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The article demonstrates that the transformations of contemporary social realms are not
mere technological but also fundamentally communicative. The latter aspect shapes new con-
ditions under which religion operates. Within the digital society, communication is not solely a
medium for the transmission of information, but a basic principle underpinning the construction
of social reality, including religious experience. In this context, the mediatization of religion
emerges not as an external influence but as an integral process of its reorganization in accord-
ance with the logic of contemporary media. This process entails changes in the ways faith is
being represented, a partial transformation of religious authority, and a reinterpretation of sym-
bols and narratives that function within an open, dynamic, and competitive information environ-
ment. The article emphasizes that the digital dimension of religious communication reflects a
transition from institutionally centralized forms to more decentralized and personalized models.
Religious experience is increasingly shaped through individual engagement with media con-
tent, participation in online communities, and new forms of communicative presence. This does
not necessarily imply the disappearance of traditional institutions. Rather, it indicates a trans-
formation of their role, from being the sole source of authority to becoming one of many partic-
ipants within the broader communication landscape. Changes in the sphere of pastoral activity,
particularly development of telechaplaincy, further confirm this trend by demonstrating reorien-
tation of religious communication toward the individual needs of believers, their lived experi-
ences, and the accessibility of spiritual support regardless of spatial constraints. The conclusion
highlights that contemporary religious communication is formed at the intersection of technol-
ogy, media, and social practices, where not only the content of faith but also the manner of its
transmission becomes a defining factor. This creates new opportunities for religion while sim-
ultaneously confronting it with the challenge of preserving substantive depth within a rapidly
changing and media-dependent environment.
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Contemporary social processes necessitate a recon-
sideration of religion as an exclusively static and closed
system. Traditionally, religion has been perceived as an in-
stitution deeply rooted in its own structures and inclined to
resist external influences. However, such perspective does
not fully reflect current confessional developments. Under
the conditions of globalization and digitalization, religion
not only preserves its fundamental meanings and values
but also undergoes active transformation by adapting to
new sociocultural and communicative realities. This trans-
formation also affects offline communication, as changes
in the perception of reality social behavior, and broader cul-
tural conditions influence the forms of interaction between
religious communities and individuals. The modern social
environment, shaped by processes of secularization, me-
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diatization, and the transformation of communicative prac-
tices, creates new conditions for the transmission and in-
terpretation of religious meanings. Overall, the relevance
of this study follows from the fact that individuals of con-
temporary time exist within a hybrid reality that combines
both online and offline dimensions, while religious commu-
nication becomes increasingly integrated into this reality by
transforming its forms and modes of functioning. In this
context, it is important to analyze how this transformation
takes place and what new forms religious communication
acquires within contemporary social space.

The aim of the study is to explore the essential foun-
dations of the transformation of religion as a form of com-
munication within social realm of the digital age.

The objectives are: (1) to identify the specific impact
of digital culture and new media on the transformation of
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religious experience; and (2) to characterize particular fea-
tures of the recontextualization of religious practices in the
digital era.

Research Methods

The theoretical framework of this study is based on the
works of international and Ukrainian scholars who examine
the specific features of the transformation of religion as a
form of communication in the digital age. In particular,
S. Frunza (2025) analyzes the impact of digital technolo-
gies and media on the transformation of public discourse,
religious authority, and political communication. The com-
municative nature of religion and its integrative role in so-
ciety are explored in the article by R. Ottuh and M.
Jemegbe (2025). The authors examine religious rituals,
myths, music, and symbols as means of transmitting moral
norms, values, and social meaning. An analysis of the
characteristics of oral, written, and nonverbal interaction as
means of fostering tolerance, mutual understanding, and
interpersonal harmony is presented in the study by Maszeri
et al. (2025). The potential of digital platforms through
which religious content is disseminated, online communi-
cation is developed, and spiritual communities are main-
tained is examined in the works of I. Lomachinska (2025)
and I. Lomachinska, Y. Hryshyna (2024). Specifically,
these studies emphasize that the digital environment con-
tributes to the individualization of religious experience, the
transformation of traditional models of religiosity, and the
emergence of new forms of religious communication. Is-
sues related to the mediatization of religion and its func-
tioning within the context of mass communication are ad-
dressed in the works of K. Stepniak (2017; 2023), where
religious communication is analyzed through the lens of re-
ligious advertising. Another important direction of contem-
porary research is the analysis of religion as a system of
narratives that shape worldview orientations. In this regard,
S. Prothero (2022) examines the world’s religions as dis-
tinct frameworks for interpreting and making sense of real-
ity. Thus, the present research demonstrates that, in the
digital age, religion functions as a multidimensional system
of communication integrated into the media and sociocul-
tural environment.

