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Abstract 
This empirical study explores the influence of social 

media on pilgrimage tourism in the Tamil Nadu 

districts of Dindigul and Madurai. These regions, 

home to key pilgrimage sites such as the Palani 

Murugan Temple and Meenakshi Amman Temple, 

represent diverse expressions of spiritual and 

heritage-based travel. Utilizing a mixed-methods 

approach—comprising quantitative surveys of 400 

pilgrims and qualitative interviews with 25 

stakeholders—this research investigates how social 

media influences tourist behavior at three levels: 

pre-visit planning, in-situ engagement, and post-

visit content sharing. Findings reveal a strong 

correlation between digital engagement and travel 

decisions, highlighting both opportunities and 

strategic gaps in stakeholder adoption of social 

media platforms. Recommendations are made for 

better integration of digital tools in tourism 

strategies. 
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I. Introduction 
India's religious and spiritual diversity 

renders it a significant site for pilgrimage tourism. 

Tamil Nadu, with its dense network of temples, 

shrines, and festivals, attracts millions of devotees 

annually. Among its pilgrimage hubs, Dindigul and 

Madurai offer a blend of ancient religious heritage 

and evolving travel behaviors shaped by technology. 

Pilgrimage tourism remains a vital 

component of India’s cultural and spiritual heritage, 

drawing millions of devotees annually to sacred 

destinations. Tamil Nadu, known for its 

architectural grandeur and temple networks, stands 

at the forefront of this spiritual movement. Cities 

like Madurai, home to the Meenakshi Amman 

Temple, and Dindigul, where the Palani Murugan 

Temple is located, exemplify the devotional 

intensity and religious magnetism of the region. 

These pilgrimage centers are no longer confined to 

traditional modes of access and promotion; they are 

increasingly situated within the digital ecosystem of 

contemporarytravel planning.Over the past decade, 

the rise of digital platforms—especially social 

media tools like Instagram, YouTube, and 

Facebook—has revolutionized the way travelers 

engage with spiritual tourism. According to Xiang 

and Gretzel (2010), social media has transformed 

the information-search process, enabling travelers to 

make decisions based on peer-generated content 

rather than official sources. In a religious context, 

Kapoor, Agarwal, and Walia (2021) found that 70% 

of spiritual tourists in India were influenced by 

digital content, including hashtags, travel vlogs, and 

influencer recommendations, before selecting a 

temple or destination. 

The implications of this shift extend to 

tourism stakeholders, who must adapt their outreach 

strategies accordingly. However, research by Nayak 

and Mishra (2022) found that digital literacy 

remains low among rural pilgrimage operators, with 

less than 35% having active engagement on social 

platforms. Similarly, Chandrasekaran et al. (2023) 

observed that while urban temples have begun 

leveraging livestreaming and multilingual content, 

rural and tier-two destinations lag behind in 

adopting digital storytelling tools. This digital divide 

threatens to create disparities in how sacred spaces 

are represented and experienced. 

This study investigates how social media 

shapes pilgrimage tourism in Tamil Nadu, focusing 

on the districts of Dindigul and Madurai. Using a 

mixed-methods approach, it explores how pilgrims 

engage with social platforms during different phases 

of their journey and how stakeholders—temple 

authorities, tour operators, and tourism officials—

adapt to or resist this digital evolution. By doing so, 

the paper offers insights into both the opportunities 

and challenges presented by digital engagement in 



 

    

International Journal of Humanities Social Science and Management (IJHSSM) 

Volume 5, Issue 3, May-June, 2025, pp: 440-444                           ISSN: 3048-6874 

www.ijhssm.org 

 

 

 

| Impact Factor value 7.52 |                                   ISO 9001: 2008 Certified ‘Journal                               Page 441 

sustaining and enhancing religious tourism in South 

India. 

 

II. Literature Review 

Chandrasekaran, Husain, and Annamalai 

(2023) conducted a cross-platform study of Indian 

Destination Management Organizations (DMOs), 

concluding that inconsistent digital engagement and 

lack of multilingual content limited the reach of 

pilgrimage sites, despite their inherent spiritual 

value. Recent scholarship highlights the rising role 

of social media in tourism behaviour (Xiang & 

Gretzel, 2010; Kapoor et al., 2021). Specifically, in 

religious tourism, digital platforms allow for pre-trip 

information gathering, spiritual preparation, and 

post-trip reflection. Madurai’s Meenakshi Amman 

Temple, frequently featured in Instagram posts and 

travel blogs, exemplifies how digital representation 

enhances site popularity. Similarly, Palani in 

Dindigul is gaining online traction via YouTube 

vlogs and Facebook community groups. However, 

empirical evidence on how these digital platforms 

affect actual visitation patterns and stakeholder 

strategies remains sparse—highlighting a research 

gap this study addresses. 

