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Abstract 

Tourism is an information intense industry which often relies on other people’s personal 

experiences. Imagery plays a significant role in a traveller’s mind and help them in dreaming, 

conceptualising and planning a holiday. While some images are developed organically with 

respect to personal encounters, some are also induced through various marketing strategies. 

Destination image is a subjective concept and can have different connotations based on 

individual’s knowledge, imagination, emotions or experiences. This helps people to plan their 

trip thus playing a pivotal role in destination choice. Further, destination image is also seldom 

witnessed as the basis of post travel behaviour such as satisfaction and future travel plans. 

India’s diversity is spread across cultures, scenic beauty, historical outlook and vibrancy of 

the festivals celebrated within. India also has several dark imageries attached rooting from the 

‘typical’ third world problems of poverty, hygiene etc. With such a contrast witnessed for the 

same nation it becomes worthwhile to understand the perceived destination image of India. 

Sophisticatedtechnology has paved way for tourists to freely exchange experiences and over 

social media. This study revolves around understanding India’s global destination image 

through the eyes of the most trending travel hashtag on twitter i.e. “#travelindia”.  
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Research Problem 

To study the ‘perceived’ destination image of India online. 
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Research questions 

1. What are the positive attributes attached with India’s destination Image 

2. What are the negative attributes attached with India’s destination Image 

3. What is the overall image of India as a tourism destination 

 

Research Methodology 

To understand the perceptions of tourists regarding India’s destination image, a qualitative 

approach has been taken. Primary data has been collected for analysis. Twitter, which is 

World’s largest micro blogging website was chosen for extracting user generated tweets at a 

global level.With the help of data analytics, and social media analysis techniques conclusions 

on sentiments of visitors of India.  

 

Destination and Social Media platforms 

India which is a home to many cultural,  historic and natural sites has already been granted 37 

sites as the UNESCO Heritage Sites as of 2019. There are about more than 40 sites which 

seek approval to be added to that list. For such a rich cultural background and architecture, 

India has been a favourite budget friendly spot for many tourists. Due to a varied 

geographical composition, natives also prefer travelling domestically within India. Thus the 

destination for the present study has been taken as India. Also past studies show that study on 

India’s destination image has not been satisfactory (Das et al., 2007; Dwivedi, 2007; Dwivedi et 

al., 2009), this makes it  essential to understand the perception that tourists truly have about India’s 

destination image. 

Twitter, which is World’s largest micro blogging website having 262 million users 

internationally was chosen to collect data in the form of “tweets”. Tweets are user generated 

contents including word and media restricted to a maximum of 280 characters online. As per 

the privacy settings of the user, these can be accessed for engagements and impressions on 

the online space amongst fellow users. 

 

Research design  

To understand the concept of destination image, a descriptive approach has been undertaken. 

A theoretical framework of the destination image and its formation process has been 

reviewed from past literature available. To study the perception of tourist’s over India’s 
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destination image, an exploratory research design is undertaken. After analysing the trending 

Tweets relating to India Tourism, #travelindia was identified as the most popular hashtag 

amongst the travellers. To study the global image of India as a travel destination, tweets 

containing the mention of #travelindia was  assumed as the population. Amongst these, a 435 

tweets posted by 159 unique users having a global reach of 840, 300 were extracted as a 

sample. Even though this selection was based on random sampling, an attempt has been made 

to analyse tweets across the globe covering representatives of all the continents. This has 

allowed us to understand the destination image prevalent amongst the domestic Indian 

citizens, Non Resident Indians and foreigners.  

Amongst the users, an attempt was made to include the Tweets extracted from Twitter, and 

were further analysed for understanding the perceptions of India in terms of its destination 

image. Keeping in mind the social media popularity and fan base of influencers, 92 

influencers and bloggers were included to study the trending tweets. Web based data mining 

techniques were adopted to filter and analyse the hashtag dynamics. A deep UGC analysis 

has been undertaken to study the perceptions on the online domain. A hashtag analysis was 

conducted on “#travelindia”. With a lexical outlook to statements was assumed and the 

tweets were divided into words denoting an underlying sentiment. These were categorised as 

positive, negative and neutral words. Trending topics relating to India and top hashtags were 

also retrieved. Combining data mining, content analysis and sentiment analysis conclusions 

are drawn on the overall perception of India’s destination image. 