Results and Discussion

Religious communication may be defined as a specific
form of interaction that takes place within a religious envi-
ronment and is aimed at the transmission, reproduction,
and interpretation of meanings associated with the sacred.
Such communication encompasses both verbal and non-
verbal forms, each of which plays a crucial role in convey-
ing information and fostering mutual understanding.

As a component of culture, religion establishes values
and standards that regulate social life and therefore serves
as an important means of education, the spread of infor-
mation, and the socialization of both individuals and com-
munities. At the same time, as R. Ottuh and M. Jemegbe
note:

religious communication is manifested in a variety of forms,

among which rituals, myths, and music are of particular signif-

icance. Religious rituals perform not only a communicative but
also a transformative function, influencing social change and
the formation of normative patterns of behavior. Moreover, re-
ligious myths, in particular, convey moral norms, worldview
assumptions, and knowledge concerning the supernatural
and the universe. Likewise, religious music possesses consid-
erable communicative potential. Through its emotional and
symbolic influence, it contributes to the formation of believers’
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spiritual experience and supports religious cohesion. Accord-

ingly, the level of development of religious communication and

its public understanding may serve as an indicator of the cul-
tural and social development of society as a whole (Ottuh,

Jemegbe, 2020:7-8).

Verbal communication constitutes a fundamental form
of human interaction that enables the expression of
thoughts, ideas, emotions, and intentions through linguistic
means. It is realized in both oral and written forms and en-
compasses the production of messages (speaking, writing)
as well as their perception (listening and reading). Oral
communication involves the direct transmission of data
through speech, in which not only the words themselves
but also intonation, tone of voice, rhythm, and pauses play
a significant role in shaping the interpretation of meaning.
In contrast, written communication is mediated through
texts, graphic elements, or other visual means, ensuring
the preservation and transmission of meanings across time
and space (Maszeri et al., 2025:15). Consequently, in the
religious context, verbal communication acquires distinc-
tive characteristics, as it involves the use of specialized vo-
cabulary, established formulations, symbolic expressions,
and greetings that reflect the speaker’s religious identity
and reinforce the value system of a particular community.
Thus, it not only conveys information but also serves the
function of reproducing and sustaining religious meanings
within communicative practice.

For instance, oral religious communication includes
sermons delivered during religious services, individual or
collective prayers, the recitation of sacred texts, the pro-
nouncement of blessings, confession, as well as everyday
linguistic practices such as the use of religious greetings or
formulaic expressions that invoke the sacred. In these
cases, not only the content of the utterance but also its in-
tonation, rhythm, and context of use are of considerable
importance. Written religious communication encom-
passes sacred texts (such as the Bible, the Qur’an, the Ve-
das), theological works, religious instructions and guid-
ance, prayer books, and liturgical texts. In this form, com-
munication ensures the preservation, continuity, and trans-
mission of religious meanings across time and space.

On the other hand, nonverbal communication encom-
passes a wide range of means of conveying information,
including gestures, body language, facial expressions, and
even silence. These means may either complement or
contradict verbal messages (Maszeri et al.,2025: 6).

In the religious context, nonverbal communication ac-
quires particular significance, such as ritual gestures, bod-
ily postures, and material symbols function as carriers of
meaning and perform communicative roles alongside ver-
bal forms. The following practices include prayer gestures,
such as hands folding, raising or bowing head, closing
eyes, kneeling, or extending arms, all of which may ex-
press submission, reverence, or supplication. Within the li-
turgical context, established movements such as bows,
processions, and collective standing or sitting are likewise
important, as they structure ritual interaction and signal
participation in a shared act of worship.

