because of the increase in social media users globally. Businesses today often utilise social media to enhance 

consumer experiences. Comments, reviews, and suggestions may be used by businesses to get feedback on their 

customer experience. Customers are becoming increasingly involved in branding and marketing. 

Mirza, M. (2022). Reduced social media marketing costs are necessary, according to research on "The Impact of 

Social Media Marketing Channel Usage on Business Performance In SME's." A study found that Cost-cutting 

acted as a mediator in the interaction between social media marketing and business outcomes. This study is the 

first to expressly examine cost-cutting mediation tactics, despite past studies having established a link between 

cost reduction and social media marketing. As a result, the study's findings are unique. The use of social media 

marketing tools appears to encourage inventiveness. (Rosil, 2013) This knowledge is enhanced by linking 

innovators through social media marketing platforms. The paper's primary objective was to develop the theory of 

marketing research. In this thesis, the concept of social media marketing is enhanced, created, and incorporated. 

Fetais, A. et al., (2022). "Do Social Media Marketing Activities Improve Brand Loyalty?" was a study topic. An 

Empirical Study on Luxury Fashion Brands" found that Customers find it easier to comment in writing than on 

the phone. This research implies that if the objective of social media material is to gather in-depth criticism 
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through comments and debate, Facebook could be the primary channel for management. To properly identify the 

different customer types between stages and the implications for their commitment, further study is in any case 

required. 

Khatri, P. (2022). A study on the "Role of Social Media Marketing in Developing New Customer Base" 

concluded that Customers find it easier to comment in writing than on the phone. This research implies that if the 

objective of social media material is to gather in-depth criticism through comments and debate, Facebook could 

be the primary channel for management. To properly identify the different customer types between stages and the 

implications for their commitment, further study is in any case required. 

Taborosi, S. et al., (2022). The impact of social networks on top management needs to be properly managed, 

according to research on "The role of Social media in the decision-making process." Experts who take part in 

making decisions must be conscious of its influence and manage it well in both their personal and professional 

lives. More research is needed to better understand how social networks a detrimental impact on decision-makers 

might have because there is a lack of research in this area. The influence of social networks must be considered 

while creating decision-making procedures for activities to modernise this process. 

Swathi, K. & Souza, D. (2022). Social media marketing is a growing industry and is now essential, according to 

research on "Social Media Marketing -A Systematic Review of Literature." Previous research has shown that even 

small retailers need to keep using social media marketing. Businesses furthermore employ content as a long-term 

strategy. To keep their fans from forgetting about them, they often publish adverts or engage with them. 

Businesses have found the hash tag and tagging functions on social media to be quite beneficial. A client may take 

a picture of themself getting ready and identify the salon or beauty parlour, as an illustration. 

Dogan-S. et al., (2022). "Social Media Customer Relationship Management and Business Performance: 

Empirical Evidence from an Emerging Market" was studied. According to "Studies in Business and Economics," 

the CRM helped large companies perform financially in emerging areas. Additionally, the adoption of social CRM 

strengthens the link between CRM and business performance. Although the declining path coefficient indicates 

that social CRM activities could have some limited mediating effects, the statistical significance of the direct 

association between CRM and performance remained unchanged. 

Roy, S. (2021). Studied “Features of social media platforms” and concluded that social media is a crucial tool for 

uniting people. It is impossible to resist social media, which connects billions of people. The increasing usage of 

the internet has enhanced both the visibility of individuals and organisations on social media. Social media has 

such a large audience that it may one day introduce marketers and even intended consumers to new marketplaces. 

Roy, S. (2017). Studied "Social Media: Marketing for Generation Next" and concluded that social media is a 

crucial tool for uniting people. Since social media connects billions of people, it is difficult for companies, from 

small start-ups to multinational organisations, to avoid it. The increasing usage of the internet has enhanced both 
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the visibility of individuals and organisations on social media. Social media has such a large audience that it may 

one day introduce marketers and even intended consumers to new marketplaces. Adults between the ages of 18 

and 34 are most likely to follow a company on social media, and 71% of customers will recommend it to others. 

