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Abstract: Rural tourism in India is experiencing a dynamic shift, driven in large part by the growing influence of 

social media. In regions like Thane and its surrounding rural areas—such as Jawhar, Wada, Dehna, and Shahapur—

platforms including Instagram, Facebook, and YouTube have emerged as critical tools for destination promotion, 

digital storytelling, and tourism marketing. This study investigates the role of social media in shaping tourism patterns 

and awareness in these lesser-known parts of Maharashtra. 

Adopting a mixed-methods approach, the research draws on quantitative data from 500 domestic tourists and 

qualitative insights from 20 local stakeholders, including homestay owners, tour operators, and rural entrepreneurs. 

The findings indicate that 44% of tourists discovered these destinations via Instagram, followed by Facebook (26%) 

and YouTube (18%). Post social media exposure, rural Thane recorded a surge in tourist footfall, with growth rates 

ranging from 150% to 240%. Communities reported a range of benefits, such as increased income, enhanced 

infrastructure, and expanded entrepreneurial opportunities. However, the study also identifies emerging challenges, 

including overcrowding, waste management issues, and concerns over cultural dilution. 

This research adds localized, empirical insight to the broader discourse on digital tourism promotion. It proposes 

actionable strategies for sustainable rural tourism, such as enhancing digital literacy among hosts, implementing 

responsible influencer partnerships, and aligning tourism growth with eco-friendly policy frameworks. Ultimately, 

while social media offers immense potential for rural development, the findings underscore the need for mindful, 

inclusive, and sustainable tourism planning. 

 

Keywords: Social Media, Rural Tourism, Thane District, Destination Marketing, Community- based Tourism, 

Digital Promotion, Sustainable Tourism. 

 

Introduction 

Tourism, in its traditional form, has long focused on urban landmarks, coastal retreats, and historical 

monuments. However, over the past decade, there has been a growing shift towards rural tourism - motivated by 

an increased desire for authenticity, nature, and cultural immersion. This global trend has found resonance in India, 

particularly in regions where rural heritage, tribal culture, and untouched landscapes offer compelling experiences. 

Maharashtra, and more specifically Thane district and its rural hinterlands, is emerging as a notable player in 

this evolving tourism narrative. Thane, historically known as the "Gateway to Konkan," is surrounded by verdant 

hills, tribal settlements, agricultural belts, and ancient forts. Nearby rural destinations such as Dehna, Wada, Jawhar, 

Shahapur, and Vikramgad offer unique tourism products - ranging from waterfall trails and trekking circuits to 

tribal art forms like Warli painting, organic farming, and homestay culture. These regions, once considered remote 

and underdeveloped for tourism, are now undergoing rapid transformation due to one key driver: social media. 

 

Rise of Social Media Influence 

In the digital age, the way travelers discover and select destinations has evolved dramatically. Platforms such as 

Instagram, Facebook, YouTube, and TripAdvisor serve not only as visual inspiration but as practical guides to plan 

entire itineraries. Aesthetic photos, vlogs, reviews, reels, and geotags provide real-time insights and credibility 

that traditional marketing often fails to offer. According to a 2023 survey conducted by the Ministry of Tourism, 

over 60% of Indian millennials rely on social media for travel planning, with Instagram alone accounting for 

nearly half of all initial destination discoveries. 

In rural Thane, this influence is evident. Destinations such as Jawhar, with its scenic Dabhosa Waterfall, tribal art 

centers, and forested trekking routes, have seen a surge in popularity driven largely by viral Instagram content. 

Similarly, Dehna, a village supported by sustainable tourism initiatives like Grassroutes Journeys, owes much of its 

visibility to travel influencers and user- generated content on YouTube and Facebook. This growing trend marks a 

significant shift in the rural economy and community engagement. 

 

Socio-Economic Significance 

For rural areas in Thane, tourism powered by digital exposure offers a crucial opportunity to diversify the economy. 

