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1. Introduction
In a broad context, tourism can be defined as the act of traveling from one’s place of residence to another location for the
purpose of visiting and experiencing different places during a temporary stay. This phenomenon has been categorized into
various types based on the diverse objectives of travel. Among these classifications, spiritual tourism emerges as a distinct and
significant category.

Spiritual Tourism
Spiritual tourism refers to the act of traveling to specific locations with the primary objective of achieving mental peace and
inner satisfaction. While this remains the central focus, other associated purposes, such as fostering emotional faith and
experiencing tranquillity, are also integral to this form of tourism. Each year, numerous tourists’ journey to sacred sites driven
by the belief that such visits provide an escape from the routines of daily life, allowing them to cultivate a deeper awareness of
peace and serenity unique to these destinations.

Religious tourism and spiritual tourism are often mistakenly regarded as similar due to their shared association with visits to
sacred sites. However, the two forms of tourism differ significantly in their underlying objectives. Religious tourism primarily
involves visiting places of worship, such as temples, churches, or mosques, with the aim of experiencing visual and cultural
satisfaction linked to one’s faith. It does not inherently prioritize the pursuit of mental peace or emotional fulfilment. In contrast,
spiritual tourism goes beyond mere visits to sacred sites, emphasizing the attainment of inner peace, eternal emotions, and
personal tranquillity. This unique focus places spiritual tourism on a higher plane compared to religious tourism, as it seeks to
offer a transformative experience that transcends visual appreciation. To enhance their experience, spiritual tourists often rely
on online resources to gather detailed information about potential destinations and their historical or cultural significance. The
use of internet tools provides valuable support in enriching their understanding of the places they intend to visit, enabling a
more meaningful and fulfilling journey.
 
The influence of technology in this sector and the role of AI
Technology has become an integral part of nearly all industries, including tourism, where its role is particularly significant in
advancing spiritual tourism. In the context of technological evolution, one of the most transformative innovations has been the
introduction and application of Artificial Intelligence (AI). Initially developed in the United States during the 1960s for the
Department of Defence to mimic human reasoning, AI has since gained widespread recognition as a tool capable of addressing
a broad spectrum of needs.

AI technology, defined as the simulation of human intelligence to perform problem-solving tasks, is now widely applied
across various industries, including tourism. This technology addresses critical functions such as customer service, data
collection, processing, and analysis. In the tourism sector, AI facilitates trip planning, pricing strategies, language translation,
and marketing efforts, thereby enhancing overall efficiency and user experiences.

Historically, the tourism industry has leveraged an array of technological tools, including digital platforms for travel planning
and booking, dedicated applications for spiritual tours, augmented and virtual reality (AR and VR) to enrich experiences, social
media for community engagement, and e-learning systems for knowledge dissemination. These advancements have collectively
improved tourism services and operational efficiency.

Recognizing the transformative potential of technology, India’s Ministry of Tourism has implemented numerous initiatives
to promote growth and innovation in the sector. By embracing advanced tools such as AI and related technologies, the ministry
aims to enhance the global competitiveness of Indian tourism while fostering a more seamless and enriching experience for
travellers. (Annual Report - 2022-23,)

AI-powered personalization in Spiritual Tourism: 
Personalization has emerged as a critical aspect of modern tourism, driven by advancements in Artificial Intelligence (AI)
technology. This approach focuses on tailoring experiences to individual client preferences, ensuring satisfaction by meeting
specific needs. AI enables the seamless arrangement of customized tour packages, accommodating the diverse requirements of
travellers.

At its core, personalization involves understanding a tourist's expectations and preferences to design tailored plans. This not
only enhances the overall tourist experience but also contributes to industry growth by fostering strong customer loyalty to
travel companies and partners. Moreover, personalization improves operational efficiency, reducing costs for tour operators
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while simultaneously increasing traveller satisfaction. This reciprocal relationship benefits both the tourists and the service
providers, creating a win-win scenario.

In addition to enhancing customer experiences, personalization has a significant impact on pricing strategies. By employing
dynamic pricing methods, travel companies can adjust prices to align with demand fluctuations, particularly during peak
seasons. This ensures optimal resource utilization and revenue generation.

Furthermore, personalization contributes to travel safety by incorporating predictive tools, such as AI-driven weather
forecasting, to provide accurate and timely information about conditions in the destination. Such capabilities underscore the
multifaceted benefits of AI-powered personalization, which not only elevates the quality of tourism services but also addresses
critical aspects like safety and efficiency.

