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ABSTRACT 
This study aims to analyze the influence of religiosity and destination 

image on the Satisfaction and Loyalty of Muslim tourists at halal tourist 

destinations in the Special Region of Yogyakarta (DIY). The research 

population includes all tourists who have visited halal destinations in 

DIY, and sampling is conducted using convenience sampling, with a 

selected sample of 247 respondents. Data were collected via an online 

questionnaire and analysed using a mediation approach to test the 

direct and indirect effects among variables, which were subsequently 

tested using Smart PLS. The results showed that religiosity and 

destination image had a positive and significant effect on the Satisfaction 

and Loyalty of Muslim tourists. Tourists with high levels of religiosity 

felt more satisfied and were more loyal when their travel experiences 

aligned with Islamic values. Destination image that reflects hospitality, 

cleanliness, and the availability of halal facilities strengthens tourists' 

positive perceptions and trust. In addition, Satisfaction was found to 

mediate the relationship between religiosity and destination image on 

loyalty, indicating that spiritually meaningful experiences can foster 

emotional attachment and commitment to return. 

Keywords: Destination Image; Satisfaction; Loyalty; Religiosity; Halal 
Tourism. 
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1. INTRODUCTION 

The increased adoption of halal practices across various industries confirms a global shift towards 

meeting the needs of Muslim tourists, especially in the tourism sector, which increasingly demands 

services aligned with sharia principles (Gautam et al., 2024; Qureshi et al., 2025). This trend is also 

driven by the increasing search for spiritual and cultural experiences as part of travel, which not only 

creates personal value for tourists but also contributes to strengthening the local economy through the 

development of religious destinations (Ambrož & Ovsenik, 2011;  Guriţă & Scortescu, 2023). In the 

context of halal tourism, tourist loyalty is a strategic indicator of destination sustainability, reflecting 

emotional attachment and the intention to revisit, thereby enhancing a destination's competitiveness 

(Kotler & Keller, 2021; Dapena-Baron et al., 2020). 

Religiosity and destination image have been identified as important factors in shaping tourist loyalty, 

although previous research has shown empirical inconsistencies. Religiosity influences tourists' 

selectivity in choosing destinations that align with their spiritual values (Weiss & Forstmann, 2024;  

Hassani & Moghavvemi, 2020), while a positive destination image can strengthen perceptions of quality, 

safety, and the spiritual value of the destination, ultimately increasing the intention to revisit 

(Tavitiyaman et al., 2021; Manyangara et al., 2023). Inconsistencies in previous literature suggest that 

religiosity can increase tourist loyalty (Zulvianti et al., 2023; Mustikawati et al., 2022). However, this 

contradicts the findings of Dinh et al. (2022), who found that neither has a significant influence. These 

results indicate the need for a more comprehensive analysis of the mechanisms linking these variables. 

Tourist satisfaction emerges as a crucial mediating variable in explaining how religiosity and 

destination image indirectly shape Loyalty (Wahyoedi et al., 2021; Chi & Qu, 2008). Satisfaction reflects 

the fulfillment of tourists' expectations, both spiritual and functional, thereby strengthening their 

emotional bond with the destination. However, research exploring the possibility of a reverse causal 

relationship that the image of an Islamic destination can increase tourists' religiosity through spiritual 

experiences remains very limited. This approach expands the theoretical construct by positioning 

religiosity not only as a fixed antecedent but also as a variable that can be shaped through exposure to 

religious values in the context of halal tourism. This perspective opens up new avenues for 

understanding the psychological dynamics of halal tourists. 

At the national level, Indonesia ranks highest, driven by the strength of its halal infrastructure, 

destination diversification, and government policy support (Mahardhani et al., 2024; Widjaja et al., 

2020). However, Special Region of Yogyakarta (DIY) achievements in this regard still lag behind those 

of other provinces, such as NTB and Aceh, indicating that integrating halal values into destination 

development is not yet optimal despite the province's enormous cultural and historical potential. The 

dominance of tourism focused on non-Islamic cultural sites, such as Hindu-Buddhist temples, creates a 

gap between the needs of Muslim tourists and the characteristics of available destinations. 

In light of these conceptual and empirical gaps, this study was designed to investigate in greater depth the 

roles of religiosity and destination image in influencing the loyalty of halal tourists in DIY, with Satisfaction as 

a mediating mechanism that bridges this relationship. In practical terms, the results of this study are expected 

to strengthen halal tourism marketing strategies, enrich destination development policies, and increase the 

competitiveness of DIY in the national and global halal tourism market. 

 

 

2. LITERATURE REVIEW 

2.1. Stimulus-Organism-Response (S-O-R) 

This study adopts the Stimulus–Organism–Response (S-O-R) theory introduced by Mehrabian and 

Russell in 1974 (Kapoor et al., 2022), which has been widely applied to explain how environmental 
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stimuli influence individual behavioral responses through internal psychological processes (Tawaf & 

Tagg, 2012). Although the S-O-R framework is considered robust in explaining behavior across various 

contexts, including technology adoption and tourism, prior studies report inconsistent findings 

regarding the relationships among stimulus, organism, and response  (Pandita et al., 2021). However, 

these inconsistencies are often under-theorized, particularly in explaining how contextual and 

individual-level factors shape the mechanism through which stimuli are processed and translated into 

behavioral outcomes. 

A critical debate in the literature concerns the conceptualization of the “stimulus.” Stimulus refers to 

external factors that influence an individual's psychological state (Eroglu et al., 2001). While some 

studies focus on functional attributes such as service quality or technological features, others emphasize 

symbolic and value-driven factors, such as religiosity and destination image. This divergence suggests 

that stimuli are not universally interpreted but instead are filtered through individuals’ socio-cultural 

backgrounds and personal value systems. In the context of halal tourism, religiosity represents more 

than an external factor; it functions as an internalized belief system that shapes perceptions and 

emotional responses toward tourism offerings. Similarly, destination image is subject to subjective 

interpretation, leading to variations in how individuals cognitively and affectively evaluate a 

destination. These differences help explain the inconsistencies found in prior empirical studies. 