Religious clothes also play a distinct role, functioning
as a symbolic marker of identity, status, and social role. For
example, the liturgical vestments of clergy may indicate ec-
clesiastical rank, ministerial function, or denominational af-
filiation, while certain elements of believers’ clothing, such
as head coverings, distinctive styles, or particular colors,
may reflect the degree of religious commitment or mem-
bership to a specific religious tradition.
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Material objects and visual symbols also constitute vital
means of nonverbal communication, particularly icons,
statues, and religious images, which function as mediators
between believers and sacred. They not only represent re-
ligious narratives or figures but also direct attention, struc-
ture religious experience, and serve as means of the non-
verbal transmission of meaning. Hence, nonverbal reli-
gious communication encompasses broad range of bodily,
dimensional, and material practices through which reli-
gious meanings are expressed, reinforced, and interpreted
within community.

Religious communication, as a specific form of social
interaction, encompasses the processes through which re-
ligious systems function within a community and sacred is
being interpreted. It serves as a mediator between individ-
ual experience and the collective forms through which that
experience is understood and articulated. Communication
is realized through both verbal and nonverbal forms, which
together constitute an integrated system for the transmis-
sion of religious meanings. Verbal communication enables
the articulation and preservation of meanings through lin-
guistic means, whereas nonverbal communication comple-
ments and deepens these meanings through bodily prac-
tices, rituals, symbols, and material objects. Within reli-
gious context, these two dimensions are complementary
and inseparably interconnected, as a substantial part of re-
ligious experience is expressed through symbolic and em-
bodied forms that cannot always be fully verbalized. Con-
sequently, presented conceptualization provides a com-
prehensive theoretical foundation for the further analysis of
religion as a form of communication. It outlines the key cat-
egories of the study, defines their content and interrelation-
ships, and establishes a framework for examining religious
practices within the contemporary digital environment.

One manifestation of religion’s adaptation to the char-
acteristics of the communication society is its mediatiza-
tion, which directly reflects contemporary forms of religious
transformation under the influence of global communica-
tion processes.

Media religiosity represents a new form of religious ac-
tivity that emerged as a result of the development of mass
culture and mass media. This form of religiosity is charac-
terized by network-based principles of communication and
tends to blur boundaries between sacred, ritual, and secu-
lar. Media religiosity is not tie individual to a specific terri-
tory or place of worship and enables participation in online
religious services from any location in the world
(Lomachinska, 2025: 47).

Whereas religious experience was previously localized
to a much greater extent, today it is increasingly integrated
into the media environment, becoming part of broader in-
formation flows. Consequently, religion and religiosity
should be studied and understood within context of mass
media as a space of religious presence, media production,
and communication (Stepniak, 2023: 287). Under these
conditions, religion is compelled to compete for audience
attention by employing communicative tools similar to
those used by other social institutions. In this sense, reli-
gion functions within the media not merely as an object of
self-representation but also as an active participant in the
communication process. This development is accompa-
nied by a transformation of authority, shifting from tradi-
tional religious institutions toward media platforms and me-
dia-based centers of influence. As a result, religious sym-
bols circulate more actively within the public sphere, where
they acquire new meanings and functions.
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Virtual religious space may be defined as a digital en-
vironment created for the performance of religious prac-
tices, communication among believers, religious educa-
tion, and the dissemination of religious ideas. It functions
through the extensive use of contemporary digital technol-
ogies, which enable religious organizations and individual
believers to maintain connections, engage in religious
practices, and pursue spiritual development regardless of
physical distance. Religious cyberspace generates new
forms and means of religious communication. In particular,
it facilitates the creation of online communities on social
media platforms for the exchange of religious experiences
and mutual support, while also promoting digital religious
practices, including online worship services, virtual pilgrim-
ages, and applications and platforms that provide audio
and video materials for meditation, prayer, and other spir-
itual practices (Lomachinska, Hryshyna, 2024: 26).