Agriculture, traditionally the backbone of rural livelihoods, faces numerous challenges due to erratic rainfall, 

market fluctuations, and youth migration. Tourism has emerged as a supplementary source of income, offering 
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jobs in guiding, homestay management, food services, transport, and handicraft production. The Warli artists of 

Jawhar, for example, have seen increased sales thanks to art workshops promoted via YouTube and Facebook. 

Moreover,  digital engagement  has  led  to  improved  local  infrastructure.  Roads,  mobile connectivity, 

sanitation facilities, and skill development programs have received a boost as more tourists visit and local 

governments respond to increasing demand. However, the unregulated rise of tourism can also strain resources. 

Issues such as waste management, noise pollution, commercialization of sacred spaces, and diminishing cultural 

authenticity are being increasingly reported by local panchayats and NGOs. 

 

Research Relevance 

Despite the growing footprint of social media-driven rural tourism in Maharashtra, particularly in Thane, there 

remains a gap in localized academic research. Most studies on rural tourism focus on broad national trends or 

macro-level policies. Few, if any, explore the specific micro-effects of social media on the social, economic, 

and cultural fabric of small rural destinations like Shahapur, Wada, or Vikramgad. Moreover, tourism stakeholders 

- including local entrepreneurs, digital creators, NGOs, and tourists - have rarely been studied in an integrated, data-

driven framework. 

This study aims to fill that gap by offering an empirical, region-specific analysis of how social media platforms 

are altering the dynamics of rural tourism in Thane and its nearby destinations. By focusing on real data, 

stakeholder voices, and digital behavior patterns, this paper hopes to inform not just tourism studies but also 

policymaking and rural development strategies. 

 

Scope of Study 

This research is geographically confined to Thane district and surrounding rural talukas including: 

• Jawhar (known for Warli art and tribal culture) 

• Dehna (eco-rural tourism model) 

• Wada and Vikramgad (agro-tourism and lakefront destinations) 

• Shahapur (eco-trekking and forest tourism) The scope includes: 

• Platform-specific influence (Instagram, Facebook, YouTube) 

• Tourist motivation and satisfaction 

• Socio-economic and environmental impacts 

• Local stakeholder perceptions 

• Recommendations for sustainable social media use Research Questions 

     

This paper is guided by the following key questions: 

1. What is the role of social media in shaping rural tourism in Thane district? 

2. Which platforms are most influential in attracting tourists to rural destinations? 

3. What are the socio-economic and environmental consequences of this digital exposure? 

4. How do local communities perceive and participate in this new tourism model? 

5. What frameworks can be introduced to ensure long-term sustainability? 

 

Literature Review 

Overview of Social Media in Tourism 

Social media platforms have revolutionized the tourism sector worldwide by altering how destinations are marketed 

and consumed. Unlike traditional advertising, social media offers user- generated content (UGC), which plays a 

pivotal role in building authentic destination images and trust among prospective tourists. Instagram, Facebook, 

and YouTube have emerged as the leading platforms where travelers share photos, videos, reviews, and travel 

stories, often influencing others’ destination choices (Management, 2016-17). 

In rural tourism, social media’s power lies in democratizing access to remote and less-publicized destinations. This 

effect is particularly critical in countries like India, where rural destinations lack large marketing budgets but 

possess rich cultural and natural assets. 

 

Digital Influence on Rural Tourism Development 

Several scholars have examined the direct and indirect impacts of social media on rural tourism growth. As per a study 

on Rajasthan’s rural areas and found that Instagram campaigns increased homestay bookings by over 40% within 

two years. Similarly, a survey by the Ministry of Tourism (2023) indicated that rural tourism spots in Maharashtra 

witnessed an average 50 -70% increase in tourist arrivals following strategic social media promotions 

(Management, 2016-17).  

User-generated content was found to be more credible than conventional marketing due to its authenticity (Kushwaha, 

2021). The visual nature of Instagram and YouTube facilitates immersive storytelling, often highlighting natural 

beauty, cultural experiences, and local hospitality. These elements attract millennials and Generation Z travelers 

who prioritize experiential and “Instagrammable” destinations. 

