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Abstract: Religious tourism has emerged as a significant sector within global tourism, influencing visitor behavior, destination 

development, and spiritual experiences. Jordan, which is home to several Christian holy sites recognized by the Vatican in 

2000, is quite important in terms of pilgrimage, but from a practical perspective, it has still not been fully studied. 

Understanding the factors that affect visitors' satisfaction and their intention to revisit is crucial for the maintenance of  

religious tourism sites. This study aims to analyze the behavior of visitors within the scope of religious tourism at five 

Christian holy sites in Jordan recognized by the Vatican. Specifically, it examines the relationships between travel motivati on, 

religious tourism experience, religious tourism potential, perceived challenges, overall satisfaction, and re-tourism intention. 

Data were collected from 500 visitors using a convenience sampling technique. The study employed Smart PLS 4 software to 

analyze the data through partial least squares–structural equation modeling (PLS-SEM). The proposed hypotheses were tested 

to assess direct, mediating, and moderating relationships among the study variables. The findings reveal significant 

relationships among the examined constructs. Visit motivation has a strong positive influence on re-tourism intention. Religious 

tourism experience and overall satisfaction act as significant mediators in this relationship. Furthermore, religious tourism 

potential and perceived challenges moderate the effect of visit motivation on re-tourism intention. The study advances religious 

tourism theory by integrating motivational, experiential, and contextual factors within a single framework. Practically, the 

findings provide valuable insights for Jordanian tourism authorities and destination stakeholders to enhance visitor experiences, 

address challenges, and strengthen the sustainability of religious tourism in the region. 

 

Keywords: visit motivation, visitors’ religious tourism experience, overall satisfaction, religious tourism challenges, religious 

tourism potential, re-tourism-intention  

 
*  *  *  *  *  *  

 

INTRODUCTION              

One of the most significant economic sectors worldwide is travel and tourism, offering enormous financial, sociocultural, 

and environmental benefits. As per  WTTC (2024) with an additional $770 billion over its previous record, travel and tourism 

will solidify its position as a major global economic force, producing one out of every ten dollars globally. Religion is 

typically regarded as the earliest type of travel because it has been a primary motivator for travel from ancient times (Tsai, 

2021). One of the earliest types of tourism, religious tourism, has a substantial role in the evolution of the travel industry. 

People who travel for spiritual or religious reasons, visit places of worship, or take part in religious festivals or events are all 

included in the category of religious tourism (Giușcă, 2020; Hassan et al., 2022; Hassan et al., 2024).  

Holy sites, including mosques, cathedrals, and temples, are attracting more visitors from around the globe for leisure, 

education, and cultural reasons in addition to their spiritual significance (Ionut et al., 2024). The popularity of religious 

tourism continues to increase in Asia and around the globe (Shinde, 2020). The two wings of the Arab nation, one in Asia 

and one in Africa, are connected by the Hashemite Kingdom of Jordan, distinguished by the presence of both foreign 

visitors and Arab tourists who come to enjoy its breathtaking landscapes, exceptional climate, and sacred places. As a 

relatively stable Middle Eastern country that offers most of the conveniences of a modern Western society while 

maintaining its traditional roots, Jordan is an ideal destination to visit (Al-Haiaderh & Alrafaiah, 2024).  

Tourism is undoubtedly the most important sector of the Jordanian economy. Jordan welcomes millions of foreign 

visitors yearly because of its many archaeological sites and well-preserved religious and cultural landmarks. Of the many 

sites that Jordan offers, the religiously motivated sites probably offer the most potential for visitors. Jordan is at the 

crossroads of the three great world religions. Among the three, Christianity, Judaism, and Islam, hospitality and welcoming 

the stranger is an essential and a religiously motivated act. Therefore, it is of great value for the development of religiously 
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motivated tourism, especially in those societies that are predominantly religious in both the religious and secular spheres. 

Jordan's religiously motivated tourism sector has been growing since 1903, when the Hijaz Railway was built in Amman. 

In the 1950s and 1960s, the sector was further developed and Jerusalem was the primary destination (Bader, 2012).  

The complex nature of religious tourism and its socio-cultural impacts have intrigued the interest of previous 

empirical studies (Singh & Bhuyan, 2024). Furthermore, studies have investigated several different facets of religious 

tourism (Liutikas, 2023). These studies have examined how religious tourism affects communities, destinations, and the 

environment, in addition to the perspectives and motivating factors of tourists(Singh & Bhuyan, 2024). Previous studies 

have addressed religious tourism's sociocultural and economic impacts on various destinations (Budovich, 2022; Nair & 

N, 2022; Yan et al., 2024). Sayfullayeva & Barotov (2024) described that religious tourism can lead to long-term 

sustainability through environmental conservation, social and cultural preservation, economic benefits, infrastructure, 

accessibility, stakeholder collaboration, education, and awareness. Jiang et al. (2024) research shows that religious 

tourism boosts the local economy by increasing sales of souvenirs, travel, and housing.  According to Song (2025), 

religious tourism may result in conflicts, the commercialization of culture, and environmental degradation.  

Inadequate investigation has been done on how religious tourism potential and its challenges influence behavior in 

religious tourism (Bhadeshiya, 2024). Overall satisfaction and repeat business might result from recognizing a 

destination's religious tourism potential and challenges (Cunha & Louro, 2024). By analyzing religious tourism and 

other forms of tourism and the issues they cause, it is possible to learn more about the preferences and behaviors of 

tourists, which will ultimately help to maintain sustainability in the tourism sector. Further studies can assist government 

and stakeholders in anticipating and managing the potential challenges of religious tourism by staying focused on visitor 

behavior, satisfaction, experiences, and destination management strategies (Korov et al., 2024). It has been discovered 

that the quantity of publications on religious tourism has grown rapidly. Most studies on religious tourism are conducted 

in European nations (Ohlan & Ohlan, 2024)Thus, this study expands the existing literature on religious tourism in the 

context of the Middle Eastern region. There is insufficient research on how visitors' attitudes are affected by their 

experiences and revisit intention, and the influence of potential and challenges of religious tourism on visitor behavior, 

and there is a need for more in-depth studies to guide sustainable development (Choe, 2024). Filling these gaps will 

advance theoretical understanding and guide the expansion of moral and sustainable religious tourism worldwide. 

One of the most widely practiced religions worldwide is Christianity, in addition to its churches and Roman Catholic 

faith, which significantly impact the growth of pilgrimage destinations and the support of religious tourism. In the 

Catholic tradition, pilgrimage site visits are typically organized as large-scale events to commemorate important dates, 

anniversaries, and holy site visits. The study focuses on five Christian holy sites that the  Vatican recognized as 

pilgrimage destinations in 2000. After the successful completion of 25 years, on the occasion of the silver jubilee, this 

study focuses on five religious Christian sites i.e., the Baptism Site, Mount Nebo, the Shrine of Our Lady of t he 

Mountain, Tal Mar Elias, and Mukawir  Two of these sites, Mount Nebo, and the Baptism Site, were visited by Popes 

John Paul II in 2000 and Benedict XVI in 2009 (Al-Zoubi & Yahaya, 2020a).  

Given the significance and holiness of these locations, these two visits hold great significance for Jordanian religious 

tourism. This research adds to the current empirical and theoretical literature on religious tourism. International tourists' 

participation in religious tourism, the impacts of religious tourism experiences on tourists' attitudes and intentions to 

return to religious sites, this study examines the potential, challenges, and overall satisfaction of religious tourism as 

well as potential solutions for destination stakeholders.  

 

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 

Religious tourism is the term for adventurous travel that involves going to places of worship (Ebabey, 2024a). This 

research mainly emphasizes the variety of motivations to travel for religious tourism, satisfaction, and the potential and 

challenges of religious tourism. Researchers have found several factors contributing to religious tourism (O. Carvache-Franco 

et al., 2024). These include prayer, spiritual experience, touristic reasons, religious causes, and social reasons (Rosak Szyrocka 

et al., 2022). The government and tourism marketers must understand the motivations behind religious travelers’ demands 

(Mirhoseini et al., 2025). Although religious tourism can boost host communities' economies by bringing in earnings from 

travel and accommodation as well as souvenir sales, it has also sparked debate about cultural commodification and 

authenticity (Singh & Bhuyan, 2024). To reduce the adverse effects of religious tourism and maximize its benefits, researchers 

prioritize sustainable management techniques and community participation (Lin, Ling et al., 2021). 

 

Visit motivation and re-tourism intention 

Visit motivation is a multifaceted stimulus (Nian et al., 2023). Several factors can influence a person's decision to travel 

to a particular place. He et al. (2023) highlighted relaxation, cultural exploration, spiritual enlightenment, and thrilling 

experiences as goals for travel. Re-tourism intention is the term used to define a visitor's intention to return (Liutikas et al., 

2024). There is empirical evidence establishing a connection between the purpose and intent of returning to a study site. 

