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Abstract 
In the context of religious tourism, the study looked at a conceptual framework that investigates the relationship 
between tourist satisfaction, memorable tourism experiences (MTEs), religiosity, and behavioral intentions (revisit and 
referral). The study was carried out utilizing data obtained from 400 tourists who visited Varanasi, India. The results 
of the partial least squares structural equation modeling (PLS-SEM) study demonstrated that religiosity had a direct 
and indirect impact on behavioral intentions through MTE and visitor satisfaction. In religious tourism, MTE was 
revealed to be the most powerful determinant of behavioral intentions despite the presence of strong variables like 
religiosity. This study opposes the view of scholars who have asserted that satisfaction is the sole and most important 
factor influencing travelers’ behavioral intentions. The study's findings are analyzed to understand their theoretical 
and practical significance, and suggestions for further research are proposed. 
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1. INTRODUCTION 
"Religious tourism," referring to travel to holy locations, is a well-established sector and arguably the oldest 
form of tourism (Kim et al., 2020; Das et al., 2024). Humans have long journeyed to sacred sites, and the 
sector is growing in popularity, with over 300 million global visitors and an estimated value of over 
US$300 billion annually (Gabor, 2016). This sector not only impacts the leisure industry but also 
contributes to sustainable tourism and policy development (Wang, 2022). Studies emphasize the 
importance of religious tourism in Asia, particularly regarding Hindu, Islamic, and Buddhist sites, where 
religious beliefs and practices drive substantial tourism potential (Siddqiue et al., 2024). India's rich 
cultural heritage, historical legacy, and multiculturalism make it a prime destination for religious tourism 
(Mittal & Sinha, 2022). As the birthplace of Hinduism, Jainism, Buddhism, and Sikhism, and home to 
adherents of Islam and Christianity, India attracts both domestic and international visitors to its ancient 
religious monuments (Bhadeshiya & Prajapati, 2024). In 2018, approximately 60% of Indian travelers 
engaged in religious tourism, with nearly 100 million domestic visitors traveling primarily for religious 
purposes (Alphons, 2018; Ministry of Tourism, Government of India, 2018). Religious tourism 
significantly contributes to local economies and also the broader Indian economy, with foreign currency 
revenues from tourism totaling 28.09 billion USD in 2018 and grew by 6.8% in 2019 (Ministry of 
Tourism, Government of India). Despite this, the sector remains under-researched (World Tourism 
Organization, 2013). Although religious tourism and religiosity are known to influence behavior, research 
on their connection is limited. Religiosity, which involves religious beliefs and practices, significantly 
impacts consumer behavior (Eid and El-Gohary, 2015). When tourism destinations meet the expectations 
shaped by these beliefs, it enhances engagement and generates optimistic word-of-mouth (Kim et al., 
2020). The perspectives of religious tourists can be elucidated by examining their intentions, behaviors, 
and beliefs, as some individuals pursue unique experiences such as nature and sports at holy sites, rather 
than exclusively emphasizing religious motivations (Kim et al., 2020). 
Experience is the main output of the travel and tourism sector (Sthapit et al., 2017), and recent years have 
seen a heightened focus on tourism experiences due to intense industry competition (Kim & Ritchie, 
2014). Consumers' memories of past experiences significantly influence their future judgments and travel 
decisions (Tung & Ritchie, 2011). This underscores the importance of studying memorable tourism 
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experiences (MTEs). Kim et al. (2012) define MTEs as "tourism experiences positively recalled and 
remembered after the event" and distinguish them from general tourism experiences. They identify seven 
dimensions associated with MTEs: refreshment, local culture, hedonism, involvement, novelty, 
meaningfulness and knowledge. Although memorable tourism experiences (MTEs) are gaining 
importance, research still predominantly focuses on traditional determinants of behavioral intentions, 
such as customer satisfaction, which has historically been crucial for retention and profitability (Kim, 
2018). But there isn't always a clear-cut correlation between loyalty and satisfaction. Some studies have 
found a limited impact of satisfaction on loyalty (Park and Jang, 2014), with satisfaction often seen as just 
an initial step in loyalty formation (Oliver, 1997). Factors like perceived product superiority also affect 
loyalty. Given tourism's experiential nature (Laing et al., 2014), MTEs are increasingly recognized as key 
drivers of loyalty, as travelers seek memorable experiences (Kim, 2010; Kim et al., 2012). Despite this, 
research on the impact of MTEs on behavioral intentions in religious tourism remains limited. In view 
of the current need, the goal of this study is to develop and evaluate a conceptual model that explores the 
relationships between tourist satisfaction, memorable tourism experiences (MTEs), religiosity, and 
behavioral intents (referral and return). Specifically, the study seeks to understand how religiosity 
influences tourist behavior through its impact on MTEs and satisfaction. 
                                                                                            

