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ABSTRACT 
The rapid competition among tourist destinations cannot be separated from the influence of technology and digital 

platforms to attract tourists. Collaborative marketing synergy has become a strategic issue to increase religious tourist 
visits. Religious destinations have a distinctive religious or spiritual appeal that requires sustainable management and 
long-term value creation. Sustainable destination development is essential to ensure that tourism growth aligns with 
environmental preservation, cultural continuity, and community well-being. Loyalty to a destination, therefore, becomes 
a critical factor in ensuring the sustainability of religious tourism ecosystems. This study aims to examine the impact 
of collaborative marketing, which includes information exchange, content exchange, and personalization, on destination 
loyalty. This study uses a quantitative approach with a survey method, targeting tourists in Java. A purposive sampling 
technique was applied, resulting in a final sample of 256 respondents. The data were analyzed using Structural Equation 
Modeling (SEM) with SmartPLS. The findings reveal that the three dimensions of collaborative marketing have a 
significant effect on both tourist satisfaction and destination loyalty. Specifically, personalization has the strongest 
effect on destination loyalty, followed by content exchange and information exchange. These findings enrich the 
existing literature on tourism marketing by highlighting the role of personalization in shaping tourist experiences and 
loyalty. From a managerial perspective, tourism practitioners should enhance personalized marketing strategies, 
improve the quality and accessibility of shared content, and encourage better information exchange to strengthen tourist 
loyalty. 
Keywords: Collaborative marketing; destination loyalty; tourist satisfaction; personalization; information sharing; 
content sharing 

1. Introduction 
Indonesia has enormous tourism potential, with its diverse culture, nature, and cuisine, which attract 

both domestic and foreign tourists. However, this sector still faces various challenges, including inadequate 
infrastructure, uneven service quality, and increasingly fierce competition from tourist destinations in other 
countries [1][2]. In addition, dependence on certain tourist markets, such as Chinese and Australian tourists, 
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makes the tourism industry vulnerable to global economic fluctuations and international travel policies [3][4]. 
Therefore, more innovative and digital-based marketing strategies are needed to increase competitiveness 
and tourist loyalty to ensure the long-term sustainability of religious tourism destinations 

Indonesia, particularly West Java and Yogyakarta, boasts a diverse range of cultural, natural, and 
culinary attractions that appeal to both domestic and foreign tourists. However, this sector still faces various 
challenges, including inadequate infrastructure, service quality issues, and increasing competition from 
tourist destinations in other countries [1][2]. Additionally, dependence on specific tourism markets, such as 
Chinese and Australian tourists, makes the tourism industry vulnerable to global economic fluctuations and 
international travel policies [3][4]. In recent years, the sector has seen an increase in international tourist 
arrivals in Indonesia, from 5.89 million in 2022 to 13.9 million in 2024 [5], as well as increases in Malaysia 
(15.99%), Australia (11.99%), and China (8.06%). This indicates the country's dependence on a few major 
markets, increasing its vulnerability to economic fluctuations and global policies [5]. Therefore, more 
innovative and digitally-based marketing strategies are needed to enhance competitiveness and tourist loyalty, 
ensuring the long-term sustainability of religious tourism destinations. 

In this context, religious tourism on the island of Java has strategic potential because it combines unique 
spiritual, cultural, and historical values. The development of religious tourism, such as the Wali Songo 
pilgrimage and the integration of Islamic values with Javanese culture, is a form of sustainable tourism that 
can strengthen the destination's identity while attracting tourists with spiritual motivations [5][6]. This aligns 
with the concept of halal and sustainable tourism, which emphasizes synergy among religious, social, and 
economic aspects [7]. In addition, spiritual tourism has been recognized as a form of tourism that continues to 
grow globally, with great opportunities to build tourist loyalty through in-depth experiences and personalized 
services [8]. Therefore, building a collaborative marketing synergy ecosystem involving various stakeholders 
is key to strengthening religious tourism destinations on the island of Java so that they can compete and 
create sustainable tourist loyalty. 

Destination loyalty is one of the key factors in the sustainability of the tourism industry because loyal 
tourists tend to make repeat visits and recommend destinations to others [9][10]. Tourists with high satisfaction 
levels are more likely to return and form a positive image of the destination [1][2]. With increasing competition 
between tourist destinations, destination managers must strive to maintain tourist loyalty through memorable 
experiences and services tailored to their individual needs [11][3]. The research results in [12] study  result  
proved  that  perceived  destination  image  is  positively  correlated  with tourism and hospitality 
sector performance. Therefore, understanding the factors that influence destination loyalty is essential for 
designing more effective marketing strategies.  

