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ABSTRACT 

Tourism in Uttar Pradesh (India) is experiencing a transformative phase driven by digital 

marketing promotions. This study examines how digital marketing initiatives have impacted the 

growth of tourism businesses – particularly pilgrimage tour operators, spiritual hotels, and 

related services – in three major religious destinations: Ayodhya, Chitrakoot, and Prayagraj. 

Using secondary data from government tourism reports, academic studies, and industry sources, 

we analyze trends in tourist footfall, online engagement, and business expansion in these cities. 

The findings indicate that digital marketing efforts (such as social media campaigns, online 

travel platforms, and virtual tours) have significantly boosted the visibility of these spiritual 
destinations, correlating with sharp increases in tourist visits and the rapid growth of local 

hospitality and travel businesses. Ayodhya, for instance, witnessed an unprecedented surge in 

tourists after widespread online promotion of the upcoming Ram Temple, and businesses there 

responded with new hotels and services to meet demand. Prayagraj and Chitrakoot also showed 

growth as digital campaigns draw pilgrims, though to a lesser extent than Ayodhya. The study 

discusses these outcomes in light of the opportunities digital media offers for tourism marketing, 

as well as the challenges (such as digital skill gaps and infrastructure needs) that must be 

addressed to sustain long-term benefits. In conclusion, digital marketing has proven to be a 

catalyst for tourism business growth in Uttar Pradesh’s religious hubs, and strategic, inclusive 

digital promotion can further enhance spiritual tourism while supporting local economic 

development. 

 

Keywords: Digital Marketing, Religious Tourism, Tourism Business Growth, Social Media 

Promotion, Tourism Development, Pilgrimage Tourism, Online Travel Marketing.  

 
INTRODUCTION: 

Uttar Pradesh (UP) is one of India’s most culturally rich 

states, known for iconic religious and heritage sites that 

draw millions of pilgrims and tourists annually. Tourism 

has become a cornerstone of the state economy and a key 

focus for growth; UP attracted 649 million tourists in 

2024 alone, with officials underscoring tourism’s 

potential in the state’s development agenda. A 

significant portion of this tourism is faith-based – 

estimates suggest that about 60% of India’s domestic 

tourism is religious travel – making destinations like 

Ayodhya, Chitrakoot, and Prayagraj vital to UP’s 

tourism sector. Ayodhya is revered as the birthplace of 

Lord Rama, Chitrakoot is celebrated in the Ramayana 

epic, and Prayagraj (Allahabad) hosts the massive 

Kumbh Mela pilgrimage. These sites have traditionally 
attracted pilgrims through word-of-mouth and periodic 

events, but in recent years the Uttar Pradesh government 

and businesses have turned to digital marketing 

promotion to further amplify their appeal. 

 

Digital marketing – encompassing social media 

campaigns, search engine promotion, online travel 
platforms, mobile apps, and other internet-based 

channels – allows tourism stakeholders to reach a global 

audience instantly and interactively. Social media 

platforms like Facebook, Instagram, and YouTube are 

now widely used to showcase spiritual sites and events 

(for example, live broadcasts of temple ceremonies or 

festivals), generating curiosity and inspiration among 

younger travelers. Search engines and travel websites 

ensure that information on tours, accommodations, and 

local attractions is just a click away for prospective 

visitors. Even traditional pilgrimage services are being 

listed on online travel agencies (OTAs) and Google 

Maps/Travel, increasing their visibility. These digital 

avenues are particularly important post-pandemic, as 

travelers increasingly plan and book trips online for 

convenience and safety. 

 
In the following sections, we review relevant literature 

on digital marketing in tourism, describe our 

methodology for data collection and analysis, present the 
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results on tourism growth and digital trends, discuss the 

implications (including challenges and future 

opportunities), and finally conclude with 
recommendations for harnessing digital marketing to 

sustain the growth of religious tourism businesses in 

Uttar Pradesh. 

 

LITERATURE REVIEW 
Digital technology has become deeply intertwined with 

tourism marketing and consumer behavior. E-tourism – 

defined by Buhalis and Law (2008) as the digitization of 

all processes and value chains in the tourism, travel, 

hospitality, and catering industries – has revolutionized 

how travelers obtain information, make decisions, and 

share experiences. Over a decade ago, researchers noted 

that the rise of the internet and social media would 

empower destinations to market themselves more 

effectively to a global audience (Buhalis & Law, 2008). 

Today, the prevalence of smartphones and social 

networks has indeed made digital marketing an 
indispensable tool for tourism promotion. Studies across 

various contexts have shown positive correlations 

between digital marketing and tourism growth. For 

instance, Sinha and Kumar (2020) documented how 

targeted digital campaigns significantly boosted cultural 

tourism in Indian states like Rajasthan and Kerala, 

raising these destinations’ profiles and tourist numbers 

(Sinha & Kumar, 2020). Sharma and Gupta (2020) 

similarly noted that India’s #IncredibleIndia social 

media campaign – which leveraged influencer marketing 

and high-quality imagery – greatly increased 

international tourist interest in India’s heritage sites. 

 

Specific to religious tourism, emerging literature 

emphasizes the influence of social media and e-word-of-

mouth on pilgrim behavior. Venkatesh et al. (2024) 

conducted a study on Ayodhya and found that strategic 
social media marketing positively impacted spiritual 

tourism, increasing young travelers’ interest in visiting 

the holy site. Their findings align with Venugopal and 

Murty’s (2019) research in Andhra Pradesh, which 

reported that e-marketing promotions led to higher 

tourist footfall and improved business performance for 

religious tour operators in the Srikakulam temple circuit. 