VR and AR for better spiritual experiences: 
Virtual Reality (VR) and Augmented Reality (AR) are technologies that bridge the virtual and physical worlds, offering
innovative applications in the tourism industry. VR creates virtual environments, allowing tourists to experience destinations
without physically visiting them. AR overlays digital elements onto real-world views, enriching the user's perception of their
surroundings. VR provides a realistic representation of sites, making it useful for pre-trip planning or for those unable to travel
due to constraints. AR reveals hidden details or historical reconstructions, reshaping the tourism experience by combining
convenience with innovative storytelling and engagement.

Ethics and authenticity in AI-enabled spiritual experiences
Artificial Intelligence (AI) can be used to support spiritual progress by enhancing pilgrims' spiritual beliefs and experiences.
While AI cannot embody spirituality, it can offer insights and tools for studying spiritual practices. The primary objective of
AI in spiritual contexts is to uphold ethical standards, such as mitigating bias, ensuring user safety, protecting sensitive data,
and maintaining spiritual integrity. This aligns with values that promote fairness and trust. The integration of AI into spiritual
activities has sparked diverse perspectives, with some advocating for its benefits and others expressing concerns about the
ethical implications of merging human experiences with machine intelligence.

Sustainable tourism
Artificial Intelligence (AI) is transforming sustainable tourism by enhancing travel experiences and minimizing negative
impacts. AI-powered platforms help tourists select destinations, access information, and optimize their travel experience. It also
ensures visitor safety and security, contributing to sustainable tourism practices. AI supports responsible tourism by enabling
efficient resource utilization, reducing waste, and promoting responsible practices. It aids in route optimization, crowd
management, and environmental monitoring, reducing negative effects on natural and cultural resources. The UNWTO
emphasizes sustainable tourism must meet current needs while preserving future generations' benefits.

Digital platform and AI-powered applications
Digitalization is transforming the tourism industry by streamlining processes, enhancing efficiency, and improving customer
experiences. Artificial Intelligence (AI) is driving this transformation, enabling tourism businesses to offer personalized
services while maintaining operational excellence. Digitization is crucial for managing complex processes like immigration
formalities and travel documentation, ensuring smoother journeys and reducing delays. Digital platforms store and manage data
from travellers, enhancing personalized experiences and supporting future bookings. By adopting digitalization and AI, the
tourism industry can adapt to evolving consumer demands while maintaining data security, fostering trust, efficiency, and a
competitive edge in the global market.

Data Collection and Privacy in Spiritual Tourism
Data privacy is a critical consideration in the travel industry, often taking precedence over the mere act of data collection. As
the sector routinely gathers sensitive information from travellers including personal details, contact information, addresses, and
financial data such as credit card information—it is imperative to implement robust measures to protect this data. Safeguarding
such information is essential to mitigate risks associated with cyberattacks, which could exploit vulnerabilities to compromise
travellers’ security.

Ensuring data protection is not only a legal obligation but also a cornerstone of maintaining trust between travellers and
service providers. The tourism, travel, and hospitality industries, which are deeply interconnected, often share data to enhance
service delivery. However, this practice must adhere to strict privacy standards to ensure that it does not breach the terms of
agreement with tourists. By implementing advanced cybersecurity protocols and fostering transparency in data management,
these industries can uphold ethical standards while continuing to provide seamless and secure travel experiences.

2. Literature Review
The study investigates the relationship between pilgrimage experiences and the use of social media among pilgrims. Technology
has transformed tourism in the areas of i) Digital Marketing, Digital Economy, Education and Hospitality and Free Digital ii)
the research in the use of available technologies for the development of tourism companies and their businesses and the
respective wider economy; and, iii) digital transformation tends to be a positive factor when applied to the tourism sector (Ives
Gutierriz etal., 2023). Digital adaptation plays a significant role in increasing both tourist arrivals and receipts, it also
revolutionizes tourism initiatives, products, experiences, business ecosystems, and destinations. (Usama Al. etal, 2020)
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Pilgrims use digital platform to search destinations, historic backgrounds, rituals, and significance of religious shrines online
before planning trips. Websites guide national and international tourists to explore destinations remotely before finalizing the
itinerary.