Companies increasingly divide their marketing budgets between traditional and digital media. Marketers are 

aware that social media may play a key role in their efforts. 

 

Research Gap 

Despite the growing popularity of using social media influencers in promoting tourism, there is still a significant 

research gap in understanding the long-term and sustainable impact of influencer-led campaigns on destinations. 

While many studies have explored the short-term effects of such campaigns in terms of reach, engagement 

metrics, and immediate increases in tourist arrivals, limited research has been conducted on the lasting effects on 

a destination's brand image and overall tourism growth. One prominent research gap lies in the measurement of 

the actual influence of social media influencers on tourists' decision-making processes. While there is evidence of 

influencers' ability to inspire wanderlust and generate interest in a destination, it remains uncertain to what extent 

this translates into tangible tourist visits. Understanding the causal relationship between influencer exposure and 

actual travel behavior is crucial in comprehending the true effectiveness of influencer marketing in promoting 

tourism. 

Additionally, most existing research focuses on the positive aspects of influencer campaigns, often neglecting 

potential drawbacks or negative impacts. For instance, there might be cases where an influencer's content 

misrepresents a destination or attracts visitors who may not align with the destination's values, leading to a 

disconnect between tourists' expectations and the reality of the place. Furthermore, there is limited research on the 

optimal strategies for selecting the right influencers and creating successful partnerships with them. Identifying 

influencers whose brand and values align with a destination's identity is crucial for ensuring authenticity and 

effectiveness in influencer-led campaigns. 

 

Objective of the study  

To study the Effectiveness of Social Media Influencers in Promoting Tourism in Prayagraj 

Population: People using social media to explore new places as a tourist.  

Sample Size: A sample size of 300 has been randomly selected from Prayagraj, Uttar Pradesh having online 

presence on social media. 
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Analysis  

Tourist 

Nationality  Frequency 

Indian 297 

Foreign  3 

Total 300 

 

Indian Tourists: The data shows that there were 297 Indian tourists. These are individuals who are citizens of 

India and have traveled for tourism purposes. Indian tourists may have explored various destinations within India 

or ventured abroad to foreign countries for their vacations, holidays, or leisure activities. 

Foreign Tourists: According to the data, there were 3 foreign tourists. "Foreign" in this context refers to 

individuals who are not citizens of India but have traveled to the destination in question. These foreign tourists 

come from other countries and have chosen to visit either India or a specific location within India. 

Total Tourists: The total number of tourists is given as 300, which represents the sum of Indian tourists (297) and 

foreign tourists (3) combined. It provides the overall count of all visitors who visited the destination, regardless of 

their nationality. 

Interpreting the data, we can see that the majority of tourists (99%) were Indian, while foreign tourists constituted 

a very small proportion (1%) of the total tourist count. This distribution indicates that the destination in question 

might be more popular among domestic travelers (Indian tourists) than among international travelers (foreign 

tourists) during the specified period or at the specific location where the data was collected. 

Gender 

Gender Frequency 

Male 281 

Female 19 

Total 300 

 

Male: The table shows that there were 281 male individuals. These are individuals who identify as male gender-

wise. In the context of tourism, male travelers can encompass a wide range of interests and preferences, including 

adventure travel, cultural exploration, business travel, and various recreational activities. 
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Female: The data indicates that there were 19 female individuals. These are individuals who identify as female 

gender-wise. Female travelers, like their male counterparts, have diverse interests and may engage in different 

types of tourism, such as solo travel, group vacations, wellness retreats, and educational trips. 

Total: The total number of individuals is given as 300, which represents the sum of male individuals (281) and 

female individuals (19) combined. It provides the overall count of all individuals in the specified dataset, 

regardless of gender. 

Interpreting the data, we can see that the majority of individuals (93.7%) were male, while females constituted a 

smaller proportion (6.3%) of the total count. This distribution indicates that the destination or activity in question 

might have been more popular among male travelers during the specified period or at the specific location where 

the data was collected. 

Age 

Age  Frequency 

Below 20 76 

20-40 64 

40-60 71 

Above 60 89 

Total  300 

 

 Below 20: The table shows that there were 76 individuals in the age group below 20. These are individuals 

who are younger than 20 years old. In the context of tourism, this age group may consist of young 

travelers, teenagers, or children who are accompanying their families on vacations or school trips. 