The “organism” component, defined as the internal processes that mediate the relationship between 

stimulus and response (Fu et al., 2021), also presents conceptual ambiguity. In many studies, organism 

is operationalized as satisfaction, yet satisfaction itself has been interpreted differently across the 

literature sometimes as an effective response, and other times as a cognitive evaluation. This duality 

may contribute to mixed empirical results, where satisfaction does not consistently mediate the 

relationship between external stimuli and behavioral outcomes. In this study, tourist satisfaction is 

conceptualized as a multidimensional construct that captures both emotional reactions and cognitive 

evaluations arising from exposure to religiosity and destination image, thereby providing a more 

comprehensive representation of the organism construct. 

Furthermore, the “response” component, which reflects the final behavioral outcome, has been 

widely associated with loyalty. Response refers to the behavior that emerges after individuals process 

stimuli through internal mechanisms, which can be positive or negative depending on the evaluation 

process. However, the relationship between satisfaction and loyalty remains debated. While some 

studies suggest that satisfaction directly leads to loyalty, others find that this relationship is conditional 

and influenced by additional factors such as personal values, situational constraints, and alternative 

choices. In the context of halal tourism, loyalty may not solely depend on satisfaction but also on the 

degree to which tourism experiences align with individuals’ religious beliefs and expectations. 

 

 

 

 

Figure 1. SOR Model 
Source: Authors own elaboration (2025) 

 

By addressing these theoretical debates, this study extends the S-O-R model (Figure 1) beyond a 

linear stimulus–response framework and positions it as a context-dependent process influenced by 

both external and internal factors. Specifically, religiosity and destination image are treated as key 

stimuli that shape tourist satisfaction as the organism, which in turn influences tourist loyalty as the 

response. This approach provides a more nuanced explanation of previously observed inconsistencies 

Stimulus 
(Religiousness and 
destination image) 

Organism  
(Tourist Satisfaction)  

Response  
(Tourist Loyalty)  
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and contributes to the literature by integrating value-based and perceptual dimensions within the S-O-

R framework in the context of halal tourism (Abror et al., 2019;  Al-Ansi & Han, 2019), please see Figure 

2 for the conceptual framework of this study. 

2.2. Hypothesis Formulation  

The Influence of Religiosity on Tourist Loyalty 

Religiosity reflects the internalization of religious beliefs and practices that influence how individuals assess 

and carry out their daily activities, including in the context of tourism (Zulvianti et al., 2023). In the context of 

halal tourism, tourists with high levels of religiosity tend to choose destinations that align with their spiritual 

values, so that their travel preferences are not only recreational but also an expression of religious observance 

(Tavitiyaman et al., 2021; Preko et al., 2020). When their religious values are accommodated, their emotional 

attachment to the destination becomes stronger, increasing the likelihood of repeat visits and 

recommendations. Empirical evidence shows that religiosity has a significant effect on Loyalty (Mustikawati et 

al., 2022; Wahyoedi et al., 2021). 

H1: Religiosity has a significant positive effect on tourist loyalty. 

 

The Influence of Religiosity on Tourist Satisfaction 

Religiosity plays a foundational role in shaping tourists' perceptions of the compatibility between 

destination values and their religious teachings (Zulvianti et al., 2023). When destinations provide worship 

facilities, halal food, and activities that support spiritual needs, tourists with high levels of religiosity feel a sense 

of value alignment, which drives increased Satisfaction (Yuliviona et al., 2019). The literature shows that the 

fulfilment of spiritual needs is an important determinant of halal tourist satisfaction (Preko et al., 2020). 

H2: Religiosity has a significant positive effect on tourist satisfaction. 

 

The Influence of Destination Image on Tourist Loyalty 

Destination image is a tourist's comprehensive perception of a place, reflecting cognitive and emotional 

impressions of the destination's services and environment (Ramseook-Munhurrun et al., 2015). In the context 

of halal tourism, an image that emphasizes alignment with Islamic values is a key factor in strengthening tourist 

attachment, thereby encouraging repeat visits and recommendations (Padrón-Ávila et al., 2022). Empirical 

evidence confirms that destination image significantly influences Loyalty (Zulvianti et al., 2023;  Stavrianea & 

Kamenidou, 2022). 

H3: Destination image has a significant positive effect on tourist loyalty. 

 

The Influence of Destination Image on Tourist Satisfaction 

Destination image is an important predictor of Satisfaction because tourists' initial perceptions serve as a 

standard for evaluating their travel experiences (Wang et al., 2023). When perceptions of facilities, the 

environment, and destination value alignment align with expectations, satisfaction levels increase significantly. 

Previous studies consistently show that a positive destination image results in a more satisfying experience 

(Zulvianti et al., 2023;  Padrón-Ávila et al., 2022). 

H4: Destination image has a significant positive effect on tourist satisfaction. 

 

The Influence of Destination Image on Tourist Religiosity 

In halal tourism, the image of a destination is not only related to aesthetic and functional aspects but also to 

the religious values it represents (Eitzenberger & Thimm, 2024; Yaakop et al., 2016). Destinations that clearly 

express religious identity can deepen tourists' spiritual reflection and foster the internalisation of religious 

values during travel (Agarwal et al., 2021). Experiences rich in religious symbols, facilities, and environments 

have been shown to increase tourists' religiosity (Amalia & Gunawan, 2025).     
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 H5: Destination image has a significant positive effect on tourist religiosity. 

 

The Influence of Satisfaction on Tourist Loyalty 

Tourist satisfaction reflects an affective evaluation of service quality and the alignment of experience with 

expectations (Oliver, 2014). In the context of halal tourism, Satisfaction increases when destinations meet 

religious needs, such as providing worship facilities and halal food (Abror et al., 2019). High levels of 

Satisfaction strengthen tourists' emotional bonding and consistently increase loyalty, as evidenced in various 

studies (Zulvianti et al., 2023;  Rahayu & Candera, 2023;  Mustikawati et al., 2022). 

H6: Satisfaction has a significant positive effect on tourist loyalty. 

 

The Influence of Religiosity on Loyalty Mediated by Satisfaction 

Religiosity is the basis for tourists' preferences in choosing halal destinations, but its influence on loyalty 

can be strengthened through satisfying experiences (Dinh et al., 2022). When spiritual needs are met, 

Satisfaction increases and strengthens attachment to the destination (Al-Ansi & Han, 2019). Empirical research 

confirms that Satisfaction acts as a mediator in the relationship between religiosity and Loyalty (Mustikawati 

et al., 2022;  Wahyoedi et al., 2021). 