                                                                     
Figure 1. An estimated model 
2. Theoretical background and development of hypotheses 
2.1 The effect of Religiosity 
Religiosity affects how individuals think and live, reflecting both societal and individual values (Amer, 
2024). It is a strong predictor of visitor satisfaction, behavior and advertising effectiveness (Eid and El-
Gohary, 2015), with studies showing its impact on visitor satisfaction (Abror et al., 2019). Religiosity also 
influences customer value and behavior (Sim and Bujang, 2012) and can enhance positive word-of-mouth 
and loyalty (Tegambwage & Kasoga, 2023). Religiosity, encompassing religious beliefs and practices, 
significantly influences human behavior and reflects societal and individual values (Eid & El-Gohary, 
2015). It is often measured through practices, beliefs, and self-perception (Obregon et al., 2022). Studies 
specifically exploring religiosity's impact on tourist experiences are limited, though Andriotis (2009) 
highlighted its role in shaping experiences at Mount Athos. Abror et al. (2019)  investigated religiosity's 
influence on customer satisfaction, with the latter focusing on Muslim customers. Despite some debate 
over religious perceptions, research confirms religiosity’s impact on customer behavior (Eid & El-Gohary, 
2015; Sim & Bujang, 2012). In Indonesia, Hariani et al. (2017) discovered a favorable relationship 
between hotel revisit intentions and Muslim religiosity. These studies jointly underscore the significance 
of religiosity in comprehending visitor behavior and experiences. 
The following hypotheses are therefore proposed: 
H1: The Religiosity will have positive impact on Memorable Tourism Experience. 
H2: The Religiosity will have positive impact on Tourist Satisfaction.  
2.2 The effect of Memorable Tourism Experience  
Tourist experiences are important to the tourism and hospitality industries (Tung and Ritchie, 2011). 
Research shows that extraordinary experiences, such as travel, create vivid, long-lasting memories known 
as "flashbulbs" (Hosany et al., 2022). Emotional sensations and affective thoughts are crucial for 
autobiographical recall (Kim et al., 2010). The visitor experience has evolved from basic to exceptional, 
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with "memorable tourism experiences" (MTEs) now emphasized. MTEs are those recalled moments 
remembered after the event (Park and Santos, 2017). Kim et al. (2012) identify seven dimensions of 
memorable tourism experiences: novelty, local culture, hedonism, refreshment, involvement, 
meaningfulness and knowledge. To meet the expectations of sophisticated consumers seeking memorable 
experiences, the industry must adapt its services (Hosseini et al., 2023). The growing rivalry for 
destinations has made the research of memorable tourist experiences (MTEs) more important. Kim et al. 
(2012) define MTEs as positive experiences that visitors recall after the event. To stay competitive, 
destination managers must offer memorable experiences (Kim & Ritchie, 2014). Research shows a strong 
link between tourism experiences and satisfaction (Kahraman & Cifci, 2023). Chen and Chen (2010) 
identified involvement, peace of mind, and educational experience as key factors influencing tourist 
satisfaction at Taiwanese heritage sites. MTEs are vital for destination competitiveness, influencing future 
choices and revisit likelihood (Kahraman & Cifci, 2023). 
Therefore, we put up the following hypothesis: 
H3: The memorable tourism experience will have a positive impact on tourist satisfaction. 
H4: The memorable tourism experience will have a positive impact on behavioural intention. 
2.3  The impact of Visitor Satisfaction  
Tourism literature extensively examines satisfaction as a key factor in the visitor experience (Kahraman 
& Cifci, 2023). Satisfaction is a major determinant of tourists' future behavioral intentions, evaluated by 
comparing actual experiences to expectations (Biswas et al., 2021; Singh and Mehraj 2018). It reflects how 
well a product or experience meets a need (Oliver, 1997). High satisfaction is crucial for destination 
marketing, influencing choice and future intentions (Kanwel et al., 2019). Overall satisfaction affects 
loyalty, repeat visits, and future behavior (Ledikwe, 2021). Satisfaction has a nonlinear effect on return 
intentions, with highly satisfied visitors more likely to return than those with lower satisfaction (Zeng & 
Yi Man Li, 2021). Service quality is closely linked to customer satisfaction (Dires & Anteneh, 2016), 
which is a predictor of revisit and repurchase intentions. Comparisons between expectations and actual 
experiences lead to satisfaction, and satisfied visitors are more likely to recommend and visit a location 
again (Evren et al., 2020). Dissatisfaction, however, leads to negative future behavioral intentions (Choo 
et al., 2014). Intention to revisit is crucial for the travel and hospitality sectors due to its potential for 
positive word-of-mouth and financial gains (Choo & Petrick, 2014). Research indicates that service quality 
and satisfaction are antecedents to revisit intention and loyalty, but satisfaction alone may not guarantee 
revisits (Zeng & Yi Man Li, 2021). If customers perceive the service as overpriced, their revisit intention 
may decline, even if they are satisfied (Bassey, 2014).  
Hence we propose following Hypothesis: 
H5: Tourist Satisfaction will have positive impact on visitor’s behavioural intention 
2.4. Behavioural Intention  
a.  Revisit Intention 
Tourism literature emphasizes the importance of revisit intention as a research focus (Li et al., 2018). 
Numerous factors impact travel satisfaction, which strongly influences the inclination to return 
(Pratminingsih et al., 2014). Repeat visitation is a strong factor indicating satisfaction (Chen et al., 2023). 
Attracting repeat visitors is more cost-effective than acquiring new customers (Gumede & Mdiniso, 2022), 
with repeat visitors often spending more and extending their stays (Peng et al., 2023). Positive travel 
experiences primarily drive revisit intentions, with satisfied tourists acting as word-of-mouth advocates 
(Chien, 2016). The desire for repeated visits underscores the importance of visitor satisfaction (Chen et 
al., 2023). Similar to repurchase intentions in other industries, revisit intention reflects positive consumer 
experiences. Measuring destination loyalty involves various approaches: revisit intention (behavioral), 
recommending the destination (attitudinal), or a combination of both (Mohamad and Ab Ghani, 2014). 
Ultimately, fostering revisit intentions is a primary goal for tourism industry stakeholders. 
b. Word of mouth 
After decades of intensive research, word-of-mouth (WOM), or consumer-to-consumer interaction, is 
acknowledged as a very reliable source of marketing information (Phi et al., 2022). It has a significant 
impact, especially in developing markets (Punpairoj et al., 2023). WOM involves exchanging opinions 
without marketing tools (Ismail and Spinelli, 2012). Due to the expansion of the internet, e-commerce, 
and social media, word-of-mouth (WOM) has changed into electronic word-of-mouth (eWOM), which is 
more efficient and reaches a wider audience even if it is less personal (Phi et al., 2022). Organizations 
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recognize eWOM's potential to positively or negatively impact their reputation (Phi et al., 2022). 
Recommendations from previous visitors are seen as highly credible sources for potential tourists 
(Nechoud et al., 2021). Travelers' behavioral intention is significantly influenced by the quality and 
reliability of electronic word-of-mouth (eWOM), especially user-generated material on social media 
(Nechoud et al., 2021) 
 