Traditional religious symbols, such as the hijab, the
Catholic rosary, and the Buddhist mandala, extend beyond
their exclusively religious significance within social media
environments and begin to function as elements of fashion
and digital visual culture. The proliferation of platforms
such as YouTube, Instagram, and TikTok has significantly
transformed the semantics of traditional religious markers.
Among Muslim influencers, the hijab functions as a fashion
object; the Catholic rosary often appears as an aesthetic
accessory within youth subcultures; and the Buddhist man-
dala has become a visual brand within the digital wellness
industry, where external form frequently takes precedence
over its original doctrinal meaning. According to (Hotait,
Sayed, 2025: 208), this reflects the gradual integration of
religious practices into secular and market-oriented logics,
thereby transforming both their content and form.

As a result, social media contributes to the diversifica-
tion of religious authority, whereby new actors, such as
content creators and influencers, emerge alongside tradi-
tional religious institutions and participate in the produc-
tion, transmission, and interpretation of religious
knowledge. This development gives rise to a more decen-
tralized model of religious communication, in which mean-
ings of religious symbols and norms are continuously rein-
terpreted and reshaped within digital environment.

From this perspective, media should be understood as
a space in which culturally significant systems of belief are
combined and symbolically reproduced. In this sense, me-
dia do not merely transmit information but also shape the
ways in which reality is interpreted and reinterpreted
(Homeless Jesus, 2020).

Contemporary scholarship employs the concept of the
visibility of religion, which highlights religion’s growing
presence within both public and digital spaces. As noted
earlier, the internet environment substantially contributes
to the popularization of religion. At the same time, religious
advertising constitutes one of the key mechanisms through
which religion enhances its visibility within the public and
digital spheres.

K.Stepniak defines religious advertising as a persua-
sive message of a religious nature that contains sacred el-
ements and is intended to inform and promote faith, val-
ues, ideas, and religious practices, as well as to shape cor-
responding attitudes and beliefs within the framework of
the teachings of the Catholic Church. Religious advertising
differs from other forms of advertising communication
through the obligatory presence of a sacred element,
which determines its spiritual content and orientation. It be-
longs to the sphere of church advertising and encom-
passes both religious messages and the promotion of
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goods and services associated with the activities of the
Church. Unlike commercial advertising, religious advertis-
ing primarily appeals to the spiritual needs of individuals,
seeking to activate their religious values and motivate them
toward a particular worldview choice or religious action. In
this context, advertising serves as one of the means
through which the Church communicates with society by
informing, reminding, and encouraging individuals toward
spiritual self-determination (Stepniak, 2017).

In the scholarly literature, religious advertising is often
associated with social advertising or church advertising.
M. Percy proposed typology of religious advertising that
distinguishes literalist, evangelical, contemporary, post-
modern, and ironic types. (Percy, 2000). At the same time,
despite the confessionally specific character of this defini-
tion, it may be interpreted in a broader sense as describing
the general functions of religious advertising regardless of
particular religious tradition. In this sense, it is applicable
within a wider framework of religious communication anal-
ysis, as it reflects its key characteristics: persuasiveness,
an appeal to the sacred, and an orientation toward the
transmission of values and the formation of worldview atti-
tudes. Religious advertising may exist in both digital and
physical forms. In the digital sphere, it includes online ad-
vertisements, short-form videos, banners, and other inter-
net-based content, whereas in the physical environment it
may take the form of posters, billboards, flyers, or direct
communication. Religious advertising can perform a vari-
ety of functions, including inviting individuals to religious
events, encouraging specific actions, and stimulating re-
flection on and reconsideration of spiritual questions.