Numerous researchers have shown a relationship between these two factors, indicating that if people have strong 

motivations to visit a place, they are more likely to go there (Hussain, 2021; Çıkı & Akgöz, 2025). Visitors were more 

inclined to return if they had unique and engaging experiences (Sthapit et al., 2024). Their motivation greatly influences the 

likelihood of a visitor returning to a site (Rasoolimanesh et al., 2022). This hypothesis clarifies visitor behavior by 

combining a theoretical framework with empirical evidence on visit motive. Therefore, we hypothesize:   

H1. Visit motivation significantly affects tourists' re-tourism intention. 
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Visit motivation and visitors' religious tourism experience 

Religious visitors are drawn to the destination due to their innate spiritual needs, including a desire to fulfil their curiosity 

and express their practice and faith. Their experiences were mostly noted for their religious (spiritual) involvement rather than 

their secular (tourist) activities (Rebuya et al., 2020; Lopes et al., 2025). As per Liutikas (2021) the desire to have a religious 

experience rather than having contact with a deity or engaging in spiritual activities, is more frequently the driving force for 

pilgrimage site visits, authentic, transcendental religious tourism (Wang et al., 2024) supernatural (Haller & Haller, 2022) or to 

achieve a lasting and beneficial positive impact (Van Iwaarden & Nawijn, 2024; Brogni et al., 2024). The relationship between 

visit motivation and religious tourism experience plays an integral role in why people go to places of worship in today's 

secular world (Raj, 2012). Following the above discussion, therefore, we hypothesize: 

H2. Visit motivation significantly affects visitors' religious tourism experience. 
 

Visitors’ religious tourism experience and re-tourism intention 

Re-tourism intention has been recognized as a critical research topic in the tourism literature (Lin, Chang, et al., 2021). 

Researchers generally agree that returning visitors are happier, spend more money on consumptive activities, stay longer, 

create positive word-of-mouth, and require much lower marketing costs than first-time tourists (Suhartanto et al., 2020). A 

visitor's intention to return to the same area is greatly influenced by their experience during religious tourism (Nguyen-Viet et 

al., 2025). Positive experiences play a vital role in getting visitors to visit the same site again. A visitor's intention to return to a 

similar area is greatly influenced by their experience during religious tourism. Numerous studies in the literature confirm that 

destination culture, historical significance, overall experience, and amenities have an impact on the intention to return (Tien et 

al., 2021; Pujiastuti et al., 2022; Rasoolimanesh et al., 2023). Following the above discussion, we hypothesize: 

H3. Visitors' religious tourism experience significantly affects re-tourism intention  
 

Visit motivation and overall satisfaction 

Recently, several significant research studies (e.g. Nanggong et al., 2022; Ribeiro et al., 2022; Hamdy et al., 2024) have 

confirmed the relationship between visit motivation and overall satisfaction. Esubalew & Singh (2020) supported the valuable 

impact of visit motivation on overall satisfaction.  Kim & Chen (2021) suggested that the visitors' activities had minimal impact 

on the overall experience or the advantages they received. The most reliable indicator of the visit motivation was the sensation 

of connecting spiritually and emotionally, ultimately resulting in a shift in visitors' devotion to pilgrimage experiences and 

overall satisfaction (Jyotsna & Sai, 2022; Hendar et al., 2025). Following the above discussion, therefore, we hypothesize: 

H4. Visit motivation significantly affects overall satisfaction. 
 

Overall satisfaction and re-tourism intention 

According to previous research, re-tourism intention is significantly influenced by overall satisfaction (Baghirov et al., 

2023; Lim et al., 2024). It appears to directly influence behavioral intentions, and visitor satisfaction with the event and 

destination is crucial for a favorable outcome and an indicator of intention to return (Al-Dweik, 2020). Visitor satisfaction 

is a predictor of revisit intention (Khoo, 2022; Hari & Mohan, 2025). Following the above discussion, we hypothesize:  

H5. Overall satisfaction significantly affects re-tourism intention 

Prior empirical studies have examined the intricate relationship between visitors' travel motivation, religious tourism 

experiences, and re-tourism intention (Rasoolimanesh et al., 2022).  Parthenis et al. (2023) religious tourism experiences 

affect how visitors behave and how much they like a place. Thowayeb Hassan et al. (2022) discovered that a positive 

religious tourism experience positively contributes to the re-tourism intention of visitors. Hassan et al. (2024) research 

indicates that visitors' religious tourism experience acts as a mediator between visit motivation and revisit intention. 

Religious and spiritual people are more likely to seek out life-changing experiences in places of worship (Johnmeyer et al., 

2025). Additional investigation is required to ascertain whether the visitor's religious tourism experience works as a 

mediator between visit motivation and re-tourism intention (Huddin et al., 2024). This hypothesis examines how tourists 

behave in religious tourism environments by using their experiences as a mediator. It also provides insight into re-tourism 

intention. The mediation model demonstrates how visit motivation, religious tourism experience, and re-tourism intention 

are interconnected. Therefore, we hypothesize:   

H6. Visitors' religious tourism experience significantly mediates the relationship between visit motivation and re-

tourism intention.  

It has been discovered that the intention to revisit a place and visit motivation are significantly mediated by overall 

tourist satisfaction (Torabi et al., 2022; Ningsih & Muslichah, 2025). Visitor satisfaction increases the likelihood that they 

will return to a destination (Kumar & Bhinder, 2024). Nguyen-Van (2021) also verified that overall satisfaction mediates 

the link between visit motivation and re-tourism intention. Therefore, we hypothesize: 

H7. Overall satisfaction significantly mediates the relationship between visit motivation and re-tourism intention.  
 

Moderating effects of the religious tourism potential 

Research regularly demonstrates that there is a considerable correlation between people's motivation for visiting a 

religious site and their willingness to return (Kayal, 2023;M. Carvache-Franco et al., 2024). Perceived value, infrastructure, 

and attractiveness as a destination for religious tourism are collectively referred to as the "religious tourism potential" of a 

place. This notion may strengthen or weaken the association between visit motivation and revisit intention, which can 

function as a moderator (M. Carvache-Franco et al., 2024b; Yuliviona et al., 2025). Re-tourism intention can be influenced 

by religious tourism potential (Choe, 2024). Nguyen Viet et al. (2020) outlined a gap in tourism potential that can serve as a 
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strong moderator between satisfaction and re-tourism intention. The suggested moderation model clarifies the connection 

between the visit motive, religious tourism potential, and the re-tourism intention. Therefore, we hypothesize: 

H8. Religious tourism potential moderates the relationship between visit motivation and re-tourism intention. 

The relationship might be weakened or strengthened by religious tourism challenges (Benmehdi, 2025). Relationships 

can be disrupted if a pilgrim feels insecure at a temple. Even if they were initially inspired by faith, they may be less 

inclined to return. Relationships will be reinforced (Varo & Emiroğlu, 2025). For example, a pilgrim may feel more 

accomplished and more motivated to return after overcoming a challenging journey to a sacred destination (Huang & 

Pearce, 2019). Religious tourism challenges can affect both individual experiences and the broader expansion of religious 

tourism destinations by influencing visit motivation and the intention to return (Choe, 2024). Religious tourism challenges 

can adversely affect revisit intention (Hasan et al., 2017). The suggested moderation model clarifies the connection 

between the visit motive, religious tourism challenges, and the re-tourism intention. Therefore, we hypothesize 

H9. Religious tourism challenges moderate the relationship between visit motivation and re-tourism intention 
 

 
                            Figure 1. Proposed conceptual model                           Figure 2. Location map of the study area (Jordan Map) 

 

RESEARCH METHODOLOGY 

Study Area 

The study focuses on five Christian holy sites approved by the Vatican in 2000 as pilgrimage destinations. Following 

the successful completion of 25 years, on the silver jubilee, this study focuses on five Christian religious sites in Jordan, 

namely the Baptism Site, Mount Nebo, the Shrine of Our Lady of the Mountain, Tal Mar Elias, and Mukawir. The study 

area's location map is shown in Figure 2. Two of these sites, Mount Nebo and the Baptism Site, were visited by Popes 

Benedict XVI in 2009 and John Paul II in 2000 (Al-Zoubi & Yahaya, 2020b). As the 25th anniversary approaches, His 

Beatitude Cardinal Pierbattista Pizzaballa, the Latin Patriarch of Jerusalem, Rasmi Al-Khazaleh, urge people to travel to 

Jordan and experience its profound holiness (Jordan News Agency, 2025).  
 

