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 ABSTRACT 
The abrupttechnicalrevolutionsustained by the initiation of Internet has transformedapproaches and networks of 
communication by crafting new undercurrents and interfaces between organizations and the stakeholders.Initially Social media 
was primarily used for social networking, and then with the progression of web it appeared as a very useful constituent for 
promoting, branding, marketing, sales, consumer research, advertising and communications. This study finds out that HPTDC 
uses social media to increase brand awareness and consumer satisfaction and how does the integration of social media in 
HPTDC communication plan help in its business along with the types of activities required to engage a customer for 
sustainability of the medium used. This study discovers the risks involved in using the social media and comes to the conclusion 
that there isenormous potential of innovation in different zones of social media.  
 
Keywords: Social Media, Tourism Industry, Brand Awareness, Consumer Satisfaction, Risks Involved, Sustainability, 
Himachal Pradesh Tourism Development Corporation.  
 
1.Introduction 
Internet 
The Internet performs a domineeringposition in constructing corporate brand reputation all over the world in present 
market scenario. The advent, propagation, and ubiquity of the Internet have not only alteredtrades and ventures, but 
also transformed the correlation between business and its stakeholders. This signifies that the fashion in which the 
establishments and institutions are interacting their brands to stakeholders is unusual.Innovations in technology have 
aided to driftfirms and stakeholders relationships to ashared level, where technology adds to brand building by creating 
and sustaining a long–term relationship with the customer (Singha et al., 2008). However, giving consumers the 
opportunity to voice their opinion will not always lead to positive word–of–mouth and can threaten companies’ good 
image and reputation with their consumers (Wilson, 2012a). De Bruyn & Lilien (2008) maintain that with the growth 
and evolution of the Internet, electronic peer-to-peer referrals have become an important phenomenon, and marketers 
have tried to exploit their potential through viral marketing campaigns.  Viral marketing exploits existing social media 
and networks by encouraging customers to share product information with their friends (Leskovec, Admic, & 
Huberman, 2008). While viral marketing can help a brand grow quickly and cheaply, it carries more risk than that of 
building a brand based on relevance and relationships (Aaker, 2004). This marketing strategy uses customers in a 
specific market to promote a product (Richardson & Domingos, 2012). 
 
Social Media  
It is mostly corresponded that social mediastrategies involve the diffusion of a message through ‘word of mouse,’ 
ensuring that the receivers have the interest to pass along the message to their connections (Kaikati & Kaikati, 2004). 
Multiple social media formats are used in the process, which includes social networks sites such as Facebook, YouTube, 
Twitter and email communication, and many other forms of electronic media (Larson, 2009). This marketing technique 
on social networks and by word-of-mouth generates publicity to increase brand awareness, with the objective of using 
this technique being an increase in product sales through carefully designed viral processes (Borade, 2013).The social 
media strategies are observed as word-of-mouth advertising where C to C communication materializes. As viruses such 
strategies take benefit of quick proliferation to burst out the idea to thousands and millions. Kaplan & Haenlein (2011) 
further define it as ‘electronic word-of-mouth’ whereby some form of marketing message related to a company, brand, 
or product is transmitted in an exponentially growing way, often through the use of social media applications.”  
 