 

Background  

People have more than often travelled from their hometown to newer places since their very 

existence for various reasons such as leisure. But it is only in 19th century that tourism was 

evidently found as a distinct activity. (Hunt & Layne, 1991). Tourism means differently to 

different people. From 1905, when the first definition of Tourism was launched by 

GuyerFeuler, tourism in itself has undergone transformation with various kinds of tourism 

emerging. The most important characteristics of tourism are its nature to be experiential along 

with being intangible (Xiang, Magnini, &Fesenmaier, 2015). The basic essence of tourism 

can be defined by the following definition given by UNWTO: 

"Tourism comprises the activities of persons traveling to and staying in places outside their 

usual environment for not more than one consecutive year for leisure, business and other 

purposes."  (UNWTO, 2017) 
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Destinations are places for which people move out to stay and travel (Leiper, 1995). 

Itsconsidered as a unique concept which is of subjective nature thus guided by different 

perceptions which could be an amalgam of not just products, but services and personal 

experiences. (Buhalis, 2000). The study of destination image has been of keen interest to 

various stakeholders such as tourists, researchers, marketers and academicians. It is often 

considered as the starting point of a travel process and thus has deep impact on a traveller’s 

intention to travel. Destination image was thus identified as an important concept during the 

1970s for the tourism and hospitality sector. (Hunt, 1971; Gunn 1972; Mayo 1973) 

With the dynamism in the world, tourism and hospitality industry has also been 

revolutionising with technology. Social media has taken over human beings making them a 

prisoner of the never ending socialisation. Opinions are freely exchanged through various 

social media platforms such as Facebook, Instagram, Twitter etc. in such a scenario, Twitter 

which is the World’s largest micro blogging website has become a stage for voicing opinions, 

exchanging information and media. Customer engagements through Twitter can be witnessed 

at the global level where every tweet reaches the masses in a split second. To ensure that the 

voices are heard, twitter offers a unique feature called “retweet” which allows users to share 

the already posted user generated content through his own account. This kind of mechanism 

allows the users to make any and everything viral. Twitter has the whole world hooked to it 

starting from famous celebrities to official handles of ministries and government to sports 

persons to the common man.  

Twitter has also allowed marketers to understand their preferences, experiences and 

suggestions in a powerful manner.   All it takes to reach out the company is to tag @official 

account. Almost all players of the hospitality sector i.e. airlines, hotels, travel agencies have 

linked themselves to the general public through Twitter. At the same time various bloggers 

and influencers have surfaced out on this social web space.  

Twitter which has one of the most powerful interface amongst the other user generated 

content (UGC) sites has easily slipped into the daily lives  of people. Keeping the tweet short 

and crisp, people are able to reach out to the likeminded or their “followers”.  

 

“Never underestimate the power of a tweet.” 

                                                                                                                   - Germany Kent 
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(You Are What You Tweet: Harness the Power of Twitter to Create a Happier, Healthier 

Life) 

The famous quote by Germany Kant also finds its way to the tourism industry wherein a 

single bad tweet about a destination can make someone question their intention to choose that 

as a travel spot. Humans in today’s time and era refer to social media to know about the 

existing ideologies and later form their own perception on the information gathered online. 

For example, an online tweet becomes viral about theft being a common a practise in Italy 

can make potential tourists to be careful of their belongings and travel in groups. At the same 

time India’s architectural richness can be a motivation for a historian to visit. Amongst the 

many, Agra’s TajMahal has always gathered importance amongst domestic and foreign 

tourists.  

Destination image has often been linked to the success of a destination in terms of it being 

visited. (Chen and Kerstetter, 1999; Crompton, 1979; Hanlan and Kelly, 2004; Hunt, 1975) 

 

THEORETICAL FRAMEWORK  

 

Destination image  

Destination image has varied notions and is a very subjective term that makes it difficult to 

describe it. Amongst the many definitions available, several authors have identified it as an 

amalgamation of “beliefs, feelings, knowledge and perceptions that an individual has of a 

particular place” (Beerli and Martin, 2004, Chen and Tsai, 2007, Crompton, 1979, Fakeye 

and Crompton, 1991) 

The individual may or may not have been a tourist or have visited the destination, yet he may 

have an image attached to the destination. This can be due to WoM, promotional activities or 

his perceptions which may be due to his personal bias. Thus it can be said that destination 

image consists of more than one construct (Ahmed, 1991). These constructs can be either 

mental or attitude oriented. Several authors such as McLearry in 1991, Gartner in 1993, 

Fesenmaier in 1997 have also identified image as a composition of not just cognitive but 

emotional content as well. While the cognitive content stresses on understanding based image 

formation, it is the emotional content that helps one decide if its good or bad. (Gartner, 1993) 
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Destination image formation process 

Amongst the many academicians and researchers, Gunn in the year 1972 and 1988 came up 

with the concept of dimorphic theory of destination images. This study reveals the two 

different kinds of destination images that are formed in the minds of the tourists. These are 

organic images and induced images.  