Sampling and data collection 

As per MOTA (2024) Mount Nebo received 1,63,830 international visitors, the Baptism site received 67,198, and the 

Tal Mar Elias received 11,243. The Shrine of Our Lady of the Mountain and Mukawir also received thousands of visitors in 

2024. A survey was conducted at every location for the entire 30 days from 1st February to 2nd March 2025 to obtain a 

representative sample. Due to the large number of visitors at certain sites, the researcher administered 100 questionnaires at 

each site and ensured 100 valid responses to confirm a substantial level of confidence.  

Data collected from 500 visitors. Five postgraduate students and two faculty members made up the research team; they 

were employed to collect the data from international visitors and received training for the survey. Visitors were informed of 

the study's aim during data collection, and those who agreed to participate were requested to complete the questionnaire. 

Data collected from visitors after attending religious sites at the exit point/parking area. Fieldwork was carried out on 

weekdays and weekends. The questionnaire was filled out using a convenience sample technique.  

A copy of the questionnaire, which took around ten minutes to complete, was delivered to those who granted their 

approval. To minimize non-response bias, the researcher asked the subsequent visitor to complete the questionnaire after 

the first one declined. To prevent response biases, researchers chose various times for data collection each day.  
 

Questionnaire design 

This study created a questionnaire based on its hypothesis and research framework. To confirm content validity, the survey 

questions were adapted from literature reviews.  All the items in the data collection instrument were taken from scales 

of existing literature. The constructs were assessed using a seven-point Likert scale, with 1 denoting "strongly disagree" and 7 

denoting "strongly agree." To ensure respondents understood the questionnaire items, the researchers administered a pretest in 

a small group of 40 foreign visitors to Mount Nebo. Before using the questionnaire in the official survey, the researchers made 

additional changes to enhance its readability and reliability based on the pretest results. Using exploratory factor analysis, the 
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study specifically tried to remove items that did not load on a factor sufficiently and items with low adjusted item-to-total 

correlation values to purify the instrument. There were thirty items in the completed questionnaire. As shown in Table 1, 

which includes six constructs: VM (5 items), RI (3 items), VRTE (6 items), OS (5 items), RTP (4 items), and RTC (6 items).  

Common method bias: As per Vomberg & Klarmann (2022) simple questionnaire instructions are vital for letting 

respondents know that there is no right or incorrect response and that all answers will be kept anonymous. This is a quick 

and easy way to lessen common method bias (CMB). As a result, the authors assured respondents during the data collection 

process that there would be no right or incorrect answers and that their identities would not be revealed. The CMB of the 

data was also confirmed using the Harman single-factor test  (Harman, 1976). 
 

Analytical methods 

Once the respondents' attributes have been described using descriptive statistics, exploratory and confirmatory factor 

analysis, as well as the validity and reliability of the measurement model, and the structural model (path analysis) were 

analyzed using structural equation modeling (SEM) with the partial least squares (PLS) algorithm in SmartPLS 4.0, that has 

gained popularity and interest among researchers in recent years (Silaban et al., 2023; Vafaei-zadeh., 2024).  

The study assessed the structural model's explanatory ability using common evaluation metrics, including R2, F2, and 

statistical significance of path coefficients. PLS-SEM is a practical approach that may be used to model latent constructs in 

non-normality situations and has few limitations on measurement scales (Chang et al., 2016).  

The study was required to confirm the measurement model's reliability and validity for ordinary least squares regression 

(PLS-SEM), and structural model linkages for the latent and manifest variables in a non-iterative manner. Finally, the study 

assessed the statistical importance of the bootstrap resampling technique for the structural routes. 
 

Table 1. Questionnaire items and their sources 
 

Visit motivation (VM): source: Rybina & Lee (2021) 

VM1 I do like visiting religious sites because it allows me to reach my full spiritual potential. 

VM2 I experience a sense of intimacy and connection with something sacred when I visit religious sites. 

VM3 My present scenario gets replaced by a new one when I visit religious sites. 

VM4 I may show my love and respect for God by going to holy places. 

VM5 I constantly pray in the religious site. 

Re-tourism intention (RI): source: Bhatti & Alawad (2023) 

RI1 I plan to visit Jordan's religious Christian sites in the near future. 

RI2 I would recommend Jordan's religious Christian sites to friends or family members. 

RI3 In the future, I would like to prioritize visiting Jordan's religious Christian sites over other travel destinations. 

Visitors’ religious tourism experience (VRTE): source: Rebuya et al. (2020) 

VRTE1 My love and reverence for God are expressed through my religious travel. 

VRTE2 A visit to a spiritual location provides me with a sense of forgiveness. 

VRTE3 I get closer to God when I visit religious sites. 

VRTE4 Religious sites help me to recognize the region's historical significance. 

VRTE5 The religious attraction/activity broadens my understanding by showcasing historical and cultural significance. 

VRTE6 The religious site is in harmony with the local environment. 

VRTE7 The hospitality of the local people is good 

Overall satisfaction (OS) : source: Hughes et al. (2013) 

OS1 I deemed the visit to be worthwhile. 

OS2 The visit was just as excellent as I had expected. 

OS3 I was enchanted by everything I read, heard, and saw. 

OS4 I discovered the information to be fascinating. 

OS5 I believe I benefited from being here today. 

Religious tourism potential (RTP): source: Rivera et al. (2009) 

RTP1 I found good facilities and infrastructure (access, cleanliness, facilities, physical layout) 

RTP2 I found Jordan's religious Christian sites' economic (price of admission, price of food) 

RTP3 I found good sensory stimulants (use of technology and exhibits) 

RTP4 I found sufficient site-specific attributes (Christian themes, spiritual activities, information about the Bible, and inspirational experience) 

Religious tourism challenges (RTC): source:  Kumar & Rao (2022); Ebabey (2024) 

RTC1 Convenient and trustworthy transportation choices are available to religious sites. 

RTC2 Signage to religious sites is well-marked and informative. 

RTC3 There is sufficient institutional or governmental assistance for religious tourism. 

RTC4 Religious sites have adequate security measures in place. 

RTC5 The staff and guides at the religious site are informed and supportive. 

RTC6 I feel safe while visiting Jordan, despite the ongoing cross-border conflicts. 

 

RESULTS 

Demographics 

Table 2 presents the demographic aspects of 500 respondents. The sample's general gender distribution was (59.2%) 

male and (40.8%) female, in contrast to previous studies that suggested older ages were more interested in religious 

tourism, with respondents aged 31 to 50 making up the majority (72% of the entire survey). Most visitors were European 

(37.6%), followed by North Americans (23.4%), With a share of (37.6%), It needs to be noted that European tourists are 
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more interested in visiting Jordanian Christian sites, and over half of the sample was highly educated (61.4%), with 

bachelor's degrees or more. However, over two-thirds of the respondents were regarded as upper middle class, with 

(63.2%) earning between (31,000 and 70,000 $), while (50.8%) were employed and (34.6%) were businessperson. 
 

Table 2. Demographic profile  

(Source: Author’s calculation) 
 

Demographics(n=500) 
Frequency 

(Responses) 
Respondents’ 

percentage (%) 

Gender 

Male 296 59.2 

Female 204 40.8 

Age 

18-30 24 4.8 

31-40 191 38.2 

41-50 169 33.8 

51-60 96 19.2 

61+ 20 4.0 

Education 

Secondary education or less 45 9.0 

Diploma/advanced 
diploma 

148 29.6 

Bachelor degree 181 36.2 

Post-graduation degree 107 21.4 

PhD. 19 3.8 

Occupation 

Student 18 3.6 

Employee 254 50.8 

Businessperson 173 34.6 

Unemployed 29 5.8 

Retired 26 5.2 

Household income (US$) 

Below 10000 29 5.8 

11000-30000 136 27.2 

31000-50000 247 49.4 

51000-70000 69 13.8 

71000 or more 19 3.8 

Nationality 

Europe 188 37.6 

North America 117 23.4 

South America 56 11.2 

Southeast Asia 59 11.8 

Africa 33 6.6 

Australia 47 9.4 
 

Table 3. Reliability and Validity for constructs (Source: Author’s creation) 
 

Construct Factor 
loading 

CR AVE 
Cronbach'
s alpha (α) 

Visit Motivation (VM) 0.959 0.826 0.936 

VM1 0.857 

 

VM2 0.912 

VM3 0.865 

VM4 0.814 

VM5 0.823 

Re-tourism intention (RI)  0.927 0.854 0.865 

RI1 0.863 

 RI2 0.874 

RI3 0.854 

Visitors’ religious tourism experience (VRTE)  0.963 0.796 0.743 

VRTE1 0.898 

 

VRTE2 0.912 

VRTE3 0.813 

VRTE4 0.845 

VRTE5 0.967 

VRTE6 0.876 

VRTE7 0.843 

Overall satisfaction (OS)  0.956 0.812 0.916 

OS1 0.876 

 

