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Pilgrims travel to sacred or valuable places. They 
seek to manifest their identities and values, to 
get some spiritual or physical benefits, to express 
gratitude or just experience a new place and get 
new impressions. Pilgrimage has a great tradi-
tion in religions, but in recent years, as a phe-
nomenon, it has expanded to the secular sphere 
as well. We each have a pilgrimage experience. 
Maybe you went to a religious centre, maybe to 
an artistic, cultural or sporting event that is im-
portant to your identity, or maybe you just went 
to a cemetery to honour the people who are im-
portant to you. There is a growing interest in 
this multi- layered social, cultural and economic 
phenomenon. Research on values and identities 
in pilgrimage could offer a theoretically and em-
pirically grounded framework for understand-
ing pilgrims’ motivations, needs and behaviour. 
Travellers’ identities and values indicate direc-
tions that frame and define the pilgrim experi-
ence and the meanings of  their choices.

The phenomenon of  pilgrimage can be 
studied in different academic disciplines, includ-
ing sociology, geography, social psychology, an-
thropology, ethnology and history, as well as in 
economic, religious, literary and tourism stud-
ies. The question that shapes a pilgrim’s motiva-
tion and actions has been the core subject of  my 

own research on this topic. My personal experi-
ence from social geography (Bachelor’s studies) 
to sociology (Master’s studies and PhD thesis) al-
lows me to look at this phenomenon in an inter-
disciplinary way. A phenomenological approach 
led me to discover previously unknown dimen-
sions of  pilgrimage. Various classifications (e.g. 
segmentation of  pilgrims and rites of  pilgrims) 
enable the structuring of  this phenomenon.

This book deals with the significance of  
values and identity in contemporary pilgrim 
journeys. Identity and values help to explain 
the differences in the motivation and behaviour 
of  pilgrims. Motivations for travel help to con-
struct or affirm personal and/or social identity. 
A pilgrimage becomes a valuistic or values- rich 
journey and makes a strong impact on the self- 
concept of  the traveller. There are many motiva-
tions for undertaking values- rich journeys. The 
most important include personal values, per-
sonal and social identity, life experience, lifestyle, 
and social and cultural influence. Accordingly, 
the manifestation of  personal and social identity 
has different forms and rituals and constitutes 
different models of  a specific behaviour. The 
journeys are often embraced as potential instru-
ments for life- altering experiences. An analysis 
of  the values and negotiated identities during 
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a pilgrimage is commonly based on theoretical 
models (Liutikas, 2017), blended spiritual and 
touristic experiences (Norman, 2013), or a ‘seg-
mentation’ approach (Mehmetoglu et al., 2010). 
Consequently, this book gathers contributions 
that address pilgrim motivation, identity and 
values as they are shaped by the broader so-
ciological, psychological, cultural and anthro-
pological perspectives. The focus of  the book is 
the travellers themselves and their inner world 
through the lens of  their pilgrimage. In a post- 
modern consumer society, intentional journeys 
as a pilgrimage can foster self- development and 
new forms of  self- expression. The case studies 
in the book provide interesting and challenging 
perspectives on the identity of  pilgrims in the 
21st century. In particular, the book presents the 
perceptions of  values- rich journeys in the age of  
value transformations and identity challenges. 
The collection of  case studies and models of  
pilgrims’ identities reveal the complexity of  the 
pilgrimage phenomenon and its ability to adapt 
to various changes.

What Is Pilgrimage?

Contemporary research on pilgrimage stretches 
over various disciplines and theoretical lenses. 
The most common definitions of  pilgrimage in-
clude three elements: mobility, motivation and 
indication of  a destination, e.g. ‘a trip taken 
for religious and devotional reasons to a holy 
place or shrine’ (Espin, 2007) or ‘a journey 
to a holy place for religious reasons’ (Beaver, 
2012). Pilgrimage could also be defined as a 
spiritual magnetism (Preston, 1992), arche-
type (Clift and Clift, 1996), meaningful journey 
(Norman, 2020), ritual transformation (Turner 
and Turner, 1978), transformation journey 
(Morinis, 1984), searching of  authenticity 
(MacCannell, 1973), arena for competing reli-
gious and secular discourses (Eade and Sallnow, 
2000), an act of  empowerment (Winkleman and 
Dubisch, 2005), or recreation illusion (Louw, 
2007). Pilgrimage as whole travel sector could 
be related to the manifestation of  social func-
tions and social dynamics and the satisfaction 
of  psychological functions and needs (Cohen, 
1979; Pearce, 1988, 1993).

Religious pilgrims want to find access to God 
or the divine figures (Digance, 2003). Pilgrims 
also could be motivated to get some spiritual 
merit (indulgences in the Catholic tradition) or 
to seek healing from serious illness. Religious 
pilgrimage involves rituals, holy objects and sa-
cred architecture (Coleman and Elsner, 1995). 
Earlier Christian pilgrimage had a striking peni-
tential aspect and now it has become a complex 
of  concrete motivations, practices and spatial 
relationships (Voye, 2002).