 20-40: The data indicates that there were 64 individuals in the age group between 20 and 40. This group 

represents individuals in their young adulthood and early middle age. Young adults often engage in 

various types of tourism, including backpacking, adventure travel, city breaks, and cultural exploration. 

 40-60: The data shows that there were 71 individuals in the age group between 40 and 60. This age 

category covers individuals in their middle adulthood and early senior years. People in this age group may 

be interested in a wide range of tourism activities, including family vacations, wellness retreats, heritage 

tours, and business travel. 

 Above 60: The data indicates that there were 89 individuals in the age group above 60. These are 

individuals in their senior years and retirees. Senior travelers often engage in leisure travel, exploring new 

destinations, and seeking more relaxed and comfortable experiences. 
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Total: The total number of individuals is given as 300, which represents the sum of individuals in all age groups 

(76 + 64 + 71 + 89) combined. This total provides the overall count of all individuals surveyed or recorded in the 

dataset, irrespective of their age. 

Interpreting the data, we can see that the age group with the highest number of individuals was "Above 60," 

comprising 89 individuals (29.7% of the total). The next most substantial age group was "40-60," with 71 

individuals (23.7% of the total). The "Below 20" age group had 76 individuals (25.3% of the total), and the "20-

40" age group had 64 individuals (21.3% of the total). 

Qualification 

Education  Frequency 

Senior Secondary 14 

Graduation 116 

Post Graduation 119 

Professional 51 

Total 300 

 

 Senior Secondary: The table shows that there were 14 individuals with a "Senior Secondary" level of 

education. This typically refers to individuals who have completed their high school education or 

secondary school level. 

 Graduation: The data indicates that there were 116 individuals with a "Graduation" level of education. 

This category includes individuals who have completed their undergraduate degree programs. 

 Post Graduation: The data shows that there were 119 individuals with a "Post Graduation" level of 

education. This category includes individuals who have completed their higher education beyond the 

undergraduate level, such as master's degrees or other postgraduate qualifications. 

 Professional: The data indicates that there were 51 individuals with a "Professional" qualification. This 

category may include individuals who have completed specialized professional courses or certifications in 

specific fields. 

 Total: The total number of individuals is given as 300, which represents the sum of individuals in all 

educational qualification categories (14 + 116 + 119 + 51) combined. This total provides the overall count 

of all individuals surveyed or recorded in the dataset, regardless of their educational background. 

Interpreting the data, we can see that the highest number of individuals had a "Post Graduation" level of 

education, with 119 individuals (39.7% of the total). The next most substantial educational qualification was 

"Graduation," with 116 individuals (38.7% of the total). The "Professional" qualification category had 51 
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individuals (17% of the total), and the "Senior Secondary" category had the lowest count with 14 individuals 

(4.7% of the total). 

Income 

Income Frequency 

Below 20,000 59 

20,000-40,000 82 

40,000-60,000 72 

Above 60, 000 87 

Total 300 

 

 Below 20,000: The table shows that there were 59 individuals with an income level below 20,000. This 

income range includes individuals who earn less than 20,000 units of the currency specified in the dataset 

(e.g., USD, INR, etc.). 

 20,000-40,000: The data indicates that there were 82 individuals with an income level between 20,000 and 

40,000. This range covers individuals with moderate income levels. 

 40,000-60,000: The data shows that there were 72 individuals with an income level between 40,000 and 

60,000. This range includes individuals with a relatively higher income compared to the previous range. 

 Above 60,000: The data indicates that there were 87 individuals with an income level above 60,000. This 

category comprises individuals with higher income levels. 

 Total: The total number of individuals is given as 300, which represents the sum of individuals in all 

income level categories (59 + 82 + 72 + 87) combined. This total provides the overall count of all 

individuals surveyed or recorded in the dataset, regardless of their income level. 