3. METHODOLOGY 
3.1 About the study site  
One of the oldest towns in the world still inhabited is Varanasi, also called Kashi, which is frequently 
considered India's cultural and spiritual hub. Located in Uttar Pradesh on the banks of the revered 
Ganges River (Singh, 1988), Varanasi has lot to offer for tourists the sacred Ganges and its ghats (steps), 
ancient ruins, temples, winding lanes, mysticism, classical arts, contemplation, and handicrafts. Varanasi’s 
over 100 ghats and countless temples epitomize the city’s timeless essence and Hinduism’s core beliefs 
(Shinde, 2022). Kashi is India’s cultural capital, holding immense religious significance for Hindus, 
Buddhists, and seekers of spiritual connection (Ritesh Sharma, 2021). As a paramount Hindu sacred city, 
Varanasi attracts extended stays for immersing in cultural offerings like Ganges rituals. Sarnath, though 
important, often receives shorter visits. The Sarnath archaeological park also serves as a picnic spot for 
domestic tourists (Shinde & Singh, 2023). Located about 10 kilometers from Varanasi, Sarnath is a 
Buddhist holy site marking Buddha’s first sermon post-enlightenment (Shinde, 2022). Varanasi’s 
proximity to the Ganges reinforces its spiritual aura. Hindus believe the city can liberate all beings from 
reincarnation, making it a favored place for death and final rites (Parry, 1994; Singh Rana, 2009). A 
renowned tourist destination, Varanasi is often associated with religion, the Ganges, and reverence. Boat 
rides on the Ganges, especially at sunrise, are iconic experiences for foreign visitors (Singh, 1988). 
3.2 Sampling and collection of data 
Data for this study was gathered using a quantitative, self-administered questionnaire. Tourists traveling 
to Varanasi were the intended audience. Random sampling technique was used, with the author and two 
field investigators collecting data at major religious tourism hubs like Ganga river ghats, parks, railway 
stations, and bus stands. Screening questions ensured respondents were tourists. The average survey 
completion time was fifteen minutes. Of 400 tourists contacted, 380 completed the survey, and 362 valid 
responses were retained after excluding 19 due to missing values or errors, resulting in a 90.5% response 
rate (362/400 * 100). To achieve this high response rate, safeguards included a brief questionnaire, 
trained and courteous field investigators, avoidance of sensitive questions, and the author's presence 
during data collection. 
Table 1. Demographic Profile of the Respondents 

Variables Categories Respondents(n=362)            Respondent's 
proportion                     

Genders   Male                    244 67.40% 
Female 118 32.59% 

Age 18-25 169 46.68 % 
26-35 118 32.59% 
36-35 44 12.15% 
46-55 15 4.14% 
56-65 14 3.86% 
65 Above 2 0.552% 

Education High School or Below 9 2.48% 
Bachelor’s 227 62.70% 
Master’s                                 119 32.87 % 
Others 7 1.93% 

Marital 
Status 

Married 120 33.14 % 
Unmarried 242 66.85% 

Profession     Unemployed    56 15.46% 
Self Employed 33 9.11% 
Employed Full Time 142 39.22% 
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Employed Part Time 3 0.828 % 
Student 128 35.35 % 
   

 
3.3 Measures 
For this study, multi-item measures were employed to assess religiosity, memorable tourism experience 
(MTE), satisfaction, and behavioral intentions. These measures were adapted from previously validated 
scales to align with the study's context. A five-item scale, modified from Sthapit and Coudounaris (2018), 
Kim et al., (2010), Kim et al. (2012), and Kim (2018), measured MTEs. This scale encompassed 
refreshment, meaningfulness, involvement, hedonism and local culture. Items included assessing 
experiences as involvement, enjoyable, culturally immersive, revitalizing and meaningful. Respondents 
rated MTEs on a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). Religiosity was calculated 

using a five-items scale adapted from Eid and El-Gohary (2015) and Abror et al. (2019). Items assessed 
the extent to which religion influenced life, provided guidance, belief, involvement and brought 
happiness. Responses were rated on a 7-point Likert scale. Satisfaction was calculated using a four-item 
scale taken and revised from Kim (2018), Eid and El-Gohary (2015), and Wang and Hsu (2010). Items 
assessed overall pleasure, enjoyment, satisfaction, decision appropriateness. Responses were marked on a 
7-point Likert scale. A four-item scale that was adapted from Kim & Ritchie (2014), Harrigan et al. (2017), 
and Wang and Hsu (2010) was used to calculate behavioral intentions. These were separated into two 
categories: revisit intention and word-of-mouth. The former was measured using items that assessed 
intentions to positively discuss and recommend the tourist site, while the latter was measured using items 
that assessed revisit intention within a year or during free time. Responses to the constructs were scored 
on a seven-point Likert scale. 
4. Analysis of data and results 
Partial least squares - structural equation modeling (PLS-SEM) is a widely used multivariate data analysis 
method (Memon et al., 2021). Hair et al. (2019) advocate for PLS-SEM in testing predictive frameworks, 
complex structural models, exploratory research, and path modeling. Smart PLS SEM 4.0 is a user-friendly 
tool for researchers in social sciences, marketing, and business dealing with intricate multivariate 
relationships. Hair Jr. et al. (2017) highlight its intuitive interface, ability to handle complex models, and 
flexibility with data distribution. The software offers robust bootstrapping, an improved algorithm for 
accuracy, comprehensive model validation tools, enhanced visualization, advanced features like multi-
group analysis, mediation, moderation, and latent class segmentation, as well as support for endogeneity. 
The Smart PLS community provides ample resources, tutorials, and support. By leveraging these 
strengths, researchers can conduct thorough and reliable SEM analyses, yielding robust and insightful 
findings. 
4.1 Measurement model 
Table 3. Construct Reliability and Validity 
Anderson and Gerbing's (1988) guidelines for evaluating structural linkages are followed in this research. 
Before looking at the structural model, it is recommended that the validity and reliability of the 