Kapoor, Agarwal, and Walia (2021) 

examined the impact of social media on spiritual 

tourism in India. Their findings emphasized that 

digital storytelling, influencers, and short-form 

video content directly influence pilgrimage 

intentions and perceptions of sacred destinations. 

Rahman and Kharal (2019) studied social 

media's effect on tourist engagement in South Asian 

religious circuits, indicating that mobile-first 

pilgrims increasingly expect real-time digital 

support, including live-streaming, geolocation, and 

digital queues. Singh and Dangi (2020) emphasized 

the role of social media in pre-trip spiritual 

planning. They found that pilgrims often use 

YouTube vlogs, Facebook groups, and Instagram 

hashtags to emotionally and logistically prepare for 

sacred journeys. Nayak and Mishra (2022) 

highlighted that while urban temples in India have 

embraced digital promotion, rural and mid-tier 

pilgrimage destinations often lack structured social 

media strategies, resulting in a digital divide.  

Xiang and Gretzel (2010) conducted one of 

the earliest influential studies on the role of social 

media in tourism. They highlighted how user-

generated content and peer reviews on platforms 

such as TripAdvisor and Facebook have 

transformed the way travellers seek and evaluate 

information. These studies collectively suggest that 

while social media has become a powerful driver in 

pilgrimage tourism, the degree of adoption and 

effectiveness varies widely across stakeholders. The 

present study builds on this foundation by offering 

statistical information about the digital behaviours 

of both pilgrims and tourism facilitators in Tamil 

Nadu’s Dindigul and Madurai districts. 

 

III. Research Objective 
1. To analyze how pilgrims use social media during 

different stages of their pilgrimage journey, 

including pre-visit planning, on-site engagement, 

and post-visit content sharing. 

2. To examine how key stakeholders—such as 

temple authorities and tour operators—leverage 

digital platforms for communication, promotion, and 

visitor engagement. 

3. To evaluate the influence of social media content 

on pilgrims’ site selection, travel decisions, and 

overall experience during religious tourism in Tamil 

Nadu. 

 

IV. Methodology 
This study employed a mixed-methods 

research design to explore the influence of social 

media on pilgrimage tourism in the Tamil Nadu 

districts of Dindigul and Madurai. Quantitative data 

was gathered through structured surveys 

administered to 400 pilgrims—200 from each 

district—at key locations such as temples, transit 

hubs, and lodging centers. The survey focused on 

social media usage patterns, platform preferences, 

and its impact on travel decisions. In parallel, 

qualitative data was collected via in-depth 

interviews with 25 stakeholders, including temple 

administrators, tour operators, local business 

owners, and tourism officials. These interviews 

were recorded, transcribed, and analyzed 

thematically using NVivo software. Additionally, 

aethnographic analysis was conducted on user-

generated content across platforms like Instagram, 

Facebook, and YouTube, focusing on hashtags, 

geotags, and visual narratives related to the 

pilgrimage sites. 

 

V. Research Gaps 

• Lack of training among local stakeholders in 

social media strategy. 

• Inadequate infrastructure for live-streaming or 

digital storytelling at sites. 

• Poor integration between tourism departments 

and religious institutions. 

 

VI. Discussion: 
The findings of this study clearly indicate 

that social media plays a significant role in shaping 
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the behavior of modern pilgrims. A large majority 

(87%) of surveyed pilgrims reported using social 

media during at least one stage of their journey, with 

YouTube and Instagram being the most influential 

platforms. Pre-visit activities like watching travel 

vlogs, checking temple timings, and reading pilgrim 

reviews were dominant behaviors. During the visit, 

many pilgrims engaged in content creation such as 

posting Instagram stories or going live on Facebook. 

Post-visit, over 65% shared their experiences online, 

thereby contributing to a growing digital archive of 

pilgrimage narratives. This cycle shows how 

spiritual travel is now deeply intertwined with 

digital sharing and peer engagement. 