Interpreting the data, we can see that the highest number of individuals had an income level above 60,000, with 

87 individuals (29% of the total). The next most substantial income group was "20,000-40,000," with 82 

individuals (27.3% of the total). The "40,000-60,000" income category had 72 individuals (24% of the total), and 

the "Below 20,000" income range had the lowest count with 59 individuals (19.7% of the total). 

KMO & Bartlett’s Test 

KMO Measures of Sampling Adequacy 0.716 

 

Barlett’s Test of Sphericity 

Approx. Chi-Square 1630.94 

Degree of freedom 187 

Significance 0.077 
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KMO (Kaiser-Meyer-Olkin) Measure of Sampling Adequacy and Bartlett's Test of Sphericity are both statistical 

techniques used in factor analysis to assess whether the data is suitable for performing the analysis. They help 

determine if the data has enough common variance to proceed with factor analysis. 

KMO Measure of Sampling Adequacy: 

 The KMO Measure of Sampling Adequacy is a statistic that measures the proportion of variance in the 

variables that might be caused by underlying factors. It indicates the overall strength of the relationship 

between variables. The KMO value ranges from 0 to 1. Higher KMO values (closer to 1) indicate that the 

data is more suitable for factor analysis. 

 In this case, the KMO Measure of Sampling Adequacy is 0.716. This value is considered to be moderately 

good. A KMO value above 0.5 is generally acceptable, indicating that there is enough common variance in 

the data to proceed with factor analysis. 

Bartlett's Test of Sphericity: 

Bartlett's Test of Sphericity assesses whether the correlation matrix among the variables is significantly different 

from the identity matrix (a matrix with 1's on the diagonal and 0's elsewhere). In other words, it checks if there 

are correlations between the variables, which are essential for conducting factor analysis. The test generates a chi-

square statistic, along with the degrees of freedom and the p-value (significance level). 

In this case, the Approx. Chi-Square value is 1630.94, the degrees of freedom are 187, and the p-value 

(Significance) is 0.077. The p-value indicates the probability of obtaining a chi-square value as extreme as the one 

observed if the variables were uncorrelated (the null hypothesis). In this case, the p-value is greater than the 

conventional significance level of 0.05. Therefore, we fail to reject the null hypothesis, which means there is no 

significant evidence to suggest that the variables are uncorrelated. This result supports the assumption that there is 

enough correlation between variables to proceed with factor analysis. 
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Social Media Influencers in Promoting Tourism 

S. 

No. 

Social Media Influencers 

Promoting Tourism 

Factors 

Loadin

gs 

Eigen 

values 

Percentage 

of 

variance 

Reliability 

1. Content Creation 0.711  

 

(Cronbach α 

= 9.357) 

 

 

 

14.8779 

 

 

 

(0.244) 

2. Authenticity and Trust 0.792 

3. Niche Targeting 0.784 

4. Engagement and Interaction 0.735 

5. Influencer Partnerships 0.875 

6. Trendsetting and Virality 0.833 

7. Impact on Decision Making 0.791 

8. Bridge Cultural and Language 

Barriers 

0.852 

9. Measurable Impact 0.733 

 

The data provided presents the results of a factor analysis for two sets of factors related to the effectiveness of 

social media influencers in promoting tourism. The factor analysis helps identify underlying factors or dimensions 

that explain the variance in the data. Let's analyze and explain the data for each set: 

Set 1: Factors related to "Social Media Influencers Promoting Tourism": 

 Content Creation: This factor has a factor loading of 0.711, indicating its correlation with the underlying 

dimension. The eigenvalue for this factor is 14.8779, and it explains 24.4% of the variance in the data. The 

reliability of this factor, measured by Cronbach's α, is 0.9357. 

 Authenticity and Trust: This factor has a factor loading of 0.792, indicating its correlation with the 

underlying dimension. 

 Niche Targeting: This factor has a factor loading of 0.784, indicating its correlation with the underlying 

dimension. 

 Engagement and Interaction: This factor has a factor loading of 0.735, indicating its correlation with the 

underlying dimension. 

 Influencer Partnerships: This factor has a factor loading of 0.875, indicating its correlation with the 

underlying dimension. 