H7: Satisfaction mediates the influence of religiosity on tourist loyalty. 

 

The Effect of Destination Image on Loyalty Mediated by Satisfaction 

The image of a destination influences tourists' initial expectations, and if the experience meets those 

expectations and satisfaction is created (Chi & Qu, 2008). In halal tourism, a strong destination image regarding 

sharia compliance contributes to the formation of positive experiences, thereby increasing satisfaction and 

ultimately encouraging Loyalty (Manyangara et al., 2023;  Stavrianea & Kamenidou, 2022;  Ramseook-

Munhurrun et al., 2015). See figure 2 for the conceptual framework of thisn study. 

H8: Satisfaction mediates the effect of destination image on tourist loyalty. 

 

 

 

 

 

 

 

  

 

 

 

 

 

Figure 2. Conceptual Framework Model 

Adapted from: Abror et al. (2019) and  Al-Ansi and Han (2019). 

 
 
3. METHODOLOGY  

This study is a quantitative, causal study that tests the relationship between two or more variables. 

The population in this study comprises all individuals who are the subject of the study and have 

characteristics relevant to the study's focus (Arbianti, 2024). The sample consists of individuals with 
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direct experience in halal tourism, selected using a convenience sampling technique. This approach is 

considered appropriate given the absence of a comprehensive sampling frame and the dispersed nature 

of the target population, making probabilistic sampling difficult to implement. Data was collected online 

through Google Forms distributed via social media, tourism communities, and travel forums. 

The sample size was determined by referring to Williams et al. (2009) guidelines, which set the 

minimum at 10 times the number of research indicators. A total of 18 indicators were used to measure 

four primary constructs, namely Religiosity (5 indicators), Destination Image (5 indicators), Tourist 

Satisfaction (3 indicators), and Tourist Loyalty (5 indicators) (See Table 1), so that the minimum 

number of samples required was 180 respondents. This study successfully collected 247 respondents, 

a number that not only meets but also exceeds the recommended minimum limit. Using a larger sample 

size increases the accuracy of model estimation and strengthens the generalizability of research 

findings. 

 

Table 1. Definition and Measurement of Research Variables 

Variable Operational Definition Item Indicator Source 

Religiosity 

The level of an individual's 
commitment and belief in 
Islamic teachings, including the 
importance of religion in life, 
belief in Allah, the Prophet 
Muhammad SAW, and the 
practice of prayer. 

RE1 Religion is important in life. Abror et al. 
(2019);  
Zulvianti et al., 
(2023). RE2 Islam helps to live a better 

life. 
RE3 Prayer provides support 
RE4 Prophet Muhammad SAW as 

a role model. 
RE5 Assistance from Allah SWT 

Destination 
Image 

Tourists' perceptions of various 
aspects of tourist destinations, 
including the tourist 
environment, historical 
attractions, infrastructure 
quality, accessibility, and the 
value provided by the 
destination.  

CD1 Tourism environment Chi & Qu 
(2008);  
Ramseook-
Munhurrun et 
al., (2015). 

CD2 Historical attractions 
CD3 Infrastructure 
CD4 Accessibility 
CD5 Value 

Tourist 
Satisfaction 

The level of tourist satisfaction 
with the facilities provided, the 
halal nature of services, and the 
conformity of conduct with 
Islamic principles during visits 
to halal tourist destinations. 

KP1 Satisfied with facilities Abror et al. 
(2019;  Oliver, 
(2014). 

KP2 Satisfied with halal 
KP3 Satisfied with Islamic morals 

Tourist  
Loyalty 

Tourists' commitment to revisit 
the destination, making it their 
top choice, remaining loyal 
despite many other destination 
options, and sharing their 
experiences and 
recommending the destination 
to others. 

LO1 Repeat visits Padrón-Ávila et 
al. (2022);  
Mustikawati et 
al., (2022). 

LO2 Top choice 
LO3 Loyal despite many other 

destination options 
LO4 Sharing positive experiences 

on social media after visiting 
LO5 Recommending to others 

 

The data used in this study are primary data obtained directly from respondents through an online 

questionnaire (Saefudin et al., 2024). Primary data were chosen because they provide a more accurate, 

up-to-date, and contextually relevant picture, especially when evaluating tourists' perceptions of 

religiosity, destination image, Satisfaction, and Loyalty in halal tourism (Creswell & Creswell, 2018). The 

research instrument used a questionnaire developed based on a modified five-point Likert scale, 

ranging from "Strongly Agree" to "Strongly Disagree." The questionnaire was divided into two main 

https://journal.poltekpar-nhi.ac.id/index.php/jk
https://doi.org/10.34013/jk.v10i1.2365


 

Journal homepage: https://journal.poltekpar-nhi.ac.id/index.php/jk 

97 
Pratiwi, H.W., & Hidayat, A. (2026). Influence of Religiosity and Destination Image on Tourist Loyalty Through Satisfaction: 
A Case of Halal Tourism in the Special Region of Yogyakarta. Jurnal Kepariwisataan Destinasi, Hospitalitas dan Perjalanan, 
10(1), 91-105. https://doi.org/10.34013/jk.v10i1.2365 

sections: respondent demographic characteristics and questions related to the research construct. The 

instrument was designed to systematically and objectively capture respondents' perceptions. 

Before the structural analysis, the instruments were tested using an outer model in Smart PLS to 

assess their validity and reliability. Convergent validity was assessed using factor loadings≥ 0.70, 

indicating that the indicators adequately reflected the constructs (Hair et al., 2017). Construct reliability 

was measured using composite reliability and Cronbach's Alpha, with a threshold of ≥ 0.70. 

Discriminant validity was tested using an Average Variance Extracted (AVE) value of ≥ 0.50 and the 

Fornell-Larcker criteria to ensure that each construct had good discriminatory power compared to 

other constructs. This test ensured that all indicators met the required measurement quality. 