OS2 0.858 

OS3 0.832 

OS4 0.842 

OS5 0.812 

Religious tourism potential (RTP)  0.943 0.865 0.954 

RTP1 0.843 

 
RTP2 0.812 

RTP3 0.832 

RTP4 0.871 

Religious tourism challenges (RTC):  0.916 0.781 0.797 

RTC1 0.945 

 

RTC2 0.832 

RTC3 0.854 

RTC4 0.821 

RTC5 0.846 

RTC6 0.833 
 

 

Notes: Note = CR=composite reliability; AVE=average variance extracted; VM = visit motivation; RI = re-tourism intention; VRTE = 

visitors’ religious tourism experience; OS = overall satisfaction; RTP = religious tourism potential; RTC = religious tourism challenges 
 

Table 4. Discriminant validity – Fornell-Larcker criterion (Source: Author’s calculation) 
 

Constructs VM RI VRTE OS RTP RTC 

VM 0.903      

RI 0.542** 0.897     

VRTE 0.654** 0.639** 0.943    

OS 0.621** 0.532** 0.639** 0.840   

RTP 0.598** 0.540** 0.589** 0.625** 0.901  

RTC 0.609** 0.528** 0.513** 0.539** 0.662* 0.882 
 

Notes: Significant at two-tailed *p<0.05 and **p<0.01. The square root of the average variance extracted (AVE) for each construct is 

displayed by the diagonal numbers in italics; VM = visit motivation; RI = re-tourism intention; VRTE = visitors’ religious tourism 

experience; OS = overall satisfaction; RTP = religious tourism potential; RTC = religious tourism challenges  

 

Measurement model 

The convergent validity of each construct was demonstrated by the average variance extracted (AVE) values above the 

0.50 threshold (Fornell & Larcker, 1981). The inter-consistency reliability was assessed by computing Cronbach's alpha and 

composite reliability values for each construct. The analysis's findings revealed that Cronbach's values were higher than the 

cutoff point of 0.70, as specified by Taber (2018). The items in each construct group have a high level of internal consistency, 

as indicated by the respective values for each construct, which were 0.959, 0.927, 0.963, 0.956, 0.943, and 0.916, respectively, 

and appropriate factor loadings as displayed in Table 3. Additionally, the suggested cutoff limit of 0.70 was exceeded by the 

CR readings. Tables 3 and 4 illustrate that the discriminant validity is sufficient, as per Garver & Mentzer (1999), as the 
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correlation coefficients for each component were less than the average variance extracted (AVE) square root. This implies that 

every construct is distinct from the others and does not strongly correlate with others (Fornell & Larcker, 1981).  
 

Table 5. The PLS method's coefficient of determination (Source: Author’s calculation) 
 

Constructs R-square R-square adjusted Q2 predict 

RI 0.381 0.367 0.316 

VRTE 0.314 0.287 0.277 

OS 0.558 0.561 0.543 

 

Table 6. The structural equations model's results (Source: Author’s calculation) 
 

Hypotheses Relationship 

among constructs 

β Sample 

mean 

S. D T 

values 

F 

square 

P 

values 

LLCI 

2.5% 

ULCI 

97.5% 

Remarks 

Direct Effect 

H1 VM--> RI 0.538 0.540 0.034 14.904 0.398 0.000 0.471 0.602 Accepted 

H2 VM--> VRTE 0.118 0.114 0.023 4.398 0.069 0.000 0.056 0.155 Accepted 

H3 VRTE--> RI 0.267 0.268 0.048 5.388 0.041 0.000 0.178 0.361 Accepted 

H4 VM--> OS 0.489 0.491 0.039 2.066 1.251 0.000 0.049 0.276 Accepted 

H5 OS--> RI 0.243 0.244 0.044 2.126 0.446 0.000 0.168 0.283 Accepted 

Indirect Effects 

Mediating Effect 

H6 VM-->VRTE-->RI 0.031 0.032 0.011 3.213  0.000 0.015 0.054 Accepted 

H7 VM -->OS-->RI 0.028 0.142 0.023 4.765 0.000 0.072 0.179 Accepted 

Moderation Analysis 

H8 RTP x VM--> RI 0.025 0.024 0.033 4.389  0.000 − 0.118 − 0.033 Accepted 

H9 RTC x VM--> RI 0.078 0.076 0.022 0.787 0.000 − 0.042 0.096 Accepted 
 

Notes: VM = visit motivation; RI = re-tourism intention; VRTE = visitors’ religious tourism experience; OS = overall satisfaction; RTP 

= religious tourism potential; RTC = religious tourism challenges  

   

Structural Model 

Once the measurement model had been evaluated, the structural model, also known as the inner model, was the focus of 

the next investigation. The R2 value was first computed to assess the variation explained by the constructs associated with 

the (endogenous) dependent variables. Ozili (2023) show that, depending on the research environment, the R2 evaluation 

results fall into three categories: 0.09 (poor), 0.13 (moderate), and 0.26 (high). The inner model graphically represents the 

interdependencies between the elements in the conceptual model. The R2 values for the study's (endogenous) dependent 

variable show that the direct impact model accounts for 55.8% of the variation in OS and 31.4% of the variation in VRTE. 

These findings imply that changes in these parameters can be predicted by VM and moderated variables. Additionally, an 

investigation shows that the computed coefficient of determination (R2) for the RI is 0.381. Thus, about 38.1% of the 

variation in RI may be explained by the variables VRTE, VM, RTC, RTP, and second, the predictive relevance (Q2) by 

cross-validation redundancy was computed to quantify the conceptual model's assessed significance.  

 

 
 

Figure 3. PLS-Path analysis based on 5000 bootstrapped samples 

 

The direct effect model has sufficient predictive significance, as demonstrated by Table 5, where all endogenous latent 

variables have Q2 values greater than zero (Q2 = 0.277 for the direct VM and VRTE, Q2 = 0.543 for the VM and OS, and 

Q2 = 0.316 for the indirect impact of VM on RI). As per Table 6 and Figure 3. Hypotheses from H1 to H5 were accepted 

because VM had a positive and statistically significant direct effect on RI (β = 0.538, t = 14.904, p < 0.05), similarly 

comparable substantial positive impact for VM on VRTE (β = 0.118, t = 4.398, p < 0.05), VRTE on RI (β = 0.267, t = 



Modeling Visitor Behavior in Religious Tourism: Mediating and Moderating Effects in the Context of Christian Pilgrimage Sites in Jordan 

 

 2087 

5.388, p < 0.05), VM on OS (β = 0.489, t = 2.066, p < 0.05), and OS on RI (β = 0.243, t = 2.126, p < 0.05). The relation 

between VM and RI is mediated by VRTE, according to the study. Similarly, OS mediates the relationship between VM 

and RI. The indirect impact of VM on RI through VRTI was significant (β = 0.031, t = 3.213, p < 0.05).  

Moreover, there was a substantial indirect effect of VM on RI through OS (β = 0.028, t = 4.765, p < 0.05).H6 and H7 

were thus also approved. Furthermore, the relationship between VM and RI was shown to be significantly moderated by 

RTP (β = 0.025, t = 4.389, p < 0.05). The association between VM and RI was also significantly moderated by RTC (β = 

0.078, t = 0.787, p < 0.05). Therefore, H8 and H9 were also accepted. 

   

DISCUSSION 

The study explores the dynamics of visitor behavior in locations related to religious tourism and the ou tcomes of 

applying concepts pertinent to the study's framework. By examining the relationships between visitors, travel 

motivations, religious tourism experiences, potential, challenges, and intention to return, the study investigates the 

complex relationships that foster destination loyalty and intention to return.  The study uses both empirical data and a 

theoretical framework to clarify the complex features of religious tourism. For those in destination management looking 

to enhance their plans and initiatives for sustainable tourism growth.  

First, it was hypothesized that re-tourism intention is significantly impacted by visit motivation.  The current study's 

findings suggest that motives for the visit have a significant effect on re-tourism intention. If their initial travel goals 

were satisfied, tourists are more inclined to return to a place. Most researchers reported a sound relationship between 

their re-tourism intention and visit motivation (Esubalew & Singh, 2020; Ayoub et al., 2024). As per Mishra & 

Maheshwari (2025), to create individualized visitor experiences and marketing strategies, it is necessary to understand 

the motivations of visitors, which may include spiritual enrichment or learning about the host culture.  

Secondly, it was hypothesized and study findings suggest that visit motivation significantly affects visitors' religious 

tourism experience. As per Lachlali et al. (2019), at a religious site, different motives result in different behaviors, 

expectations, and overall experiences. Religious tourists travel for a variety of motives, including cultural immersion, 

spiritual growth, sightseeing, and personal development. Therefore, to improve the religious tourism experience, 

destination stakeholders should concentrate on genuine and interesting linkages with religious heritage and traditions.  