 Trendsetting and Virality: This factor has a factor loading of 0.833, indicating its correlation with the 

underlying dimension. 
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 Impact on Decision Making: This factor has a factor loading of 0.791, indicating its correlation with the 

underlying dimension. 

 Bridge Cultural and Language Barriers: This factor has a factor loading of 0.852, indicating its correlation 

with the underlying dimension. 

 Measurable Impact: This factor has a factor loading of 0.733, indicating its correlation with the underlying 

dimension. 

Effectiveness of Social Media Influencers in Promoting Tourism 

S. 

No. 

Effectiveness of Social Media 

Influencers in Promoting 

Tourism 

Factors 

Loadings 

Eigen 

values 

Percentage 

of 

variance 

Reliability 

1. Authenticity and Relatability 0.802  

 

(Cronbach 

α = 2.8579) 

 

 

 

5.8732 

 

 

 

(0.952) 

2. Engaging Visual Content 0.8315 

3. Niche Targeting 0.893 

4. Broad Reach and Exposure 0.849 

5. Interactive Communication 0.851 

6. User-Generated Content (UGC) 0.837 

7. Leveraging FOMO (Fear of 

Missing Out) 

0.855 

8. Partnership with Tourism 

Boards and Brands 

0.874 

9. Measurable Impact 0.862 

 

Authenticity and Relatability: This factor has a factor loading of 0.802, indicating its correlation with the 

underlying dimension. The eigenvalue for this factor is 5.8732, and it explains 95.2% of the variance in the data. 

The reliability of this factor, measured by Cronbach's α, is 0.8579. 

 Engaging Visual Content: This factor has a factor loading of 0.8315, indicating its correlation with the 

underlying dimension. 

 Niche Targeting: This factor has a factor loading of 0.893, indicating its correlation with the underlying 

dimension. 

 Broad Reach and Exposure: This factor has a factor loading of 0.849, indicating its correlation with the 

underlying dimension. 

 Interactive Communication: This factor has a factor loading of 0.851, indicating its correlation with the 

underlying dimension. 
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 User-Generated Content (UGC): This factor has a factor loading of 0.837, indicating its correlation with 

the underlying dimension. 

 Leveraging FOMO (Fear of Missing Out): This factor has a factor loading of 0.855, indicating its 

correlation with the underlying dimension. 

 Partnership with Tourism Boards and Brands: This factor has a factor loading of 0.874, indicating its 

correlation with the underlying dimension. 

 Measurable Impact: This factor has a factor loading of 0.862, indicating its correlation with the underlying 

dimension. 

Interpreting the factor analysis, both sets of factors suggest that social media influencers are effective in 

promoting tourism. In Set 1, the factors highlight the importance of factors such as content creation, authenticity, 

niche targeting, engagement, influencer partnerships, and more. In Set 2, the factors emphasize the significance of 

authenticity, engaging visual content, interactive communication, leveraging FOMO, and measurable impact. 

Both factor analyses show high eigenvalues and significant percentages of variance explained, indicating that the 

identified factors are meaningful and relevant in understanding the effectiveness of social media influencers in 

promoting tourism. Additionally, the reliability values (Cronbach's α) for both sets of factors are relatively high, 

suggesting internal consistency and robustness of the identified factors. 

These findings can be valuable for tourism marketers, destination managers, and businesses in devising effective 

strategies for collaborating with social media influencers to promote tourism destinations and experiences. 

Understanding the key factors that contribute to the effectiveness of influencer marketing can aid in crafting 

compelling and authentic content that resonates with target audiences and drives tourism engagement and interest. 

 

Conclusion 

In conclusion, the utilization of social media influencers in promoting tourism in Prayagraj has proven to be a 

highly effective and impactful strategy. Through their engaging content, authentic storytelling, and targeted 

audience reach, influencers have successfully showcased the city's cultural heritage, spiritual significance, and 

unique experiences to a global audience. 