The Growth of Tourism Industry in India 
Tourism has now become a substantial industry in India. It is a sun rise industry, an occupation originator, a significant 
source of foreign exchange for the country. Tourism in India is the third largest foreign exchange earner of the country 
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after gems, jewellery and readymade garments. The booming tourism industry has had a spilling effect on the 
hospitality sector with an increase in the occupancy ratios and average room rates. The tourism and hospitality sector is 
among the top 15 sectors in India to attract the highest Foreign Direct Investment (FDI). According to the data released 
by Department of Industrial Policy and Promotion (DIPP), the hotel and tourism sector attracted around US$ 8.5 billion 
of FDI between April 2000 and September 2015. The Indian government has also taken several steps to make India a 
global tourism hub. As per a report by World Economic Forum (WEF), India was ranked 12th in the Asia Pacific region 
and 55th overall in the list of the world’s attractive destinations. During financial year 2015, the Ministry of Tourism 
sanctioned Rs. 8,449 million to States and Union Territories for developing tourism destinations and circuits. The 
initiative includes projects relating to Product/Infrastructure Development for Destinations and Circuits (PIDDC), 
Human Resource Development (HRD), Fairs and Festivals & Rural Tourism. The growth is expected to come from the 
rise in online bookings and surfing for places on social media pages. Online bookings account for 16% of the hotel 
bookings currently and is expected to grow to 25% in 2016. It is estimated that 8.4 million Indians are likely to book 
hotels online by 2016, up from 3.5 million in 2014. With a rise in online competition, popular models have come up 
with online travel agents (OTAs) offering a single marketplace for all travel-related needs. There are also seen meta 
search engines like TripAdvisor and Kayak, that operate like travel discovery platforms. Further, online 
accommodation reservation services like Oyo Rooms, Stayzilla are gaining popularity. Apart from this, branded hotels 
are seen operating direct bookings through their websites. The tourism industry is also looking forward to the 
expansion of E-visa scheme which is expected to double the tourist inflow to India. Rating agency ICRA Ltd estimates 
the revenue growth of Indian hotel industry strengthening to 9-11% in 2015-16. (Source: Equitymaster.com) 
 
Himachal Pradesh Tourism 
Till 19th century, Tourism in Himachal Pradesh was restricted only to a limited crusade of visitors to a few religious 
destinations in around the hills. When the British established their chain of hill stations in the state, tourism received 
recognition. Tourism activity received a shot in the arm when British declared Shimla “The Summer Capital of India” 
in 1864.Post -independence, more investment in the infrastructure sector led to opening up of Tourism in the State. 
However the biggest boost to tourism occurred in the mid-80s and 90s.While traditionally Himachal was known as a 
summer destination, the Department of Tourism & Civil Aviation had worked on and put special efforts to crack the 
factors like seasonal destination and has developed diversified tourism products to attract tourists in other seasons too. 
Now Himachal is known as “A Destination for All Seasons and All Reasons”. In fact, the Department has laid a special 
emphasis on the development of activity-based tourism and opening up of new sub destinations. To promote tourism in 
the countryside and to unexplored areas, appropriate infrastructure is being developed within available resources. By 
focusing on quality tourists, the Department aims at promoting sustainable tourism and encouraging private sector to 
develop tourism related infrastructure in the State without disturbing the existing ecology and environment. Himachal 
Pradesh Tourism Development Corporation is a government organization where you get a limited funds to start a new 
concept and implement it to the fullest. In spite of the limited funds HPTDC has implemented Social Media as part of 
their communication plan using advanced technology to stand apart from other government organizations. According 
to the reports, it is clear that the tourism is a lucrative business to fetch foreign exchange and FDI for the country, 
HPTDC has opted the social media tool to fetch customers in a strategic way. Understanding the demand of the new 
trends and fast generation who spend on recreation activities, HPTDC adopted the new technology for sustainability. 
There are various private organizations in tourism industry spending money and expertise to promote their products 
and fetch the customers through social media. It is incredible that HPTDC is not only competing with the private 
companies but it is expanding the business and producing employment in rural areas of Himachal Pradesh.  
 