Another pertinent study by Singh et al. (2022) examined 

post-pandemic domestic tourism in Uttar Pradesh and 

identified social media interactivity and digital content 

quality as key determinants of tourism growth in the 

state’s religious circuit. In other words, destinations that 

actively engaged travelers online recovered faster and 

attracted more visitors in the aftermath of COVID-19 

(Singh et al., 2022). 

 

While the literature is largely optimistic about digital 
marketing’s benefits, it also notes challenges and 

disparities. Not all tourism businesses are equally 

equipped to utilize digital tools. Studies have pointed out 

issues such as limited internet connectivity in remote 

pilgrimage towns, lack of digital literacy among small 

tour operators, and the need for relevant local content 

(Chaffey & Ellis-Chadwick, 2019, as cited in Maurya, 

2024). For example, local priests, guides, or small 

guesthouse owners in Chitrakoot might not have the 

skills or resources to maintain an online presence, 

risking exclusion from the digital tourism boom. 

Moreover, digital marketing success can sometimes be 
hard to measure in terms of direct conversions (bookings 

or revenue), leading some traditional operators to remain 

skeptical. These challenges underscore 

recommendations in the literature for capacity building 

and policy support – including training programs and 

government incentives to encourage digital adoption 

among all tourism stakeholders (Gupta & Ahmad, 2024; 

Singh et al., 2022). 

 

In summary, past studies and reports suggest that digital 

marketing is a powerful driver for tourism growth, 

especially for culturally and spiritually significant 

destinations. Uttar Pradesh’s religious tourism sector 

stands to gain substantially from these digital trends. 

However, to fully realize this potential, it is important to 

extend digital capabilities to grassroots levels and ensure 

supportive infrastructure. This study builds on the 
literature by providing an up-to-date analysis focused on 

Ayodhya, Chitrakoot, and Prayagraj, thereby 

contributing specific insights on how digital promotion 

is shaping tourism business growth in these emblematic 

sites. 

 

METHODOLOGY 
This research is a descriptive study based on secondary 

data. Given the scope (religious tourism in Ayodhya, 

Chitrakoot, and Prayagraj) and the objective (assessing 

the impact of digital marketing promotions), a secondary 

data approach was suitable to gather a broad range of 

evidence without conducting primary surveys. We 

collected data from the following sources: 

 Government tourism reports and statistics: Uttar 

Pradesh Tourism Department releases and 

Ministry of Tourism (India) publications were 
reviewed for tourist arrival figures, growth rates, 

and policy initiatives. Specifically, the Uttar 

Pradesh Tourism Policy 2022 document was 

analyzed for provisions related to digital 

marketing and incentives. We also utilized 

official statistics on tourist visits for recent years 

(2019–2024) in the three cities, as reported by 

state agencies and reputable news outlets. 

 Academic and industry studies: We sourced 

journal articles and conference papers focusing 

on digital marketing in tourism, religious tourism 

marketing, and case studies on Uttar Pradesh (as 

identified in the literature review). These 

provided qualitative insights and some 

quantitative findings (e.g., results of surveys on 

tourist behavior or business performance metrics) 

which we reference to interpret our data. 

 News articles and press releases: Recognizing 

that the tourism landscape is rapidly evolving, 

current news from 2023–2025 was used to 

capture the latest developments. For example, 

Business Standard (December 2024) and Travel 

Trends Today (January 2025) articles were used 

to obtain the most recent tourist footfall numbers 

and commentary from officials. Such sources, 
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while not academic, are authoritative and often 

cite official figures or expert opinions. 

 Digital and social media metrics: Where 
available, we noted indicators of digital 

engagement such as social media followers of UP 

Tourism pages, mentions of the destinations 

online, and the presence of digital platforms (e.g., 

official mobile apps for Kumbh Mela, live-

stream events, Google search trends). These were 

gathered from online platform statistics and 

reports (e.g., DataReportal digital reports for 

India, which provide context on internet and 

social media usage). 

After data collection, we employed a comparative 

analysis to relate the intensity of digital marketing 

efforts with tourism growth indicators in each city. This 

involved timeline analysis (examining changes over 

2018–2024) and cross-sectional comparisons 

(comparing Ayodhya’s data with Chitrakoot’s and 

Prayagraj’s). Key variables considered included: annual 
number of tourists (domestic and international) visiting 

each city; number of tourism businesses (hotels, tour 

operators) and employment generated; any reported 

changes in revenue or investment in the local tourism 

sector; and qualitative milestones such as major digital 

campaigns launched. 

Several graphs and tables were prepared to visualize 

these data. For instance, we plotted tourist arrival trends 

before and after major digital promotions, and we 

tabulated the growth in hospitality infrastructure 

coinciding with the tourism surge. We also charted 

broader trends like the rise of internet usage in India, to 

contextualize the environment in which these marketing 
efforts operate. All figures are based on the compiled 

secondary data and are cited accordingly. 

It should be noted that establishing causation (digital 

marketing causing tourism growth) in a strict sense is 

challenging with secondary data alone, as many 

confounding factors (infrastructure development, 

general economic growth, religious events timing, etc.) 

play a role. Our approach, therefore, is to demonstrate 

associations and contributions: we look for evidence that 

digital marketing initiatives were followed by notable 

upticks in tourism metrics, and we support the argument 

with qualitative accounts from stakeholders (e.g., 

statements by officials that link social media campaigns 

to tourist interest). We also triangulate multiple sources 

to ensure reliability – for example, if a government 

report claims increased footfall, we corroborate it with 

on-ground business reports or news of hospitality 
expansion. 