Construc
t 

Cronbach’s  
Alpha  
 

Composite 
Reliability  

Average 
Variance 
Extracted  

BEH MTE REL SAT 

BEH 0.760 0.847 0.581 0.762    

MTE 0.832 0.882 0.599 0.659 0.744   

REL 0.909 0.933 0.736 0.598 0.574 0.858  

SAT 0.769 0.843 0.574 0.533 
 

0.407 0.334 0.757 
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measurement model be verified. Confirmatory factor analysis was employed to evaluate the measurement 
characteristics of the developed constructs. Cronbach's α and composite reliability were used to determine 
the reliability of the measurement scale.   
Cronbach's α values were found to be above 0.7, indicating the measurement scale is credible. Similarly, 
composite reliability values were found to be more than the required criterion of 0.7, validating the scale's 
internal consistency (Hair et al., 2010). Convergent validity was assessed by examining the values of 
average variance extracts and the magnitude and significance of factor loadings (AVEs; Hair et al., 2010). 
Factor loadings is greater than the suggested threshold of 0.5  and were significant (p <.01). Similarly, 
average variance extract were above than the minimal cutoff value of 0.5. AVEs of 50% or above indicate 
the measuring scale's convergent validity (Fornell and Larcker, 1981). The fact that the AVEs in this 
research exceeded 50% supported the measuring scale's convergent validity (Table 3). 
4.2 Structural model and hypotheses testing  
The structural model and hypotheses were evaluated by PLS. The PLS technique was used to determine 
the path coefficient and assess its relevance. The results supported the proposed research hypothesis 
(Table 4.). The analysis revealed that religiosity (REL) has remarkable effects on memorable tourism 
experience (MTE) (β = 0.574, P<.05), behavioral intention (B.I.) (β = 0.285, P<.05), and satisfaction (β = 
0.150, P<.05), supporting H1, H2, and H3. Memorable Tourism Experience was also found to have 
influences on behavioral intention (β = 0.380, P<.05) and visitor satisfaction (β = 0.321, P<.05), 
supporting H4 and H5. The impact of tourist satisfaction on behavioral intention (β = 0.283, P<.05) were 
also found to be significant, supporting H6. 
Religiosity has a 32% variance on the destination image (R2 = 0.329). Religiosity and MTEs together 
explained 18% of the variance in satisfaction (R2 = 0.181). Religiosity, MTEs, and satisfaction together 
explained 57% of the of the variance in behavioral intention (R2 = 0.572). In every evaluated relationships, 
the R2 values were found to be more than the suggested threshold limit of 10% (Falk & Miller, 1992). 
Furthermore, the study finds that the impact of religiosity (REL) is stronger on memorable tourism 
experience (MTE) than any other variable (Table 4). 
The structural model and hypotheses were evaluated using PLS-SEM. Path coefficients were determined 
and assessed for significance. Results supported the proposed research hypotheses (Table 4). Religiosity 
(REL) significantly influenced memorable tourism experience (MTE) (β = 0.574, p < .05), behavioral 
intention (B.I.) (β = 0.285, p < .05), and satisfaction (β = 0.150, p < .05), supporting H1, H2, and H3. 
MTE also significantly influenced behavioral intention (β = 0.380, p < .05) and satisfaction (β = 0.321, p 
< .05), supporting H4 and H5. Satisfaction significantly influenced behavioral intention (β = 0.283, p < 
.05), supporting H6. Religiosity explained 32% of the variance in destination image (R² = 0.329). 
Religiosity and MTEs together explained 18% of the variance in satisfaction (R² = 0.181). Religiosity, 
MTEs, and satisfaction together explained 57% of the variance in behavioral intention (R² = 0.572). All 
R² values exceeded the recommended 10% threshold (Falk & Miller, 1992), indicating religiosity's 
substantial explanatory power over endogenous constructs. Moreover, religiosity exerted a stronger 
influence on MTE than any other variable (Table 4). 
Table 2. Measurement items and loadings 
Constructs 
 

Item 
Code 

Measurement Items                                                                                    Loadings 

Religiosity     REL1 Everything that happens to me reminds me of God.        0.783 

REL2 My religion helps me to have a good life. 0.897 
REL3 I believe that God helps me. 0.847 
   
REL4 I feel happy when I think of God. 0.883 
REL5 I pray for guidance. 0.874 

Memorable 
Tourism 
Experience  

MTE1 I enjoyed this tourism experience. 0.745 

MTE2 I had a chance to experience the local culture of a 
destination area. 

       0.791 

MTE3 This trip was a revitalizing experience for me. 0.764 
MTE4 I did something meaningful. 0.814 
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MTE5 I enjoyed activities that I wanted to do 0.755 
Behavioral 
Intention  

BEH1 I will make an effort to revisit here within a year. 0.742 
BEH2 I will plan to visit here again within a year. 0.722 
BEH3 I would say positive things about this tourism site to other 

people. 
0.788 

BEH4 I will encourage those around  me to visit this place. 0.796 
Satisfaction  SAT1 I feel good about this tourism experience. 0.788 

SAT2 I found this tourism experience enjoyable. 0.726 
SAT3 I am satisfied with this tourism experience. 0.729 
SAT4 I feel good about my decision to visit here. 0.784 

4.3 Mediation effect 
The study found that both memorable tourism experience (MTE) and tourists' satisfaction (SAT) 
mediated the relationships between religiosity (REL) and behavioral intentions (BEH). In particular, the 
effect of religiosity on behavioral intention was mediated by MTE, REL → MTE→ BEH (indirect effect 
= 0.218, direct effect = 0.285), and Satisfaction played the role of mediator the impact of religiosity on 
behavioral intention, REL → SAT→ BEH (indirect effect = 0.042, direct effect = 0.285). To ensure our 
study was rigorous, we verified the p-value and t-value for all indirect effects. As shown in Table 5, the t-
value and p-value of the indirect impact for REL → MTE→ BEH and REL → SAT→ BEH were 
significant. 
The study found that both memorable tourism experience (MTE) and tourist satisfaction (SAT) mediated 
the relationships between religiosity (REL) and tourist’s behavioral intentions (BEH). Specifically, MTE 
mediated the influence of religiosity on behavioral intention, REL → MTE → BEH (indirect effect = 
0.218, direct effect = 0.285), and also satisfaction mediated the impact of religiosity on behavioral 
intention, REL → SAT → BEH (indirect effect = 0.042, direct effect = 0.285). To ensure 
comprehensiveness, the t-value and p-value for all indirect effects were verified. As shown in Table 5, the 
indirect effects for REL → MTE → BEH and REL → SAT → BEH were significant. 
Table 5. Results of mediating effect. 