When compared to earlier studies, these 

findings align with broader trends in tourism 

research. For instance, Kapoor et al. (2021) 

observed similar behavior among spiritual tourists 

across India, where digital influence was found to 

significantly affect site selection. Likewise, Xiang 

and Gretzel (2010) emphasized the rise of peer-

generated content in shaping travel behavior, a trend 

that continues today. However, this study differs by 

focusing specifically on pilgrimage tourism in 

smaller districts like Dindigul, where the digital 

presence has historically been minimal. It also adds 

value through its dual focus on both pilgrims and 

stakeholders, offering a more holistic perspective. 

The practical implications of these findings 

are significant for local tourism bodies, temple 

management, and religious trusts. First, digital 

engagement is no longer optional—it's essential. 

Tourism stakeholders who invest in social media 

outreach, content creation, and mobile-friendly 

services are more likely to attract and retain pilgrim 

interest. Furthermore, pilgrims' digital behavior 

presents opportunities for user-generated promotion. 

Temples and local businesses can encourage 

pilgrims to tag their posts, leave reviews, or use 

hashtags that create visibility and trust among future 

visitors.The findings affirm that social media 

significantly influences pilgrimage behavior. Digital 

content not only informs but also inspires religious 

intent. Yet, institutional adoption of social media 

remains inconsistent. Madurai shows better digital 

visibility than Dindigul, largely due to government 

support and temple administration initiatives.A 

digital divide persists between tech-savvy pilgrims 

and less-digitally-equipped tourism providers. This 

hinders coherent digital branding and consistent 

engagement across the pilgrimage circuit. 

 

VII. Future Scope 
This study opens several avenues for future 

research and practical application. While the current 

analysis focused on two districts in Tamil Nadu, 

similar studies can be expanded across other 

pilgrimage regions in India to identify broader 

patterns of digital engagement. Future research 

could also explore the long-term behavioral impact 

of social media on the spiritual aspects of 

pilgrimage, including how virtual experiences may 

reshape perceptions of sacredness. Moreover, there 

is potential to study the effectiveness of specific 

digital interventions—such as mobile apps, QR-

based temple guides, or AI-driven chatbots—in 

enhancing the pilgrim experience. Policymakers and 

tourism planners can use these insights to develop 

region-specific digital strategies, ensuring inclusive 

participation from both urban and rural stakeholders 

in the evolving religious tourism landscape. 

 

VIII. Recommendations 
Training Programs: Implement workshops on 

digital marketing and social media management for 

temple and tourism staff. 

Collaborative Campaigns: Foster partnerships 

between DMOs and local influencers. 

Content Creation Incentives: Encourage pilgrims 

to generate and tag content through gamified reward 

systems. 

Multilingual Content: Ensure social content is 

accessible in Tamil, Hindi, and English. 

Pilgrimage App Development: A regional app 

integrating maps, festivals, darshan slots, and live 

streams. 

IX.Conclusion 

This study affirms that social media has become an 

integral part of the pilgrimage tourism experience in 

Tamil Nadu, particularly in the districts of Dindigul 

and Madurai. From influencing destination choice to 

shaping on-site behavior and encouraging post-visit 

sharing, digital platforms now serve as companions 

to spiritual journeys. Pilgrims are no longer passive 

visitors; they are active digital participants who 

contribute to the evolving narrative of sacred travel. 

The empirical data gathered confirms that while user 

engagement is high, institutional adoption of digital 

tools remains uneven and underdeveloped.The 

research also highlights a significant digital divide 

between tech-savvy pilgrims and under-equipped 

tourism stakeholders. While some temples and 

operators are adapting to the digital age, many lack 

the training, resources, or infrastructure to do so 

effectively. This disconnect limits the overall impact 

of social media in enhancing pilgrimage tourism and 

restricts the potential for inclusive growth in the 

sector.To bridge this gap, a strategic alignment is 

needed—one that empowers local institutions 

through digital literacy, collaborative marketing, and 
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infrastructure development. By fostering a digitally 

fluent tourism ecosystem, Tamil Nadu’s pilgrimage 

sector can not only modernize its outreach but also 

preserve and promote its sacred traditions for a 

global, connected audience. Social media is not 

merely a peripheral influence but a central actor in 

shaping pilgrimage tourism. In Dindigul and 

Madurai, digital threads are increasingly woven into 

the fabric of sacred travel. Strategic alignment 

between pilgrims' digital habits and stakeholders’ 

outreach efforts is essential to enhance religious 

tourism outcomes. Empowering local institutions 

with the tools and training to engage effectively 

online is both a necessity and an opportunity. 
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