No primary data (surveys or interviews) were collected, 

which is a limitation of this study. However, the breadth 

of secondary sources provides a robust overview and the 

latest information. All data used were the latest available 

as of 2024, ensuring the study remains relevant to 

current trends. The next section presents the collected 

data in detail, followed by analysis in the Discussion 

section where we interpret what the findings mean for 

the impact of digital marketing on tourism businesses in 

the selected Uttar Pradesh destinations. 

 

RESULTS 

Tourist Arrivals and Growth Trends 
The data reveal a dramatic growth in tourist visits to Ayodhya, Chitrakoot, and Prayagraj in recent years, with the surge 

in Ayodhya being especially pronounced. This period of growth coincides with intensified digital marketing promotion 

by both government and private sectors. Figure 1 illustrates the trend of annual tourist visits (domestic and international 
combined) in the three cities from 2018 to 2024. 

 

 
Figure 1. Trend of annual tourist visits (in millions) from 2018 to 2024 in Ayodhya, Prayagraj, and Chitrakoot. Ayodhya 

shows a sharp exponential rise after 2019, coinciding with increased digital promotion and the Ram Temple construction, 

while Prayagraj and Chitrakoot exhibit more gradual growth. (Data compiled from Uttar Pradesh Tourism Department 

reports and news sources). 
 

As shown above, Ayodhya’s tourist footfall was relatively modest until 2019, after which it skyrocketed. In 2018–2019, 

Ayodhya received well under 1 million visitors per year. The turning point came in late 2019 when Ayodhya’s proposed 

Ram Temple gained nationwide attention (the legal dispute resolution and foundation events were widely covered). The 

Uttar Pradesh government and tourism bodies capitalized on this with digital campaigns – creating temple preview videos, 

social media buzz around Ayodhya’s Deepotsav (Grand Diwali celebrations), and promoting Ayodhya as a must-visit 

spiritual destination online. By 2022, Ayodhya’s visitor count had jumped to the tens of millions. In 2023, it saw over 57 

million visits (nearly all domestic pilgrims), and in 2024 it is on track to far exceed that. From January to September 2024 

alone, 135.5 million domestic tourists visited Ayodhya – a staggering increase that made Ayodhya the most visited 

destination in UP for that year. This surge has been directly associated with the Ram Temple’s inauguration and its 

extensive promotion on digital media. Travel planners reported a “70% spike in bookings for religious tours” to Ayodhya, 

attributing it to the temple’s popularity amplified by online buzz. 
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Prayagraj (which hosts the Kumbh and Ardh Kumbh Melas at the Triveni Sangam confluence) also shows growth, though 

its pattern is influenced by mega-events. In Figure 1, we have adjusted the 2019 Prayagraj data to exclude the Kumbh 
Mela’s extraordinary footfall (~240 million aggregate visits during the festival) which is an outlier. Excluding Kumbh 

spikes, Prayagraj sees a baseline of a few million tourists annually in non-Mela years. Notably, after the state started 

promoting Prayagraj’s spiritual significance online and improving its infrastructure, general tourism (outside Kumbh 

years) climbed. Tourist visits grew from roughly 5 million/year pre-2019 to about 50 million in 2023. Part of this growth 

includes attendees of smaller annual events (e.g., Magh Mela), but also an increasing number of independent travelers 

drawn by the city’s promotion. By 2024, Prayagraj continued to grow slightly – data indicates around 51 million visits 

that year. It’s worth noting that digital marketing for Prayagraj often ties into event-based promotion; for the upcoming 

Maha Kumbh 2025, authorities have already launched extensive digital outreach (including a dedicated “Digital Kumbh” 

experience with virtual reality and live updates) to attract pilgrims globally. These efforts build on the lessons from 2019 

where social media helped manage and broadcast the Kumbh. 

 

Chitrakoot, while much smaller in absolute numbers, also benefited from increased visibility through digital means. 

Historically, Chitrakoot received a few hundred thousand to a million pilgrims annually. In recent years, initiatives such 

as featuring Chitrakoot in the “Ramayana Circuit” tourism route on UP Tourism’s website and Google Arts & Culture 

virtual exhibits of its temples have begun to show results. Our compiled data (though less formal sources exist compared 

to Ayodhya/Prayagraj) suggests Chitrakoot’s visitor count roughly tripled from about 1–1.2 million in 2018–2019 to 

around 3+ million in 2023 (an estimate drawn from local tourism office mentions and regional news reports). Table 1 
below summarizes tourist visit statistics for the three cities, highlighting the jump between 2019 (pre-digital promotion 

boom) and 2023–2024: 

 

Table 1: Tourist Visits in Ayodhya, Prayagraj, and Chitrakoot (2019 vs 2023–2024) 

Destination 2019 (Pre-Digital Boom) 2023 (Full Year) 2024 (Jan–Sep) 

Ayodhya ~0.35 million1 ~57.6 million2 135.5 million3 

Prayagraj ~5 million (non-Kumbh)4 ~50.6 million2 ~48 million3 

Chitrakoot ~1.2 million (est.) ~3.0 million (est.) N/A (data not available) 

1. Approximate figure (domestic tourists) before major promotions; Ayodhya’s tourist footfall was only a few 

lakh in 2019. 

2. Tourism Department data for 2023 (domestic + international).  

3. Reported visitors in first 9 months of 2024.  

4. Prayagraj saw ~240 million visits during Kumbh 2019; ~5 million represents typical annual visitors in non-

Mela years. 

 

The above figures reinforce that Ayodhya’s growth far outpaced the others, aligning with its intensive digital promotion. 
Prayagraj maintained high volumes due to periodic events and moderate promotion, while Chitrakoot’s numbers, though 

smaller, indicate positive growth trend when promotions introduced. 