Relationship Direct 
Effect 

t-value Significance 
p<.05  

Indirect 
Effect 

t-value Significance 
p<.05 

REL>MTE> BEH 0.285 5.039 YES 0.218 6.854 YES 

REL>SAT>BEH 0.285 5.039 YES 0.042 2.320 YES 

 
5. Conclusion, Implications, Limitations and Future Research   
 
5.1 CONCLUSION 
Despite pilgrimage's transformation into a contemporary form (Collins-Kreiner, 2016), research on 
religious tourism and pilgrimage remains limited. This study aims to comprehensively analyze existing 
research, identify challenges, and propose future research directions. Tourism literature acknowledges the 
importance of exploring memorable tourism experiences (MTEs) ( Kim et al., 2018; Mathisen, 2012). 
However, research on religiosity's influence on behavioral intentions is scarce. By creating a 
comprehensive model that connects religiosity, MTE, tourist satisfaction, and behavioral intentions in 
religious tourism, this study fills this knowledge vacuum. It also examines the direct and indirect impact 
of religiosity on behavioral intentions through MTE and visitor satisfaction. The findings contribute to 
understanding and serving India's significant tourism sector. This study confirms religiosity's direct 
positive effects on MTE, behavioral intention, and tourist satisfaction (H1, H2, H3), aligning with 
previous research (Ithnan & Ariffin, 2020; Eid & El-Gohary, 2015; Sulaiman et al., 2022; Preko et al., 
2020; Zulvianti et al., 2023; Juliana et al., 2024; Taheri et al., 2016), highlighting religiosity's role in 
determining behavioral intentions and satisfaction in religious tourism. 
While tourism literature extensively explores Islamic and Christian religiosity, research on Hindu 
religiosity and its influence on visitor behavior is limited. Given India's large market and potential for 
Hindu religious tourism, this study contributes by investigating the role of Hindu religiosity in shaping 
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the behavioral intentions of tourists visiting Varanasi, a prominent religious and cultural destination 
(Sharma, 2021). The study confirms memorable tourism experience's positive impact on behavioral 
intention (H4) and tourist satisfaction (H5), aligning with previous research (Chen & Phou, 2013; Kim 
& Ritchie, 2014; Ledikwe, 2021; Sharma & Nayak, 2019). Additionally, satisfaction positively and 
significantly influenced behavioral intention (H6), consistent with previous findings (Suhartanto, 2018; 
Sharma & Nayak, 2019). A key contribution is analyzing religiosity's indirect impact on behavioral 
intentions through MTE and visitor satisfaction mediation in religious tourism. The study found that 
both MTE and tourist satisfaction played the role of mediator in between the influence of religiosity on 
behavioral intention. Specifically, MTE mediated the influence with an indirect impact of 0.218 and a 
direct impact of 0.285, while satisfaction mediated the effect with an indirect impact of 0.042 and a direct 
impact of 0.285. The t-value and p-value for all indirect effects were validated (Table 5). 
Table 4. Results of the structural model.  

Hypothesis Path Path 
Coefficient (β) 
  

P-Value     Remarks R Squared   

HI REL  => MTE 0.574 0.000 Supported 0.329 

H2 REL  =>  BEH 0.285 0.000 Supported 0.572 

H3 REL  =>  SAT 0.150 0.009 Supported 0.181 

H4 MTE => BEH 0.380 0.000 Supported  

H5 MTE => SAT 0.321 0.000 Supported  

H6 SAT  => BEH 0.283 0.000 Supported  

 
5.2 Academic and practical implications 
This research offers significant theoretical and managerial implications for enhancing service quality at 
religious tourism destinations. As competition intensifies within the tourism industry (Kim & Ritchie, 
2014), understanding factors influencing visitor loyalty becomes crucial. While religiosity, memorable 
tourism experiences (MTEs), and visitor satisfaction have been linked to behavioral intentions (Hariani 
et al., 2017; Sim & Bujang, 2012;  Chi, 2012; Kim and Ritchie, 2014), their combined effects on 
behavioral intention in the context of religious tourism remain unexplored. The study's findings offer 
useful information to managers of tourism and marketers. In theory, this study makes a distinctive 
addition to the field of religious tourism. It explores the connection between religious beliefs, memorable 
travel experiences, and behavioral intentions in addition to validating aspects of religiosity. The results 
greatly advance the field's understanding by showing that religiosity affects religious tourists' behavioral 
intentions both directly and indirectly (via MTEs and visitor satisfaction). 
5.3 Limitations and suggestions for future research 
Despite the fact that this study provides useful information, it is crucial to acknowledge many limitations 
on how MTEs, religiosity, and visitor satisfaction all interact to influence future behavior. Because the 
study's primary focus is on domestic tourists visiting Varanasi, its findings cannot be extended to other 
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cultural groups. To confirm findings, more cross-cultural studies using a range of samples are advised. 
Additionally, while this study examined MTEs, religiosity, and satisfaction's impact on behavioral 
intentions, previous research highlights perceived value as a key influence on visitor behavior (Prebensen 
& Xie, 2017). Incorporating perceived value into future studies could enhance the framework. 
Furthermore, the questionnaire's closed-ended format restricted in-depth exploration of memorable 
tourism, religiosity, and behavioral intentions. Employing open-ended questions or qualitative research 
methods could enrich future studies. 
 