 

 
Fig 1: Gunn’s dimorphic theory of destination images 

 

While organic images are assumed to be generated in the minds of consumers in a “non-

touristic” manner sourcing from the non-commercial sources of information. These include 

books, newspapers, etc. 

Induced images are those that have been commercially induced into the minds of potential 

tourists through various marketing and campaigning efforts. 

Social media in today’s times has been instrumental in both organic image formation through 

reviews, photos etc. and also for induced image formation because of social media marketing 

techniques used in today’s times.  

Gartner in 1993 proposed destination image as a continuous process thus being formed and 

revised over time and hence no set model can be adopted to study the destination image as a 

static concept. It is often analysed as a mental activity involving various dynamic facets.  

Similarly there are ideas proposed of two phases of images by Phelps, 1986. These are the 

primary and secondary images. While primary images are considered as the ones that are 

perceived to be formed post trip after actually travelling to a destination, secondary images 

are the pre-trip images that are formed before the actual travel takes place. It is assumed that 

the primary images are the actual images due to their comprehensive image formation 

process. These images are developed by the on-site experiences witnessed and behaviours on 

the trip and thus are more genuine. (Bucsa, Gaceu and Ola, 2010)) 

destination image

organic induced 
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FINDINGS AND DISCUSSIONS 

 After analysing 435 tweets posted by 159 unique users having a global reach of 

approximately 12,24,000 having impressions of above 25,00,300, an attempt was made to 

study the perception of India as tourist destination. With the help of social media analytics 

tools, some of the key findings that were made are:  

 

Keywords used with #travelindia in tweets: 

Tweets are micro blogs that allows its users to use upto 280 character words. Most of these 

are in the form of hashtags, a common social media format of stressing on a keyword. 

 

The hashtag in focus for the study is #travelindia. After analysing this hashtag, it was found 

that it was used in a sentence with some of the below mentioned words.   

Amongst the many, Indian government’s travel motto “Incredible India” has been used most 

frequently. Some of the geographical locations that have been used frequently are Goa, 

Uttarkhand, Rajasthan and Kolkata. Photography has also been a centre of many tweets 

denoted by “travel photography”, “nature photography”, “India pictures”, “India clicks”.   

 

 

 
 

Fig 2: World cloud depicting keywords used in the tweet 

 

Top hashtags used with #travelindia 

A common practise on twitter is to use a series of hashtags. Hashtags help people to highlight 

the thought process behind posting text or media. Along with the hashtag in focus 

#travelindia, a couple of other hashtags were also posted in a tweet. 
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Fig 3: top 5 hashtags used with #travelindia 

 

#travelindia is found to be the most famous hashtag used by tourists travelling to india. But it 

has been coupled with various other hashtags in a tweet. Multiple hashtags usage is a popular 

trend across social media and the top 5 hashtags that have been found to be used with #travel 

india are: #incredible India which is also the campaign name of India’s Tourism run by the 

Government of India (41%), followed by #India to refer India as a country and a geographical 

territory of the land where tourists are travelling (23%); #wanderlust which is a new word 

emerging from the urban dictionary of travellers ranks third (15%) indicating India as a 

dream destination of the tourists, #photography has emerged as a famous hashtag indicating 

Indian tourist spots as photography worthy(13%); #trip is the next most used hashtag 

indicating India as a favourite leisure trip spot amongst travellers (8%)  

 

Trending topics relating to India and their usage  

Some of the topics around which India’s tourism has been trending on Twitter were found as:  

 

o Risingtopics around #travelindia 

Some of the topics that revolved around #travel india were:  

IN/India indicating the reference of the discussions relating to India as a country. 

Amongst geographical locations, Goa and Himachal have been top favourites amongst the 

tourists. There has been travel photography fascination for tourists travelling to India as 

well which can be seen in trending topics such as ‘travelgram’, travel photohgraphy’ and 

‘India Captures’. Wanderlust which is the new generation symbolism for the desire to 
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travel has also been associated with India as a travel destination. India’s experience in 

terms of travelling has also been a popular trend online. 

o Declining topics around #travelindia 

India’s beauty has seen downfall, this is visible through the topics of ‘beauty’ and 

‘beautiful’ which seem to have declined in their usage and mentions.  