Methodology 
The research design is a qualitative, single case study. Case studies are a preferred research strategy for examining 
complex social phenomena because they allow researchers to develop a holistic understanding of real-life events. Here, 
the case is Himachal Pradesh Tourism Development Corporation, India and the data is gathered through the telephonic 
interview and the questionnaire.The focus of the study was the responses of the authorities who have implemented 
social media as part of their communication plan along with the study of its official Website, Facebook and Twitter 
pages. The research setting was the use of social media in a tourism context. This setting offered several advantages. 
First, tourism and hospitality represent an interesting application domain to study the relationship between corporate 
reputation and corporate communication because the advent of social media has forced the sector to rethink the way in 
which it organizes its business. The rapid growth of Web 2.0 applications provides new tools to communicate and share 
tourism information, generating an enormous amount of User Generated Content (UGC) on hotels, travel destinations, 
and travel services. Second, the tourism and hospitality industries sell intangibles and perishable and heterogeneous 
goods that cannot be evaluated before their consumption. Social media have increased the speed of information 
retrieval and sending reactions to bad word-of-mouth information and also facilitated the measurement of corporate 
reputation of the organization. Therefore, the conclusion has been drawn on the basis of archival data, data shared on 
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social media sites and from secondary sources like various articles on websites and research reports such as ICRA etc. 
and most important the information interpreted from the responses of the authority (Mr. B. R. Chauhan and Mr. Gopal 
Sood, IT Manager). 
 
2.Result 
The result of the study can be given in the following two ways: 
Table 1: The responses of the competent authorities taken through the questionnaire and interviews. Activities on 
HPTDC’s official Website, Facebook and Twitter pages to inform and engage customers.  

 
Table 1: Responses from HPTDC 

S. No. Questions Asked Answers 
Obtained/Engagement 
Activities  

1 Your understanding of Social 
Media/Social Media Marketing 

Social media network 
marketing. 

2 Who performs the marketing 
role in your business/ 
organization? 

Manager 

3 When did you start using social 
media in your organization? 

Year 2011 

4 Company/brand gains more 
popularity through a Social 
Media platform 

Social Media Marketing 
created more awareness about 
our brand 

5 How do you think a company 
can increase its awareness to 
consumers in social media /and 
other media, with special 
reference to Tourism? 

The company can make impact 
on consumers on social media 
only if it appears that 
information disseminated is 
reliable. For example, 
consumers tend to visit 
TripAdvisor website to know 
the reviews of general 
consumers where company has 
no role to play. People post 
their reviews on the basis of 
their experiences on this 
website which are widely 
accepted by large number of 
social media users. 
 

6 Importance of Social Media to 
marketing/marketing 
communications success 

Social Media marketing assists 
the company in acquiring more 
referrals and a good reputation. 
Social Media marketing assists 
us in obtaining more or better 
ideas for the future in 
improvements. 
Social Media is used as a 
source of information about the 
business/company. 
Information and brand 
reputation about our company 
has increased due to the use of 
Social Media marketing 
strategies. 
 

7 In which ways do you think that 
use of Social Media can satisfy 
the customers? 
 

Social media can satisfy 
consumers as this media is 
managed by the society not by 
the company 
 

8 Which types of conversations 
are important to engage the 
customer on social media 

Access to any tourism 
destination (like road 
conditions) 
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platform, in general or in 
special industry type like yours, 
Tourism? What are the 
important customer 
engagement, involvement or 
other strategies adopted by your 
company? How did those 
strategies help gaining a loyal 
customer? 
 

Quality of service or tourism 
product  
Information of Security issues  
Weather conditions 
Grievance redressal system 
Transportation system  
Places to visit 
Cost of tourism products 
Sharing their experiences and 
different contests 
Privilege Card system:  
HPTDC issues privilege cards 
to regular customers at nominal 
prices. The customers can use 
this card to get attractive 
discounts on accommodation 
and food at every hotel of 
HPTDC. This is not only 
beneficial to the consumers but 
also increases revenue of 
HPTDC and keep the customer 
connected with the 
organization.  
Discounts to regular/ 
repeated customers 
Discount to Sr. Citizens 
 

9 Do you think that a satisfied 
customer will be a loyal 
customer? 

Yes 

10 What do you think about social 
media strategies adopted by 
HPTDC helped in all customer 
satisfaction aspects? 

The social media strategies may 
not help in customer 
satisfaction but it helps in 
increasing awareness about 
HPTDC among customers. The 
customer satisfaction can be 
achieved by providing 
satisfactory facilities/ services 
to the customer 
 

11 Do you think social media can 
be used to build/enhance the 
reputation of a company? How? 
 

Yes. More and more people use 
social media due to easy access 
on hand held devices and 
presence of a company on 
social media certainly build 
reputation of a company as 
customers think that company 
is following modern business 
trends  
 

12 Do you think/ have you made 
the experience there is any 
specific social media tool to 
enhance the reputation of a 
company? 