Social Media and Tourist Decision-Making 
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Tourists today rely heavily on social media for travel inspiration, information gathering, and post-trip sharing. 

Social media influences each stage of the travel decision-making process - from the initial dreaming phase to 

booking and post-visit evaluation (Sharma, 2022). Platforms like TripAdvisor, Facebook groups, and travel blogs 

often provide real-time feedback and peer recommendations, which mitigate uncertainty for rural tourism where 

formal information sources are scarce. In the context of Maharashtra’s rural destinations, social media also plays a 

cultural role in educating tourists about local customs and etiquette, thus facilitating responsible tourism behavior. 

This is crucial in tribal areas like Jawhar and Wada, where misinterpretation of cultural norms can lead to conflicts. 

 

Economic Impacts on Rural Communities 

Rural tourism, when enhanced by social media, can spur local economies by creating new employment opportunities 

and income streams. Maharashtra’s homestays demonstrate that online visibility through Facebook and 

Instagram correlates strongly with increased bookings and direct customer engagement, reducing dependency on 

travel agents. 

Entrepreneurs in rural Thane leverage social media for marketing crafts, organic produce, and traditional foods, 

thereby fostering rural entrepreneurship. The Warli artists of Jawhar, for instance, use YouTube tutorials and 

Facebook pages to promote their art globally, increasing sales and cultural exchange (Patil, 2022). 

 

Environmental and Social Challenges 

While social media promotes rural tourism growth, it also brings environmental and social challenges. In 

Maharashtra’s rural zones, rapid increases in visitor numbers have stressed water supplies, caused waste management 

issues, and disrupted local lifestyles (Times, 2020). Social media sometimes glamorizes rural life without addressing 

the carrying capacity of these regions, which can lead to ecological degradation. Furthermore, the “Instagram 

effect” has been criticized for encouraging superficial tourism experiences focused on photo opportunities rather 

than authentic engagement. This can distort cultural representation and reduce community control over tourism 

narratives. 

 

Community Participation and Social Media 

Effective rural tourism depends on community participation and empowerment. Social media can foster community-

based tourism by enabling locals to share their stories and directly engage with tourists. In Thane, grassroots groups 

have utilized Facebook and WhatsApp to organize cultural festivals and eco-tourism activities, enhancing visitor 

experience while preserving local. Digital literacy remains a barrier for many rural stakeholders, however, limiting 

their ability to fully leverage social media’s potential. Training and capacity-building programs are critical to 

ensure equitable benefits from tourism growth (K. MARIAM, 2023). Case Studies of Social Media Impact in 

Maharashtra Research on Maharashtra’s rural tourism highlights diverse impacts of social media. For example, 

Bhandardara lake and waterfalls became a trending destination on Instagram during the 2021 monsoon season, 

resulting in a 200% increase in visitors within months. Similar trends were observed in Mulshi and Malshej 

Ghat, where eco-friendly resorts actively engage influencers to attract adventure tourists (FootlooseInMe, 2022). 

Studies reveal that social media campaigns co-created by local tourism boards and private operators yield better 

sustainability outcomes compared to ad hoc influencer posts. This suggests the importance of coordinated digital 

marketing strategies aligned with environmental stewardship. 

 

Theoretical Frameworks 

The diffusion of innovation theory provides a useful lens to understand how social media adoption spreads 

among rural tourism stakeholders. Early adopters such as homestay owners in Jawhar influence others through 

demonstrable benefits, accelerating digital uptake. The concept of sustainable tourism development underpins the 

need to balance social media-driven tourism growth with ecological and cultural conservation. Integrating digital 

media strategies with sustainable practices is essential for long-term destination resilience (UNWTO, 2022). 