Religious advertising may also be analyzed through the
lens of the classification of advertising objectives proposed
by P. Kotler (informing, persuading, reminding, reinforcing)
(Kotler, 2005). However, according to K. Stepniak’s re-
search, these objectives acquire a distinctive meaning and
orientation within the religious sphere. One of its primary
functions is the activation of individuals’ spiritual needs and
the cultivation of a desire to satisfy them. In contemporary
societies, which are largely oriented toward material values
and consumption, people frequently neglect their inner
spiritual concerns. In this context, religious advertising
seeks to draw attention to the existence of an “inner deficit”
and to stimulate efforts to overcome it. Another important
aspect is the representation of the attractiveness of a par-
ticular religious tradition. Religious advertising is also
aimed at shaping preferences and justifying the choice of
a specific denomination or religious community. It com-
bines emotional appeal with rational argumentation,
demonstrating that faith and religious teachings do not
contradict reason but may be understood as intellectually
coherent and logically grounded. A further function of reli-
gious advertising is the construction of a positive image of
the source of communication. This is achieved through ap-
peals to historical experience, institutional authority, and
the examples of saints and prominent spiritual leaders who
embody the values conveyed in advertising messages.
Moreover, religious advertising possesses a pronounced
behavioral dimension, as it seeks to encourage concrete
actions. Its purpose extends beyond the mere acceptance
of ideas and includes active participation in religious life
(Homeless Jesus, 2020).

At the same time, religion may be understood as a sys-
tem of narratives that transmit moral and social orienta-
tions, including conceptions of proper conduct, values, and
life goals. In this context, religious communication extends
beyond the transmission of ritual practices and focuses on
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the construction of meanings and interpretations of reality
that shape both individual and collective patterns of behav-
ior. In particular, S. Prothero conceptualizes the world's re-
ligions as distinct narrative systems, each offering its own
framework for understanding the world and humanity’s
place within it. He argues that every religion formulates: 1)
a problem, 2) solution to that problem, which simultane-
ously functions as the religious goal, 3) a method (or meth-
ods) for addressing the problem, 4) an example (or exam-
ples) which have demonstrated the path from the problem
to its resolution (Prothero, 2022: 24).

For this reason, religious advertising may be viewed as
a tool for the transmission of such narratives. It not only
informs or persuades but also offers coherent frameworks
of meaning that help individuals interpret their experiences
and define their life orientations. This function is particu-
larly evident in specific advertising practices, where sym-
bols, images, and narrative structures are employed to re-
produce the central ideas of a given religious tradition.
Consequently, every confessional form of advertising inev-
itably possesses its own emphasis and distinctive modes
of framing the overarching narrative, that is, different ap-
proaches to highlighting particular dimensions of meaning
within a specific communicative context. A notable exam-
ple is the modern digital campaign He Gets Us, which is
disseminated through digital networks and presents a dis-
tinctive interpretation of the Christian narrative of salvation
(He gets us. About us.n.d). Rather than emphasizing hu-
man sinfulness and the necessity of redemption, as is com-
mon in traditional presentations of the salvation narrative,
the campaign centers on the themes of empathy and un-
derstanding. Jesus is portrayed as one who shares human
experiences, encounters similar struggles, and under-
stands challenges faced by contemporary individuals. In
this way, the classical narrative of salvation is not rejected
but reinterpreted through a more accessible and psycho-
logically relatable frame designed to establish emotional
connection with the audience. During the 2024 Super Bowl
(the championship game of the National football league in
the United States and one of the most viewed media
events of the year, characterized by exceptionally high ad-
vertising costs) He Gets Us campaign reinterpreted the
biblical episode of foot washing, giving it contemporary rel-
evance. In the advertisement, this act is presented not as
a historical or exclusively religious event but as a universal
symbol of humility, service, and acceptance of others (Pas-
torJasonAnswers. 2024: Youtube).

Thus, under conditions of digital mediatization, religious
advertising functions not merely as a tool of information dis-
semination or persuasion but also as a mechanism for the
transmission and reinterpretation of religious narratives. It
adapts traditional meanings to the logic of contemporary me-
dia, modifying emphases and modes of framing in accord-
ance with specific communicative contexts. This demon-
strates the growing role of the digital environment in shaping
new forms of religious communication.

The digital dimension of religious communication may
be regarded as one of the key aspects of the transfor-
mation of contemporary religiosity. In this regard, the argu-
ment advanced by the Romanian philosopher Aurel Codo-
ban is particularly significant: communication “constructs
reality,” meaning that the reality of religious experience is
largely shaped through processes of exchange of infor-
mation, interpretation, and media representation (Frunza,
2025: 132).