Yes. Facebook, Twitter, 
Youtube, TripAdvisor etc. 
 

13 According to what criteria did 
you choose the social media 
tools? 

No criteria. It is the need of the 
hour and context. 
 

14 Who participates in HPTDC’s 
social media activities 

HPTDC, potential guests 
(Tourists) , tour and travel 
operators, private hoteliers, 

15 Is it easy to control information 
coming through social media 
with regard to the company? 

No 
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16 Have you had any negative 
experiences with using social 
media? Do you think there are 
any risks connected to using 
social media as a company? If 
Yes, what type of risks, please 
elaborate? 

Yes, there can be risks involved 
with using social media. The 
identity of person sharing his/ 
her views on social media is not 
verified / difficult to verify. As 
society shares its experiences/ 
ideas on social media, the 
shortcomings of the companies 
can be shared by the consumers 
on social media which can be 
accessed by large number of 
social media users. In addition 
to this, wrong information can 
also be shared on social media 
to deliberately tarnish 
reputation of a company.  
 

17 Is the presence of companies in 
social media more important 
than marketing via TV, 
magazines, and radio? 

Yes because marketing via TV, 
magazine and radio is only one 
side communication where 
consumer can only see, read or 
listen and cannot share his 
opinion. On social media, both 
the advertising company and 
social media users(consumers) 
can  share their views 
 

18 Can you remember any case 
example of companies using 
social media for marketing 
purposes in the most 
advantageous way? 

Photo contests on facebook/ 
flickr to promote any tourist 
destination. The social media 
users can share photographs of 
any particular destination on 
these channels and participate 
in contest. The tourism 
destination is also promoted as 
best photos of the destination 
are shared by the participants.  
 

19 Do you think, the presence of 
companies in social media can 
enhance the perception of 
consumers in a positive way? 
How? 
 

Customers think that company 
is following modern business 
trends 

20 Which specific social media 
activities could enhance the 
reputation in particular? 

Responding to each query/ 
review of customers on social 
media 
Regularly sharing latest 
developments in company on 
social media 
Transparency in practice builds 
trust which converts in to loyal 
customer. Hence enhance the 
corporate reputation of the 
company. 
 

21 What main activities of 
HPTDC’s social media strategy 
prove the success of the plan? 
(e.g. CSR or any other….) 

Social Media marketing 
strategies give customers 
freedom to talk about the 
company. 
Customers and writers share 
their views and photos and 
share experiences. To be active 
on Twitter and Facebook 
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respond to the queries and like 
or comment or reply on social 
media platform. 
 

22 Use of social media to change 
the Customer’s attitudes 
towards company 

Use of social media in 
communication strategies can 
bring change in customer’s 
attitude and perception towards 
the company for conversion in 
sales and good image 
 

23 Factors influencing Social 
Media marketing 
abilities/activities 
 

Limited funds  

24 Environmental factors 
influencing social media 
marketing 

Technology,political and legal,  
competition 

25 Do you think it is important for 
everycompany nowadays to be 
active in social media? 

Yes, every company must adapt 
the new trends to sustain in the 
market. 
 