Third, it was hypothesized that visitors' religious tourism experience significantly affects overall satisfaction. The 

study's findings aligned with the body of existing literature. Previous research has demonstrated that religious tourism 

experiences have a positive effect on re-tourism intention (Rehman et al., 2022). A study by Bhandari et al. (2024) found a 

strong, favorable relationship between tourists' religious tourism experiences and their inclination to return. Fourth, it was 

hypothesized that visit motivation significantly affects overall satisfaction. Results aligned with the earlier findings. 

Previous research has revealed that travel motivations have been demonstrated to be significant indicators of overall 

satisfaction (Esubalew & Singh, 2020).  Similarly, previous studies have mostly focused on the relationship between 

overall satisfaction and several variables associated with visit motivation, such as push and pull factors.  

Fifth, it was hypothesized that overall satisfaction significantly affects re-tourism intention. By the study's findings, M. 

Lin (2024) satisfied tourists are more likely to make plans to return. Studies repeatedly demonstrate that there is a positive 

correlation between satisfaction and the intention to return. Sixth, it was hypothesized that visitors' religious tourism 

experience significantly mediates the association between visit motivation and re-tourism intention. By providing unique 

experiences, tourism destinations may increase visitor engagement. Because of this, visitors are urged to come back and 

recommend the location. Travelers' experiences, motivation, and desire to return are all intertwined in religious tourism 

(Carvache-Franco et al., 2024).The results emphasize how essential it is for destination stakeholders to manage the 

destination holistically. Prior research conducted by Bhatti & Alawad (2023) confirmed that visitors' religious tourism 

experience significantly mediates the association between visit motivation and intention to return. 

Seventh, it was hypothesized that overall satisfaction significantly mediates the association between visit motivation 

and re-tourism intention. The reason for traveling is known as the motive of the visit. Researchers have suggested that 

understanding visit motivation could be the key to overall satisfaction and re-tourism intention. Research continuously 

demonstrates that visit motivations and re-tourism intention are significantly mediated by overall tourist satisfaction 

(Esubalew & Singh, 2020). Further, between the initial motivation for the visit and the ultimate decision to return, 

satisfaction acts as a connection. The essential aspect that turns motivation into a desire to return is the satisfaction gained 

from the experience, not because motivation only results in the intention to return. 

Eighth, it was hypothesized that religious tourism potential would be a moderator between visit motivation and re-

tourism intention. In line with the results of the Rehman et al. (2022) study, which showed that the perceived religious 

tourism potential of a place might affect the degree of the association between an individual's motivation for visiting that 

location and their intention to return. For the ninth hypothesis, it needs to be noted that religious tourism challenges have a 

significant moderating effect on the relationship between visit motivation and re-tourism intention, which supports the 

research Zhou et al. (2023) that found that religious tourism challenge is a favorable moderator between visit motivation 

and re-tourism intention. Different challenges at destinations may deter visitors from visiting. Overtourism, inadequate 

infrastructure, and disturbances to nearby populations are a few examples of these difficulties (Rybina & Lee, 2021).   

 

CONCLUSION 

This study contributes to the understanding of religious tourism by examining the relationships among visit motivation, 

religious tourism experience, overall satisfaction, destination potential, destination challenges, and re-tourism intention in 
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the context of Christian pilgrimage sites in Jordan. The findings confirm that visit motivation directly and indirectly 

influences re-tourism intention through the mediating roles of religious tourism experience and overall satisfaction. 

Furthermore, destination potential and destination challenges significantly moderate these relationships, demonstrating that 

visitors' behavioural intentions depend not only on their motivations but also on the quality and management of the 

destination. These findings extend the theoretical understanding of religious tourism by providing empirical evidence of the 

sequential mechanisms through which motivation is transformed into future behavioural intentions. From a practical 

perspective, the results offer valuable guidance for destination managers, policymakers, and tourism marketers in 

developing effective strategies to strengthen pilgrimage destinations. Improving destination infrastructure, reducing 

operational challenges, enhancing interpretation services, and adopting digital tools such as mobile applications and virtual 

guides can enrich visitors' experiences and increase satisfaction and revisit intentions. Regular monitoring of visitor 

motivations, experiences, and satisfaction through surveys and digital feedback systems will support evidence-based 

destination management. Overall, this study provides a comprehensive framework for promoting the sustainable 

development and long-term competitiveness of religious tourism destinations in Jordan and similar pilgrimage contexts. 

 

Limitations and Future Research 

Every investigation has inherent limitations, and every study offers opportunities for improvement. The current study 

also has several shortcomings. Only five Christian worship sites recognized by the Vatican in 2000 were the focus of this 

study; more research should focus on other sites that are also connected to Christianity in Jordan. Second, while the current 

study was cross-sectional, future research should concentrate on a variety of data collection techniques, such as longitudinal 

studies, mixed methods, and interview-based investigations. Third, to consider stratified sampling in future research to 

guarantee wider representativeness and address the drawbacks of convenience sampling (such as overrepresenting visitor 

groups). The sample and conditions of the study may restrict generalizability. Future studies may examine the effects of 

sustainable tourism practices on visitor preferences and destination competitiveness in the context of religious tourism as 

sustainability becomes popular. Studying religious tourism and other niche tourism categories like wellness tourism and 

volunteer travel can be the way to investigate the relationship between visitor experiences and motivations. Future research 

can fill these gaps and investigate new aspects of religious tourism to sustain religious tourism destinations worldwide and 

improve theoretical and practical understanding. 
 

Author Contributions: Conceptualization, M.B and R.A.; methodology, R.A and H.A; software, M.B.; validation and 

formal analysis, M.B.; investigation, R.A. and H.A.; data curation M.B and H.A.; writing - original draft preparation, M.B. 

and R.A.; writing - review and editing, M.B. and H.A.; visualization, M.B. and H.A.; supervision, M.B; project 

administration, R.A. All authors have read and agreed to the published version of the manuscript 
 

Funding: Not applicable.   
 

Institutional Review Board Statement: This study was conducted in accordance with the ethical principles for 

research involving human participants and was approved by the Institutional Review Board (Research Ethics Committee) 

of The Hashemite University, Jordan (Approval No. HU-REC-2025-015; approved on 15 January 2025). 
 

Informed Consent Statement: Not applicable. 
 

Data Availability Statement: The data presented in this study may be obtained on request from the corresponding author. 
 

Acknowledgements: The research undertaken was made possible by the equal scientific involvement of all the authors 

concerned. 
 

Conflicts of Interest: The authors declare no conflict of interest. 
 

Use of Generative AI:  "The authors declare that no generative artificial intelligence (AI) tools were used in the 

preparation, writing, analysis, or revision of this manuscript. 

 

REFERENCES  
Agency, J. N. (2025). Latin Patriarch of Jerusalem calls for visiting Jordan, enjoying its religious sanctity. Jordan News Agency. 

https://petra.gov.jo/Include/InnerPage.jsp?ID=67272&lang=en&name=en_(accessed april 10, 2025).  

Al-Dweik, M. R. (2020). Influence of event image and destination image on visitor satisfaction and intentions to revisit. African Journal 

of Hospitality, Tourism and Leisure, 9(4), 418–433.  

Al-Haiaderh, M. T., & Alrafaiah, G. A. (2024). Heritage and the challenge of Jordanian national identity in Nayef Abu Obeid’s poetry. 

National Identities, 26(3), 305–321. https://doi.org/10.1080/14608944.2024.2319047 

Al-Zoubi, M. I., & Yahaya, I. (2020). The Relationship between Religious Tourism and International Christians Visitor’s Perceptions: A 

Case Study of a Mount Nebo Holy Site in the Hashemite Kingdom of Jordan. International Review of Management and Marketing, 

10(2), 50–55. https://doi.org/10.32479/irmm.9321 

Ayoub, D., Nasser, D., & Sayed, H. (2024). The impact of push-pull motives on internal tourists’ visit and revisit intentions to Egyptian 

domestic destinations: the mediating role of country image. Humanities and Social Sciences Communication, 11(1), 1–13. 

https://doi.org/10.1057/s41599-024-02835-7 

Bader, M. (2012). Religious Tourism in Jordan (Issue September). Catholic University of Eichstaett-Ingolstadt, Germany. 