In recent years, substantial discussions 
have been launched regarding the relationship 
between pilgrimage and tourism (MacCannell 
(1999 [1976]), Graburn (1989), Cohen (1972, 
1979, 1992, 2001), Smith (1992), Badone 
and Roseman (2004), Olsen (2010), see also 
Chapters 3 and 14). However, various studies 
have shown that it is not possible to draw clear 
boundaries between these phenomena (Badone 
and Roseman, 2004). From the research and 
case studies presented in this book, we see that 
the classical dichotomy, where there is a reli-
gious pilgrim at one point on the continuum and 
a secular tourist at another, needs to be reviewed 
and supplemented. Studies of  travellers’ motiva-
tions, identities and values show that most of  
them occupy intermediate positions between 
these points (see Chapter 2).

Pilgrimage is not restricted to religions any 
more (Dransart, 2004). Secular pilgrimage has 
been investigated by Reader and Walter (1993), 
Clift and Clift (1996) and Margry (2008). Places 
associated with national identity, with death and 
grief  (see Chapters 4 and 17) and cultural places 
such as art exhibition centres are the destina-
tions of  the contemporary pilgrimage. Reader 
(2015) noticed that fan culture is the area 
where the image of  pilgrimage has been widely 
adopted (see Chapter 2). We can identify jour-
neys of  sport and music fans, and fans of  art, 
famous novels or TV shows and movies. During 
their holidays, representatives of  various other 
subcultures (hippies, goths, windsurfers, snow-
boarders, climbers, nudists) travel to places that 
are sacred to them.

My personal research on pilgrimage is re-
lated to the conception of  valuistic journeys 
(Liutikas, 2012, 2013, 2014). Valuistic jour-
neys express values and the personal or social 
identity of  the traveller. A similar pilgrimage 
could be defined as a journey to the particular 
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places or events of  searching and expressing a 
traveller’s values and identities. The geographi-
cal destination of  these journeys embodies a 
certain value. But the most important notion 
is that there exists a strongly expressed link be-
tween the journey and the identity of  the travel-
ler (Fig. 1.1). The motivation of  such journeys is 
related to value orientations. Specific behaviour 
during the journey and at the pilgrimage site is 
characterized by typical rites and symbolic ac-
tions (Liutikas, 2012).

Identity related research in tourism oc-
cupies an important place (Cohen, 1979; 
Desforges, 2000; Burns and Novelli, 2006; 
Wearing et  al., 2010; Smed, 2012; Bond and 
Falk, 2013). However, the majority of  the 
identity- focused tourism literature is related to 
the national identity (Lepp and Harris, 2008; 
Frew and White, 2011; Bhandari, 2014). There 
are some works related to religious identity 
and tourism (Timothy and Olsen, 2006; Olsen, 
2012; Norman, 2013). Pilgrimage is not the 
only religious- related travelling form. Another 

traditional form is the mission. Missionaries 
travel to share their religious identity, values 
and faith with the people who have a different 
religious identity or don’t have a religious iden-
tity at all. These trips are often to foreign coun-
tries and travellers encounter different cultural 
traditions.

Motivation for Pilgrimage

There are different theories and perspectives to 
understand the potential and actual motiva-
tions of  pilgrims. Each theory of  tourist motiva-
tion may have some aspects that are suitable for 
pilgrimage as well. An analysis of  these theories 
could help to reveal the complex nature of  pil-
grimage motivation and to identify the essential 
features of  the motivation structure. Different 
definitions of  pilgrimage could support one or 
another approach of  travel motivation. However, 
it is important to recognize that there is a range 

Fig. 1.1. Youth pilgrimage from Vilnius to Trakai, Lithuania. (Photo: the author)
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of  motivations among individuals visiting a reli-
gious site. Understanding different motivations 
could provide insights into the segmentation 
and typologization of  religious travellers.

Page (2019) summarizes some of  the main 
theoretical approaches developed in tourism 
motivation research. He identifies needs- based 
approaches (that assume that tourists select 
destinations to satisfy their needs), values- based 
approaches (that highlight the importance of  
human values on tourism motivation), benefits 
sought and realized approaches (that focus on 
causal factors in terms of  what benefit a tour-
ist expects to gain from travel and holidays), 
expectancy- based approaches (based upon the 
assumption that the concept of  attractiveness 
of  achieving an outcome is the prime motivator) 
and other approaches (push- and- pull factors) 
(Page, 2019, p. 84).

Needs- based approaches (Pearce, 1988, 
1993) use a classical model, Maslow’s (1954) hi-
erarchy of  needs (Fig. 2.1). The individual must 
satisfy lower- level needs (physiological or safety) 
before going on to meet higher- level needs (so-
cial or belonging, esteem and self- actualization). 
In this theory, pilgrimage could help to satisfy so-
cial needs, esteem and self- actualization needs. 
Pearce’s (1988) Travel Career Ladder (TCL) and 
Pearce and Lee’s (2005) Travel Career Patterns 
(TCP) model are based on Maslow’s hierarchy 
of  needs. The TCL describes tourist motivation 
as having five different levels: relaxation needs, 
safety and security needs, relationship needs, 
self- esteem and development needs, and self- 
actualization and fulfilment needs. Pearce 
(2005) explains that in the TCL model, travel-
lers were considered to have more than one level 
of  travel motivation, but one set of  needs in the 
ladder levels might be dominant (Pearce, 2005, 
p. 53). Pearce and Lee (2005) argue that travel 
motivation is influenced by travel experience, 
stage in the life cycle and age. The idea of  the 
TCP model is that tourists have different moti-
vating patterns over their life cycle which impact 
their experience of  travelling (Page, 2019).