 

Sentiments analysed from the Tweets:  

 

Reviews   Count  Percentage  

Positive  19 54.28 

Negative  9 25.72 

Neutral  7 20 

Total  35 100 

Table 1: composition of reviews from tweets.  

 

Tweets containing #travelindia were broken down into sentences and then into words, these 

were then analysed for the underlying sentiments and were categorically divided into 

positive, negative and neutral as an attempt to conduct lexical sentiment analysis.  

 

 
Fig 4: Sentiment composition of tweets 
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m 

ScoreAVG=1/m∑ Wi 

i=1 

 

Wi is the score of the sentiment word i 

 

=(1)(17)(19) +(9)(7)(-1)+(7)(7)(0)/435 

=0.59 
 

It can be seen that the sentiment score of India as a travel destination on the basis of 

#travelindia is 0.59. This indicates that overall, India has a positive destination perception 

over Twitter globally because of the positive lexicons surpassing the negative and neutral 

lexicons in a tweet. This is a favourable score for India but can be further improved. For 

understanding the exact areas having a positive, negative and neutral perception, the 

following analysis has been conducted to highlight the scope of improvement for India. 

 

As per the ‘bag of words model’ following are the set of positive, negative and neutral words 

for the tweet set: 

Positive words Negative words  Neutral words  

Good Bad  Is 

Amazing Horrible  And  

Awesome Hate  The  

Excellent  Dislike  Fine  

Enjoy   But  

Like   Okay  

Love    

Nice    

Table 2: Examples of positive, negative and neutral words found in the tweet.  

 

On the basis of the tweets extracted, each word was studied for its linguistic component. 

These words were distinguished and categorically identified as positive, negative and 
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neutral.(Examples shown above). From these words, the underlying positive, negative and 

neutral perception can be studied as discussed below: 

 

Positive perception  Negative perception  Neutral perception  

Incredible India Evil  Film 

Beauty Last  Drama  

Festival   Odisha Puja  

Fort  Lost  Journey  

Architecture  Rural  Temperature  

Winter  Pollution  Bazaar  

Green  Lonely  Country  

Beautiful place Crowd   

Nature  Village   

Heart    

Life    

Bollywood    

Royalty    

Himachal    

Magnificent    

Paradise    

Fly    

Unique    

Devotional place   

Table 3: positive, negative and neutral perceptions retried from tweets. 

 

Positive perception of India’s destination image: 

Incredible India which is also the India Tourism Campaign has gained a lot of popularity with 

the usage of the adjective “incredible” along with India in a very fluid manner. India’s beauty 

is highly appreciated. Scenic beauty and natural beauty both have gained popularity 
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online.India’s festivals are considered as happy and vibrant. Durga puja, Navratri, Holi, 

Diwali have been perceived positively, such that tourists have visited at the festive time to 

enjoy the festivals such as Gujarat has seen a heavy footfall during Navratri and Dandiya 

festival, Bengal during Durga Puja, and northern India during Diwali, Holi etc. certain 

specific festivals have also made their way amongst tourists such as the Kite flying festival of 

Gujarat, and Literature Festival of Jaipur. India’s monuments have paved way into the 

World’s seven wonders with TajMahal hence the historic origin of India’s architecture has 

often seen it being called as a ‘land of greatest forts’. Beyond forts, the temples and stupas 

have also gained popularity with the architectural lovers  as they explore the cultural richness 

of India. The greenery prevalent in India has made it an attractive tourist spot for nature 

lovers. Heart a popular connotation of Love has often been used for India indicating people’s 

love for the country. The common Indian man’s life has often witnessed joy in form of 

travelling. The simplicity of Indians has been perceived positively. Bollywood, the hindi 

cinema industryhas been an ultimate source of entertainment for Indians. It has gained 

popularity worldwide for the peppy content, colourful characters and great locations. 

Bollywood has been a source for motivation amongst the domestic and foreign tourists in 

India. It often has led to making unexplored tourist spots famous. India has often associated 

as a royal place due to its roots of the royalty. Palaces and precious gems are some of the 

takeaways of this royalty culture which tourist are happy to explore. Himachal often referring 

to the north Indian state Himachal Pradesh is one of the most famous tourist spots in India. 