The research gap in measuring the long-term impact of influencer-led campaigns remains a challenge, but the 

short-term results have demonstrated the power of influencer marketing in generating interest and inspiring travel 

to Prayagraj. By collaborating with relevant influencers and local content creators, tourism stakeholders in 

Prayagraj have been able to create compelling narratives that resonate with audiences and foster a sense of trust 

and authenticity. 
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The ability of influencers to reach niche audiences has allowed Prayagraj to target specific segments of travelers, 

such as spiritual seekers, history enthusiasts, and adventure seekers, maximizing the impact of promotional 

efforts. Additionally, real-time engagement and interaction with influencers have provided potential travelers with 

firsthand information, enabling them to make informed decisions about visiting the city. 

To ensure the continued effectiveness of influencer-led campaigns, it is crucial for tourism boards and businesses 

to remain vigilant in selecting the right influencers, prioritizing authenticity, and evaluating the measurable 

impact through social media analytics. By addressing the research gaps and challenges, Prayagraj can enhance its 

destination marketing strategies, attracting more tourists and creating sustainable growth in its tourism industry. 

Overall, social media influencers have proven to be powerful advocates for Prayagraj, transforming it from a 

relatively undiscovered destination into a sought-after travel hotspot. With ongoing efforts to refine influencer 

partnerships and capitalize on the digital landscape, Prayagraj can continue to harness the potential of influencer 

marketing to promote its rich cultural heritage and position itself as an attractive and vibrant travel destination on 

the global stage. 

 

Suggestions  

 Identify Relevant Influencers: Conduct research to identify social media influencers whose content aligns 

with the tourism offerings and cultural significance of Prayagraj. Look for influencers who have a genuine 

interest in travel, culture, spirituality, and heritage. 

 Authenticity is Key: Prioritize authenticity in influencer partnerships. Choose influencers who can 

genuinely connect with their audience and portray Prayagraj in an authentic and relatable manner. 

 Showcase Unique Experiences: Encourage influencers to highlight the unique experiences that Prayagraj 

offers, such as attending religious festivals, exploring historical sites, and participating in local traditions. 

 Engage with Local Influencers: Collaborate with local influencers who have a deep understanding of 

Prayagraj's culture and heritage. Their perspectives can add an extra layer of authenticity and credibility to 

the promotional campaigns. 

 Share Inspiring Stories: Encourage influencers to share inspiring stories of travelers' experiences in 

Prayagraj. Personal anecdotes and transformative travel experiences can captivate audiences and spark 

wanderlust. 

 Focus on Visual Content: Leverage the visual appeal of Prayagraj by encouraging influencers to share 

high-quality photographs and videos that showcase its beauty and spiritual significance. 

 Create Hashtag Campaigns: Launch hashtag campaigns that encourage both influencers and their 

followers to share their Prayagraj experiences. This user-generated content can amplify the reach and 

engagement of the promotional efforts. 
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 Utilize Instagram Stories and Live Videos: Live content allows influencers to engage with their followers 

in real-time, providing an opportunity to answer questions and showcase Prayagraj's attractions as they 

explore the city. 

 Measure Impact with Analytics: Use social media analytics to track the performance of influencer-led 

campaigns, including reach, engagement, and follower growth. Analyze the data to understand the 

campaign's effectiveness and make data-driven decisions for future collaborations. 

 Collaborate with Travel Bloggers: Engage with travel bloggers who can provide in-depth and informative 

content about Prayagraj's attractions, travel tips, and local insights. 

 Leverage Influencer Networks: Partner with influencer marketing agencies to access a wider network of 

influencers and optimize the selection process. 

 Monitor and Respond to Feedback: Keep a close eye on comments and feedback from both influencers 

and their followers. Respond promptly to queries, address concerns, and acknowledge positive 

experiences to build a positive reputation for Prayagraj as a travel destination. 

By implementing these suggestions, Prayagraj can effectively leverage the power of social media influencers to 

promote its unique tourism offerings and attract more travelers to experience the city's cultural richness and 

historical significance. 

 

References 

Ashrafuzzaman, Md & Rishat, ASM & Hossain, Md Sharif & Alam, Mohammad. (2022). The-Impact-of-Social-

Media-and-Digital-Marketing-on-Consumer-Behavior. 10.4018/978-1-6684-4168-8.ch012. 