Benefit- based approaches (Haley, 1968) 
are used for market segmentation and consum-
ers’ behaviour. Frochot and Morrison (2000) 
notice the lack of  understanding of  the benefit 
for travellers and tourists. They note that three 
possibilities exist: attribute- based (the attrib-
utes or features of  the destination or service), 

psychologically based (associated with travellers’ 
motivation and expectations), or a combination 
of  both. Benefits sought (prior to the consump-
tion experience) and benefits gained (after the 
consumption experience or based on past expe-
riences) are two different constructs. Benefits 
sought is related to expectations and motivation, 
and benefits gained or realized is related to an 
improved psycho- physiological condition and 
satisfaction. Such psychological and psycho- 
physiological benefits as personal development 
and growth, and mental health and health 
maintenance, could be related to pilgrimages. 
Brandon (1970, p. 501) provides a definition of  
pilgrimage which involves three factors – a holy 
place, the attraction of  individuals or crowds to 
this place and a specific aim, i.e. to obtain some 
spiritual or material benefit. More particular ben-
efits could be indulgence for sins, recovery from 
illness or the solution of  a personal problem.

The expectancy theory of  motivation 
(Vroom, 1964) is one of  the process theories 
most relevant to the understanding of  the mo-
tivations for pilgrimage and religious tourism 
(Blackwell, 2007). The idea of  this theory is that 
people’s motivations towards doing anything 
will be determined by the value they place on the 
outcome of  their effort, multiplied by the confi-
dence they have that their efforts will materially 
aid in achieving a goal (Koontz and Weihrich, 
2008). The three main components of  this the-
ory are expectancy (the belief  that one’s effort 
will result in a desired performance), valence 
(the importance an individual places on the re-
wards of  an outcome, which is based on their 
needs, goals or values) and instrumentality (the 
belief  that a valued outcome will be received if  
you perform well).

Actually, Vroom’s expectancy theory is re-
lated to perception. For example, an individual 
must believe that undertaking a pilgrimage will 
be rewarded. In Catholic traditions such rewards 
could be getting indulgence and the redemp-
tion of  sins, expressing gratitude to Jesus or the 
Virgin Mary, receiving God’s grace, accomplish-
ing an act of  repentance or obtaining spiritual 
renewal. Undertaking a pilgrimage (expectancy 
to get religious rewards) and experiencing hard-
ship or self- restrictions on the journey, and par-
ticipation in religious rituals (instrumentality), 
lead to intrinsic or extrinsic, religious, social or 
personal rewards (valence).
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Pilgrims’ motivations are determined by in-
ternal (push) and external (pull) factors. Internal 
factors could be pilgrims’ attitudes, perceptions 
and beliefs, their preferences and expectations, 
knowledge and prior interaction. Cultural and 
communal traditions and destination images are 
external factors attracting pilgrims. In general, 
the push- and- pull framework (Crompton, 1979; 
Dann, 1981; Iso- Ahola, 1982; Mansfeld, 1992; 
Yoon and Uysal, 2005) is a useful approach for 
uncovering both tourists’ and pilgrims’ motiva-
tions. Push factors form a desire to travel and 
pull factors affect the choice of  the destination 
(Fig.  1.2). Crompton (1979) analysed motiva-
tions for pleasure vacations. However, all seven 
socio- psychological motives (escape from a per-
ceived mundane environment, exploration and 
evaluation of  self, relaxation, prestige, regres-
sion, enhancement of  kinship relationships and 
facilitation of  social interaction) and two cultur-
al motives (novelty and education) identified in 
his research could be analysed in the context of  
pilgrimage motivation.

However, pilgrimage as a form of  travel is 
most often analysed on the basis of  values- based 
approaches. Morinis (1992) defined pilgrimages 
as journeys undertaken to a place or state that 
embody a valued ideal. According to Morinis 
(1992), a pilgrimage is a movement towards 
aspirational ideals that cannot be realized at 
home, and a pilgrimage becomes a value- based 
endeavour mingling the sacrum and profanum 
spheres. Other authors (Timothy, 1997; Smith, 
2003; Smith and Kelly, 2006; Norman, 2011) 
use different concepts of  values- rich journeys, 
including spiritual travel, personal heritage 
tourism, and holistic tourism. However, in all 
of  these concepts, the motivations for travelling 
are related to the construction or manifesta-
tion of  personal and/or social identity and self- 
fulfilment (Liutikas, 2017).

The concept of  valuistic journeys (Liutikas, 
2012, 2013, 2014) includes an expression of  
valuistic ideals, as well as the confirmation and 
demonstration of  identity during the journeys. 
Social and personal identity and different value 

Fig. 1.2. Tourists and pilgrims at Gergeti Trinity Church, Georgia. (Photo: the author)
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orientations related to religion, culture, sport, 
nation or personal experience become a princi-
pal driving force for choosing a pilgrim journey 
(Fig.  1.3). This notion has three main compo-
nents: identity, values and their expression or 
demonstration.