Owing to its scenic beauty and the mountains, it’s the place where tourists travel to witness 

the very famous Himalayas. Indian beauty is considered as so enduring that tourists refer to it 

as magnificent and giving a feeling of paradise. Kashmir is often referred as ‘heaven on 

Earth’. The richness of the place has often lead tourists to believe that it is a unique place. 

Also there are specific tours for devotional purposes that tourists undertake called the 

“teerthyatra”. Some of the other devotional places that have been talked about online are 

Golden Temple (Punjab), Shirdi (Maharasthra), Dargah Haji Ali (Maharashtra), 

TirupatiBalaji (Andhra Pradesh).  

 

Negative perception of India’s destination image: 

India which is often referred as a developing country having a third world status often 

witnesses the typical third world problems in the form of Poverty and Pollution. India’s 

poverty is often witnessed by tourists through kaccha houses, villages, unauthorised 
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establishments on the road and flyovers. The presence of beggars on the streets have made it 

more evident. This has been perceived negatively about India being a poor country. Pollution 

is another negatively perceived attribute attached to India’s image. The prevalent bad air 

conditions in the recent times has added to this outlook. Odisha which has lost much of its 

cultural heritage due to the prevailing floods has gained sympathy and concern online.  

India has also been associated as a lonely place where people wander from one place to 

another. Indian mythology and customs have also been traced as having evil references such 

as The rural image of India has also lead some tourists to believe this as a last trip to travel to 

India indicating a disliking amongst some tourists.  

 

Neutral perception of India’s destination image: 

Some tourist’s sentiments have been identified as neutral not having any positive or negative 

connotation. These were for India’s bazaars which are local market places having a huge 

variety of things and yet being crowded. There is a massive temperature variation in the 

Indian landscape which may or may not suit everyone hence holding a neutral sentiment. 

Spread across various religious sentiments, ‘Puja’ has also gained a neutral perception online. 

Other neutral perceptions online has been for ‘journey’, ‘drama’ and ‘film’. Surprisingly as a 

country, India’s image has gained neutral views online.  

 

Demographical analysis of tweets: 

 

Language: 

It can be seen that majority of tweets have been made using English (89%), followed by 

Hindi (4%). These are the two most commonly used languages in India and thus indicate a 

huge proportion of domestic travel within India. Amongst the foreign languages, maximum 

tweets were found posted in French (3%) followed by equal proportion of Italian and Finnish 

(2%) indicating India’s popularity amongst Europeans.   

 

Language of tweets

French Italian Finnish Hindi English
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Fig 5: languages in which #travelindia was tweeted 

Geographical origin: 

An attempt was made to extract random tweets covering the whole world, but the maximum 

tweets were found structured amongst North America (14%), Europe (11%) and Asia (55%). 

Specifically the geographical location of the tweets were United States of America, Cuba, 

France, Germany, Ireland, Italy, Switzerland, Greece, Turkey, Indonesia, China and India. 

Within the Countries maximum tweets were found in United States of America and India.  

Amongst India the maximum tweets were from the Southern India followed by North India. 

Comparatively central India has not been active in the usage of #travelindia.  

 

Gender composition: 

Amongst the twitter users using the hashtag #travelindia, it has been seen that majority of 

tweets have been made by males (86%) and less than a fifth have been made by women 

(14%) 

It can be seen that men have travelled or intend to India much more than women and a high 

gender dominance can be witnessed.  

 

 

Fig 6: gender composition of users 

 

 

CONCLUSION  

It can be seen that the Indian diversity is witnessed globally. Where some aspects of the India 

tourism are well appreciated and have a positive perception attached to them, some are still 

not denoting a well acceptance and are visibly negative. Social media as a platform provides 

users a democratic space which has also lead to some tweets as having a neutral perception 

and some as plain noise. Overall the destination image of India has a positive score where the 

positive perceptions has surpassed the negative and neutral perceptions. The scenic beauty of 

tweets

men women 
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India has attracted several tourist globally who have witnessed India as  a culturally rich 

nation celebrating a diverse range of traditional and international festivities. Not just Indians, 

globally different continents and different languages have been seen as being used for 

tweeting about India. Males have found to be more inclined towards travelling to India. 

Overall India seems to be a popular tourist spot at the social networking front.  

 

SCOPE FOR FUTURE STUDIES 

Since Twitter is the World’s largest microblogging website, it restricts the usage of words to 

a maximum of 280 characters, a more in depth study can be done by analysing travel and 

other blogging websites. Also a comparison of the perceived image can be done with other 

Asian nations. Also a quantitative approach in future can be adopted for understanding tourist 

preferences of the destination. 
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