REFERENCE  
1.  
2. Abror, A., Patrisia, D., Engriani, Y., Wardi, Y., Hamid, R. S., Najib, M., ... & Ratnasari, R. T. (2023). Antecedents of Muslim 
tourist loyalty: The role of Islamic religiosity and tourist value co-creation. Cogent Business & Management, 10(2), 2247871. 
3. Abror, A., Wardi, Y., Trinanda, O., & Patrisia, D. (2019). The impact of Halal tourism, customer engagement on satisfaction: 
moderating effect of religiosity. Asia Pacific Journal of Tourism Research, 24(7), 633-643. 
4. Alphons, K.J. (2020) Government to promote religious tourism through Yoga, Ayurveda, and new schemes. Accessed from 
https://timesofindia.indiatimes.com . 
5. Amer, M. (2024). Systematic review of religiosity and social responsibility. Journal of Business and Socio-economic 
Development, 4(3), 254-271.  
6. Anderson, J. C., & Gerbing, D. W. (1988). Structural equation modeling in practice: A review and recommended two-step 
approach. Psychological bulletin, 103(3), 411. 
7. Andriotis, K. (2009). Sacred site experience: A phenomenological study. Annals of tourism Research, 36(1), 64-84. 
8. Annual Report (2018) Annual report 2018 of Ministry of Tourism, Government of India. Retrieved from www. 
tourism.gov.in on 30 May, 2020. 
9. Bassey, B. E. (2014). Conceptual Development in Festival Quality Management: Implications for Product Development and 
Marketing. Zeszyty Naukowe Uniwersytetu Szczeciń skiego. Scientific Journal. Service Management, 13, 39-48. 
10. Bassey, F. O. (2014). The effect of perceived price fairness on customer satisfaction and loyalty (Doctoral dissertation, Eastern 
Mediterranean University (EMU)-Doğ u Akdeniz Üniversitesi (DAÜ)). 
11. Bhadeshiya, H., & Prajapati, U. (2024). Religious tourism: An insight into the government's efforts to promote “Incredible 
India”. In Tourism Planning and Destination Marketing, 2nd Edition (pp. 237-258). Emerald Publishing Limited. 
12. Biswas, C., Deb, S. K., Hasan, A. A. T., & Khandakar, M. S. A. (2021). Mediating effect of tourists’ emotional involvement 
on the relationship between destination attributes and tourist satisfaction. Journal of Hospitality and Tourism Insights, 4(4), 
490-510. 
13. Callanan, M. (2005). Institutionalizing participation and governance? New participative structures in local government in 
Ireland. Public Administration, 83(4), 909-929. 
14. Carù, A., & Cova, B. (2003). Revisiting consumption experience: A more humble but complete view of the 
concept. Marketing theory, 3(2), 267-286. 
15. Chen, C. F., & Chen, F. S. (2010). Experience quality, perceived value, satisfaction and behavioral intentions for heritage 
tourists. Tourism management, 31(1), 29-35. 
16. Chen, C. F., & Phou, S. (2013). A closer look at destination: Image, personality, relationship and loyalty. Tourism 
management, 36, 269-278. 
17. Chen, C. F., & Tsai, D. (2007). How destination image and evaluative factors affect behavioral intentions?. Tourism 
management, 28(4), 1115-1122. 
18. Chen, C. M., Chen, S. H., Lee, H. T., & Tsai, T. H. (2016). Exploring destination resources and competitiveness–A 
comparative analysis of tourists' perceptions and satisfaction toward an island of Taiwan. Ocean & Coastal Management, 119, 
58-67. 
19. Chen, K. H., Huang, L., & Ye, Y. (2023). Research on the relationship between wellness tourism experiencescape and revisit 
intention: A chain mediation model. International Journal of Contemporary Hospitality Management, 35(3), 893-918. 
20. Chi, C. G. Q. (2012). An examination of destination loyalty: Differences between first-time and repeat visitors. Journal of 
Hospitality & Tourism Research, 36(1), 3-24. 
21. Choo, H., & Petrick, J. F. (2014). Social interactions and intentions to revisit for agritourism service encounters. Tourism 
management, 40, 372-381. 
22. Collins-Kreiner, N. (2016). The lifecycle of concepts: the case of ‘Pilgrimage Tourism’. Tourism Geographies, 18(3), 322-334. 
23. Das, A., Kondasani, R. K. R., & Deb, R. (2024). Religious tourism: a bibliometric and network analysis. Tourism 
Review, 79(3), 622-634. 
24. Dires, A., & Anteneh, M. (2016). The effect of service quality on tourist satisfaction/loyalty at Gondar and its 
vicinity. International Journal in Management & Social Science, 4(3), 445-458. 
25. Eid, R., & El-Gohary, H. (2015). The role of Islamic religiosity on the relationship between perceived value and tourist 
satisfaction. Tourism management, 46, 477-488.  
26. El-Gohary, H. (2016). Halal tourism, is it really Halal?. Tourism Management Perspectives, 19, 124-130. 
27. Evren, S., Şimşek Evren, E., & Çakıcı, A. C. (2020). Moderating effect of optimum stimulation level on the relationship 
between satisfaction and revisit intention: the case of Turkish cultural tourists. International Journal of Culture, Tourism and 
Hospitality Research, 14(4), 681-695. 
28. Falk, R. F. (1992). A primer for soft modeling. Ohio University of AkronPress. 

https://timesofindia.indiatimes.com/


International Journal of Environmental Sciences 
ISSN: 2229-7359 
Vol. 11 No. 20s, 2025 
https://theaspd.com/index.php 

191 
 

29. Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable variables and measurement 
error. Journal of marketing research, 18(1), 39-50. 
30. Gumede, T. K., & Mdiniso, J. M. (2022). Sustaining tourist loyalty toward cultural heritage tourism sites amid COVID-19: 
A case of KwaZulu-Natal, South Africa. African Journal of Hospitality, Tourism and Leisure, 11(4), 1362-1380. 
31. Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or CB-SEM: updated guidelines on which 
method to use. International Journal of Multivariate Data Analysis, 1(2), 107-123. 
32. Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing theory and 
Practice, 19(2), 139-152. 
33. Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-
SEM. European business review, 31(1), 2-24. 
34. Hariani, D., Rahmanita, M., & Ingkadijaya, R. (2017). The influence of availability of Muslim friendly facilities towards 
Indonesian Muslim tourist revisit intention to Japan. TRJ Tourism Research Journal, 1(1), 133-143. 
35. Harrigan, P., Evers, U., Miles, M., & Daly, T. (2017). Customer engagement with tourism social media brands. Tourism 
management, 59, 597-609. 
36. Hosany, S., Sthapit, E., & Björk, P. (2022). Memorable tourism experience: A review and research agenda. Psychology & 
Marketing, 39(8), 1467-1486. 
37. Hosseini, S., Cortes Macias, R., & Almeida Garcia, F. (2023). Memorable tourism experience research: a systematic review 
of the literature. Tourism Recreation Research, 48(3), 465-479. 
38. Ithnan, I. H. M., & Ariffin, A. A. M. (2020). Behavioral intention towards “halal hotels”: religiosity or ethnicity. WSEAS 
transactions on business and economics, 17, 58-73. 
39. Jayaswal, V. (2019). Sacred spaces of the middle Ganga valley: A case study of Varanasi. In Negotiating Cultural Identity (pp. 
79-96). Routledge India. 
40. Juliana, J., Syiva, A. N., Rosida, R., Permana, E., Zulfikar, R. M., Abduh, M., & Inomjon, Q. (2024). Revisit Intention 
Muslim Tourists to Halal Tourism in Yogyakarta: Analysis of Facilities, Promotion, Electronic Word of Mouth, and 
Religiosity. Review of Islamic Economics and Finance, 7(1), 1-22. 
41. Kahraman, O. C., & Cifci, I. (2023). Modeling self-identification, memorable tourism experience, overall satisfaction and 
destination loyalty: Empirical evidence from small island destinations. Journal of Hospitality and Tourism Insights, 6(2), 1001-
1023. 
42. Kanwel, S., Lingqiang, Z., Asif, M., Hwang, J., Hussain, A., & Jameel, A. (2019). The influence of destination image on 
tourist loyalty and intention to visit: Testing a multiple mediation approach. Sustainability, 11(22), 6401. 
43. Khanna, A., & Thadani, M. (2010). Ten Trends Influencing Hospitality in India: How the Game is Changing. HVS: New 
Delhi. 
44. Kim, B., Kim, S., & King, B. (2020). Religious tourism studies: evolution, progress, and future prospects. Tourism Recreation 
Research, 45(2), 185-203. 
45. Kim, J. H. (2010). Determining the factors affecting the memorable nature of travel experiences. Journal of Travel & Tourism 
Marketing, 27(8), 780-796. 
46. Kim, J. H. (2018). The impact of memorable tourism experiences on loyalty behaviors: The mediating effects of destination 
image and satisfaction. Journal of travel research, 57(7), 856-870. 
47. Kim, J. H., & Ritchie, J. B. (2014). Cross-cultural validation of a memorable tourism experience scale (MTES). Journal of 
Travel Research, 53(3), 323-335. 
48. Kim, J. H., Ritchie, J. B., & McCormick, B. (2012). Development of a scale to measure memorable tourism 
experiences. Journal of Travel research, 51(1), 12-25. 
49. Kim, J. H., Ritchie, J. R. B., & McCormick, B. (2010). Development of a scale to measure memorable tourism 
experiences. European Journal of Tourism Research, 3(2), 123-126. 
50. Kim, J., Kim, B., & Park, S. (2013). The effects of tourism ritualization, ritual performance on tourist satisfaction. Journal 
of Quality Assurance in Hospitality & Tourism, 14(3), 245-263. 
51. Kim, J.H. and Ritchie, J.R.B. (2014), “Cross-cultural validation of a memorable tourism experience scale (MTES)”, Journal 
of Travel Research, Vol. 53 No. 3, pp. 323-335. 
52. Kim, M. J., & Hall, C. M. (2019). A hedonic motivation model in virtual reality tourism: Comparing visitors and non-
visitors. International Journal of Information Management, 46, 236-249. 
53. Laing, J., Wheeler, F., Reeves, K., & Frost, W. (2014). Assessing the experiential value of heritage assets: A case study of a 
Chinese heritage precinct, Bendigo, Australia. Tourism Management, 40, 180-192. 
54. Ledikwe, A. (2021). Determinants of behavioural intention towards travel applications in an emerging African economy: a 
perspective on the hospitality industry. African Journal of Hospitality, Tourism and Leisure, 10(10), 6. 
55. Lehto, X. Y., O’leary, J. T., & Morrison, A. M. (2004). The effect of prior experience on vacation behavior. Annals of tourism 
research, 31(4), 801-818. 
56. Li, F., Wen, J., & Ying, T. (2018). The influence of crisis on tourists’ perceived destination image and revisit intention: An 
exploratory study of Chinese tourists to North Korea. Journal of destination marketing & management, 9, 104-111. 
57. 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. 
58. Mathisen, L. (2012). The exploration of the memorable tourist experience. In Advances in hospitality and leisure (pp. 21-
41). Emerald Group Publishing Limited. 
59. Memon, M. A., Ramayah, T., Cheah, J. H., Ting, H., Chuah, F., & Cham, T. H. (2021). PLS-SEM statistical programs: a 
review. Journal of Applied Structural Equation Modeling, 5(1), 1-14. 
60. Ministry of Tourism (2020) Monthly Report 2020, Ministry of Tourism, Government of India. Retrieved from www. 
tourism.gov.in on 30 May, 2020. 



