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Abstract

Spiritual tourism in India has always been very highly valued and is active alidng
Many globally The popular destinations exist in India that attract @0!/1 domestic and inlernallonm
travellers alike. In addition, the transformation of social media p/a[/orms has had an importany 4, o
significant impact on the destination branding of spiritual locattons. and ll7'eﬁrla‘/ decision making o
travellers. As travelers are active on social media platforms in sharmg' their SIO.I‘IES of travel, s, arly
posts and videos, highlighting their travel, they are sharing their Superisicey with a large Communiyy,
Thus, social media impacts on decision making for spiritual de.s:tqmttons needs 1o be studied jy, dep,j,
10 understand the underlying factors that impact the final dec:stqn. Thg purpose of this papey |, b
exclusive ideas by followrd of ocial media and intervention by social media on worship in hature gpy
welfare of devotees in Kumbakonam Navagraha visitors.
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Introduction

The role of social media is to compete all the corners among peoples need and general usage. In tourism
based information and incidents or exclusive information, Temple Darshan Yatra image are major
component of tourism exchange programs as well as cultural exchange py the people through temple
visit. In this respect, social media has intervened with wider network of pilgrimage perspective such ag
food accommodation logistic value of mandhir in India. In this regard Kumbakonam is wel] known for
Navagraha which is coverage of larger number of Northern state people who gathered at the time of
special events belonged to specialised 9 categories of exclusive God. In times of economical growth
and contribution for Temple infrastructure and popularity had been drastic change due to socia] media
intervention. Therefore, this paper will makes an attempt to find out the social media impact through
observation method of devotees opinion in Kumbakonam which is supreme of Navagraha in Tami]
Nadu.

Review of literature

Dukic (2018) focused that spiritual tourism can be, but is not necessarily, a part of religious tourism
Nevertheless, religion has long been associated as the most universally accepted motivation for trave]
especially in the Indian scenario where many shrines and temples are the epitome tourist attractions
throughout the year. The enforcement of religious sentiments while selecting a preferred destination is
highly influenced by the solace that one expects to achieve from a visit.

Mukherjee ““- (2020) have explored that a range of activities which are part of spiritual tourism like
yoga, Ayurveda, meditation, cultural, religious and spiritual activities. The main resources for any of
these tourist activities is place of worship, temple, monastery, shrine, mosque, church or cathedral.
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has been adopted for simple rapglom sampling. The selec}ion
This study ha ly with frequent and rare visitors of Kumbakonam region t
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Results and Discussion:

The results were drawn from the data had been classified and analyzed with suitable Statistical g,
1e., Chi square. Besides, the generalization and observation results also drawn from the fie|q :
eXperience and existing data.

Table 1

Wider coverage of devotees Arrival with Social Media

[ Social Media [T .
Abroad Southern state North state Local Region Total
Coverage of
devotees
You Tube 0 12 3 3 18
0.0% 66.7% 16.7% 16.7% 100.0%
Instragram 0 14 16 3 33
0.0% 42.4% 48.5% 9.1% 100.0%
Face book 4 3 4 0 11
36.4% 27.3% 36.4% 0.0% 100.0%
Whatsapp 4 0 0 4 8
50.0% 0.0% 0.0% 50.0% 100.0%
Total 8 29 23 10 70
11.4% 41.4% 32.9% 14.3% %

Source: primary data

There is significant associate between wider coverage with Social media at 0.01 percent level.chij —

square value in 44.817.

The unique features of social media service and intervention with pilgrimage related activities and
worship in nature of general public opinion or exemplary one. The drastic changes of information
spread and wide or network coverage has been enlarged the size and number of devotees who are
coming the particular place. Table shows that the intervention of Instagram ,48 percentage of the
devotees( 16 persons out of 23) who hailed from Northern States. Similarly, 66 percentage of the
devotees( 12 persons out of 29) who hailed from Southern States with the effect of YouTube
intervention. Regarding, Whatsapp intervention half of the respondents from abroad ( 4 person out of
8) and local region ( 4 person out of 10).Regarding face book, each 36 percent of the respondents who
belonged to Abroad ( 4 persons out of 8) and Northern states( 4 persons out of 8). It is inferred that
Instragram users are higher range in order to exposure of worship information and larger network
coverage in order to economic promotion of kumbakonam region with temple premises.

Table — 2
Effects from devotees and social media
Need for devotees Motivation Exclusive Explore Guidelines on Total
with intuition | information additional Navagraha
Social Media information
on Navagraha
You Tube 7 4 0 0 11
63.6% 36.4% 0.0% 0.0% 100.0%
Instragram 0 10 3 8 21
0.0% 47.6% 14.3% 38.1% 100.0%
Face book 4 8 | 0 16
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minants for Intervention of social media with Pilgrimage
Deter :
/”Vaﬁables Factor Loading
: ode

M‘ 624

\

M
Monthly income 402

o . 718
16— [ OcoupleE S :
M Enthusiastic with felt need approach 770
‘22/// Wider network : 636
(23 Exposure on worship and heritage value 916
|3 Effect on Social media 782

36 Eigen value 14.78
= % of variance 12.98
/ Cumulative % 42.65

/’SEF’C;—i)rimary Data

Independent variable : Occupation Constant : Effect on Social Media

The devotee’s Exposure on worship and heritage Yalue are assqc'iated with occupat.ional status, income
on exposure where they involved in order to their habitual visit or dharsan.But mcome.of dcvqtee‘s
adversely affected with the exposure and involvement by social media( .402) . It means, income is not
2 factor for observe and follow up with social media . Otherwise, Enthusiastic with felt need approach
are rarely effect and reflect with devotee’s mind and preference of Navagraga Dharsan after involved
social media . The aggressive in nature of social media followers expected their Dharsan and economic
contributions are leads to further growth of temple surroundings and spread information to the peer
groups within their locality.
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Conclusion:

paradoxically, intervention and explicit role of social media coverage and contribution in the society
are drastic changes and spread the information. The commercial backg:round knowledge background
or re-shape with exposure of knowledge update. It leads direct i'ndlrect bgneﬁt for -devotee's the
efficiency and technical in nature of relay system of debate and video s.har_mg by social media are
multiple purpose of visitors expectation while reached the worship placg Hmdns respect the study result
exposed that Instagram You Tube or leading for impact of social media intervention in Kumbakonam
temple and exploration of Navagraha.
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