Baghirov, F., Bozbay, Z., & Zhang, Y. (2023). Individual factors impacting tourist satisfaction and revisit intention in slow tourism 

cities : an extended model. International Journal of Tourism Cities. https://doi.org/10.1108/IJTC-05-2023-0094 



Modeling Visitor Behavior in Religious Tourism: Mediating and Moderating Effects in the Context of Christian Pilgrimage Sites in Jordan 

 

 2089 

Benmehdi, S. (2025). Halal Tourism : An Emerging Trend and Its Impact on Revisit Intention via Satisfaction and Religiosity of Muslim 

tourists. Journal of Tourismology, 11(1), 22–33. https://doi.org/10.26650/jot.2024.10.2.1622493 

Bhadeshiya, H. (2024). Religious Tourism : An Insight Into the Government ’ s Religious Tourism : An Insight Into the Government ’ s 

Efforts to Promote “ Incredible India .” Emerald Publishing Limited. Msida, Malta https://doi.org/10.1108/978-1-80455-888-120241012 

Bhandari, H., Mittal, A., & Arora, M. (2024). Influence of memorable tourism experience on attitude towards pilgrimage: a moderated-

mediation model with memorable religious experience and religiosity. Journal of Hospitality and Tourism Insights, 7(2), 1111–1129. 

https://doi.org/10.1108/JHTI-11-2023-0848 

Bhatti, M. A., & Alawad, W. A. (2023). Understanding Brand Trust and Visitor Experiences in Religious Tourism: Insights From 

Pilgrims Perspective. European Journal for Philosophy of Religion, 15(3), 470–495.  

Brogni, J. de S., Tricárico, L. T., Limberger, P. F., & Fiuza, T. F. (2024). The relationship between visitors’ motivations and satisfaction 

about a Brazilian sacred complex. International Journal of Tourism Cities, 10(2), 682–700. https://doi.org/10.1108/IJTC-03-2022-0060 

Budovich, L. (2022). The impact of religious tourism on the economy and tourism industry. HTS Teologiese Studies/Theological Studies, 

79(1), 8607. https://doi.org/10.4102/hts.v79i1.8607 

Carvache-Franco, M., Loaiza-torres, J., Carvache-Franco, O., & Id, W. C. (2024). The patronage of religious tourism seen from its motivations that 

predict satisfaction and loyalty : The Virgin of Chaguaya in Bolivia. Plos One, 19(8), 1–17. https://doi.org/10.1371/journal.pone.0307664 

Carvache-Franco, O., Carvache-Franco, M., & Regalado-pezu, O. (2024). Segmentation by motivations in religious tourism : A study of 

the Christ of Miracles Piligrimage, Peru. Plos One, 19(5), 1–20. https://doi.org/10.1371/journal.pone.0303762 

Chang, S. E., Shen, W., & Liu, A. Y. (2016). Why mobile users trust smartphone social networking services ? A PLS-SEM approach. 

Journal of Business Research. 64(11), 4890-4895. https://doi.org/10.1016/j.jbusres.2016.04.048 

Choe, J. (2024). Religious tourism. Tourism Geographies, 27(3-4), 1–10. https://doi.org/10.1080/14616688.2024.2423168 

Çıkı, S., & Akgöz, E. (2025). Exploring the relationships among nature-based tourists’ subjective well-being, travel motivation and 

revisit intentions within the scope of self-determination theory. European Journal of Tourism, Hospitality and Recreation, 15(1), 91–

104. https://doi.org/10.2478/ejthr-2025-0007 

Cunha, A. L. da, & Louro, A. C. (2024). Service quality in religious tourism: a review of literature. International Journal of Tourism 

Policy, 14(4), 402–420. https://doi.org/10.1504/IJTP.2024.139738 

Ebabey, T. (2024). Religious Tourism Attractions at Debre Aron Rock-Hewn Church, International Journal of Religious Tourism and 

Pilgrimage, 11(6). https://doi.org/10.21427/CSJQ-TG48 

Esubalew, B., & Singh, A. (2020). Modeling domestic tourism : motivations , satisfaction and tourist behavioral intentions. Heliyon, 6(9), 

e04839. https://doi.org/10.1016/j.heliyon.2020.e04839 

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement error. Journal 

of Marketing Research This, 18(1), 39–50. https://doi.org/10.2307/3151312 

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables and measurement error: Algebra and 

statistics. Journal of Marketing Research, 18(3), 382–388. https://doi.org/10.2307/3150980 

Garver, M. S., & Mentzer, J. T. (1999). Logistics research methods: employing structural equation modeling to test for construct validity. 

Journal of Business Logistics, 20(1), 33-57. 

Giușcă, M. (2020). Religious tourism and pilgrimage at Prislop Monastery , Romania : motivations , faith and perceptions. Human 

Geographies – Journal of Studies and Research in Human Geography, 14(1). https://doi.org/10.5719/hgeo.2020.141.9 

Haller, S. F. (2022). A Changed Understanding of Miracles in Religious Tourism, International Journal of Religious Tourism and 

Pilgrimage, 10(4). https://doi.org/10.21427/bwx1-1g47 

Hamdy, A., Eid, R., & Gao, X. (2024). Integrating Muslim-Friendly Tourist Destination Image, Value, Satisfaction and Muslim Actual 

Visit Behaviour in the Travel Industry. International Journal of Tourism Research, 26(5). https://doi.org/10.1002/jtr.2753 

Hari, R., & Mohan, R. (2025). Tourist Satisfaction and Revisit Intention in Responsible Tourism Destinations: Insights for Sustaining 

Engagement and Growth. International Journal of Environmental Sciences, 11(22), 1221–1226. https://doi.org/10.64252/v95rn963 

Harman, H. (1976). Modern Factor Analysis. University of Chicago Press, Chicago, USA. 

Hasan, K., Ismail, A. R., & Islam, F. (2017). Tourist risk perceptions and revisit intention : A critical review of literature, Cogent Business & 

Management, 50(1). https://doi.org/10.1080/23311975.2017.1412874 

Hassan, Tahani, Carvache-Franco, M., & Carvache-Franco, W. (2022). Segmentation of Religious Tourism by Motivations : A Study of 

the Pilgrimage to the City of Mecca. Sustainability, 14(13), 7861. https://doi.org/10.3390/su14137861 

Hassan, T, Carvache-Franco, M., Carvache-Franco, W., & Carvache-Franco, O. (2024). Motivations as predictors of religious tourism: 

the Muslim pilgrimage to the city of Mecca. Journal of Cultural Heritage Management and Sustainable Development, 14(3), 419–

435. https://doi.org/10.1108/JCHMSD-01-2022-0005 

Hassan Thowayeb Abdou, A. H., Abdelmoaty, M. A., & Salem, A. (2022). The Impact Of Religious Tourists ’ Satisfaction With Hajj Services 

on their experience at the sacred places in Saudi Arabia. Geojournal of Tourism and Geosites, 43(3), 1013–1021. 

https://doi.org/10.30892/gtg.43321-915 

He, M., Liu, B., & Li, Y. (2023). Tourist Inspiration : How the Wellness Tourism Experience Inspires Tourist Engagement. Journal of 

Hospitality & Tourism Research, 47(7), 1115–1135. https://doi.org/10.1177/10963480211026376 

Hendar, H., Sudarti, K., Pranaditya, A., & Ramdhani, M. I. (2025). Roadmap of Spiritual Pilgrimage Experience Towards Revisit 

Intention in the Indonesian Wali Songo Pilgrimage. Academica Turistica-Tourism and Innovation Journal, 18(1), 73–88. 

https://doi.org/10.26493/2335-4194.18.73-88 

Huang, K., & Pearce, P. (2019). Visitors ’ perceptions of religious tourism destinations. Journal of Destination Marketing & 

Management, 14, 100371. https://doi.org/10.1016/j.jdmm.2019.100371 

Huddin, M. N., Kurnia, D., Deviyantoro, D., & Nafiudin, N. (2024). The relationship between customer experience , customer 

satisfaction , customer trust , and customer loyalty in tourism destination. Diponegoro International Journal of Business, 6(2), 142–

154. https://doi.org/10.14710/dijb.6.2.2023.142-154 

Hughes, K., Bond, N., & Ballantyne, R. (2013). Designing and managing interpretive experiences at religious sites : Visitors ’ 

perceptions of Canterbury Cathedral. Tourism Management, 36, 210–220. https://doi.org/10.1016/j.tourman.2012.11.022 

Hussain, A. (2021). A Future of Tourism Industry : Conscious Travel. Destination Recovery and regenerative tourism. Journal of 

Sustainability and Resilience, 1(1). 

https://doi.org/10.1504/IJTP.2024.139738


Malek BADER, Ramzi ALROUSAN, Hussein M. AL-QUDRAH 

 

 2090 

Ionut, A. D., Nita, A., Mazilu, M., & Constantinescu, E. (2024). Religious Tourism and Pilgrimage in Vâlcea County, South-West 

Oltenia Region: Motivations, Belief and Tourists’ Perceptions. Religions, 15(3), 294. https://doi.org/10.3390/rel15030294 

Jiang, Z., Jiang, X., Jin, Y., & Tan, L. (2024).  A study on participatory experiences in cultural and tourism commercial spaces. Heliyon, 

10(2), e24632. https://doi.org/10.1016/j.heliyon.2024.e24632 

Johnmeyer, C., Xu, S., Stanis, S. W., & Morgan, M. (2025). The meaningful elements of the Camino: Toward understanding pilgrims’ 

transformative experience. Annals of Tourism Research Empirical Insights, 6(2), 100201. https://doi.org/10.1016/j.annale.2025.100201 

Jyotsna, J. H., & Sai, L. P. (2022). Modelling pilgrim-tourist experience in Hindu religious destinations : an Interactive Qualitative 

Analysis. Journal of Tourism and Cultural Change, 21(3), 364–382. https://doi.org/10.1080/14766825.2022.2095914 

Kayal, G. (2023). The personas and motivation of religious tourists and their impact on intentions to visit religious sites in Saudi Arabia. 