Identity is one of  the key categories of  so-
ciology. It plays a central role for pilgrims’ mo-
tivations and behaviour. Identity is not a static 
category; it has dynamic influences that move 
pilgrims among different types of  religious- 
motivated tourists. Values are essentially ab-
stract beliefs that are culturally defined and 
serve as guidelines for worldviews, principles 
and behaviours (Liutikas, 2017). The action 
– travelling – is related to the demonstration, 

expression, development or confirmation of  
values and identity. The main difference distin-
guishing a recreational and a values- rich jour-
ney is the motivation of  the traveller and his/her 
inner disposition. Spiritual and religious motives 
are primary in a religious pilgrimage; cultural, 
national, community- based and personal mo-
tives are primary in a secular pilgrimage. The 
idea of  a values- rich journey is reaching the 
objective (destination) and at the same time ex-
pressing personal or social identity and values, 
defining the features which identify the self  
(Liutikas, 2012). Internal motivators (such as 
attitudes, perceptions, beliefs, preferences and 
expectations) influence the wish and motivation 
for travelling and external motivators (such as 

Fig. 1.3. The concept of pilgrims’ motivation.
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cultural traditions and destination image) influ-
ence the place where to travel (Fig. 1.3).

Through the metaphor of  the paths to 
a mountain peak, we can understand the es-
sence of  travelling. Pilgrimage is like the climb 
to a mount of  values. A traveller can choose the 
path among different values. At the bottom of  
the mount, there are dislocated values related to 
pleasure and life vitality, higher are cultural and 
spiritual values, and on the top is the holy value 
identified by Scheler (1973). Some people prefer 
the higher values and others the lower ones. The 
climbing height is decided by the act of  prefer-
ring (Scheler, 1973, p. 87). The satisfaction of  
manifesting higher values is deeper.

The manifestation of  social identity dur-
ing the pilgrimage depends on specific contexts. 
Social bonds and responsibilities help to create 
the meaning of  the journey to themselves and 
to send a message to others. During the journey, 
pilgrims perceive themselves in action, they de-
velop and construct relationships with the reli-
gious environment and other travellers.

Bond and Falk (2013) present that many 
researchers ‘continue to struggle with how best 
to operationalize the term “identity” within their 
research’. They presented the Identity Related 
Tourism Motivation model, which has three 
components: identity development, identity 
maintenance, and identity moderation and re-
construction (Bond and Falk, 2013). To explore 
a new or developing self- aspect, the individual 
travels to a specific destination or undertakes a 
specific activity. When a person wishes to main-
tain a particular role or particular aspect of  iden-
tity, he seeks out other individuals with a similar 
identity and interests. In communities of  prac-
tice, a person could find a more experienced in-
dividual and learn from him. If  the person seeks 
out a new or alternative experience, it could lead 
to identity moderation and reconstruction. This 
model could also be applied to pilgrimage.

The research on the impact of  personal 
values to tourist motivation and journey mo-
tives are based largely on the work of  Rokeach 
(1968, 1973). The Rokeach Value Survey (RVS) 
consists of  18 instrumental values (ideal modes 
of  behaviour) and 18 terminal values (ideal end- 
states of  existence). The first set contains such 
attributes as ambitiousness, broadmindedness, 
politeness and so on. The second set defines 
the individual’s desired end- state of  existence 

and includes such conditions as a sense of  ac-
complishment, equality, happiness and so on 
(Mehmetoglu et  al., 2010). Kahle (1983) pro-
poses a List of  Values (LOV), which consist of  
nine terminal values (warm relationships with 
others, self- respect, sense of  accomplishment, 
fun and enjoyment in life, self- fulfillment, be-
ing well respected, security, a sense of  belonging 
and excitement). Mitchell (1983) developed the 
Values and Life- styles (VALS) instrument. This 
model is also useful for segmentation purposes. 
Nine lifestyle groups were identified based on de-
mographic and attitudinal questions: survivors, 
sustainers, belongers, emulators, achievers, I- 
am- me, experiential, societally conscious and 
integrated. Mitchell (1983) grouped lifestyles 
into three categories: need- driven (consumer 
behaviour is driven more by needs than val-
ues and attitudes as survivors and sustainers), 
outer- directed (consumer behaviour is influ-
enced by social factors – belongers, emulators, 
achievers) and inner- directed (consumer behav-
iour is predicated on personal needs – I- am- me, 
experientials, societally conscious individuals). 
Integrateds are characterized by psychological 
maturity and self- actualizing philosophy.

The strength of  motivation correlates to 
the amount of  effort and depends on the value 
of  a reward of  a possible journey. The strength 
of  motivation is the main factor for overcoming 
various obstacles and constraints to go on a pil-
grimage journey. The satisfaction of  the journey 
is greatly influenced by an individual’s knowl-
edge, preparation and his or her perception of  
what the required goal is. The understanding of  
behaviour during the journey differs, e.g. per-
formance of  rituals, other activities related to a 
goal.

Motivation to travel to a pilgrimage site is 
usually integrated into a comprehensive and 
steady circle (Fig. 1.4). The values and identity 
that are formed require certain goals and ac-
tions. Life objectives must be clear, achievable 
and verifiable. Objectives should motivate for 
actions. For example, if  a pilgrim has Catholic 
values and identity and has an established objec-
tive to strengthen them, his actions may include 
increased participation in the life of  the religious 
community, reading religious and spiritual 
books, and pilgrimage.