In the digital age, religion exists not only as a system of
beliefs or a traditional institution but also as the product of
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ongoing communication occurring within media environ-
ments, social networks, and public discourses. Within this
framework, a new digital religious imaginary emerges, re-
flecting changing ways of understanding and experiencing
faith under conditions of technologically mediated commu-
nication.

Contemporary generations increasingly develop a “tech-
nologically mediated imaginary”, that is, an understanding of
religion shaped by digital technologies and media (Frunza,
2025: 129). This process contributes to the transformation of
religious experience, making it more individualized, less de-
pendent on traditional institutional structures, and increas-
ingly situated within the sphere of personal and private life.
As a result, digital environment not only facilitates the dis-
semination of religious ideas but also actively influences the
ways in which they are perceived, interpreted, and inte-
grated into everyday experience.

Further evidence of the transformation of religious com-
munication in the digital age is provided by the emergence
of new forms of religious presence in online spaces. One
of the most prominent phenomena in this regard is the rise
of religious influencers, who establish alternative channels
of spiritual influence through social media. Influencers are
social media users who regularly publish content on social
networking platforms through which they promote brands,
products, or opinions (Schlag, Yadav, 2026: 47).

In turn, religious influencers combine elements of per-
sonal blogging, preaching, and media content, engaging
audiences directly and often outside the framework of tra-
ditional religious institutions. This form of communication
contributes to the individualization of faith and creates a
more personalized religious experience. For instance, the
Tik Tok account Moses & Zippora functions as a digital
platform for promoting and explaining aspects of Orthodox
Judaism (Moses & Zippora. Tik Tok, n.d.). Through acces-
sible and engaging content, its creators introduce audi-
ences to various aspects of everyday life within a religious
community. In particular, they respond to followers’ ques-
tions concerning permissiveness or prohibition of certain
actions with accordance to religious tradition, while also
explaining how specific religious practices should be per-
formed.

In addition, their content includes explanations of ritu-
als, retellings of biblical narratives, and elements of per-
sonal experience, thereby combining educational, commu-
nicative, and narrative functions. An important characteris-
tic of this format is its hybrid media nature, which integrates
both educational and entertainment dimensions of commu-
nication. This mode of presentation does not primarily
function as a direct missionary or conversion strategy, but
rather, it operates according to the logic of social media
platform culture, where priority is given to attracting atten-
tion, providing accessible information, and ensuring ease
of content consumption. In this sense, religious content
adapts to the broader “platform logic” of digital services,
becoming integrated into wider algorithmically selected
streams of video content (Schwarz, 2017).

Moreover, the presence of entertainment-oriented ele-
ments, such as short dance videos accompanied by music
or other trending TikTok formats, demonstrates the multi-
modal character of digital religious communication. Such
practices are not separated from the primary religious con-
tent, but on the contrary, they are organically integrated
into its structure, ensuring compatibility with the broader
ecosystem of the platform. Within the process of the medi-
atization of religion, this illustrates that religious narratives
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no longer function in isolation but coexist with entertain-
ment-oriented and everyday forms of digital culture, adapt-
ing to its logics of visibility, virality, and audience engage-
ment.

As of 19 April 2026, the Moses & Zippora Tik Tok ac-
count has 733,6 thousand followers, while some videos
had accumulated more than one million views. This indi-
cates a substantial level of audience engagement and
demonstrates the popularity of such formats of religious
communication within the digital environment. The activi-
ties of influencers of this kind illustrate how religious
knowledge and practices are adapted to the logic of social
media, acquiring new forms of dissemination and interpre-
tation. Alongside these developments, new online commu-
nities have emerged that function as digital religious
spaces. Members of such communities are united not
through physical presence in a church, synagogue,
mosque, or other place of worship, but through shared val-
ues, interpretations, and regular interaction within digital
environments. This enables religion to transcend geo-
graphical and social limitations and to assume an increas-
ingly global character.

