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Satisfaction, Loyalty, Context and Purpose: This study, using a descriptive survey approach, examines

Religious Tourism<PLS the role of religious tourism in Qom Province as the religious capital of Iran. The
primary objective is to evaluate the impact of spiritual and cultural motivations
on attracting pilgrims and analyze factors affecting their satisfaction and loyalty.
Design/methodology/approach: Data were collected through questionnaires
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December 15, 2024 study emphasizes that enhancing service quality and providing valuable

experiences can increase pilgrim loyalty and boost religious tourism. There is a
significant relationship between travel motivations and pilgrim satisfaction;
moreover, pilgrim satisfaction positively affects their loyalty. Recommendations
include conducting comprehensive evaluations of pilgrims’ motivations,
satisfaction, and loyalty to enhance travel experiences, assessing influential
factors such as the quality of religious sites, tourism infrastructure, and socio-
cultural elements, and performing longitudinal research to examine changes in
motivations over time. Originality/value: This research, focusing on Qom
Province as the religious capital of Iran, demonstrates its innovation by
comprehensively examining spiritual and cultural motivations in attracting
pilgrims and analyzing factors affecting their satisfaction and loyalty.
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1. Introduction

Religious tourism has gained significant
attention and is driven by spiritual and
religious motivations. Understanding the
relationship between travel motivations,
satisfaction, and loyalty is crucial for
industry stakeholders. Studies emphasize
the impact of both push and pull factors on
tourist satisfaction, which in turn
influences loyalty. Ultimately, enhancing
service quality and overall satisfaction are
key to fostering greater customer loyalty
in religious tourism.

2. Research Methodology

This research uses a positivist philosophy
and a deductive-inductive approach to
investigate the relationships between
travel motivations, satisfaction, and loyalty
in religious tourism. Quantitative data was
collected through surveys and analyzed
using partial least squares structural
equation modeling with  SmartPLS
software. The study, which employed a
survey strategy, confirmed the validity and
reliability of its data collection methods
through expert interviews, content
validity, and construct validity. It used a
70-sample size from 100 distributed
questionnaires.

3. Research Findings

This study employed SmartPLS to analyze
a conceptual model, assessing
measurement models, structural models,
and overall model fit. Measurement model
fit involved confirmatory factor analysis,
reliability ~ (Cronbach's  alpha  and
composite reliability), convergent validity
(AVE), and discriminant validity. Structural
model fit evaluated path coefficients (t-
values), R?, Q2 effect size (F?), and
redundancy. The overall model fit was

assessed using the GOF index. Results
indicated an acceptable fit for all model
types. Hypothesis testing revealed that
travel motivation, satisfaction, and loyalty
significantly impact religious tourism, with
satisfaction having the strongest path
coefficient and the variables explaining
87% of the variance in religious tourism.
The GOF was 0.484, indicating a good
overall model fit.

4. Conclusion

Religious tourism is vital for the tourism
industry, and Qom is a major center in
Iran. This study models the relationships
between travel motivations, satisfaction,
and loyalty using PLS analysis. Religious
and spiritual motivations significantly
influence  satisfaction and loyalty.
Satisfaction mediates the relationship
between motivation and loyalty, meaning
satisfied visitors are more likely to return.
Improving religious sites, religious events,
and cultural services enhances
satisfaction and loyalty. These findings
align with previous research emphasizing
the impact of motivation, infrastructure,
and service quality on tourist satisfaction.
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