Preparation for a pilgrimage is different 
from preparation for a cognitive or recreational 
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trip. The true pilgrim contemplates the purpose 
and intentions of  the journey. Pilgrims travelling 
in an organized group participate in a common 
prayer and holy mass before the journey. Pilgrims 
also confess and repent of  past sins. Such prepa-
ration leads to thoughts of  a preparation for the 
last trip that each person will perform after his 
or her death. So serious reflection on one’s life 
helps one to comprehend pilgrimage as the mo-
ment from which the direction of  life can change 
significantly. A blessing from the spiritual leader 
is very important for a pilgrim before going on a 
journey. He also thinks about what steps to take 
to make the trip meet his expectations.

The journey itself  is full of  rituals (partici-
pation in a holy mass, receiving an indulgence, 
leaving a vote, touching a relic, acquiring de-
votionals, meditation in a holy place or par-
ticipation in a religious procession), prayer and 
spiritual discoveries. An organized trip provides 
a sense of  community or communitas (Turner 
and Turner, 1978). Travellers on a pilgrimage 
become related to each other through a unifying 
experience and the sharing of  common values. 
Communication with other participants in the 
journey in an organized group allows travellers 
to consolidate social and personal identity and to 
increase self- respect and self- consciousness.

Pilgrims from organized groups discuss the 
trip in their groups and share impressions and 

experiences. Such sharing seems to perpetuate 
the travel experience and opens new paths for 
the development of  values and identity. During 
the assessment of  the journey, pilgrims often see 
the contradiction between the emptiness of  the 
secular everyday world and the spiritual pilgrim-
age opposed to it. Pilgrims say that returning 
from a pilgrim journey changes their attitude, 
understanding of  problems and religious life 
itself  (Liutikas, 2003). The thoughts and atti-
tudes formed in the sacrum space remain in a 
pilgrim’s mind for a while after returning from 
the trip (Fig. 1.5).

However, a pilgrim’s motivation is much 
more complex than these particular theories. 
Motivations can change over time due to inter-
nal and external circumstances. Frey (1998) 
shows that some pilgrims form their motives or 
change them after their journey has started.

Book Structure

In terms of  organizational structure, this book 
is divided into four parts. Part I consists of  four 
chapters, which focus on the more general as-
pects of  the pilgrim’s identity and values.

In Chapter 2, Darius Liutikas provides a 
theoretical framework of  pilgrimage based on 
values and identities. An overview of  the con-
cept of  values and identity reveals their inter- 
relationships and importance in a person’s 
choices. Religiosity could be measured by dif-
ferent dimensions and indicators. However, 
a person’s behaviour and performed rituals 
could help to express and affirm their identity. 
Typologies of  religious- and cultural- motivated 
travellers are comprised of  a variety of  cat-
egories. Religious travellers are divided into 12 
groups ranging from religious to secular motiva-
tion and from a low level of  religious identity and 
involvement to a high level of  religious identity 
and involvement. A secular pilgrimage is very 
heterogeneous. Different reasons for travelling 
create different behaviour and implemented ac-
tivities. However, based on the motivation of  the 
travellers and their approach to the trip, cultural 
travellers are divided into three groups: cultural 
pilgrims, cultural tourists and peripherical cul-
ture consumers. So, values fostered by pilgrims 
could be totally different from our stereotypical 

Fig. 1.4. Values and identities in the decision- 
making circle for pilgrimage.
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imagination. We must be careful about consider-
ing pilgrims as a homogeneous segment. Quite 
often their motivation and behaviour manifest 
in a tourist identity.

In Chapter 3, Kip Reddick analyses the con-
nection between liminal places and hospitality. 
Pilgrims traverse liminal places as they embark 
on journeys to sacred destinations. Their iden-
tity requires an openness to unconditional hos-
pitality. Tourists, in contrast to pilgrims, receive 
conditional hospitality within the boundaries 
of  the recreation industry. This chapter reveals 
the values of  tourists versus pilgrims in the in-
terplay of  hospitality. Tourists feel as consumers 
among locals who sell both adventure and the 
exotic; pilgrims want to receive hospitality freely 
rather than from the tourism industry. The au-
thor stresses that pilgrim values and identity rise 
out of  their liminality. The difference between 
pilgrim and tourist thinking becomes appar-
ent in the engagement of  rituals (pilgrims want 
transformation) and recreation (tourists want a 
good vacation).

In Chapter 4, Slawoj Tanas focuses on 
thanatourism, which involves travelling to 
death spaces. The author notices that a signifi-
cant number of  religious pilgrimages are made 
to sanctuaries, which could be churches, graves, 
chapels or cemeteries. The majority of  the desti-
nations in the medieval period were to tombs (St 
James in Santiago de Compostela, Thomas Becket 
in Canterbury or St Peter and St Paul in Rome). 
Pilgrimage to graves is noticeable in Judaism and 
Islam as well. The author also describes journeys 
to see body relics, war memorials and war cem-
eteries, public death penalties, judicial duels, 
mummified bodies and ossuaries. Art presenting 
death for visitors arouses the fear of  death and 
the respect of  life. The author discusses moti-
vations, values and identities of  thanatourism. 
The motivation to visit death spaces could be re-
lated to religion, personal or social identity, em-
pathy and remembrance. However, the author 
also identifies the secular sets of  motivations, 
including education and cognition, curiosity, 
entertainment, and to experience the emotions 

Fig. 1.5. Hill of Crosses, Lithuania. (Photo: the author)
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of  fear. The whole chapter tries to answer the 
question: What is the meaning of  death in the 
process of  shaping tourist spaces? Slawoj Tanas 
points out that the way a death space is organ-
ized comes from the adopted cultural norms. 
This space has religious, educational, socializ-
ing, emotional and entertaining value. The de-
velopment of  pop culture has led to the growth 
of  post- modernist interest in death spaces, as a 
result of  which death- related tourist products 
have been created.