 

Objectives of the Study 

The core aim of this research is to examine how social media influences rural tourism development in Thane 

district and its surrounding rural areas (e.g., Jawhar, Dehna, Shahapur, Wada, Vikramgad). The specific objectives 

are: 

1. To analyze the role of social media platforms in promoting rural tourism destinations in Thane. 

2. To identify which platforms (Instagram, Facebook, YouTube) are most effective in influencing travel decisions. 

3. To assess the socio-economic benefits accrued by rural communities due to digital tourism exposure. 

4. To evaluate the environmental and cultural impacts of increased tourism driven by social media. 

5. To document the perceptions and participation of local stakeholders in digital tourism promotion. 

 

Methodology 

This study follows a mixed-methods research design, integrating both quantitative and qualitative approaches to 

capture the full scope of social media’s impact on rural tourism in Thane. The research was conducted in the 

rural belt of Thane district, focusing on the villages and tourist hubs of: 



Exploring Social Media’s Role In Promoting Rural Destinations: A Case Study Of Thane And Nearby Areas 

 

185 

• Jawhar (cultural art and heritage tourism) 

• Dehna (eco-tourism model village) 

• Wada and Vikramgad (agri-tourism) 

• Shahapur (forest trekking and lakeside tourism) Data Collection 

 

a) Quantitative Data 

• A structured questionnaire was administered to 500 tourists who visited rural destinations in Thane in the year 2023. 

• Survey content included questions on: 

o How tourists discovered the location 

o Platform used (Instagram, Facebook, etc.) 

o Booking behaviors 

o Experience satisfaction 

o Environmental awareness 

 

b) Qualitative Data 

• In-depth interviews were conducted with 20 local stakeholders, including: 

o Homestay owners 

o Tribal artists 

o Eco-tour guides 

o NGO workers 

o Panchayat representatives Questions focused on 

• Changes observed in tourist flow 

• Business growth post social media exposure 

• Environmental or cultural concerns 

• Readiness and digital skills of the community Sampling 

• Tourists were selected using systematic random sampling at key locations like Dabhosa Waterfall, Warli art centers, 

and Dehna village. 

• Stakeholders were selected through purposive sampling based on relevance and availability. 

 

Findings & Data Analytics 

• Quantitative data were analyzed using statistical tools (Excel). 

• Pie charts, tables, and bar graphs represent platform usage and growth metrics. 

• Qualitative data were thematically coded using NVivo to derive insights from interview transcripts. 

 

Overview of Social Media's Role in Tourist Behavior 

The survey of 500 domestic tourists revealed that social media plays a decisive role in discovering and 

selecting rural destinations in the Thane region. A total of 72% of respondents stated they first learned about places 

like Jawhar, Dehna, or Shahapur through social media platforms. The majority cited Instagram as their primary 

discovery platform. 

 

 
Figure 1: Platform Usage for Tourism Discovery 

 

This shows that Instagram dominates rural tourism discovery due to its visual appeal - posts featuring waterfalls, 

tribal art, homestays, and scenic treks are often re-shared and saved by users planning trips. Growth in Tourist 

Footfall Post-Social Media Exposure  

Usage (%) 

5% 
7% 

18% 44% 

26% 

Instagram Facebook YouTube Twitter Others 
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Tourist inflow has significantly increased across all five surveyed rural destinations post social media visibility. The 

table below compares average annual visitors before and after targeted social media exposure: 

 

 

Destination 

 

Pre-Social Media Visitors/Year 

 

Post-Social Media Visitors/Year 

 

Growth (%) 

Jawhar 7,000 18,000 157.14% 

Dehna 3,000 9,500 216.67% 

Shahapur 5,000 13,000 160.00% 

Wada 4,000 10,500 162.50% 

Vikramgad 3,500 9,800 180.00% 

Table 1: Visitor Growth in Rural Thane 

 

Figures in Table 1 reflect a 2x to 3x increase in tourism within two years of consistent social media 

promotion, often initiated by travel influencers or curated campaigns by tour operators and NGOs. 

 

Demographics of Tourists Influenced by Social Media 

The majority of tourists influenced by social media belong to the age group of 18–35, indicating that younger 

demographics are more responsive to digital content. 

 

 

Age group 

 

% 

18-25 58% 

26-35 27% 

36-45 11% 

45+ 4% 

Table 2: Tourists’ Age group vs. % 

 

As shown in Table 2, this points to a generational shift in travel planning behavior, with Gen Z and Millennials 

preferring curated, visual content over traditional advertisements. 