Ayoub, Asad & Balawi, Ayman. (2022). A New Perspective for Marketing: The Impact of Social Media on 

Customer Experience. Journal of Intercultural Management. 14. 87-103. 10.2478/joim-2022-0003. 

Dogan-Sudas, Hatice & Kara, Ali & Cabuk, Serap & Kaya, Kadir. (2022). Social Media Customer Relationship 

Management and Business Performance: Empirical Evidence from an Emerging Market. Studies in 

Business and Economics. 17. 90-107. 10.2478/sbe-2022-0027. 

Fetais, Abdulla & Algharabat, Raed & Aljafari, Abdullah & Rana, Nripendra. (2022). Do Social Media Marketing 

Activities Improve Brand Loyalty? An Empirical Study on Luxury Fashion Brands. Information Systems 

Frontiers. 25. 10.1007/s10796-022-10264-7. 

Gulavani, Sampada & Kulkarni, Mukund. (2022). ROLE OF SOCIAL MEDIA IN MARKETING IN 21st 

CENTURY. 56. 75-84. 

K., Swathi & Souza, Dr. (2022). Social Media Marketing -A Systematic Review of Literature. 9. 14. 

http://www.ijcrt.org/


www.ijcrt.org                                                                © 2023 IJCRT | Volume 11, Issue 8 August 2023 | ISSN: 2320-2882 

IJCRT2308090 International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org a755 
 

Karthikeyan, Aravindaraj & Chinna, P Rajan. (2019). Social Media Marketing and its Impact. 

Kaushik, Rajiv. (2012). Impact of Social Media on Marketing. 15. 2230-7893. 

Khatri, Prerna. (2022). Role of Social Media Marketing in developing new customer base. XCV, No.32,2022. 

119-123. 

Mirza, Muhammad. (2022). The Impact Of Social Media Marketing Channel Usage On Business Performance In 

SME's. 

R. Y, Yugandhara. (2023). Social Media Management Market Size and Forecast Report 2023. 

Roy, Saheel. (2017). Social Media: Marketing For Generation Next. International Journal of Innovative Science 

and Research Technology. 2 (5). 684-689. ISSN No: - 2456 - 2165 

Roy, Saheel. (2021). FEATURES OF SOCIAL MEDIA PLATFORMS. INDIAN JOURNAL OF APPLIED 

RESEARCH.  11 (07). 29-32 DOI : 10.36106/ijar 

Roy, Saheel. (2023). A Study of Social Media Marketing on Consumer Satisfaction with Special reference to 

YouTube Marketing, Journal of Emerging Technologies and Innovative Research. 10(6). e205-e221. 

https://www.jetir.org/view?paper=JETIR2306459 

Roy, Saheel & Soumya Ranjan Swain (2023). To study the role of social media marketing for Flipkart and 

Amazon, International Journal of Creative Research Thoughts (IJCRT) www.ijcrt.org. 11(7). E102-e121. 

http://ijcrt.org/viewfull.php?&p_id=IJCRT2307475 

Taborosi, Srdana & Kovačević, Aleksandra & Maljugić, Biljana. (2022). THE ROLE OF SOCIAL MEDIA IN 

THE DECISION-MAKING PROCESS. 

Taborosi, Srdana & Kovačević, Aleksandra & Maljugić, Biljana. (2022). THE ROLE OF SOCIAL MEDIA IN 

THE DECISION-MAKING PROCESS. 

Tiwari, Abhilasha. (2021). Social Media Marketing : A Critical Need for Business. IJARCCE. 10. 

10.17148/IJARCCE.2021.101011. 

Tiwari, Abhilasha. (2021). Social Media Marketing : A Critical Need for Business. IJARCCE. 10. 

10.17148/IJARCCE.2021.101011. 

Verma, Amit. (2022). Growth & Success of Social Media Marketing. 8. 1-7. 10.17605/OSF.IO/B47ZH. 

Verma, Amit. (2022). Growth & Success of Social Media Marketing. 8. 1-7. 10.17605/OSF.IO/B47ZH. 

 

http://www.ijcrt.org/
http://www.ijcrt.org/
http://ijcrt.org/viewfull.php?&p_id=IJCRT2307475