Data analysis was conducted using an inner-model approach to evaluate the relationships among 

latent constructs. The testing was conducted using several model fit indicators, including the R-square 

(R²) value to measure the ability of exogenous constructs to explain endogenous constructs, with 

categories of weak (0.19), moderate (0.33), and strong (0.67) (Hair et al., 2017). Additionally, the 

model's predictive relevance was assessed using Q², which reflects its predictive ability; values > 0.35 

are considered strong. Furthermore, hypothesis testing was conducted by examining P-values ≤ 0.05 to 

accept the proposed hypotheses. This procedure enabled researchers to assess whether empirical data 

supported the relationships among the variables in the structural model. 

 

 

4. RESULT 

4.1. Respondent Characteristics 

Table 2. Respondent Description (N=247) 

Variable Category Frequency % 

Gender Male 92 37.2 
Women 155 62.8 

Age <20 years 83 33.6 
20-30 years 47 19.0 
31-40 years 82 33.2 
>40 years old 35 14.2 

Education High School/Vocational School 80 32.4 
Diploma 39 15.8 
Bachelor 93 37.7 
Master's/Doctorate 35 14.2 

Occupation Student/University Student 55 22.3 
Civil Servant 40 16.2 
Private Sector Employee 41 16.6 
Self-employed 111 44.9 

Visits 1 time 151 61.1 
2-3 times 51 20.6 
4-5 times 37 15.0 
>5 times 8 3.2 

Total 247 100.0 

 

This study was conducted in the Special Region of Yogyakarta (DIY) by distributing an online 

questionnaire using Google Forms to tourists who had visited halal tourist destinations. A total of 247 

respondents met the research criteria. Table 2 showed that most respondents were female (62.8%), 

suggesting that halal tourism in DIY tends to attract more female tourists. This finding may also indicate 

a higher tendency among female tourists to develop revisit intentions and loyalty, as they are generally 

more attentive to aspects such as comfort, safety, and alignment with religious values, which are central 
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to halal tourism experiences. These factors can strengthen emotional attachment and increase the 

likelihood of repeat visitsIn terms of age distribution, respondents were dominated by those aged <20 

years (33.6%) and 31–40 years (33.2%), followed by those aged 20–30 years (19%) and >40 years 

(14.2%). This pattern indicates that halal tourism in DIY is in high demand among young and early adult 

tourists seeking religious, educational, and cultural experiences. In terms of education, most 

respondents were bachelor’s degree graduates (37.7%), followed by high school/vocational school 

graduates (32.4%), Diploma graduates (15.8%), and Master's/Doctoral degree graduates (14.2%), 

indicating that halal tourists in DIY have a relatively high level of literacy and are therefore more 

selective in assessing the quality of destinations. 

By job category, the largest group was self-employed (44.9%), followed by students (22.3%), private-

sector employees (16.6%), and civil servants (16.2%). These findings indicate that halal tourism in DIY 

attracts productive tourists with flexible time and motivation to seek travel experiences aligned with 

their spiritual values. The frequency of visits shows that most respondents are new visitors: 61.1% are 

first timers. This condition underscores the importance of improving the destination's image and tourist 

satisfaction as strategic factors for strengthening loyalty and encouraging repeat visits. 

 

4.2. Outer Model Evaluation 

Evaluation of the outer model to ensure that each indicator can represent latent constructs validly 

and reliably. The three main aspects analysed are convergent validity, composite reliability, and 

discriminant validity. The test results in Table 3 showed that all indicators meet the required criteria. 

The factor loadings are above 0.63, with the highest at 0.810 for the religiosity indicator (RE3), 

indicating the consistency of the indicators' contributions to the measured construct. 

 

Table 3. Instrument Test Results 

Variable Item 
Factor 

Loadings 
CR c AVE Results 

Religiosity RE1 0.636 0.752 0.835 0.505 Valid & 

Reliable RE2 0.729    

RE3 0.810    

RE4 0.635    

RE5 0.729    

Destination Image CD1 0.687 0.769 0.844 0.520 Valid & 

Reliable CD2 0.707    

CD3 0.784    

CD4 0.703    

CD5 0.721    

Satisfaction KP1 0.784 0.661 0.815 0.595 Valid & 

Reliable KP2 0.778    

KP3 0.751    

Loyalty LO1 0.645 0.776 0.849 0.531 Valid & 

Reliable LO2 0.669    

LO3 0.809    

LO4 0.727    

LO5 0.782    

 

In terms of reliability, Cronbach's Alpha values range from 0.661 to 0.776, while Composite 

Reliability values ranged from 0.815 to 0.849. Both measures exceeded the minimum threshold of 0.70, 

indicating that all constructs in the study had strong internal consistency. In addition, the AVE values 
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ranging from 0.505 to 0.595 indicate that each construct adequately explains its indicators and meets 

the criteria for convergent validity. 

Discriminant validity was tested using the Fornell–Larcker Criterion, and the results showed that the 

square root of AVE (√AVE) values for all constructs are Religiosity (0.711), Destination Image (0.721), 

Satisfaction (0.771), and Loyalty (0.729) (See table 4) were higher than the correlation of each construct 

with other constructs. These findings confirm that each latent variable has conceptual uniqueness and 

does not overlap in meaning with other variables in the model. The results of the outer model evaluation 

confirm that the indicators used in this study have met all validity and reliability criteria. Thus, all 

constructs are deemed feasible for further analysis in the structural model testing stage. 

 

Table 4. Fornell-Larcker Test Results 

  
Destination 

Image 
Satisfaction Loyalty Religiosity 

Destination Image 0.721    

Satisfaction 0.621 0.771   

Loyalty 0.700 0.738 0.729  

Religiosity 0.552 0.547 0.559 0.711 

 

4.3. Inner Model Evaluation 

Inner-model evaluation was conducted to assess the suitability of the structural model using 

empirical data, based on the coefficient of determination (R²) and predictive relevance (Q²). The results 

of the analysis in Table 5 show that the R² values for religiosity (0.304), Satisfaction (0.446), and loyalty 

(0.649) are in the moderate range, indicating adequate explanatory power for the model. Specifically, 

the R² value of 0.649 for the Loyalty construct indicates that Religiosity, Destination Image, and 

Satisfaction explain 64.9% of the variation in tourist loyalty. 