Furthermore, digital platforms enable communities of travellers to share recommendations, reviews, and tips, thereby
enriching the journey planning process for others. (KPMG Survey, 2024) Touristic experience that is increasingly dominated
by digital engagement. Through online travel agencies (OTA) and curated travel experiences anywhere in the world at a click
of a mouse, or tap on a smartphone. Digital engagement also supports searching for package deals, making travel reservations
with airlines, train and ferry operators, searching out nearby points of interest, checking the current weather conditions, and
read up on the local news. Itineraries can be planned t through digital platforms while AI technology present in mapping services
uses GPS to provide information on the shortest or most convenient routes to taken (Tom Van et al 2021)

Social media has changed the way people undertake spiritual tourism. Media intervention is there from pre-trip preparation,
in real-time updates and guidance, community building and support, in sharing experiences and insights, to post-trip reflection
and engagement. At each stage social media plays diverse role by providing information, facilitating spiritual dialogue and
creating pilgrim experiences. (Talib Hussian &amp; Dake Wang, 2024) Wide use of internet and the active promotion of
sustainable tourism destinations on social media platforms enhances the destination’s visibility and accessibility to the visitors
(Joyeeta Chatterjee & Nigel Raylyn Dsilva ,2021) Kim and So (2022) summarized tourism research in experience management
into three perspectives: (1) the organization viewpoint, i.e. how to design, implement, manage and market compelling
experiences to customers; (2) the customer perspective, i.e. how individuals assess their experiences; and (3) the cocreation-
oriented perspective, i.e. how customers cocreate consumption experiences and associated meanings with multiple stakeholders.
Factors that influence pilgrim experience are time, queues, waiting, parking, facilities, prayers among others (Bandari and
Mittal, 2020)

3. Methodology
To collect data on the identified variables, a questionnaire was developed and distributed randomly to 100 participants in
Chennai, Tamil Nadu. The research questions used in this study proved effective in obtaining accurate information. The
questionnaire employed both ordinal and interval scales as measurement tools. The responses were rated on a Likert scale, with
options ranging from strongly disagree to strongly agree. The collected data were analysed using SPSS 23.0 and Analysis of
Movement Structures (AMOS) to test the conceptual model through Confirmatory Factor Analysis (CFA). The questionnaire
along with results and Structural Equation path model Analysis. 

Structural Equation Path Model Analysis
The relationship between the external variable and the endogenous variable in the proposed model is depicted in the figure. The
model was tested and validated using the Maximum Likelihood Method. Following this, applied a Structural Equation
Modelling (SEM) approach to the framework was developed. The findings revealed that the model was well-identified both
structurally and empirically.

Table 1 Regression Weights Regression Weights: (Group number 1 - Default Model)
Measure S.E. C.R. P Label

Spiritual Experience <--- Traffic .163 .124 4.696 ***
Spiritual Experience <--- Security Waiting .518 .604 6.829 ***
Spiritual Experience <--- Amenities .290 .097 2.994 .003
Spiritual Experience <--- Food Accommodation .245 .047 5.255 ***
Spiritual Experience <--- Pre-trip stage -.003 .071 -.038 .970
Spiritual Experience <--- RealTimeUpdate .158 .047 3.331 ***
Spiritual Experience <--- Community -.012 .115 -.106 .915
Spiritual Experience <--- Sharing Experience .133 .043 3.129 .002

Source: Primary Data.

The table above highlights the results of the AMOS analysis for testing the maximum likelihood criteria for value
measurement (CR). This involves examining the constraints estimation divided by its standard error, with statistical significance
determined at p ≤ 0.05 and a critical ratio (CR) >1.96. Six key structural paths between exogenous and endogenous latent
variables were found to be significant. The critical ratio values of 6.829, 5.255, 4.969, 3.331, 3.129, and 2.994 indicate statistical
significance at a level of <0.005. In particular, regression weights for traffic, security warning, amenities, food and
accommodation, real time update and sharing experience were identified as significant factors contributing to spiritual tourism.
Traffic, security warning, amenities, food and accommodation, real time update and sharing experience play a critical role in
influencing travellers' decisions regarding spiritual experience when choosing their travels. These factors differ significantly
from zero at the 0.005 level in a two-tailed test. However, Pre-trip and community was found to negatively influence spiritual
experience. Among the variables, security waiting demonstrated a strong impact on spiritual experience, emphasizing its
importance in spiritual tourism.