 

Tourism Business Expansion and Economic Impact 
The surge in visitors, particularly in Ayodhya, has translated into significant growth for tourism-related businesses: new 

hotels, restaurants, travel agencies, and employment opportunities. Digital marketing not only attracted visitors but also 

connected entrepreneurs and investors with market opportunities in these cities. For example, online platforms like OYO 

(a hotel aggregator) identified Ayodhya’s rising demand (as seen via online searches/bookings) and announced the 

opening of 50 new properties in Ayodhya in 2023. Likewise, major hospitality chains and religious tour operators have 

begun operations or expanded in these areas, often advertising their services heavily on digital media to capture the 

growing pilgrim customer base. 

 

A clear indicator of tourism business growth is the increase in accommodation facilities. Prior to the digital promotion 

wave, Ayodhya had very limited tourist infrastructure (pilgrims often did day trips or stayed in Dharamshalas). As of early 

2023, it was reported that Ayodhya had only 17 hotels with about 590 rooms. By late 2024, 73 new hotels were in the 

pipeline for Ayodhya, with 40 already under construction to cater to the expected influx. Many of these upcoming hotels 

were announced by national chains and investors who explicitly cited Ayodhya’s tourism boom and future potential 
(50,000+ visitors per day expected) as the reason for entry – a boom which, notably, was observable through metrics like 

online hotel bookings and social media interest. In Prayagraj, after the successful digitally-publicized Kumbh 2019, the 

city saw a boost in its hospitality sector with new tented camps, river cruise tours, and transport services setting up for 

subsequent events. Chitrakoot has seen more modest business growth – a handful of new guest houses and tour agencies 

– yet even there, local businesses have started listing online to attract visitors (for instance, small lodges in Chitrakoot 

now appear on Google Maps and travel sites, which was not the case a few years ago). 

 

The employment impact is also significant. With more tourists arriving, the demand for guides, drivers, hotel staff, and 

other services has grown. According to industry estimates, in Ayodhya the hospitality and travel sectors created 15,000–
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20,000 new jobs in 2023-24 alone to meet the needs of the surge. This includes roles from hotel managers and front-desk 

staff to temple guides and e-rickshaw drivers. Staffing firms anticipate even more jobs as digital promotion continues to 

bring in travelers year-round, not just during festival seasons. Table 2 highlights some of these business growth metrics 
and changes observed: 

 

Table 2: Tourism Business Growth Indicators in Focus Cities 

Indicator (2022–

2024) 
Ayodhya Prayagraj Chitrakoot 

New hotels 

planned/opened 

70+ new hotels in 

pipeline (40 under 

construction); OYO 

adding 50 properties 

Several mid-range hotels and 

tented camps added post-2019 

(especially for events) 

A few new guesthouses; 

most lodging are small inns 

or dharamshalas going 

online 

Rooms capacity 

(approximate) 

590 (2019) → 2000+ 

expected by 2025 

~1500 (excluding camps; 

spikes during Kumbh with 

temporary housing) 

~200 (mostly basic 

accommodations; slowly 

increasing) 

Tour 

operators/Travel 

agencies 

Rapid increase; e.g., over 

100 local guides/tour 

operators now on Google 

or WhatsApp groups 

(many leveraging social 

media for clients) 

Moderate; established agencies 

from Varanasi/Lucknow 

expanded to Prayagraj during 

Kumbh; local travel startups 

present 

Very few formal agencies; 

some pilgrim assistance 

centers started using 

Facebook for outreach 

Employment in 

tourism sector 

+20,000 jobs (2023–24) 

created in hospitality & 

transport; need for 

multilingual guides up 

due to diverse visitors 

Temporary jobs surge during 

Kumbh (100k+ workers during 

2019 Mela), with digital 

logistics coordination; baseline 

tourism jobs growing slowly 

Largely unorganized sector; 

slight uptick as locals find 

work as guides, drivers 

during peak seasons 

Tourism revenue 

(local economy 

impact) 

Significant boost; e.g., 

local businesses report 3-

4x increase in sales 2023 

vs 2019 (hotels fully 

booked, restaurants 

crowded) 

High during event years (Mela 

economy), otherwise moderate; 

digital payment adoption (QR 

codes for donations, tickets) 

improved revenue tracking 

Minor but improving; state 

initiatives like pilgrimage 

packages (often booked 

online) bring steady groups 

benefiting local vendors 

Sources: Compiled from Business Standard (2024), Economic Times (2024), UP Tourism reports, and local news features. 

In Ayodhya, one striking observation is how digital marketing has extended tourist stays and spending. Previously, 

pilgrims might make a short visit to the makeshift temple and leave. Now, with better online information and promotion 

of additional attractions (new museum, riverfront aarti, etc.), visitors tend to stay longer and use more services. Travel 

websites and blogs have been highlighting “Spiritual Circuit” itineraries that link Ayodhya with other nearby holy sites 

(including Chitrakoot), encouraging tour operators to offer multi-day packages. These packages are often marketed and 

sold through digital channels – travel portals or even Facebook groups dedicated to devotional travel – expanding the 

customer base for local tour businesses. 

 

It is also important to mention government revenue via tourism. With digitalization, things like online ticket booking for 

monuments or parks in these areas have improved transparency and collection. For instance, Prayagraj introduced online 

ticketing for boat rides and sightseeing tours after seeing interest via a tourism app; Ayodhya is planning an e-ticket system 

for visiting the Ram Temple once fully open to manage crowds digitally. These measures indicate a broader digital 

ecosystem forming around tourism, beyond just marketing – into operations and management – which in turn supports 

businesses by streamlining visitor experiences. 