In Chapter 5, Larry Russell presents his per-
sonal experiences on pilgrimage to Chimayó. He 
uses his personal experience and narrative as a 
way of  developing his arguments. He points out 
that the practice of  pilgrimage nurtures discrete 
identities. His phenomenological approach forc-
es him to track what is happening on the way 
and make his response to the understanding of  
the pilgrim journey. Phenomenology presumes a 
sense of  wonder as a research framework, and 
the theory evolves from experience. He doesn’t 
presume to know what a pilgrim is or where a 
pilgrimage leads. He examines the etymology of  
‘pilgrim’ as a stranger and identifies the condi-
tions structuring his experience. He discusses 
such states of  mind experienced on walking a pil-
grimage as strangeness, solitude, momentum of  
transformation, turbulence, burdens, yielding, 
reaching frontier, and risk. The author confesses 
that the only way to understand pilgrimage is 
to participate rather than observe. Each pilgrim 
discovers her or his goal along the way before the 
destination is reached. The author tries to an-
swer such questions as ‘Why do we call certain 
journeys a pilgrimage?’. Larry Russell brackets 
the definition of  pilgrimage while he carefully 
examines the conditions that make the pilgrim-
age possible. The author claims that the narra-
tive told in this chapter is a value- rich experience 
that has shaped his identity. During his pilgrim-
age, he sometimes felt like a tourist but some-
times like a pilgrim. However, he understands 
that he can reach his identity through broken-
ness. The final understanding is that it is risky to 
be certain about one’s own identity.

Part II provides an overview of  motiva-
tions, values, identities and behaviour of  the 
pilgrims travelling to Santiago de Compostela. 
In Chapter 6, Luis Alfonso Escudero Gómez, 
Lucrezia Lopez, María Ángeles Piñeiro Antelo 
and Rubén Camilo Lois González examine the 

motivations and impact of  the pilgrimage on 
the personal lives of  pilgrims. The authors de-
velop an argument that pilgrimage to Santiago 
de Compostela is inspired by a complex series 
of  different motivations. However, the pilgrim-
age continues after coming back home. Based 
on semi- structured interviews, the authors dis-
cover that motivating factors of  the pilgrimage 
could be sport, personal promise, friendship, 
culture, religion, spirituality, adventure and 
landscape. However, pilgrims quite often have 
more than one reason for pilgrimage. The pil-
grimage to Santiago changes the daily lives of  
the pilgrims and forms a new outlook to their 
identities and the surrounding environment. 
The authors conclude that the Way to Santiago 
could transform pilgrims’ lives and priorities 
because the pilgrimage experience continues 
and revives after the physical journey.

In Chapter 7, Xosé M. Santos also offers 
an analysis about the motivations, values and 
identities of  pilgrims walking to Santiago de 
Compostela. The author analyses the agents 
that manage the different routes to Santiago, 
such as international agencies, public admin-
istration, the Church and the Associations of  
the Friends of  the Way. The author presents 
the responses to an article in the newspaper 
which challenges the traditional understand-
ing of  the Way. Commentators on the news-
paper article acknowledge the performance of  
pseudo- or self- styled pilgrims (Liutikas, 2015). 
However, religion and spirituality play a special 
role in the complexity of  the Way motivations. 
Those comments were the result of  and reflec-
tion on the views of  the institutions involved in 
the governance of  the Way and presented their 
perspectives. The author stresses the impact of  
post- secularism to the current discourse of  the 
role of  the Way.

In Chapter 8, Augusta X. Thomson dis-
cusses the phenomenon of  commensal-
ity and its relationship to pilgrims’ communitas 
(Turner, 1969), their motivations and identities. 
Commensality was less explored in Christian 
pilgrimage, except for Eucharist in the Catholic 
tradition. Communal meals shared by pilgrims 
form feelings of  connection among pilgrims 
and between pilgrims and their route. Some key 
theories related to commensality and exchange 
are presented in the chapter. Mealtime is a pos-
sibility to make community with co- travellers 
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and share daily impressions and reflections. The 
author argues that cultural and socio- economic 
distinctions between pilgrims contribute to their 
collective experience of  communitas. An example 
of  such collective experiences of  commensality 
or communitas could be taking a common pho-
tograph. However, contestation in communitas 
informs different pilgrims’ values, motivations 
and identities.