One of the prime examples of functioning of religious
online communities is the network of Facebook groups
known as “PRAY UNTIL SOMETHING HAPPENS!
(PUSH)”. Rather than constituting a single official page,
PUSH consists of several interconnected digital communi-
ties with varying numbers of participants. The largest of
these groups have approximately 164 thousand members
and function as a global communicative space centered on
collective prayer, spiritual support, and exchange of reli-
gious experience (Pray Until Something Happens (PUSH).
Facebook, n.d.). PUSH represents an example of a net-
worked form of religiosity that extends beyond institution-
ally organized structures. Members interact by posting
prayer requests, personal testimonies, and spiritual reflec-
tions, receiving responses from other users in real time.
Consequently, religious practice acquires character of con-
tinuous digital interaction, in which participation in a com-
municative network becomes more significant than physi-
cal presence. Such communities demonstrate transfor-
mation of religious experience under influence of digital
platforms, where religious communication becomes glob-
ally accessible, continuous, interactive, and where faith it-
self is increasingly enacted through networked forms of in-
teraction.

In the digital age, pastoral ministry is also undergoing
significant transformation. One notable development is the
emergence of telechaplaincy, a specialized form of online
or digitally mediated spiritual care that is particularly char-
acteristic of professional settings, most commonly
healthcare institutions. Telechaplaincy refers to the provi-
sion of spiritual support in situations where patients and
chaplains are physically separated. It involves the use of
information and communication technologies to conduct
spiritual assessment, address spiritual crises and trauma,
facilitate research, evaluate the quality of care, and support
the continuing education of professionals engaged in spir-
itual caregiving (Schlag, Yadav, 2026: 231). In other
words, whereas in the traditional model the initiative for in-
teraction generally belonged to the chaplain, who deter-
mined when to conduct scheduled visits and offer spiritual
support, in the digital environment the patient determines
the timing, form, and intensity of contact according to per-
sonal circumstances and spiritual needs (Schlag, Yadav,
2026: 231). In this way, spiritual care becomes more per-
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sonalized, flexible, and responsive, oriented not toward for-
mal presence but toward the actual needs and requests of
the individual.

The digitalization of religion’s communicative space
also significantly transforms religious studies education by
altering both the content of instruction and the forms of ed-
ucational communication. Social media, online platforms,
and digital media serve as important channels for the dis-
semination of religious meanings and the formation of reli-
gious identity (Lomachinska, Martych, 2021). Furthermore,
digitalization reshapes the role of the educator, who be-
comes not only a source of knowledge but also a modera-
tor of information flows and an interpreter of digital religious
practices.

At the same time, the digital environment necessitates
the development of critical thinking and media literacy, as
online religious content may contain manipulative, pseudo-
scientific, or radicalized narratives. As a result, religious
studies education acquires a distinctly interdisciplinary
character, integrating religious studies, communication
studies, media studies, and the digital humanities. This de-
velopment contributes to the emergence of new ap-
proaches to understanding religion within the context of the
information society.

Conclusion

In the digital age, religion may be understood as a sys-
tem of symbols and meanings that operates within both so-
cial and media environments. Under the influence of digital
technologies, religious communication undergoes signifi-
cant transformation, as contemporary society is taking on
the characteristics of a communicative space in which in-
formation and digital platforms shape forms of social inter-
action. Under these conditions, religion becomes inte-
grated into the media environment, adapts to the logic of
digital platforms, employs mechanisms of advertising and
branding, and transforms structures of authority in the di-
rection of greater decentralization. Alongside traditional
verbal and nonverbal forms of religious communication,
online practices, social media platforms, and the activities
of religious influencers are becoming widespread, contrib-
uting to the individualization of religious experience and the
emergence of new modes of interpreting faith.

