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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 motivation,
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 (Giusca, 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 (lonut 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 the
Mountain, Tal Mar Elias, and Mukawir Two of these sites, Mount Nebo, and the Baptism Site, were visited by Popes
John Paul 11 in 2000 and Benedict XV1 in 2009 (Al-Zoubi & Yahaya, 2020%).

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, 2024%). 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; Cik1 & Akgéz, 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 Ilwaarden & 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., 2024%; 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 & Emiroglu, 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
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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 11 in 2000 (Al-Zoubi & Yahaya, 2020°). 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 R?, F?, 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 | experience a sense of intimacy and connection with something sacred when | visit religious sites.
VM3 My present scenario gets replaced by a new one when | 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 | plan to visit Jordan's religious Christian sites in the near future.
RI2 | would recommend Jordan's religious Christian sites to friends or family members.
RI3 In the future, | 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 1 visit religious sites.
VRTE4 Religious sites help me to recognize the region's historical significance.
VRTES The religious attraction/activity broadens my understanding by showcasing historical and cultural significance.
VRTEG 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)
0Os1 I deemed the visit to be worthwhile.
0S2 The visit was just as excellent as | had expected.
0S3 | was enchanted by everything | read, heard, and saw.
0s4 I discovered the information to be fascinating.
0S5 | believe | benefited from being here today.
Religious tourism potential (RTP): source: Rivera et al. (2009)
RTP1 | found good facilities and infrastructure (access, cleanliness, facilities, physical layout)
RTP2 | found Jordan's religious Christian sites' economic (price of admission, price of food)
RTP3 | found good sensory stimulants (use of technology and exhibits)
RTP4 |1 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 | 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 ove" 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 Table 3. Reliability and Validity for constructs (Source: Author’s creation)
(Source: Author’s calculation) .
—— Froquency | Responders Construct Factor | CR | AVE farg‘lf’aafg)
Demographics(n=500) (Responses) | percentage (%) Visit Motivation (VM) loading 0.959]0.826| 0.936
Gender VM1 0.857
Male 296 59.2 VM2 0.912
Female 204 40.8 VM3 0.865
Age VM4 0.814
18-30 24 4.8 VM5 0.823
31-40 191 38.2 Re-tourism intention (RI) 0.927]0.854] 0.865
41-50 169 33.8 RI1 0.863
51-60 96 19.2 RI2 0.874
61+ 20 4.0 RI3 0.854
Education Visitors’ religious tourism experience (VRTE) 0.963]0.796 ] 0.743
Secondary education or less 45 9.0 VRTEL 0.898
Diploma/advanced VRTE2 0.912
diploma 148 296 VRTE3 0.813
Bachelor degree 181 36.2 VRTE4 0.845
Post-graduation degree 107 214 VRTES 0.967
PhD. 19 3.8 VRTE6 0.876
Occupation VRTE7 0.843
Student 18 36 Overall satisfaction (OS) 0.956[0.812] 0916
Employee 254 50.8 0s1 0.876
Businessperson 173 34.6 0S2 0.858
Unemployed 29 5.8 0S3 0.832
Retired 26 5.2 0S4 0.842
Household income (US$ 0S5 0.812
Below 10000 29 5.8 Religious tourism potential (RTP) 0.943[0.865] 0.954
11000-30000 136 27.2 RTP1 0.843
31000-50000 247 49.4 RTP2 0.812
51000-70000 69 13.8 RTP3 0.832
71000 or more 19 3.8 RTP4 0.871
Nationality Religious tourism challenges (RTC): 0.916]0.781] 0.797
Europe 188 37.6 RTC1 0.945
North America 117 234 RTC2 0.832
South America 56 11.2 RTC3 0.854
Southeast Asia 59 11.8 RTC4 0.821
Africa 33 6.6 RTC5 0.846
Australia 47 9.4 RTC6 0.833

Notes: Note = CR=composite reliability; AVE=average variance extracted; VM = visit motivation; Rl = 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 0S RTP RTC
VM 0.903
RI 0.542" 0.897
VRTE 0.654" 0.639" 0.943
oS 0.6217 0.5327 0.6397 0.840
RTP 0.598" 0.540" 0.589" 0.625" 0.901
RTC 0.609" 0.528" 0.5137 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; Rl = 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 Q’ 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 B Sample | S.D T F P LLCI ULCI Remarks
among constructs mean values | square | values 2.5% 97.5%
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 -->0S-->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 R? 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 R? 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 R? 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 (R?) for the RI is 0.381. Thus, about 38.1% of the
variation in Rl may be explained by the variables VRTE, VM, RTC, RTP, and second, the predictive relevance (Q?) by

cross-validation redundancy was computed to quantify the conceptual model's assessed significance.
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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 Q? values greater than zero (Q* = 0.277 for the direct VM and VRTE, Q* = 0.543 for the VM and OS, and
Q? = 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 (f = 0.538, t = 14.904, p < 0.05), similarly
comparable substantial positive impact for VM on VRTE ( = 0.118, t = 4.398, p < 0.05), VRTE on RI (f = 0.267, t =
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5.388, p < 0.05), VM on OS (B = 0.489, t = 2.066, p < 0.05), and OS on RI (f = 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 ( = 0.031, t =3.213, p <0.05).

Moreover, there was a substantial indirect effect of VM on RI through OS (§ = 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 (B = 0.025, t = 4.389, p < 0.05). The association between VM and RI was also significantly moderated by RTC (§ =
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 outcomes 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 visitand 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.
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