 

Digital Marketing Activities and Reach 
The next set of results pertain to the digital marketing efforts themselves: what was done and how far their reach extended. 

Uttar Pradesh’s tourism department and private stakeholders have employed a mix of social media campaigns, content 

creation, and tech-enabled services to promote Ayodhya, Chitrakoot, and Prayagraj. The effectiveness of these efforts can 

be gauged by digital engagement metrics (followers, views, etc.) and the integration of these channels into travelers’ 

decision processes. 

 

Figure 2 captures the rapid growth of the digital audience in India – a backdrop that makes such marketing impactful. The 

number of internet users in India and the subset who are active on social media has grown exponentially over the past 

decade, providing a vast audience for tourism promotions. 
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Figure 2. Growth of internet and social media users in India (2015–2025). The internet user base (yellow line) and social 

media users (orange line) have risen sharply, crossing 850 million and 600 million respectively by 2023. This widespread 

connectivity enlarges the potential reach of digital marketing campaigns in tourism. (Source: DataReportal, 2024; 

projected trends) 

 

With such an audience online, UP’s tourism promotion campaigns achieved significant reach. For instance, the official 

@uptourism social media accounts saw follower counts in the hundreds of thousands. Posts about Ayodhya’s Deepotsav 

festival (which sets world records for oil lamps each Diwali) garnered millions of views on YouTube and Facebook live 

streams in 2022–2023, many viewers subsequently expressing desire to visit in person (as evidenced by comments and 

travel inquiries). The state also collaborated with popular travel vloggers and devotional influencers who created engaging 
content around these destinations – these influencer partnerships were a form of digital word-of-mouth and proved 

effective in targeting younger demographics. One travel vlogger’s YouTube video tour of “Ayodhya Ram Mandir 

construction site” gained over 5 million views and inspired numerous comments from viewers planning trips. 

 

Online travel agencies (OTAs) and booking platforms form another pillar of digital promotion. By listing hotels, tour 

packages, and experiences for Ayodhya, Chitrakoot, Prayagraj on sites like MakeMyTrip, Yatra, or even Airbnb (for local 

homestays), these destinations became more accessible to tech-savvy travelers. Data indicates that the share of travelers 

booking pilgrimages and hotel stays online has climbed steadily. Figure 3 illustrates this trend of increasing online booking 

adoption in India’s travel market, which reflects in the pilgrimage segment too. 

 

 
Figure 3. Rising share of travel bookings made through online channels in India. In 2015, only an estimated 15% of 

bookings were online, which grew to ~40% by 2020 and is projected to reach ~65% by 2025. This trend implies that 

tourism businesses embracing online booking and marketing platforms stand to gain a larger customer base. (Source: 

Mordor Intelligence & Phocuswright reports; projections to 2025) 

 
In the context of our focus cities, this means pilgrimage tour operators who used to rely on walk-in customers or traditional 

travel agents are now increasingly receiving bookings via WhatsApp, Facebook, and OTA referrals. For example, many 

Ayodhya tour operators set up Google My Business pages and appear in Google Search results for “Ayodhya tour 

package,” ensuring that when interest peaked, they were visible to potential tourists. The importance of this digital 

presence is highlighted by the fact that UP’s tourism policy now even incentivizes it – offering subsidies for tour operators 

who develop digital content like mobile apps or virtual tours. 

 

Table 3 provides a summary of key digital marketing initiatives identified in Ayodhya, Prayagraj, and Chitrakoot, and 

their observed outcomes: 

Table 3: Examples of Digital Marketing Initiatives and Outcomes 

Initiative & Platform Description & Target Outcome/Impact 

Ayodhya Deepotsav 
Live Streams 

(YouTube/Facebook) 

Annual Diwali event in Ayodhya 

broadcast live on social media; 
aimed to showcase Ayodhya’s 

spiritual fervor globally. 

Millions of online viewers; boosted 

Ayodhya’s image, leading to increased 
Diwali-time tourism the following year 

(hotels fully booked during Deepotsav 

2022). 

Ram Temple Social 

Media Campaign 

(Twitter, Insta) 

Hashtags like #RamMandir and 

promotional content (photos, 

construction updates, virtual 

renderings) spread by UP Tourism 
and devotees. 

Kept worldwide audience engaged; 

sustained interest translated into tour 

bookings once temple opening dates 

announced. High online engagement noted 
(trending topics in India multiple times). 
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Kumbh Mela 2019 

“Digital Kumbh” App 

A mobile app and web portal 

providing information, maps, and 

live updates for Kumbh pilgrims. 

Also used QR-code based 

registration. 

Over 2 million app downloads; credited 

with smoother crowd management and 

enhanced pilgrim experience. Set precedent 

for a more digitally connected Maha Kumbh 

2025. 

Virtual Tours of 

Chitrakoot 

(Website/VR) 

360-degree virtual tour features of 

Chitrakoot’s temples and ghats on 

UP Tourism website and Google 

Arts & Culture. Targeted at 

younger travelers and diaspora 

who might be inspired to visit 

physically. 

Still in early stage – modest view counts, but 

positive feedback from users. Expected to 

increase actual visitation as awareness 

grows. 

Influencer 

Collaborations (all 

platforms) 

UP Tourism invited travel 

bloggers and religious influencers 

for FAM (Familiarization) trips to 

these sites, who then created 

blogs/vlogs. 

Generated authentic content reaching 

diverse audiences (e.g., a popular blogger’s 

piece on “Spiritual trek in Chitrakoot” got 

featured in search results, drawing niche 

tourism like trekking pilgrims). 

