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ABSTRACT

Religious tourism, an essential component of the global tourist sector, holds a
significant role in India's socio-cultural and economic landscape. India, renowned
for its unique spiritual legacy, is home to numerous pilgrimage sites that draw
millions of domestic and foreign visitors each year. These locations, grounded in
historic customs and religious importance, also produce considerable economic
activity, enhancing local livelihoods and regional development. Notwithstanding
its significant potential, religious tourism in India faces various problems. These
encompass insufficient infrastructure, congestion, environmental deterioration, and
a predominantly disorganised service sector. These challenges not only diminish
the visitor experience but also jeopardise the sustainability of pilgrimage sites. The
amalgamation of Artificial Intelligence (Al) with Customer Relationship Management
(CRM) technologies offers a disruptive solution to these difficulties.
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INTRODUCTION

In 2022, there were 1,433 million domestic tourists who visited religious places,
alongside 6.64 million international visitors (Mar 21, 2023, The Hindustan Times).
The number of religious travellers in India is experiencing consistent development.
Pilgrimage tourism, or religious tourism, is a substantial contributor to India's GDP.
In 2019, tourism accounted for around 7%, or $15,723.3 billion, of India's GDP,
as reported by the WTTC. Approximately 8.4% of total employment in India was
attributable to the industry, which engaged 40.1 million individuals (Mahanti, 2022).
Consequently, pilgrimage tourismis asignificant concern. Among all human hobbies,
one of the most captivating pursuits that provides relief is travel. Humans derive
fun or pleasure from visiting unfamiliar or familiar locations. Individuals embark
on a journey for purposes such as official, business, academic, medical, personal,
or recreational reasons. Religious tourism has been regarded as primitive among
them. The core of pilgrimage tourism lies in visiting sites imbued with religious
significance. These are primarily pilgrimage destinations; Pilgrimages generally entail
extensive treks lasting several days, weeks, or even months for religious purposes.

Religious tourism encourages tourists to visit sites linked to religious practices,
holiness, and belief. Religious tourism is considered a specialised form of travel due
to its social ramifications, positive effects on local communities, and commitment
to sustainable development (Jackowski, 2000). Visits to hallowed sites of religious
significance might be classified as pilgrimage tourism. The National Council for
Applied Economic Research (NCAER) asserts that religious tourism has evolved
into a flourishing business, estimating that the majority of the 230 million tourist
trips in India are pilgrimages (IBEF, 2022). India, one of the most ancient civilisa-
tions, has engaged with nearly all of the world's principal religions. In the secular
republic of India, individuals practise the religion of their choice. Numerous sacred
sites are frequented by individuals throughout India. Religious edifices in the na-
tion, including temples, gurdwaras, churches, mosques, and others, are associated
with the various practised religions. Religious tourism is regarded as a specialised
form of travel because to its socio-cultural ramifications, positive impacts on local
communities, and dedication to sustainable development.

Religious tourism, or pilgrimage tourism, can be examined from two overarching
perspectives: the individual perspective and the economic perspective. The individual
perspective focuses on achieving inner peace, self-dedication, mental fulfilment,
faith, belief, relief, spiritual unity, and a foundation for future remembrance. Vis-
iting these sacred sites engenders an awareness; a conviction that their prayers are
acknowledged by God. The economic approach relies on the revenue produced from
all livelihood activities associated with sacred sites. The transportation utilised, the
hotels and restaurants patronised, the souvenirs and commodities purchased, and the
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