 

Table 5. Inner Model Test Results 

Model R2 Q2 

Religiosity 0.304 (Moderate) 0.150 (Moderate) 

Satisfaction 0.446 (Moderate) 0.255 (Moderate) 

Loyalty 0.649 (Moderate) 0.337 (Moderate) 

 

The Q² values were 0.150 for religiosity, 0.255 for Satisfaction, and 0.337 for loyalty, all of which 

were positive and fell into the moderate category. These findings confirm that the model has sufficient 

predictive relevance and can realistically predict the dependent variables based on the constructs 

studied. The combination of R² and Q² values indicates that the structural model is stable and moderate, 

with solid predictive power, making it feasible to proceed to hypothesis testing within the PLS analysis 

framework. 

 

4.4. Hypothesis Test Results 

After the research model meets the criteria for evaluating the outer and inner models, the next step 

is to test the hypotheses using SmartPLS path analysis. This test assesses the strength and direction of 

the relationships among latent variables in the structural model. The analysis results showed in Table 

6 indicate that all hypotheses (H1–H8) have positive path coefficients with significance values ≤ 0.05, 

so all hypotheses are accepted. The findings indicate that religiosity has a significant positive effect on 

loyalty (β = 0.114; p = 0.037) and Satisfaction (β = 0.294; p = 0.000), thereby supporting H1 and H2. 
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Destination Image was also found to have a significant positive effect on loyalty (β = 0.354; p = 0.000), 

Satisfaction (β = 0.459; p = 0.000), and religiosity (β = 0.552; p = 0.000), supporting H3, H4, and H5. 

 

Table 6. Hypothesis Test Results 

  β T Stat 
P 

Values 
Results 

Religiosity -> Loyalty 0.114 2.087 0.037 H1 accepted 

Religiosity -> Satisfaction 0.294 4.949 0.000 H2 accepted 

Destination Image -> Loyalty 0.354 5.388 0.000 H3 accepted 

Destination Image -> Satisfaction 0.459 8.233 0.000 H4 accepted 

Destination Image -> Religiosity 0.552 14.552 0.000 H5 accepted 

Satisfaction -> Loyalty 0.456 7.954 0.000 H6 accepted 

Religiosity -> Satisfaction -> Loyalty 0.134 4.077 0.000 H7 accepted 

Destination Image -> Satisfaction -> Loyalty 0.209 5.840 0.000 H8 accepted 

 

In addition, Satisfaction has a significant positive effect on loyalty (β = 0.456; p = 0.000), supporting 

H6. The mediation results show that Satisfaction significantly mediates the effects of Religiosity on 

Loyalty (β = 0.134; p = 0.000) and of Destination Image on Loyalty (β = 0.209; p = 0.000), thus H7 and 

H8 are also accepted. These results confirm that the structural model has strong empirical support and 

describes consistent, significant relationships among the variables of Religiosity, Destination Image, 

Satisfaction, and Loyalty in the context of halal tourism in DIY. 

 

 

5. DISCUSSION  

The findings of this study indicate that religiosity has a significant positive effect on tourist loyalty, 

which can be interpreted through the S-O-R framework, where religiosity functions as a value-based 

stimulus shaping internal evaluations and behavioral responses. These results are consistent with prior 

studies (Mustikawati et al., 2022; Wahyoedi et al., 2021; Suhartanto & Dean, 2025), which identify 

religiosity as a key determinant of Muslim tourist loyalty. However, some studies report weaker or 

insignificant effects of religiosity, particularly in non-halal or more secular tourism contexts. This 

discrepancy suggests that the role of religiosity is highly context-dependent, becoming more salient in 

destinations like DIY where Islamic values are embedded in tourism services. 

 In addition, religiosity significantly influences tourist satisfaction, indicating that satisfaction in halal 

tourism extends beyond functional aspects to include spiritual fulfillment. This finding supports Gautam 

et al. (2024) and Dinh et al. (2022), who argue that religiosity enhances positive perceptions and a sense 

of security. Nevertheless, contrasting findings in prior research suggest that satisfaction is sometimes 

driven more by service quality than by religious alignment. Such inconsistencies may arise from 

differences in how satisfaction is conceptualized, as studies that neglect the spiritual dimension may 

underestimate the influence of religiosity. 

Furthermore, destination image has a significant effect on both loyalty and satisfaction, reinforcing 

its role as a key stimulus in shaping tourist behavior. These findings are in line with Stavrianea and 

Kamenidou (2022), and Hariani et al. (2026) which highlight the importance of destination image in 

influencing satisfaction and loyalty. However, unlike conventional tourism studies that focus primarily 

on visual and functional attributes, this study suggests that destination image in halal tourism also 

incorporates cultural and spiritual compatibility. This broader conceptualization may explain why 

stronger effects are observed compared to previous studies from Ramseook-Munhurrun et al. (2015). 
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Interestingly, this study also finds that destination image significantly influences religiosity, 

supporting arguments by Šebova et al. (2025), Chang (2026), and Çıkı and Tanrıverdi (2025) that 

tourism experiences can enhance spiritual awareness. This finding contrasts with studies that treat 

religiosity as a stable personal trait, suggesting instead that religiosity can be contextually reinforced 

through destination experiences. This may explain inconsistencies in prior literature that overlook the 

dynamic interaction between environment and individual values. 

Moreover, tourist satisfaction significantly influences loyalty, supporting previous findings Zulvianti 

et al. (2023), Rahayu and Candera (2023), and Fajriyati et al. (2022). However, considering that a large 

proportion of respondents are first-time visitors, the observed loyalty may reflect attitudinal loyalty 

(e.g., intention to revisit and recommend) rather than actual repeat behavior. This provides a plausible 

explanation for inconsistent findings in prior studies where satisfaction does not always translate into 

behavioral loyalty. 

Finally, the mediating role of satisfaction in the relationships between religiosity, destination image, 

and loyalty confirms its importance as a psychological mechanism linking stimulus and response. These 

findings are consistent with Mustikawati et al. (2022), and Ramseook-Munhurrun et al. (2015), which 

emphasize the mediating role of satisfaction. However, the strength of this mediation may vary 

depending on whether satisfaction is conceptualized as purely cognitive or as a combination of 

emotional and spiritual experiences, as demonstrated in this study. 