In Chapter 9, Pedro Azevedo and Xerardo 
Pereiro present their research on the identity and 
values of  pilgrims travelling on the Portuguese 
Inner Way to Santiago de Compostela. In the 
research, they use the term ‘tourist- pilgrim’, 
which signalizes the mixed motivation of  trav-
ellers. The authors compare the identities and 
behaviour of  the Portuguese and foreign tourist- 
pilgrims. They notice that there are differences 
between the motivations of  tourist- pilgrims ac-
cording to their nationality, gender, age, educa-
tion, social capital and other variables such as 
shorter time in travelling, and the way pilgrims 
undertake their journey. The Portuguese Inner 
Way to Santiago de Compostela is a new project 
finished in 2012. The motivation to go this Way 
is also influenced by different discourses of  vari-
ous stakeholders. The pilgrimage route becomes 
multi- motivational, linking culture, nature, 
sport, adventure and religion.

Part III provides key studies on pilgrims’ 
values and identities in different regions. In 
Chapter 10, Ricardo Nicolas Progano and Kumi 
Kato examine the shift of  values and motivation 
at a pilgrimage in Japan. First, the authors pre-
sent the concept of  pilgrimage in Japan, which 
differs from western pilgrimage. Later, the char-
acteristics of  the development of  pilgrimage in 
Japan are discussed. The authors claim that con-
temporary spirituality, including visiting ‘pow-
erspots’ and other places for physical and mental 
restoration and self- discovery, reinterprets pil-
grimage sites. Secularization has added such 
factors as the motivation to visit pilgrim sites as 
heritage, wellness, sightseeing and cuisine. Also, 
tourism includes the element of  hiking to the 
sacred peaks; however, the motivation of  these 
journeys is not necessarily related to religion. 
International visitors also travel to Japanese pil-
grimage sites. According to the authors, western 
visitors are motivated by a variety of  reasons in-
cluding leisure, intercultural learning and indi-
vidualized spirituality.

In Chapter 11, Shin Yasuda focuses on 
goshuin culture and religious mobility in con-
temporary Japan. Goshuin (shrine or temple 
seal) collection has become a massive social 
phenomenon in Japanese society and is related 
to religious commodification. The author dis-
cusses the characteristics of  religious mobility in 
goshuin practice and social significance of  indi-
vidual investments in this movement. Collecting 
goshuin could help to create new religious and 
cultural routes. However, this practice moved 
from the tradition to approve the authenticity 
of  religious experiences to the consumption and 
commodification of  religion or culture. Various 
tourism stakeholders are involved in the promo-
tion of  the goshuin. Some religious shrines and 
temples also actively advertise goshuin to attract 
visitors, e.g. they introduced particular supplica-
tions, such as for business success or wishes for 
good fortune. There is a variety of  discussions 
about what constitutes a real practice of  goshuin. 
According to the author, this practice could be 
cost- effective in religious investment and reli-
gious capital enhancement.

In Chapter 12, Rana P.B. Singh and Pravin 
S. Rana provide an in- depth examination of  the 
contemporary perspectives of  Hindu pilgrim-
age in India. Pilgrimage has a long historical 
tradition in India. It starts from the inner space 
(home) to the outer territory and vice versa. 
Motivation for Hindu pilgrims could be related to 
spirituality, purification and bliss. Pilgrims want 
to acquire spiritual merits, to be blessed by a 
holy man, to fulfil a vow or to perform ancestral 
ritual. The authors acknowledge that pilgrimage 
links different inherent and perceived meanings. 
It is an important notion of  being at the sacred 
place. Kumbha Melā (a riverside festival) – the 
largest religious gathering in the world – attracts 
tourists even from different religions. Pilgrimage 
becomes a network of  different relationships of  
cultural actors, traditionally and culturally con-
structed systems of  norms and transformative 
channels.

In Chapter 13, Dane Munro offers a dis-
course on pilgrimage to Malta’s ancient temples. 
The neolithic Maltese temples are used by a va-
riety of  travellers to Malta. Some of  them, and 
especially the adherents of  the New Religious 
Movements, use them for direct purposes. They 
find these temples inspiring, and they provide 
them with a full sensory experience. The usage of  
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temples varies from contemplation, meditation, 
or pagan weddings, to baby- naming ceremonies 
or asking for blessings from the Mother Goddess. 
The benefit of  valuistic journeys is related to a 
person’s fulfilment. Pilgrims seek authentic-
ity or fulfilling experiences. The sacred could be 
felt from different objects of  veneration, or from 
the spirit of  place. In such temples could be the 
overlap between the religious and touristic ap-
proach. Even a specialized policy exists for using 
neolithic sites as places of  worship. The author 
states that New Religious Movements search-
ing for authenticity and spiritual fulfilment have 
found their way into faith- based tourism.

In Chapter 14, Luciana Thais Villa Gonzalez 
explores the phenomenon of  the World Youth 
Days. The particular object of  the chapter is 
World Youth Days in Rio (2013). After review-
ing the scientific literature examining the differ-
ences between pilgrims and tourists, the author 
analyses the World Youth Days as the concept of  
shifting pilgrimage. These trips are not fixed in 
space and time, and they include tourist attrac-
tions and symbols of  tourism. The tourism and 
pilgrimage dimensions overlap with each other 
in such journeys. The conception of  tourism is 
used to attract young pilgrims, and the concep-
tion of  pilgrimage is used to persuade the local 
population to welcome them.