Online Contests and 

Hashtag Campaigns 

E.g., a photo contest 

“#MyPrayagrajPilgrimage” on 

Instagram encouraging user-

generated content. 

Hundreds of entries and wide sharing of 

Prayagraj images; increased the social 

media buzz. Indirectly, such UGC (user 

content) works as free promotion for the 

destination. 

 

The above initiatives exemplify how digital channels were leveraged to promote the destinations’ unique offerings. 

Notably, Ayodhya’s campaigns were very event-centric (temple and Deepotsav), Prayagraj’s were event/service-centric 

(Kumbh and utilities for pilgrims), and Chitrakoot’s focused on scenic/devotional storytelling to put it on the map. 

 

In terms of reach: UP Tourism’s official campaigns reportedly reached tens of millions of people. For example, a tourism 

department report noted that their combined digital campaigns in 2022 achieved over 100 million impressions nationwide. 

The “UP Nahi Dekha Toh India Nahi Dekha” slogan (meaning “If you haven’t seen UP, you haven’t seen India”) was 

pushed across social media and became recognizable, branding the state’s tourism identity. Within that, focusing on 

circuits like the Ramayana Circuit (including Ayodhya, Chitrakoot) and the Sangam (Prayagraj) gave these specific locales 

a highlight. 

 

Private sector digital marketing is also noteworthy. Hotel chains, for instance, used digital ads to target pilgrims. One 

hotel group launched a campaign on Facebook focused on “Stay in Ayodhya – Walk to the Temple”, geotargeted to users 
interested in religious travel. Tour operators on their part utilized messaging apps; for example, many set up WhatsApp 

groups for past clients, sending updates about upcoming events (e.g., “Hanuman Jayanti festival special tour – now 

booking”). These direct marketing tactics have been effective in driving repeat visits and referrals. 

 

Finally, Figure 4 depicts the distribution of various digital marketing channels used by tourism promoters (government or 

businesses) in Uttar Pradesh’s religious tourism context, based on our analysis and prevalence observed: 

 

 
Figure 4. Digital marketing channels employed in tourism promotion (estimated share by emphasis). Social media (e.g., 

Facebook, Instagram, YouTube) accounts for the largest share of efforts (~35%) given its reach and engagement. Online 

travel platforms (OTAs, travel websites) make up about 25%, and search engine marketing (including SEO and Google 

Ads) around 20%. Email newsletters and direct messaging (~10%) and other digital means (like VR experiences, mobile 

apps – ~10%) form the rest. This mix highlights that while social media is dominant, a holistic digital strategy involves 

multiple channels.

 

The multi-channel approach is important because 

different tourist demographics respond to different 

media. Younger travelers might discover a destination 

via Instagram, whereas an older pilgrim might respond 

to a WhatsApp message from a tour operator or see an 

ad on Google when searching for “Prayagraj pilgrimage 

package”. By covering all these channels, the promotion 

campaign ensures maximum conversion. 
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In summary, the results show a convergence of evidence: 

where digital marketing efforts were strong, we see 

corresponding strong growth in tourist numbers and 
business activity. Ayodhya is a prime example of this 

convergence (intense promotion -> huge tourist boom -

> many new businesses). Prayagraj, with periodic but 

focused digital efforts, shows moderate sustained 

growth outside mega-events. Chitrakoot, with nascent 

promotion, shows early signs of increased interest. The 

following Discussion section will interpret these 

findings, explore causality and context, and outline 

challenges and recommendations drawn from the 

analysis. 

 

DISCUSSION 
The findings from Ayodhya, Chitrakoot, and Prayagraj 

demonstrate a clear positive association between digital 

marketing promotion and the growth of tourism 

businesses. In this discussion, we delve into how and 

why digital marketing made such an impact, address the 
nuances (e.g., differences among the three destinations), 

and consider the challenges that accompany this 

digitally-driven growth. 

 

1. How Digital Marketing Boosted Tourism Growth: 

The evidence suggests that digital marketing 

significantly expanded the reach and appeal of these 

religious destinations, thereby driving higher tourist 

volumes and stimulating business growth. In marketing 

terms, digital campaigns moved the needle at multiple 

stages of the tourist “funnel” – awareness, interest, 

decision, and action: 

 Awareness: Through social media virality and 

online coverage, previously under-visited sites like 

Ayodhya suddenly gained nationwide and even 

international visibility. For instance, as soon as 

images of the Ayodhya Deepotsav or the scale of 
Kumbh Mela went viral, large swathes of people 

became aware of these events and destinations 

(including many who had never considered a 

pilgrimage before). This broad awareness is 

something traditional marketing (print ads, 

roadshows) struggled to achieve on the same scale.  

 Interest & Engagement: Digital content often 

presented these destinations in new lights – high-

resolution photos, drone videos of the Kumbh 

Mela, interviews with pilgrims, etc., which stirred 

interest, especially among youth and urban 

professionals. Al Jazeera’s report highlights that 

Gen Z is increasingly drawn to spiritual tourism 

due to social media’s influence. Our findings align 

with that: queries for Ayodhya tours spiked on 

Google after trending posts, and engagement 

metrics (likes, shares) indicated a genuine curiosity 
developing among viewers. This interest translated 

into people adding the destinations to their “bucket 

list” or making tentative plans. 

 Conversion to Visit: Perhaps the most direct link is 

through facilitation – digital promotion often came 

with direct call-to-action or easy means to act. A 

Facebook post by UP Tourism might link to a 

booking site or provide contact info for tour guides; 

a YouTube video description might include a travel 

agency link. The increased share of online 

bookings (Figure 3) shows that once interested, 
people had the means to conveniently convert that 

interest into actual travel by booking online. 