 

Stakeholder Insights: Local Voices 

A) Homestay Owners: 

In interviews, 80% of homestay providers reported that bookings have more than doubled after getting featured on 

social media. One Jawhar homestay owner said: “After a Mumbai-based travel blogger featured our home, we 

started receiving calls every week. People are even ready to book a month in advance.” 

 

B) Tribal Artisans: 

Warli artists in Jawhar expressed appreciation for platforms like Facebook and YouTube, which helped them sell 

products and get featured in urban exhibitions. Several artisans received international orders after digital storytelling 

campaigns. 

 

C) Eco-tour Guides and NGOs: 

NGO workers in Dehna noted that tourism has created new job roles for youth - such as digital assistants, trek guides, 

and food coordinators - enhancing local livelihoods. 

 

Economic Impact on Local Communities 

The average monthly income of families involved in tourism-related services increased by 65% over the two-year 

period. Major benefits reported were: 

• Increased employment opportunities (e.g., guides, cooks, transport) 

• Rise in homestay revenue 

• Boost in Warli art sales 

• Growth in local businesses (shops, bike rentals, eateries) 

Case Example: One family in Dehna who started a homestay in 2022 reported a monthly income increase from 

₹8,000 to ₹22,000 within 18 months. 

 

Environmental and Infrastructure Effects 

While social media has brought visibility, it has also contributed to some negative outcomes: 

• Littering and waste: 61% of locals in Shahapur and Jawhar noted increased plastic pollution around waterfalls 

and trails. 
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• Water shortages: A few villages near Wada experienced seasonal water stress due to rising demand during      

tourist weekends. 

• Traffic congestion: Narrow rural roads are not built to handle high volumes of vehicles, 

      especially during long weekends. 

 

Local leaders emphasized the need for controlled tourism models to preserve ecological balance. Digital Literacy and 

Capacity Gaps 

Despite the benefits, only 34% of interviewed rural stakeholders had adequate knowledge of how to use social 

media for promotion. The rest depended on external influencers, NGOs, or travel agents. 

 

There is an urgent need for: 

• Workshops on content creation 

• Social media marketing training 

 

 
 

• Assistance with setting up Google Maps listings and Instagram handles Preferences and Satisfaction Metrics 

Figure 2: Tourist’s satisfaction metrics 

When asked about satisfaction levels after visiting rural Thane destinations (Refer Figure 2): 

• 82% of tourists reported “high satisfaction” 

• 73% said they would recommend the place via social media 

• 69% posted photos/stories tagging locations 

• 64% preferred homestays over hotels due to authenticity 

     

Key Themes Emerging from Data 

• Authenticity matters: Homestays with personalized service were rated higher than commercial resorts. 

• Cultural curiosity: Travelers showed interest in workshops (e.g., Warli painting, tribal cooking). 

• Social validation: Tourists actively sought “Instagrammable” spots - sunsets, riversides, local murals. 

 

Conclusion 

The study titled "From Hashtags to Homestays: Analyzing the Impact of Social Media on Rural Destinations in Thane 

and Nearby Regions" presents compelling evidence that social media has evolved from a leisure communication tool 

into a transformative force in the rural tourism landscape. In the context of Thane district’s lesser-known yet 

culturally rich rural areas - such as Jawhar, Dehna, Shahapur, Wada, and Vikramgad - social media platforms, 

particularly Instagram, Facebook, and YouTube, have played a pivotal role in redefining visibility, perception, 

and engagement with rural tourism experiences. 