In Chapter 15, Elyor Karimov and Darius 
Liutikas outline a pilgrimage tradition to sa-
cred sites of  modern central Asia. The authors 
present a review of  the main pilgrimage sites in 
central Asia. The majority of  them are associat-
ed with burials and tombs. Visitors to the shrines 
request special favours from God and make do-
nations. Some visits involve commemorative 
rituals and feasts. A difficult situation regard-
ing visiting sacred places occurred during the 
Soviet era. The number of  pilgrims decreased 
due to the closure of  mosques and other shrines; 
various other bans were implemented. Some 
traditions have survived. This chapter describes 
the ritual of  ‘Mushkel Kushod’ of  central Asian 
women. This ritual, intended for women only, il-
lustrates the intertwining of  Islamic and ancient 
local traditions. This ritual carries the possibility 
to express women’s religious identity and values.

In Chapter 16, Rami K. Isaac presents the 
‘come and see’ phenomenon in Palestine. This 
idea is related to the targeting of  the pilgrim-
age market for Christian pilgrims. The author 

examines the motives and different experiences 
of  these pilgrimages that visit Palestine and 
Israel. The chapter presents the Palestinians’ 
view of  the situation in the Holy Land. ‘Come 
and see’ is a politically motivated initiative seek-
ing to attract ‘justice tourists’. The author uses 
netnographical methods to try to understand 
the impressions of  the travellers to Palestine. 
The analysis of  semantic networks indicates 
three themes: appreciation, destination and 
experience – the most frequently used words 
of  Tripadvisor reviewers. According to the au-
thor, the tours to Palestine may involve personal 
transformations in the travellers and teach them 
about the historical and political situation in the 
Holy Land.

In Chapter 17, Derek Dalton offers an 
analysis of  the dichotomy of  visits to the 
Auschwitz- Birkenau extermination camp. The 
camp is visited by pilgrims who are, on the one 
hand, well- behaved, educated, and possess a 
sound spiritual motivation, and on the other by 
tourists who are consumers and motivated by 
voyeurism. Drawing on tourism literature and 
field research, the author seeks to show how 
these two supposedly different types of  visi-
tors experience the camp complex. Auschwitz- 
Birkenau, as a space, accommodates lots of  
different purposes and a variety of  different vis-
itors. The author admits the antithesis between 
a spiritual and contemplative pilgrim and the 
tourist who understands his visit as a museum 
visit. Derek Dalton seeks to touch upon tourist 
practices and experiences and reflects on the 
controversies that attend the practice of  tour-
ist photography at Auschwitz. This tourism is a 
complex phenomenon. Some tourists are facile 
and superficial, and others have much more 
in common with pilgrims. Accordingly, the 
author compares the sorts of  things that tour-
ists and pilgrims do, and how we might better 
appreciate their motivations and what they 
get from their visit. However, it is unhelpful to 
construct the ‘tourist’ as the antithesis of  the 
‘pilgrim’. According to the author, we need to 
adopt a less antagonistic model for appreciating 
how these two types of  visitors coexist at this 
profoundly important site of  remembrance. 
Every respectful visitor plays an important role 
in witnessing the Holocaust.

In Chapter 18, Josephine Pryce presents in-
sights from her sabbatical journey throughout 
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the USA. This chapter brings together the sab-
batical journey and train travel to explore her 
transformative experiences on spiritual en-
lightenment. Train travel experience into liber-
ated time and liminal space challenges values 
and identity, and projects powerful and con-
stant changes. The author explains that such 
a journey was a useful time for personal and 
professional development in holistic ways. It 
was a time to slow down, and it helped her 
to gather fragmented parts of  her personal-
ity. Using autoethnography, the author explains 
why the sabbatical journey was a pilgrimage. 
Transformation, self- discovery, healing, learn-
ing and extraordinary experiences are the main 
elements which can lead to understanding a 
journey as a pilgrimage.

Concluding insights and discussions are 
included in Part IV. Daniel H. Olsen and Dallen 
J. Timothy discuss contemporary perspectives 
of  pilgrimage in Chapter 19. The authors ana-
lyse the role pilgrimage plays in a post- modern 
and post- secularized world, focusing on such 
challenges as commodification and overtour-
ism, sacred site management, and undertour-
ism. In presenting various statistics on visits to 
sacred places, the authors state that religion 
has survived the challenges of  secularization 

and retained its importance in the global 
space. The authors notice that many cultural 
objects on UNESCO’s World Heritage List are 
associated with a religion or faith. This title in-
creases visits and consumption of  the places. 
A growing number of  visitors to religious sites 
could lead to overtourism and other negative 
ecological and social outcomes. Overcrowded 
religious destinations could reduce the quality 
of  spiritual experience for pilgrims and create 
management challenges. However, the 2020 
situation with the COVID-19 pandemic illus-
trates that undertourism can also be a problem 
for religious destinations.

In the Conclusions chapter, Darius Liutikas 
discusses the adaptability and resilience of  
the phenomenon of  pilgrimage. This was par-
ticularly evident during the pandemic crisis. 
Alternative forms of  pilgrimages, such as spiritu-
al pilgrimage, virtual pilgrimage and hyper- real 
reality, replacements of  travellers, and creation 
of  sacred place in the home environment, are 
introduced. The author claims that pilgrimages 
will be affected not only by the consequences of  
the global health situation and management of  
COVID-19, but also by various technological, so-
cial, environmental and legal factors in the near 
future.
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