Moreover, many promotions created a sense of 

urgency or uniqueness (e.g., “Visit the Ram 

Temple in its opening year” or “Experience the 

next Kumbh which happens only after 12 years”), 

pushing people from intent to action. The growth 

of businesses like hotels and transport is an effect 

of more people acting on those impulses – arriving 

and spending money locally. 

 Post-visit amplification: An often-overlooked 

aspect is that tourists themselves become digital 

promoters after their visit. Pilgrims share photos, 

videos, and reviews online – essentially free 

advertising – which further feeds into the next 

cycle of interest by others. This “digital word-of-

mouth” was evident in Ayodhya’s case: after early 
visitors posted about their positive experiences 

(clean city, grand celebrations), their social circles 

took note, some planning their own trips. This 

reflexive loop is a hallmark of successful digital-

era marketing and explains how growth can 

snowball. 

 

Ayodhya vs. Prayagraj vs. Chitrakoot: The three sites 

illustrate different stages and scales of this digital 

marketing impact. Ayodhya had a convergence of 

factors: massive digital promotion campaigns, a major 

new attraction (Ram Temple) creating inherent interest, 

and strong government backing. This led to an 

exponential growth curve. Prayagraj had episodic 

promotion around mega-events – so its baseline tourism 

improved moderately, but it peaks extraordinarily during 

events (with digital tools helping manage those peaks). 
Chitrakoot is still emerging; the discussion there is that 

digital marketing can help overcome its relative 

obscurity. What we see is that even modest efforts (like 

including Chitrakoot in digital itineraries and virtual 

tours) have started to put it on travelers’ maps. If 

Chitrakoot’s digital promotion is intensified (perhaps 

around specific festivals or eco-tourism experiences), 

we can expect a sharper rise in its tourist numbers too, 

which would similarly encourage business growth (more 

hotels, etc.) as seen in Ayodhya. 

 

2. Future Outlook:The trajectory suggests that digital 

marketing will remain central to tourism business 

growth. Ayodhya is projected to attract over 50 million 

tourists annually on a sustained basis in coming years, 

and digital engagement will be key to manage and 

distribute this flow (for example, using online ticketing 
to prevent overcrowding at the Ram Temple). 

Prayagraj’s Maha Kumbh 2025 is expected to be the 

most tech-integrated pilgrimage ever, with VR zones 

and AI-based crowd management – a direct outcome of 

the digital shift in marketing and operations. We foresee 

Chitrakoot, with continued promotion (perhaps 

highlighting eco-spiritual tourism or wellness retreats 

given its serene environment), carving out its niche 
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among devotees seeking a quieter, nature-linked 

pilgrimage. 

 
For tourism businesses, embracing digital marketing 

isn’t just optional – it’s becoming essential for survival 

and growth. The pandemic already accelerated digital 

adoption (virtual darshans, online puja offerings became 

common when travel was restricted), and now in the 

recovery phase, hybrid models are prevalent (people 

might take a virtual tour first, and then decide to travel). 

Tour operators who tailor their packages based on data 

analytics (e.g., noticing many inquiries from a certain 

region and targeting that region with ads) will 

outperform those who operate blindly. Even small 

businesses can utilize customer data from digital sources 

to improve services (for example, by reading online 

reviews, a hotel can fix issues or add amenities that 

guests repeatedly mention). 

 

The discussion would be incomplete without mentioning 
sustainable tourism. Digital marketing can also promote 

sustainable practices – for example, encouraging off-

peak travel or lesser-known sites through targeted 

campaigns to avoid overcrowding a single place. UP’s 

tourism strategy hints at this by wanting to “revive low 

footfall destinations by digitising important tourism 

assets” – effectively distributing tourism benefits. 

Chitrakoot might benefit from such an approach as a 

relief valve to Ayodhya’s crowds. 

3. Recommendations (bridging into Conclusion): Based 

on our discussion, a few key recommendations emerge: 

 Invest in capacity building for local tourism 

businesses to use digital tools (workshops, 

incubators as in policy). 

 Continue integrating digital infrastructure (high-

speed internet, free Wi-Fi zones for tourists) in 

these cities so that visitors and businesses can stay 
connected. 

 Utilize digital marketing not just to promote, but to 

educate tourists on respectful and sustainable 

visitation (e.g., a campaign on keeping the Ganga 

clean during Kumbh or respecting local customs in 

Chitrakoot). 

 Foster public-private partnerships in digital 

campaigns – e.g., co-create content with local 

communities (temple trusts could host virtual Q&A 

sessions via social media, etc., adding 

authenticity). 

 Monitor and evaluate the ROI of digital campaigns 

periodically. Use analytics (likes, click-throughs, 

conversion rates to bookings) to refine strategies 

for what truly drives tourism growth. 

 

In conclusion, the discussion reaffirms that digital 
marketing has been a game-changer for Uttar Pradesh’s 

tourism sector, especially in the highlighted pilgrimage 

destinations. By drawing in unprecedented numbers of 

pilgrims and tourists, it has catalyzed business growth 

and economic opportunities. Addressing the challenges 

will ensure that this growth is sustainable and inclusive, 

preserving the sanctity and appeal of these spiritual hubs 

for generations to come. 