International Journal of Tourism Cities, 9(1), 201–219. https://doi.org/10.1108/IJTC-04-2022-0092 

Khoo, K. L. (2022). A study of service quality , corporate image , customer satisfaction , revisit intention and word-of-mouth : evidence 

from the KTV industry. PSU Research Review, 6(2), 105–119. https://doi.org/10.1108/PRR-08-2019-0029 

Kim, B., & Chen, Y. (2021). The Effects of Spirituality on Visitor Behavior : A Cognitive-Affective- Conative Model. International 

Journal of Tourism Research, 23(6), 1151–1162. https://doi.org/10.1002/jtr.2474 

Korov, T., Šostar, M., & AndrlićC, B. (2024). The model of strategic management of a religious tourism destination in function of sustainable 

development. International Journal of Professional Business Review, 9(4), 1–49. https://doi.org/10.26668/businessreview/2024.v9i4.4599 

Kumar, S. B. A., & Rao, K. V. (2022). Religious Tourists Perception, Attitude, and Satisfaction with Service Quality of Unorganised 

Tour Operators: Study with Reference to Rayalaseema Region of Andhra Pradesh, Rayalaseema, India. Jayvee International 

Publications Private Limited. 

Kumar, V., & Bhinder, H. S. (2024). Antecedents and Outcomes of International Tourist Satisfaction in Ecotourism Destinations of 

North India. Journal of Tourism Insights 14(1), 0–22. https://doi.org/10.9707/2328-0824.1414 

Lachlali, P., Sdrali, D., Mitoula, R., & Apostolopoulos, C. (2019). Exploring visitor motivations at religious tourism sites towards 

sustainability on the region of west Thessaly, Greece. Tourismos, 14(2), 171–199. 

Lim, W. M., Jasim, K. M., & Das, M. (2024). Augmented and virtual reality in hotels: Impact on tourist satisfaction and intention to stay 

and return. International Journal of Hospitality Management, 116, 103631. https://doi.org/10.1016/j.ijhm.2023.103631 

Lin, H., Chang, K., Tseng, C., Lee, Y., & Hung, C. (2021). Can the Development of Religious and Cultural Tourism Build a Sustainable 

and Friendly Life and Leisure Environment for the Elderly and Promote Physical and Mental Health ? International Journal of 

Environmental Research and Public Health, 18(22), 11989. https://doi.org/10.3390/ijerph182211989 

Lin, H., Ling, Y., Lin, J., & Liang, Z. (2021). Research on the Development of Religious Tourism and the Sustainable Development of 

Rural Environment and Health. International Journal of Environmental Research and Public Health, 18(5), 2731. 

https://doi.org/10.3390/ijerph18052731 

Lin, M. (2024).Understanding the influencing factors of tourists ’ revisit intention in traditional villages. Heliyon, 10(15). 

https://doi.org/10.1016/j.heliyon.2024.e35029 

Liutikas, D. (2021). Travel motivations of pilgrims, religious tourists, and spirituality seekers. In The Routledge Handbook of Religious 

and Spiritual Tourism 225–242. Abingdon, England. Routledge. 

Liutikas, D. (2023). Post-COVID-19 Tourism: Transformations of Travelling Experience. Springer, Cham, Germany. https://doi.org/10.1007/978-3-

031-22257-3_15 

Liutikas, D., Pociūtė-Sereikienė, G., Baranauskienė, V., & Kriaučiūnas, E. (2024). Re-tourism: changes of tourism in the post-pandemic era. 

In Handbook of Tourism and Consumer Behavior 83–98. Edward Elgar Publishing. https://doi.org/10.4337/9781035309801.00015 

Lopes, H. S., Remoaldo, P., Duque, E., Ribeiro,  Osé, C., & Ribeiro, V. (2025). Profile and Motivations of Pilgrims on the Portuguese St. 

James Way and Their Assessment of the Route. Pastoral Psychology, 74, 727–756. https://doi.org/10.1007/s11089-025-01208-4 

Mirhoseini, A., Nayebzadeh, S., & Rousta, A. (2025). The interaction of effective drivers in future religious tourism development in Yazd 

province as a global religious destination. Journal of Islamic Marketing, 16(2), 526–547. https://doi.org/10.1108/JIMA-04-2024-0168 

Mishra, D., & Maheshwari, N. (2025). Spiritual tourism development: a comprehensive synthesis for sustainable destination planning 

and growth. Journal of Islamic Marketing, 16(2), 606–626. https://doi.org/10.1108/JIMA-12-2023-0400 

MOTA. (2025). Jordan Ministry of Tourism and Antiquities. Ministry of Tourism and Antiquities. 

https://www.mota.gov.jo/AR/List/ 2025الاحصائيات_السياحية_لعام_  (accessed February 6, 2025).  

Nair, B. V. T., & Babu, A. N. (2022). Socio-cultural and Economic Impacts of Religious Festivals on Sustainable Local Community 

Livelihoods in Kerala : The Case of Palakkad. International Journal of Religious Tourism and Pilgrimage, 10(1), 9. 

https://doi.org/10.21427/sy7k-sg89 

Nanggong, A., Hiola, P. R., & Pakaya, S. (2022). The Experience and Religiosity toward Tourist Satisfaction : The Case of Umrah 

Pilgrimage. Journal of Indonesian Tourism, Hospitality and Recreation, 5(2), 209–218. https://doi.org/10.17509/jithor.v5i2.47099 

Nguyen-Viet, B., Nguyen My, P., & Dang-Van, T. (2025). Enhance domestic tourists’ revisit intention in spiritual destinations 

originating in patriotism and religious orientation. Journal of Hospitality and Tourism Insights, 8(5), 1687–1703. 

https://doi.org/10.1108/JHTI-09-2024-0905 

Nguyen Viet, B., Dang, H. P., & Nguyen, H. H. (2020). Revisit intention and satisfaction: The role of destination image, perceived risk, 

and cultural contact. Cogent Business and Management, 7(1), 1796249. https://doi.org/10.1080/23311975.2020.1796249 

Nian, S., Li, D., Zhang, J., Lu, S., & Zhang, X. (2023). Stimulus ‑ Organism ‑ Response Framework : Is the Perceived Outstanding 

Universal Value Attractiveness of Tourists Beneficial to World Heritage Site Conservation ? International Journal of Environmental 

Research and Public Health, 20(2), 1189. https://doi.org/10.3390/ijerph20021189 

Ningsih, D. F., & Muslichah, I. (2025). Driven to Return and Recommend: The Role of Motivation and Satisfaction in Shaping Tourist 

Future Intentions. Asian Journal of Economics, Business and Accounting, 25(6), 41–66. https://doi.org/10.9734/ajeba/2025/v25i61834 

Ohlan, R., & Ohlan, A. (2024). Religious tourism scholarship: current state and future research directions. Journal of Islamic Marketing}, 

15(3), 800–818. http://dx.doi.org/10.1108/JIMA-05-2023-0152 

Ozili, P. K. (2023). Munich Personal RePEc Archive The acceptable R-square in empirical modelling for social science research. In The 

acceptable R-square in empirical modelling for social science research. IGI Global. Available online: https://mpra.ub.uni-

muenchen.de/116496/(accessed July, 2025).  

Parthenis, S., Moira, P., & Mylonopoulos, D. (2023). Blurring the Lines: Governance and Management in the Promotion of Religious 

and Spiritual Sites. In The Politics of Religious Tourism 84–104. Athens, Greece CABI.  