 
Discussion and Analysis 
Naming a product or a service is only the first step in building a brand. Brand promotion helps popularizing the brand 
among the masses and subsequently building a brand image. With the advent of the internet and unconventional media 
it brought forth, brand promotion has assumed a whole new meaning. Social media is no longer a source of 
inconsequential amusement for the young and the idle. It is now an extremely active and inclusive marketing medium 
with infinite possibilities and opportunities. Here in case of HPTDC, a government organization which has a strong 
establishment and support of the government has implemented social media in its communication plan not only for 
promotion but also to address grievances, criticism and attractive offers to generate loyal customer base and escalate its 
business. The study shows that brands that conduct social media communications with consumers properly; eventually 
result as a profitable offerings for both the consumer and the brand. Chadwick Martin Bailey research states that the 
likelihood for individuals to buy/recommend increases after they follow a brand. The fact that almost 50 percent 
Facebook fans of a brand by now are customers further boosts this proposition. This is because, positive occurrence 
from direct brand interaction will certainly ensure repeat purchases and recommendations and this shows the loyalty of 
the customer towards a brand.  
Social media successfully served as another customer outreach activity of organizations- basically creating product 
presence and generating leads. The study shows that trends are now moving towards engaging social media for 
positively impacting sales. According to the study, HPTDC focuses on many possible outcomes through social media 
like:  
 Improve Customer Understanding and Knowledge about the Brand 
 Acquiring more Referrals and Good Reputation 
 Obtaining more or better Ideas for Improvements in Future 
 Increase Brand Awareness and Popularity 
 Promote Products and Services 
 Satisfactory Customer Relationship and Loyal Customer 
 Consumer Behavioural change in attitude towards the brand change the perception of the customer about the brand 

for sales and good image   
 HPTDC uses social media to showcase B2B association and communicate with customers  

Apart from these benefits consuming social media, the study on HPTDC shows thatthere are some factors which affect 
the use of social media in communication plan such as limited funds, technology, political and legal aspects and 
competition. And it conveys that role of social media can be improved if some mechanism could be applied for proper 
verification of users sharing information on social media. There are some risk involve in using social media that the 
information is not under control of the company. There is a risk of publishing some misleading facts which can tarnish 
the image of the company.    
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Some pictures of shared information on Himachal Pradesh Tourism official website, Facebook and Twitter. 

 
3.Conclusion 
Himachal Pradesh is a Devbhumi. God has gifted the natural beauty to the state. It is a top scenic place in India. People 
live in Himachal Pradesh believe in simple living and high thinking. Tourists visit Himachal Pradesh for peace. Apart 
from calm beauty the state has many natural adventurous tourist spots where travelers can enjoy and involve in 
different adventure sports activities. Therefore, to promote this kind of tourist place social media is a hospitable tool 
which portrays all versatile glory of the state. Using social media as part of communication plan to showcase such a 
spiritual state there is only one special instrument and that is Social Media. This study declares that the choice of 
implementing social media for promotion of Himachal Pradesh Tourism is the best selected media channel adopted by 
the Himachal Pradesh Tourism Development Corporation. In order to enable Himachal Pradesh Tourism Development 
Corporation to improve their use of social media marketing as a brand reputation promotional tool, it is recommended 
that more needs to be done to promote social activities like Corporate Social Responsibility (CSR) activities done by the 
tourism department for the betterment of the society on their Social Media Platforms.  
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It is recommended that marketing managers should encourage the content writers to fully utilizeSocial Media tool with 
the aid of social individual blogs also. Company marketing managers must notify target customers/users about the 
company social network websites’ terms and conditions in place, which govern the use of the company website, to 
minimize negative comments. Company newsletters should also be supplied to communities in order to teach them 
about good communications ethics, including communicating through websites.The HPTDC managers should also 
make use of a fun angle, interactivity, and rewards when developing their marketing messages as this will encourage 
consumers to pass the message along. Also it should evolve the method to measure the conversion of communicated 
messages into sales.To know the return on investment the company must measure the results of the implemented 
strategies to sustain in the market. And social media is an effective platform for all businesses to compete with the rival 
company and also to sustain forever like a king in the industry. 
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