 

 

6. CONCLUSION 

This study confirms that religiosity, destination image, and Satisfaction play a central role in shaping the 

Loyalty of Muslim tourists to halal tourist destinations in DIY. These three constructs form an integrated 

tourism experience framework that includes not only functional and emotional dimensions but also spiritual 

dimensions, which are key characteristics of Muslim tourist behaviour. The results of this study provide a 

theoretical contribution by strengthening the tourist behaviour model in the context of halal tourism, as well 

as a practical contribution to stakeholders in formulating strategies to develop competitive and sustainable 

halal destinations. Taking these findings into account, this study encourages strengthening sharia-based 

service quality, improving a consistent destination image, and providing facilities that foster deeper tourist 

satisfaction and loyalty.  

Although this study contributes significantly to the development of halal tourism literature, several 

limitations warrant consideration for future research. First, the study's limited scope to the DIY region 

limits the generalizability of its findings, so expanding it to other regions or conducting cross-country 

comparisons is highly recommended. Second, a cross-sectional design does not allow tracing changes 

in tourist behavior over time; therefore, longitudinal studies are needed to understand the dynamics of 

preferences, motivations, and loyalty in greater depth. In addition, the limited focus on variables related 

to religiosity, destination image, and Satisfaction does not fully capture the complexity of the factors 

that shape tourist loyalty. Further research could include additional variables, such as service quality, 

trust, perceived value, and travel experiences, to develop a more comprehensive model. 

Furthermore, the use of survey methods can lead to respondent-perception bias, especially for 

variables with psychological characteristics such as religiosity. Therefore, a mixed-methods approach 

or qualitative analysis can obtain more in-depth, holistic insights. In addition, the sample composition, 

which Muslim tourists dominate, provides an opportunity for future studies to compare Muslim and 

non-Muslim tourists and examine differences in perceptions of halal destinations. Considering these 

limitations, future research is expected to enrich theoretical and practical understanding of tourist 

https://journal.poltekpar-nhi.ac.id/index.php/jk
https://doi.org/10.34013/jk.v10i1.2365


 

Journal homepage: https://journal.poltekpar-nhi.ac.id/index.php/jk 

102 
Pratiwi, H.W., & Hidayat, A. (2026). Influence of Religiosity and Destination Image on Tourist Loyalty Through Satisfaction: 
A Case of Halal Tourism in the Special Region of Yogyakarta. Jurnal Kepariwisataan Destinasi, Hospitalitas dan Perjalanan, 
10(1), 91-105. https://doi.org/10.34013/jk.v10i1.2365 

behaviour in the context of halal tourism and to develop models that are more adaptable to the 

dynamics of tourist needs and developments in the global tourism market. 

 

AUTHOR CONTRIBUTIONS (CRediT) 

Hana Wira Pratiwi: Responsible for conceptualization, data collection, data analysis, and drafting the 

manuscript. She also contributed to literature review and interpretation of the results.  

Anas Hidayat: Contributed to research supervision, conceptual refinement, and critical revision of the 

manuscript. He also provided guidance on theoretical framework and methodological approach. Both 

authors reviewed and approved the final version of the manuscript. 

 

CONFLICT OF INTEREST 

The authors declare that they have no conflicts of interest regarding the research, authorship, and 

publication of this article. 

 

 

REFERENCES 

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. https://doi.org/10.1080/10941665.2019.1611609 

Agarwal, A., Kapoor, K., & Walia, S. (2021). Impact of Social Media on Spiritual Tourism in India : An SEM 
analysis of the critical factors impacting on decision Impact of Social Media on Spiritual Tourism in 
India : An SEM Analysis of the Critical Factors Impacting on Decision Making. International Journal of 
Religious Tourism and Pilgrimage, 9(5), 96–107. https://doi.org/10.21427/1SCQ-MC52 

Al-Ansi, A., & Han, H. (2019). Role of halal-friendly destination performances, value, satisfaction, and 
trust in generating destination image and loyalty. Journal of Destination Marketing and Management, 
13 (May), 51–60. https://doi.org/10.1016/j.jdmm.2019.05.007 

Amalia, F. A., & Gunawan, A. I. (2025). Livening up Japan ’ s halal tourism by captivating Indonesian 
potential Muslim tourists. Journal of Islamic Marketing, 14(9), 2235-2252. 
https://doi.org/10.1108/JIMA-04-2022-0106 

Ambrož, M., & Ovsenik, R. (2011). Tourist origin and spiritual motives. Management: journal of 
contemporary management, 16(2), 71-86. 

Arbianti, S. (2024). Empowerment of Small and Micro Enterprises (SMEs) in Indonesia: The Impact 
Venture Capital Assistance, Entrepreneurial Orientation, and Digital Transformation on the 
Performance of SMEs. Journal of Management Studies and Development, 3(3), 169-178. 
https://doi.org/10.56741/jmsd.v3i03.676 

Ashton, A. S., Mai, C., & Ashton, A. S. (2018). Spiritual retreat tourism development in the Asia Pacific 
region: Investigating the impact of tourist satisfaction and intention to revisit: A Chiang Mai, Thailand 
case study. Asia Pacific Journal of Tourism Research, 23(11), 1098-111. 
https://doi.org/10.1080/10941665.2018.1526198 

Chang, Y. C., & Amalina, N. S. S. (2026). Halal travel intention of Muslim tourists toward a non-Islamic 
destination: an integrated framework in Taiwan. Journal of Islamic Marketing, 17(4), 1604-1633.. 
https://doi.org/10.1108/JIMA-01-2025-0027 

Chi, C. G. Q., & Qu, H. (2008). Examining the structural relationships of destination image, tourist 
satisfaction and destination loyalty: An integrated approach. Tourism Management, 29 (4), 624–636. 
https://doi.org/10.1016/j.tourman.2007.06.007 

https://journal.poltekpar-nhi.ac.id/index.php/jk
https://doi.org/10.34013/jk.v10i1.2365


 