 



Modeling Visitor Behavior in Religious Tourism: Mediating and Moderating Effects in the Context of Christian Pilgrimage Sites in Jordan 

 

 2091 

Pujiastuti, E. E., Soeprapto, A., Sustana., S., Utomo, H. S., & Maharaniputri, A. (2022). The role of perceived value in understanding tourist 

experience and post experience at heritage destinations. Jurnal Siasat Bisnis, 26(1), 36–56. https://doi.org/10.20885/jsb.vol26.iss1.art3 

Raj, R. (2012). Religious tourist’s motivation for visiting religious sites. International Journal of Tourism Policy, 4(2), 95–105. 

https://doi.org/10.1504/IJTP.2012.048997 

Rasoolimanesh, S. M., Chee, S. Y., & Ari Ragavan, N. (2023). Tourists’ perceptions of the sustainability of destination, satisfaction, and 

revisit intention. Tourism Recreation Research, 50(1), 106–125. https://doi.org/10.1080/02508281.2023.2230762 

Rasoolimanesh, S. M., Seyfi, S., Rather, R. A., & Hall, C. M. (2022). Investigating the mediating role of visitor satisfaction in the 

relationship between memorable tourism experiences and behavioral intentions in heritage tourism context. Tourism Review, 77(2), 

687–709. https://doi.org/10.1108/TR-02-2021-0086 

Rebuya, N. R., Lasarte, E. S., Amador, M. M. A., & Roca, G. R. D. la. (2020). Assessing religious tourism motivational factors and experiences of 

visitors to selected religious sites in Camarines Sur, Philippines. Open Access Library Journal, 7(6), 10. https://doi.org/10.4236/oalib.1106404 

Rehman, A. U., Shoaib, M., Javed, M., Abbas, Z., & Nawal, A. (2022). Understanding Revisit Intention towards Religious Attraction of 

Kartarpur Temple : Moderation Analysis of Religiosity. Sustainability, 14(14), 1–19. https://doi.org/10.3390/su14148646 

Ribeiro, M. A., Patwardhan, V., Woosnam, K. M., & Thirugnanasambantham, K. (2022). Antecedents to religious festival visitors 

loyalty: the role of memorable experiences, religious faith, emotion and satisfaction. In Handbook on the Tourist Experience 350–

368. Edward Elgar Publishing, Cheltenham, England https://doi.org/10.4337/9781839109393.00031 

Rivera, M. A., Shani, A., & Severt, D. (2009). Perceptions of service attributes in a religious theme site: an importance--satisfaction 

analysis. Journal of Heritage Tourism, 4(3), 227–243. http://dx.doi.org/10.1080/17438730902822939 

RosakSzyrocka, J., Żywiołek, J., Wolniak, R., & Santos, G. (2022). Main reasons for religious tourism-from a quantitative analysis to a 

model. International Journal for Quality Research, 17(1), 109–120.  

Rybina, L., & Lee, T. J. (2021). Traveler Motivation and Destination Loyalty : Visiting Sacred Places in Central Asia. Tourism and 

Hospitality, 2(1), 1–14. https://doi.org/10.3390/tourhosp2010001 

Sayfullayeva, M., & Barotov, U. (2024). Sustainable pilgrimage tourism: balancing socioeconomic and environmental impacts (the case 

of bukhara region). ОБРАЗОВАНИЕ НАУКА И ИННОВАЦИОННЫЕ ИДЕИ В МИРЕ, 44(1), 186–194. 

Shinde, K. A. (2020). Religious theme parks as tourist attraction systems. Journal of Heritage Tourism, 16(3), 281–299. 

https://doi.org/10.1080/1743873X.2020.1791887 

Silaban, P. H., Chen, W., Silaban, B. E., Silalahi, A. D. K., Eunike, I. J., & Damanik, H. M. (2023). Demystifying Tourists ’ Intention to 

Visit Destination on Travel Vlogs : Findings from PLS-SEM and fsQCA. Emerging Science Journal, 7(3), 867–889. 

http://dx.doi.org/10.28991/ESJ-2023-07-03-015 

Singh, V., & Bhuyan, A. (2024). Four decades of research on religious tourism: prevalent themes and future research area. Research in 

Hospitality Management, 14(3), 276–298. https://doi.org/10.1080/22243534.2024.2426499 

Song, X. (2025). Expression and Innovation of Religious Elements in Contemporary Chinese Design Aesthetics. Cultura. International 

Journal of Philosophy of Culture and Axiology, 22(3), 18–33. 

Sthapit, E., Garrod, B., Prentice, C., & Björk, P. (2024). Experience-driven well-being and purchase : An alternative model of memorable 

wine tourism experiences. International Journal of Tourism Research, 26(2), 1–14. https://doi.org/10.1002/jtr.2645 

Suhartanto, D., Dean, D., Chen, B. T., Kusdibyo, L., Suhartanto, D., Dean, D., Chen, B. T., & Kusdibyo, L. (2020). Tourist experience with 

agritourism attractions : what leads to loyalty ? Tourism Recreation Research, 45(3), 364–375. https://doi.org/10.1080/02508281.2020.1736251 

Taber, K. S. (2018). The Use of Cronbach’s Alpha When Developing and Reporting Research Instruments in Science Education. 

Research in Science Education, 48, 1273–1296. https://doi.org/10.1007/s11165-016-9602-2 

Tien, N. H., Dung, N. T. H., Trang, T. T. T., Hien, V. T., & Phuong, B. T. N. (2021). Factor Affecting Tourists’ Return Intention. a Case 

of Binh Quoi Village in Ho Chi Minh City. PalArch’s Journal of Archaeology of Egypt / Egyptology, 18(09), 493–507.  

Torabi, Z. A., Shalbafian, A. A., Allam, Z., Ghaderi, Z., Murgante, B., & Khavarian-Garmsir, A. R. (2022). Enhancing memorable experiences, 

tourist satisfaction, and revisit intention through smart tourism technologies. Sustainability, 14(5), 2721. https://doi.org/10.3390/su14052721 

Tsai, H. M. (2021). Exploring the motivation-based typology of religious tourists : A study of Welcome Royal Lord Festival. Journal of 

Destination Marketing & Management, 21(June), 100623. https://doi.org/10.1016/j.jdmm.2021.100623 

Vafaei-zadeh, A. (2024). Can tourist engagement enhance tourist behavioural intentions ? A combination of PLS-SEM and fsQCA 

approaches. Tourism Recreation Research, 49(1), 63–74. https://doi.org/10.1080/02508281.2021.1981092 

van Iwaarden, M., & Nawijn, J. (2024). Eudaimonic benefits of tourism: The pilgrimage experience. Tourism Recreation Research, 

49(1), 37–47. https://doi.org/10.1080/02508281.2021.1986777 

Varo, S., & Emiroğlu, B. D. (2025). The impact of crime and security perception on revisit and recommendation: The mediating role of 

visitor satisfaction. Journal of Tourism Leisure and Hospitality, 7(2), 163–181. https://doi.org/10.48119/toleho.1760751 

Vomberg, A., & Klarmann, M. (2022). Crafting Survey Research : A Systematic Process for Conducting Survey Research, Handbook of 

Market Research. Springer, Groningen, Netherlands. https://doi.org/10.1007/978-3-319-57413-4_4 

Wang, S., Blasco, D., Verschuuren, B., & Hamzah, A. (2024). Seeking transcendence in the depths of the soul: an exploration into 

current spiritual journeys. Current Issues in Tourism, 29(6), 1–13. https://doi.org/10.1080/13683500.2024.2444534 

World Travel and Tourism Council (WTTC). (2024). Travel & Tourism Economic Impact Research (EIR). Travel & Tourism Set to 

Break All Records. Available online: https://wttc.org/news-article/travel-and-tourism-set-to-break-all-records-in-2024-reveals-wttc 

(accessed July,10, 2025) 

Yan, Q., James, H. S., Xin, W., & Ben, H. Y. (2024). Examining the ritualized experiences of intangible cultural heritage tourism. 

Journal of Destination Marketing \& Management, 31. https://doi.org/10.1016/j.jdmm.2023.100843 

Yuliviona, R., Zakuan, N., Jadmiko, P., Azliyanti, E., Kamener, D., & Wati, L. (2025). Enhancing Tourist Experience to Strengthen Revisit Intention 

in Adventure and Sustainable Tourism. Polish Journal of Sport and Tourism, 32(1), 31–38. https://doi.org/10.2478/pjst-2025-0006 

Zhou, Q., Zhu, K., & Kang, L. (2023). Tea Culture Tourism Perception : A Study on the Harmony of Importance and Performance. 

Sustainability, 15(3). https://doi.org/10.3390/su15032838 
 

 

Article history: Received: 18.12.2025 Revised: 15.04.2026 Accepted: 10.07.2026 Available online: 10.08.2026 
 

 

 

https://doi.org/10.1504/IJTP.2012.048997