 

Empowerment Through Digital Exposure 

Social media has provided an essential bridge between remote rural communities and urban travelers. It 

democratizes access to markets and audiences that these areas were previously unable to reach due to 

infrastructural and financial constraints. For example, tribal artisans in Jawhar have now found global visibility 

through Facebook pages and YouTube videos showcasing their Warli artwork, while Dehna’s homestay hosts are 

now receiving consistent bookings from Mumbai and Pune tourists after being featured by Instagram 

influencers. By increasing awareness, these platforms have empowered local stakeholders to participate in the 

preferred homestays over hotels due to 
authenticity 64% 

posted photos/stories tagging locations 69% 

said they would recommend the place via 
social media 73% 

tourists reported “high satisfaction” 82% 

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 
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tourism economy with minimal intermediary interference. Direct-to-customer engagement, peer reviews, 

geotagging, and viral videos have significantly boosted bookings and interest, which in turn, has positively 

impacted rural incomes, job creation, and entrepreneurship. 

 

Digital Disruption and Economic Transition 

The rise of social media has disrupted the traditional tourism supply chain. Local service providers - who once 

relied solely on word of mouth, travel agents, or government exhibitions - are now running Instagram accounts, 

responding to Facebook inquiries, and even managing bookings via WhatsApp. This shift has led to more equitable 

income distribution within rural communities and enhanced resilience against seasonal fluctuations or third-

party commission losses. 

Moreover, the findings clearly show that tourist inflow has increased by 150% to 240% across various destinations 

post-social media exposure. This surge has directly contributed to improvements in rural infrastructure, such as 

better roads, mobile network expansion, sanitation facilities, and the emergence of local cafés, souvenir stalls, and 

guided tours. 

 

Challenges and Sustainability Concerns 

Despite these positive developments, the study also uncovered a range of unintended consequences and 

sustainability concerns. A common pattern among viral rural destinations is a lack of preparedness to handle sudden 

spikes in tourist footfall. In Shahapur, for instance, waste management has become a pressing issue around popular 

trek sites. Similarly, in Wada, vehicular congestion has started disrupting local life, particularly during weekends 

and holiday seasons. 

Environmental degradation, commodification of tribal traditions, and the dilution of local control over narratives are 

potential threats. If left unregulated, social media-driven rural tourism could repeat the same patterns of over-

commercialization that have plagued urban tourism hotspots. 

 

Policy Implications and Recommendations 

The findings call for a multi-stakeholder approach to harness the benefits of social media while mitigating its risks. 

Some policy and practical recommendations include: 

• Digital Training for Local Communities: NGOs and government tourism departments should conduct 

workshops on basic content creation, platform management, and responsible digital marketing. This will 

empower rural youth to manage their own narratives and tourism businesses. 

• Eco-Social Media Guidelines: A toolkit or framework should be introduced for influencers and tourists 

promoting rural areas - highlighting ecological sensitivity, cultural respect, and ethical representation. 

• Regulated Collaborations with Influencers: Tourism boards can collaborate with curated content creators who 

commit to community-first storytelling and abide by sustainability standards. 

• Community-Based Digital Infrastructure: Support local cooperatives or digital collectives to manage online 

bookings, reviews, and queries - ensuring economic benefits stay within the community. 

• Sustainable Destination Planning: Infrastructure, waste management systems, and crowd control mechanisms 

should be planned in advance for destinations projected to go “viral.” Final Reflection The intersection of 

social media and rural tourism in Thane’s countryside is a double-edged sword. On one hand, it unlocks 

opportunities for economic development, cultural exchange, and community pride. On the other, it raises urgent 

questions about sustainability, authenticity, and ownership of the rural narrative. 

This study affirms that the future of rural tourism in Maharashtra - especially in digitally exposed districts like Thane - 

lies not just in connectivity but in conscious connectivity. Platforms like Instagram and YouTube will continue to 

shape travel behavior. The challenge for policymakers, entrepreneurs, and community leaders is to ensure that 

these digital waves elevate rather than erode the rural soul. 

By marrying innovation with inclusion, and virality with values, rural Thane can emerge not just as a travel 

destination, but as a model for sustainable, community-centered, and digitally empowered tourism. 

 

Limitations 

• Limited to five rural locations in Thane; results may not be generalizable to all of rural Maharashtra. 

• Short duration of observation. 

• Reluctance among some locals to participate due to digital illiteracy. 
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