Journal homepage: https://journal.poltekpar-nhi.ac.id/index.php/jk 

103 
Pratiwi, H.W., & Hidayat, A. (2026). Influence of Religiosity and Destination Image on Tourist Loyalty Through Satisfaction: 
A Case of Halal Tourism in the Special Region of Yogyakarta. Jurnal Kepariwisataan Destinasi, Hospitalitas dan Perjalanan, 
10(1), 91-105. https://doi.org/10.34013/jk.v10i1.2365 

Çıkı, K. D., & Tanrıverdi, H. (2025). Understanding Muslim tourist behavior in non-Muslim countries 
through the stimulus–organism–response framework. Journal of Islamic Marketing, 16(11), 3394-
3412. https://doi.org/10.1108/JIMA-08-2024-0378 

Creswell, J. W., & J. David Creswell. (2018). Research design: qualitative, quantitative, and mixed 
methods approaches. In Writing Center Talk over Time. https://doi.org/10.4324/9780429469237-3 

Dapena-Baron, M., Gruen, T. W., & Guo, L. (2020). Heart, head, and hand: a tripartite conceptualization, 
operationalization, and examination of brand loyalty. Journal of Brand Management, 27 (3), 355–375. 
https://doi.org/10.1057/s41262-019-00185-3 

Dinh, H. P., Van Nguyen, P., Trinh, T. V. A., & Nguyen, M. H. (2022). Roles of religiosity in enhancing life 
satisfaction, ethical judgments, and consumer loyalty. Cogent Business and Management, 9(1). 
2010482. https://doi.org/10.1080/23311975.2021.2010482 

Eitzenberger, F. J., & Thimm, T. (2024). Perception disparity: Analyzing the destination image of 
Uzbekistan among residents and non-visitors. Journal of Destination Marketing and Management, 34, 
100946. https://doi.org/10.1016/j.jdmm.2024.100946 

Eroglu, S. A., Machleit, K. A., & Davis, L. M. (2001). Atmospheric qualities of online retailing. Journal of 
Business Research, 54 (2), 177–184. https://doi.org/10.1016/s0148-2963(99)00087-9 

Fajriyati, I., Afiff, A. Z., Gayatri, G., & Hati, S. R. H. (2022). Attributes influencing overall tourist satisfaction 
and its consequences for Muslim-Majority destination. Sage Open, 12(1), 21582440211068462. 
https://doi.org/10.1177/21582440211068462 

Fu, S., Chen, X., & Zheng, H. (2021). Exploring an adverse impact of smartphone overuse on academic 
performance via health issues: a stimulus-organism-response perspective. Behavior and Information 
Technology, 40 (7), 663–675. https://doi.org/10.1080/0144929X.2020.1716848 

Gautam, N., Verma, M., & Ray, B. (2024). Satisfaction unveiled: decoding the antecedents and 
consequences of halal tourism – a meta-analytical approach. Journal of Islamic Marketing, 15(10), 
2549–2572. https://doi.org/10.1108/JIMA-06-2023-0194 

Guriţă, D., & Scortescu, F. I. (2023). Religious Tourism and Sustainable Development of the Economy in 
the Context of Globalization in the Northeast Area of Romania. Sustainability (Switzerland), 15(16). 
12128. https://doi.org/10.3390/su151612128 

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. 
https://doi.org/10.1504/ijmda.2017.10008574 

Hariani, D., Hanafiah, M. H., Anuar, N. A. M., & Ahmad, K. N. (2026). Promoting halal tourism in sharia-
compliant destination: insights on Aceh competitiveness and tourist perceived value and behavior. 
Tourism and Hospitality Research, 26(1), 159-175. https://doi.org/10.1177/14673584241283902 

Hassani, A., & Moghavvemi, S. (2020). Muslims’ travel motivations and travel preferences: The impact 
of motivational factors on Islamic service, hedonic and product preferences. Journal of Islamic 
Marketing, 11 (2), 344–367. https://doi.org/10.1108/JIMA-11-2018-0215 

Kapoor, A., Sindwani, R., Goel, M., & Shankar, A. (2022). Mobile wallet adoption intention amid COVID-
19 pandemic outbreak: A novel conceptual framework. Computers and Industrial Engineering, 172, 
108646. https://doi.org/10.1016/j.cie.2022.108646 

Kotler, P., & Keller, K. L. (2021). Marketing Management 16/E. Global Edition. Pearson Practice Hall. 

Mahardhani, A. J., Setiawan, Z., Harahap, E. F., Udiati, T., Gutomo, R. T., Kraugusteeliana, K., & Rahim, R. 
(2024). Assessing the impact of supporting facilities on the development of halal tourism: A 
bibliometric review. Journal of Infrastructure, Policy and Development, 8(11), 8286. 
https://doi.org/10.24294/jipd.v8i11.8286 

 

https://journal.poltekpar-nhi.ac.id/index.php/jk
https://doi.org/10.34013/jk.v10i1.2365


 

Journal homepage: https://journal.poltekpar-nhi.ac.id/index.php/jk 

104 
Pratiwi, H.W., & Hidayat, A. (2026). Influence of Religiosity and Destination Image on Tourist Loyalty Through Satisfaction: 
A Case of Halal Tourism in the Special Region of Yogyakarta. Jurnal Kepariwisataan Destinasi, Hospitalitas dan Perjalanan, 
10(1), 91-105. https://doi.org/10.34013/jk.v10i1.2365 

Manyangara, M. E., Makanyeza, C., & Muranda, Z. (2023). The effect of service quality on revisit intention: 
The mediating role of destination image. Cogent Business and Management, 10(3), 2250264. 
https://doi.org/10.1080/23311975.2023.2250264 

Mustikawati, R., Arafah, W., & Mariyanti, T. (2022). The effect of religiosity and Muslim customer 
perceived value on loyalty and customer satisfaction in halal tourism in Indonesia. International 
Journal of Islamic Business, 7 (2), 52–64. https://doi.org/10.32890/ijib2022.7.2.4 

Oliver, R. L. (2014). Satisfaction: A behavioral perspective on the consumer: A behavioral perspective on 
the consumer Second Edition. Routledge. https://doi.org/10.4324/9781315700892 

Padrón-Ávila, H., Croes, R., & Rivera, M. (2022). Activities, destination image, satisfaction, and loyalty s 
in a small island destination. Tourism Review, 77 (1), 302–321. https://doi.org/10.1108/TR-12-
2020-0607 