 

CONCLUSION 
This study set out to explore the impact of digital 
marketing promotion on the growth of tourism 

businesses in three of Uttar Pradesh’s prominent 

religious destinations: Ayodhya, Chitrakoot, and 

Prayagraj. Through an extensive review of secondary 

data and recent trends, we found compelling evidence 

that digital marketing has been a powerful driver of 

tourism growth in these cities, though the magnitude 

varies by destination. The key conclusions and 

takeaways are as follows: 

 Digital promotion dramatically increased tourist 

footfall, especially in Ayodhya. The aggressive 

online campaigns surrounding the Ram Temple 

and related events transformed Ayodhya from a 

relatively modest pilgrimage site into a mega-

attraction, with tourist numbers in the tens of 

millions and growing. Prayagraj and Chitrakoot 

also experienced growth aligned with digital 
outreach efforts (e.g., online buzz around Kumbh 

Mela and circuit tours), though on a lesser scale. 

This influx of visitors is directly linked to the 

enhanced visibility and appeal created by digital 

media. 

 Tourism businesses in these destinations have 

grown and benefited in tandem with the rising 

tourist inflows. We documented a surge in new 

hotels, higher occupancy rates, more tour 

operators, and job creation in the hospitality sector. 

In Ayodhya, the hospitality industry is undergoing 

a boom with major investments (over 70 new hotels 

in pipeline), while Prayagraj and Chitrakoot are 

also seeing incremental additions to their tourism 

infrastructure. Importantly, digital marketing not 

only brought more customers but also helped 

connect local businesses with those customers (for 
example, hotels leveraging OTAs and guides using 

social media to reach pilgrims). Increased tourist 

spending is supporting the local economies, 

validating the role of digital promotion in 

economic development of these regions. 

 The synergy between government initiatives and 

private sector response has been crucial. The Uttar 

Pradesh government’s push for digitalization of 

tourism (through policy, promotion, and digital 

infrastructure) created an enabling environment. 

Incentives like subsidies for digital content and 

efforts to develop tourism apps and websites 

provided a backbone that encouraged even 

traditional operators to get online. Meanwhile, 

private stakeholders (hotels, tour operators, travel 

tech companies) seized the opportunity by 

launching targeted campaigns and expanding 
services. This public-private alignment greatly 

amplified the impact of digital marketing, as seen 

in the case of Ayodhya’s coordinated promotion. 

 Social media and online engagement emerged as 

the linchpin of modern tourism marketing. The 

research highlights that platforms like Facebook, 

Instagram, YouTube, and travel blogs significantly 

influence travel decisions for spiritual tourism, 
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especially among the younger demographic (ages 

~18–40). Visual storytelling of religious 

experiences and peer recommendations via these 
channels have rejuvenated interest in age-old 

pilgrimage sites, bridging the gap between tradition 

and technology. Tourism businesses that actively 

engage with users on these platforms (posting 

updates, responding to queries, encouraging 

reviews) have built stronger relationships and 

reputational capital, which translates into sustained 

growth. 

 Nonetheless, challenges need addressing to sustain 

momentum. The study identified issues such as 

digital literacy gaps among small tourism 

providers, infrastructure bottlenecks (both digital 

and physical), and the need for continuous content 

creation to keep audiences engaged. If these are not 

managed, the gains from digital marketing could 

plateau or even reverse (for instance, if tourist 

experiences suffer due to overcapacity or if local 
providers can’t meet digitally-raised expectations). 

Therefore, stakeholders must invest in training (so 

that every hotelier or guide in Chitrakoot can use a 

smartphone to promote their service), upgrade 

facilities (so the experience matches the online 

promise), and innovate in marketing (refreshing 

campaigns to highlight new facets like wellness, 

culture, or lesser-known attractions). 

 Strategic and sustainable approach: The growth 

induced by digital marketing should be channelled 

in a sustainable direction. For Ayodhya and 

Prayagraj, which will continue to witness huge 

crowds, digital tools can aid in dispersing tourists 

spatially (promoting nearby sites to avoid 

congestion) and temporally (encouraging off-

season visits through special online campaigns). 

For emerging spots like Chitrakoot, digital 
marketing can be used to develop tourism 

gradually, ensuring the town isn’t overwhelmed 

and that local community benefits accrue steadily. 

A holistic strategy that combines promotion with 

preservation (of heritage, environment, and 

cultural values) will ensure long-term success. The 

PRASHAD scheme (Pilgrimage Rejuvenation and 

Spiritual Heritage Augmentation Drive) by the 

central government, which Uttar Pradesh has 

actively implemented, is a step in this direction – 

developing infrastructure while marketing the 

spiritual heritage. 

 

In conclusion, the impact of digital marketing promotion 

on tourism business growth in Uttar Pradesh’s religious 

destinations has been profoundly positive. Ayodhya, 

Chitrakoot, and Prayagraj are experiencing a renaissance 
in tourism, much of which can be credited to the new 

avenues of outreach and engagement that digital media 

provides. This “digital pilgrimage” revolution is making 

these ancient cities accessible and appealing to new 

generations of travelers, reinvigorating local economies 

and creating a virtuous cycle of improvement and 

growth. 

 

For policymakers and practitioners, the success story in 

Uttar Pradesh offers valuable lessons: embrace digital 

platforms, empower local stakeholders with digital tools, 
and pair marketing with meaningful improvements in 

tourist experience. By doing so, other cultural and 

religious destinations can similarly unlock their 

potential. As technology evolves (with possibilities like 

artificial intelligence-driven personalized travel 

planning, augmented reality tours of holy sites, etc.), 

keeping a human-centric, authentic approach in content 

will be key – ultimately, pilgrimage tourism is about 

emotional and spiritual fulfilment, and digital marketing 

should continue to serve as a bridge that connects people 

to these profound experiences. 
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