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Strategic Marketing Communication in Pilgrimage Tourism
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6. Conclusion

Globalization increases the level of competition also in religious and pilgrimage tourism that became an
important tourism business. Especially less-known destinations and sites in Slovakia should use all the suitable
marketing tools to communicate with visitors including internet communications. Limited financial resources on
both destinations and visitors side in Slovakia and the availability and relatively low cost of Internet predetermine
this medium to become dominant in strategic interactive communication with visitors.

Increase the awareness of religious and pilgrimage sites should be a priority in the coming years for PreSov
region. Religious and public educational institutions should play important role in this process. Also municipalities
responsible for tourism a regional development should coordinate this process. Collaboration and partnership
between church, regional tourism organization and destination management organizations are crucial to reach this
goal. For this purpose, all suitable communication channels should be used. Previous attempts to promote religious
and pilgrimage sites were performed before by the separate activities and there was no systematic approach.
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