Pandita, S., Mishra, H. G., & Chib, S. (2021). Psychological impact of COVID-19 crises on students through 
the lens of the Stimulus-Organism-Response (SOR) model. Children and Youth Services Review, 120, 
105783. https://doi.org/10.1016/j.childyouth.2020.105783 

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. 
https://doi.org/10.3727/154427220X15845838896341 

Qureshi, R. A., Dada, Z. A., Bhat, W. A., & Soudager, M. A. (2025). Modelling halal tourism as a reflective–
reflective second-order construct: linking attributes to tourist outcomes using structural model 
analysis. Journal of Islamic Marketing, 16(10), 2733-2780. https://doi.org/10.1108/JIMA-07-2024-
0289 

Rahayu, S., & Candera, M. (2023). Tourist Loyalty to Halal Tourism in Indonesia: The Role of Services 
Quality, Satisfaction, and Experience Quality. Jurnal Manajemen Bisnis, 14(1), 198–213. 
https://doi.org/10.18196/mb.v14i1.17790 

Ramseook-Munhurrun, P., Seebaluck, V. N., & Naidoo, P. (2015). Examining the Structural Relationships 
of Destination Image, Perceived Value, Tourist Satisfaction and Loyalty: Case of Mauritius. Procedia - 
Social and Behavioral Sciences, 175, 252–259. https://doi.org/10.1016/j.sbspro.2015.01.1198 

Saefudin, S., Novitaningtyas, I., Huda, M. N., & Adibatunabillah, S. R. (2024). The Influence Of Spiritual 
Leadership On Employee Performance In Sharia Banks : Quality Of Work Life (QWL) And Job 
Satisfaction As A Mediator. Jurnal MD: Jurnal Manajemen Dakwah, 10(1), 81–102. 
https://doi.org/10.14421/jmd.2024.101.04 

Šebova, M., Černa, J., Liptakova, E., & Mikle, L. (2025). The Role of Spiritual Values in Tourism: Insights 
From Slovak Tourists. Geojournal of Tourism and Geosites, 59(2), 988–997. 
https://doi.org/10.30892/gtg.59242-1474 

Stavrianea, A., & Kamenidou, I. (2022). Memorable tourism experiences, destination image, satisfaction, 
and loyalty: an empirical study of Santorini Island. EuroMed Journal of Business, 17(1), 1–20. 
https://doi.org/10.1108/EMJB-10-2020-0106 

Suhartanto, D., Dean, D., Amalia, F. A., Raman, A., & Nova, M. (2025). Enhancing tourist loyalty in 
predominantly Muslim destinations: integrating religiosity and sense of community into the QVSL 
model. Advances in Hospitality and Tourism Research (AHTR), 13(2), 213-236. 
https://doi.org/10.30519/ahtr.1443746 

Tavitiyaman, P., Qu, H., Tsang, W. S. L., & Lam, C. W. R. (2021). The influence of smart tourism 
applications on perceived destination image and behavioral intention: The moderating role of 
information search behavior. Journal of Hospitality and Tourism Management, 46, 476-487. 
https://doi.org/10.1016/j.jhtm.2021.02.003 

 

 

https://journal.poltekpar-nhi.ac.id/index.php/jk
https://doi.org/10.34013/jk.v10i1.2365


 

Journal homepage: https://journal.poltekpar-nhi.ac.id/index.php/jk 

105 
Pratiwi, H.W., & Hidayat, A. (2026). Influence of Religiosity and Destination Image on Tourist Loyalty Through Satisfaction: 
A Case of Halal Tourism in the Special Region of Yogyakarta. Jurnal Kepariwisataan Destinasi, Hospitalitas dan Perjalanan, 
10(1), 91-105. https://doi.org/10.34013/jk.v10i1.2365 

Wahyoedi, S., Sudiro, A., Sunaryo, S., & Sudjatno, S. (2021). The effect of religiosity and service quality 
on customer loyalty of Islamic banks mediated by customer trust and satisfaction. Management 
Science Letters, 11, 187–194. https://doi.org/10.5267/j.msl.2020.8.016 

Wang, Z., Udomwong, P., Fu, J., & Onpium, P. (2023). Destination image: A review from 2012 to 2023. 
Cogent Social Sciences, 9(1).  2240569. https://doi.org/10.1080/23311886.2023.2240569 

Weiss, A., & Forstmann, M. (2024). Religiosity predicts the delegation of decisions between moral and 
self-serving immoral outcomes. Journal of Experimental Social Psychology, 113, 104605. 
https://doi.org/10.1016/j.jesp.2024.104605 

Widjaja, Y. I., Khalifa, G. S. A., & Abuelhassan, A. E. (2020). The effect of Islamic attributes and destination 
affective image on the reputation of the Halal tourism destination of Jakarta. Journal of Environmental 
Management and Tourism, 11 (2), 299–313. https://doi.org/10.14505/jemt.v11.2 (42).08 

Williams, L. J., Vandenberg, R. J., & Edwards, J. R. (2009). 12 structural equation modeling in 
management research: a guide for improved analysis. Academy of Management Annals, 3(1), 543-
604. https://doi.org/10.5465/19416520903065683 

Yaakop, A. Y., Aishah, S., Mahadi, N., & Ariffin, Z. Z. (2016). Modelling Travelers’ Behavioral Intentions 
for Halal Hospitality: A Case of an Emerging Islamic Tourism Hub. The Social Science, 11(21), 5252–
5255. https://doi.org/10.3923/sscience.2016.5252.5255 

Yuliviona, R., Alias, Z., & Abdullah, M. (2019). The effect of Islamic attributes of destination, experiential 
values on revisit intention among Muslim tourists: Model testing on the mediating role of 
satisfaction. Journal of Environmental Treatment Techniques, 7(4), 768–773. 

Zulvianti, N., Aimon, H., & Abror, A. (2023). Perceived Environmental Value, Destination Image, and 
Tourist Loyalty: The Role of Tourist Satisfaction and Religiosity. Sustainability (Switzerland), 15(10), 
1–13. https://doi.org/10.3390/su15108038 

 

https://journal.poltekpar-nhi.ac.id/index.php/jk
https://doi.org/10.34013/jk.v10i1.2365