Examining the table above is an inter-correlation for the two relationships between the latent constructs of spiritual tourism
for the travellers except he variable pre-trip stage, real-time update and community is not > 1. 
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Table 2 Standardized Regression Weights Standardized Regression Weights: (Group number 1 - Default Model)
Estimate

Spiritual Experience <--- Traffic .140
Spiritual Experience <--- Security Waiting .472
Spiritual Experience <--- Amenities .293
Spiritual Experience <--- Food Accommodation .109
Spiritual Experience <--- Pre-trip stage -.003
Spiritual Experience <--- RealTimeUpdate -.038
Spiritual Experience <--- Community -.012
Spiritual Experience <--- Sharing Experience .259

Source: Primary Data.

Table 3 Standardized Residual Covariance Standardized Residual Covariance (Group number 1 - Default Model)

Post-trip 
reflection

Sharing 
Experience Community Realtime 

Update

Pre-
trip 

stage

Food 
Accommodation Amenities Security 

Waiting Traffic Spiritual 
Experience

Post-trip reflection .000
Sharing 
Experience .000 .000

Community .000 .000 .000
RealTimeUpdate .000 .000 .000 .000
Pre-trip stage .000 .000 .000 .000 .000
Food 
Accommodation .000 .000 .000 .000 .000 .000

Amenities .000 .000 .000 .000 .000 .000 .000
Security Waiting .000 .000 .000 .000 .000 .000 .000 .000
Traffic .000 .000 .000 .000 .000 .000 .000 .000 .000
Spiritual 
Experience .000 .000 .000 .000 .000 .000 .000 .000 .000 .000

Source: Primary Data.

Table above estimates that all other variables are important and it has been perfectly fit.

Table 4 Model Fit Summary CMIN
Model NPAR CMIN DF P CMIN/DF

Default 19 317.651 36 .068 8.824
Saturated 21 .000 0
Independence 6 832.597 45 .000 18.502

Source: Primary Data.

From the table it is estimated that the calculated P value is 0.068 which is> 0.05 which shows the absolute correlation.

Table 5 RMR, GFI
Model RMR GFI AGFI PGFI

Default .003 .995 .966 .053
Saturated .000 1.000
Independence .042 .526 .365 .392

Source: Primary Data.

From the table above Here the GFI (Goodness of Fit Index) and AGFI (Adjusted Goodness of Fit Index) is> 0.9 which
indicates that it is good fit.

Table 6 RMSEA
Model RMSEA LO 90 HI 90 PCLOSE

Default .065 .289 .149 .249
Independence .486 .458 .516 .000

Source: Primary Data.

From the table above 6 (Root Mean Square Residuals) and RMSEA (Root Mean Square Error), the value is .065 which is
<0.10 which means completely correct.

4. Findings Based on SEM
The relationship between the external and the endogenous factor in the hypothesized model was analysed and confirmed using
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the Maximum Likelihood Method. Subsequently, structural modelling was performed on the framework developed. The results
indicated that the model was both structurally and empirically well-identified. The regression weights for regression weights
for traffic, security warning, amenities, food and accommodation, real time update and sharing experience were identified as
significant factors contributing to spiritual tourism. Traffic, security warning, amenities, food and accommodation, real time
update and sharing experience play a critical role in influencing travellers' decisions regarding spiritual experience when
choosing their travels. However, Pre-trip stage and community was found to negatively influence spiritual experience. Among
the variables, security waiting demonstrated a strong impact on spiritual experience, emphasizing its importance in spiritual
tourism.

Future of AI in Spiritual Tourism: 
The future of spiritual tourism is expected to grow significantly due to the integration of digitalization and tourism.
Digitalization aids travellers in identifying destinations, offering comprehensive services, and simplifying travel planning. This
includes booking accommodations, locating sites, ensuring safety, and accessing critical travel information. The tourism
industry is expected to benefit from digitalization and AI technologies, enhancing efficiency and personalization. In India,
spiritual tourism is projected to contribute $59 billion to the $512 billion tourism sector by 2028, highlighting the potential of
digitalization and AI in transforming spiritual tourism.

5. Conclusion
Digital platforms in the tourism industry have significantly boosted global growth, providing travellers with easy access to
essential information like pricing and availability. This digital transformation has improved accessibility and simplified
processes. The integration of Artificial Intelligence (AI) in spiritual tourism is expected to further accelerate growth, facilitating
seamless interactions with travel companies and online portals. This technological support streamlines travel-related tasks,
improving user satisfaction and demonstrating how technology can enhance convenience and growth in this specialized sector.
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