The findings of this study identify the principal forms
through which religious communication manifests itself
within contemporary social environment. These include not
only traditional ritual, symbolic, and textual practices but
also their transformation through processes of recontextu-
alization. The study demonstrates that religious meanings
and practices are not merely reproduced, but rather, they
are reinterpreted and adapted to new sociocultural condi-
tions, particularly through their integration into contempo-
rary artistic, media, and everyday communicative spaces.
As a result, religious communication emerges as a hybrid
system in which traditional forms are combined with inno-
vative modes of interpretation, representation, and dissem-
ination within digital society.
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Y cTaTTi 06rpyHTOBaHO, IO TpaHcopMaLlii Cy4acHOro couiymy MaroTb HE MnuLle TEXHOMOTYHUIA, a h yHOaMEHTarb-
HUA KOMYHIKaTUBHUIA XapakTep; came KOMYHIKaTUBHUIM acnekT geTepMiHye HOBi YMOBW (PyHKUiOHyBaHHA penirii. [loBe-
OeHO, WO B LMpoBOMY CYCninbCTBI KOMYHiKaLig MOCTae He NPOCTO TPAHCNATOPOM iHpopmaLii, a 6a30B1UM NPUHLMNIOM
KOHCTPYIOBaHHSA couianbHOI peanbHOCTI Ta penirinHoro Aoceigy. Y LbOMY KOHTEKCTI MefiaTu3auito penirii ekcnikoBaHo
SIK eHOOreHHWUI npoLec ii peopraHisadii 3rigHo 3 MOrikol cydacHUx Mac-megia. Llei npouec 3ymoBnoe pekoHdirypatdito
cnocobiB penpeseHTauii Bipu, Aedopmadio/TpaHcdopmaLio TpaguUiiHOro penirinHoro aBTopuTeTy, a TakoxX peiHTepn-
peTauito CMMBOIB i HapaTUBIB Y BiAKPUTOMY, AMHAMIYHOMY 1 KOHKYPEHTHOMY iHbopMaLiMHOMY NpocTopi. AKLEeHTOBaHO
Ha TOMY, Lo UMdPOBUIA BUMIP PENIriNHOT KOMYHIKaLii pikcye TpaH3uT Bif iIHCTUTYLINHO-LeHTpanisoBaHux opm Ao AeLie-
HTpani3oBaHuUX i nepcoHanisoBaHnx mogenen. Peniriiinii goceia iHauBiga gegani 6inblue iHAYKYETbCSA Yepes B3aeMOfito
3 Me[iaKkOHTEHTOM, iHTerpaLito B OHNamH-CNifbHOTU Ta HOBi (POpMaTN KOMYHIKAaTUBHOI MPUCYTHOCTI. 3a3HayeHu 3CyB He
HiBENtoe TpaauLiviHi IHCTUTYLIT, MpoTe MOAMMIKYE IXHIO POrfb: BOHM BTPayaloTb MOHOMONIKD Ha CakparbHU aBTOpUTET,
cTalouM piBHOMpPaBHMMUK akTopamu rrnobanbHOro KomyHikaljiiHoro naHgwadTy. MNpoaHanizoBaHO 3MiHWM y NacTUPCHKIN
npakTu1ui, 3okpema peHoOMeH TenekanenaHcTsa, Lo iNCTpye NnepeopieHTawilio penirinHoro ANCKYpcy Ha ek3UCTeHLUiVHi
notpebu BipsiH i AeTepuTopianiaaLio 4yxXOBHOI NIATPUMKN. Y BUCHOBKaxX MiAKPECINEHO, L0 HOBITHSI peniriiHa KOMyHikauis
apTUKYIIOETLCH Ha NEePEeTUHI TEXHOIOTiN, Mefia Ta couianbHNX NPaKTWK, A€ PerneBaHTHUM YMHHUKOM CTaE He nuLie 3Mic-
TOBHE HanoBHEHHS BipW, a 1 MoganbHicTb 1i TpaHcnauil. Lle BiakpuBae onsa peniritHuX cUCTeM HOBI €BPUCTUYHI MOXN-
BOCTi 1 BOQHOYAC akTyanidye npobnemMy 36epexXeHHst [OKTPUHarbHOI Ta CEMaHTUYHOI MOWHM B yMOBax BUCOKOAMHAMI-
YHOro 1 Mefia3anexHoro cepeoBuLLa.

KntoyoBi cnoBa: komyHikauis, penirinHa KoMyHikauisi, penirinHiiA 4ocBia, peniriiHa peknama, TenekanenaHcTso, LUu-
(poBMIN BUMIp peniriiHoT KOMYyHiKauji.
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