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Abstract

This article aims to shed light on the importance of marketing communication
for the spiritual tourism sector in order to increase revenue  and influence travel
decisions, memory, awareness, and word-of-mouth marketing. Using a range of online
platforms, such as Facebook, Instagram, LinkedIn, Twitter or X, YouTube, TikTok, Paid
search advertising, email, Line, websites, and influencers, online media is being utilized
to market spiritual tourism enterprises to potential clients. These platforms offer a
rangeof advertising styles to effectively reach the intended audience and  communicate
products, services, and information meant to provoke specific reactions. But in order to
be successful in online marketing communication for the spiritual tourism needs to focus

on Instant, Interactive, Individualization, Insight, Invisible, Integration and Identity.

Keywords: marketing communication, online media, spiritual tourism
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