International Journal of Environmental Sciences 
ISSN: 2229-7359 
Vol. 11 No. 20s, 2025 
https://theaspd.com/index.php 

192 
 

61. Mittal, R., & Sinha, P. (2022). Framework for a resilient religious tourism supply chain for mitigating post-pandemic 
risk. International Hospitality Review, 36(2), 322-339. 
62. Mohamad, M., Ab Ghani, N. I., Mamat, M., & Mamat, I. (2014). Satisfaction as a mediator to the relationships between 
destination image and loyalty. World Applied Sciences Journal, 30(9), 1113-1123. 
63. Nechoud, L., Ghidouche, F., & Seraphin, H. (2021). The influence of eWOM credibility on visit intention: An integrative 
moderated mediation model. Journal of Tourism, Heritage & Services Marketing (JTHSM), 7(1), 54-63. 
64. Novitasari, D., Asbari, M., & Purwanto, A. (2022). Tourist satisfaction and performance of tourism industries: how the role 
of innovative work behaviour, organizational citizenship behaviour?. Journal of Industrial Engineering & Management 
Research, 3(1). 
65. Obregon, S. L., Lopes, L. F. D., Kaczam, F., da Veiga, C. P., & da Silva, W. V. (2022). Religiosity, spirituality and work: A 
systematic literature review and research directions. Journal of Business Ethics, 179(2), 573-595. 
66. Oliver, P. (1997). Research. Teach Yourself. 
67. Panzini, R. G., Mosqueiro, B. P., Zimpel, R. R., Bandeira, D. R., Rocha, N. S., & Fleck, M. P. (2017). Quality-of-life and 
spirituality. International Review of Psychiatry, 29(3), 263-282. 
68. Park, J. Y., & Jang, S. S. (2014). Why do customers switch? More satiated or less satisfied. International Journal of Hospitality 
Management, 37, 159-170. 
69. Park, S., & Santos, C. A. (2017). Exploring the tourist experience: A sequential approach. Journal of Travel Research, 56(1), 
16-27. 
70. Parry, J. P. (1994). Death in banaras. Cambridge University Press. 
71. Peng, J., Yang, X., Fu, S., & Huan, T. C. T. (2023). Exploring the influence of tourists’ happiness on revisit intention in the 
context of Traditional Chinese Medicine cultural tourism. Tourism Management, 94, 104647. 
72. Phi, H. D., Quang, T. N., Phuong, T. H. T., & Linh, N. N. (2022). Effects of Destination Image on Revisit Intention: The 
Intermediate Role of Satisfaction & Words of Mouth (Empirical Evidence in Ho Chi Minh City, Vietnam). Studies of Applied 
Economics, 40(1). 
73. Pratminingsih, S. A., Rudatin, C. L., & Rimenta, T. (2014). Roles of motivation and destination image in predicting tourist 
revisit intention: A case of Bandung-Indonesia. International Journal of Innovation, Management and Technology, 5(1), 19. 
74. Prebensen, N. K., & Xie, J. (2017). Efficacy of co-creation and mastering on perceived value and satisfaction in tourists' 
consumption. Tourism Management, 60, 166-176. 
75. Preko, A., Mohammed, I., & Ameyibor, L. E. K. (2020). Muslim tourist religiosity, perceived values, satisfaction, and 
loyalty. Tourism Review International, 24(2-3), 109-125. 
76. Punpairoj, W., Namahoot, K. S., Wattana, C., & Rattanawiboonsom, V. (2023). The Influence of Innovativeness on Revisit 
Intention: The Mediating Role of Word-of-Mouth in Augmented Reality for Tourism in Thailand. International Journal of 
Professional Business Review: Int. J. Prof. Bus. Rev., 8(6), 30. 
77. Rashid, A. G. (2018). Religious tourism–a review of the literature. Journal of Hospitality and Tourism Insights, 1(2), 150-
167. 
78. Richards, G., & van der Ark, L. A. (2013). Dimensions of cultural consumption among tourists: Multiple correspondence 
analysis. Tourism Management, 37, 71-76. 
79. Santos, X. M. (2022). The way of St. James in religious tourism research. International Journal of Religious Tourism and 
Pilgrimage, 9(6), 11. 
80. Sharma, M. (2021). Gratitude, Forgiveness and Religiosity-A Comparative Study. 
81. Sharma, P., & Nayak, J. K. (2017). Residents’ Perception of Religious Tourism and Its Impacts: A Case of Uttarakhand, 
India. ICRBS-2017, 2017. 
82. Sharma, P., & Nayak, J. K. (2019). Understanding memorable tourism experiences as the determinants of tourists' 
behaviour. International Journal of Tourism Research, 21(4), 504-518. 
83. Sharma, R. (2021). Pilgrimage tourism satisfaction with reference to Prayagraj and Varanasi: An empirical study. Turkish 
Journal of Computer and Mathematics Education (TURCOMAT), 12(5), 1638-1649. 
84. Shinde, K. (2022). The spatial practice of religious tourism in India: A destinations perspective. Tourism Geographies, 24(4-
5), 902-922. 
85. Shinde, K. A. (2022). How Effective Is a Buddhist Pilgrimage Circuit as a Product and Strategy for Heritage Tourism in 
India?. Heritage, 5(4), 3846-3863. 
86. Shinde, K., & Singh, R. P. B. (2023). Still on UNESCO’s “Tentative List of World Heritage”? Heritage, Tourism, and 
Stunted Growth in Sarnath (Varanasi), India. Heritage 2023, 6, 5051–5065. 
87. Siddqiue, M. U., Bajwa, S. U., & Zafar, M. (2024). An Analysis of Religious Tourism Perspective; A systematic literature 
review from 1992 to 2022. Pakistan Journal of Management Sciences and Technology, 2(2), 94-106. 
88. Sim, A. K., & Bujang, S. (2012). Work-family interface of hospitality industry in Malaysia: The moderating effects of 
religiosity. Asian Social Science, 8(8), 139-148. 
89. Singh, G., Sharma, S., Sharma, R., & Dwivedi, Y. K. (2021). Investigating environmental sustainability in small family-owned 
businesses: Integration of religiosity, ethical judgment, and theory of planned behavior. Technological Forecasting and Social 
Change, 173, 121094. 
90. Singh, R. (2009). Banaras: Making of India’s heritage city. Cambridge Scholars Publishing. 
91. Singh, R. P. (1988). The image of Varanasi: sacrality and perceptual world. National Geographical Journal of India, 34(1), 
01-32. 
92. Singh, R., & Mehraj, N. (2018). Destination brand experience and its relationship with tourists satisfaction and intention 
to recommend: A conceptual model. African Journal of Hospitality, Tourism and Leisure, 7(1), 1-13. 
93. Sthapit, E., & Coudounaris, D. N. (2018). Memorable tourism experiences: Antecedents and outcomes. Scandinavian 
Journal of Hospitality and Tourism, 18(1), 72-94. 



International Journal of Environmental Sciences 
ISSN: 2229-7359 
Vol. 11 No. 20s, 2025 
https://theaspd.com/index.php 

193 
 

94. Sthapit, E., Bjo¨rk, P. and Coudounaris, D.N. (2017), “Emotions elicited by local food consumption, memories, place 
attachment and behavioural intentions”, Anatolia, Vol. 28 No. 3, pp. 363-380. 
95. Suhartanto, D. (2018). Tourist satisfaction with souvenir shopping: evidence from Indonesian domestic tourists. Current 
Issues in Tourism, 21(6), 663-679. 
96. Sulaiman, R., Toulson, P., Brougham, D., Lempp, F., & Haar, J. (2022). The role of religiosity in ethical decision-making: A 
study on Islam and the Malaysian workplace. Journal of Business Ethics, 179(1), 297-313. 
97. Taheri, B. (2016). Emotional connection, materialism, and religiosity: An Islamic tourism experience. Journal of Travel & 
Tourism Marketing, 33(7), 1011-1027. 
98. Tegambwage, A. G., & Kasoga, P. S. (2023). Determinants of customer loyalty in Islamic banking: the role of religiosity. 
Journal of Islamic Marketing, 14(12), 3150-3167. 
99. Tiwari, A. V., Bajpai, N., Singh, D., & Vyas, V. (2022). Antecedents of hedonism affecting memorable tourism experience 
(MTE) leading to revisit intention in tourists. International Journal of Tourism Cities, 8(3), 588-602. 
100. Tung, V. W. S., & Ritchie, J. B. (2011). Exploring the essence of memorable tourism experiences. Annals of tourism 
research, 38(4), 1367-1386. 
101. UNWTO. (2011). Religious tourism in Asia and the Pacific. Madrid: Author. 
102. Wang, C. Y., & Hsu, M. K. (2010). The relationships of destination image, satisfaction, and behavioral intentions: An 
integrated model. Journal of Travel & Tourism Marketing, 27(8), 829-843. 
103. Wang, K. Y. (2022). Sustainable tourism development based upon visitors’ brand trust: A case of “100 religious 
attractions”. Sustainability, 14(4), 1977. 
104. Wang, Y., Yang, Y., Huang, S. S., Huang, L., & Sun, W. (2021). Effects of air quality and weather conditions on Chinese 
tourists’ emotional experience. Journal of Hospitality and Tourism Management, 48, 1-9. 
105. Zeng, L., & Yi Man Li, R. (2021). Tourist satisfaction, willingness to revisit and recommend, and mountain kangyang 
tourism spots sustainability: A structural equation modelling approach. Sustainability, 13(19), 10620. 
106. Zhong, Y. Y. S., Busser, J., & Baloglu, S. (2017). A model of memorable tourism experience: The effects on satisfaction, 
affective commitment, and storytelling. Tourism Analysis, 22(2), 201-217. 
107. Zulvianti, N., Aimon, H., & Abror, A. (2023). Perceived Environmental Value, Destination Image, and Tourist Loyalty: 
The Role of Tourist Satisfaction and Religiosity. Sustainability, 15(10), 8038. 
 
 