Several previous studies have examined how collaborative marketing strategies can increase destination 
loyalty [13][14]. This concept involves various stakeholders in sharing information and resources to create a 
more attractive and satisfying travel experience for tourists [15][16]. Previous studies have shown that effective 
collaborative marketing strategies can increase tourist engagement, build positive perceptions of destinations, 
and increase the intention to revisit [17][18]. However, further research is needed to understand specifically 
how each element of collaborative marketing affects destination loyalty. 

Collaborative marketing in this study focuses on three main aspects, namely information sharing, 
content sharing, and personalization. Information sharing plays a role in providing accurate and up-to-date 
information about tourist destinations that can help tourists in making travel decisions [19][20]. Content sharing 
allows tourists to share their experiences through social media, which can influence the decisions of other 
tourists and strengthen the attractiveness of the destination [21][22]. Meanwhile, personalization focuses on 
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providing services tailored to individual travelers' preferences to enhance their satisfaction [23][24]. Further 
studies are needed to understand how these three elements collectively influence destination loyalty. 

Although numerous studies have examined destination marketing strategies, a clear research gap 
remains in understanding how the three core dimensions of collaborative marketing—information sharing, 
content co-creation, and personalization—jointly contribute to the development of destination loyalty, 
particularly within the context of religious tourism. Existing studies on religious tourism in Indonesia have 
primarily emphasized the advancement of halal tourism, the integration of Islamic and Javanese cultural 
values, and the Wali Songo pilgrimage as both a spiritual and cultural foundation [5][6][7]. Furthermore, the 
broader literature on spiritual and religious tourism underscores the necessity of marketing strategies that 
reinforce destination identity through visitors’ emotional and religious engagement [8]. Nevertheless, 
empirical understanding remains limited regarding how collaborative marketing mechanisms operationalize 
these experiences to enhance long-term destination loyalty, especially across Java’s diverse religious tourism 
settings. Therefore, this study aims to address this gap by systematically investigating the interrelated roles 
of information sharing, content co-creation, and personalization in fostering destination loyalty within 
religious tourism destinations across the island of Java, while also offering theoretical contributions to the 
literature on collaborative marketing and practical insights for developing innovative, culturally grounded, 
and sustainable marketing strategies. 

Although many studies have examined destination marketing strategies, there is still a research gap 
regarding how the three main aspects of collaborative marketing—information sharing, content sharing, and 
personalization—specifically contribute to building destination loyalty in the context of religious tourism. So 
far, research on religious tourism in Indonesia has emphasized the development of halal tourism, the 
integration of Islamic and Javanese cultural values, and the practice of Wali Songo pilgrimage as a spiritual 
and cultural basis [5][6][7]. In addition, the literature on spiritual tourism emphasizes the importance of 
marketing strategies that can strengthen destination identity through religious experiences and tourist 
emotional engagement [8]. Therefore, this study aims to fill this gap by comprehensively analyzing the role of 
the three aspects of collaborative marketing in strengthening destination loyalty in religious tourism 
destinations on the island of Java, while also providing practical contributions to the development of 
innovative and sustainable marketing strategies. 

2. Materials and methods 
2.1. Literature Review  
2.1.1. Collaborative marketing and destination loyalty 

Collaborative marketing is a strategy that emphasizes synergy among stakeholders, including the 
government, destination managers, businesses, local communities, and tourists, to share resources and 
information and increase a destination's attractiveness. In the context of tourism, this strategy encompasses 
three main aspects: information sharing, content sharing, and personalization. Information sharing allows 
various parties to provide accurate, relevant, and easily accessible information about a destination [25][26]. 
Content sharing supports the dissemination of creative, interactive, and engaging content through various 
communication channels to shape a positive image of the destination [21][27]. Meanwhile, personalization 
focuses on tailoring the tourist experience to their preferences, needs, and backgrounds, thereby increasing 
trust and loyalty to the destination [28][29][30]. 

The development of collaborative marketing theory transcends mere cooperation; it embodies a strategic 
network-based collaboration that utilizes trust, value co-creation, and co-branding among partners [31][32]. 
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This approach acknowledges that marketing value is no longer produced exclusively by individual 
organizations; rather, it is co-created through dynamic interactions among diverse actors within the 
ecosystem. [33][34] assert that collaborative marketing can enhance long-term competitiveness by integrating 
complementary capabilities and sharing knowledge. In the tourism industry, this theoretical advancement 
manifests in collaborative destination marketing, in which alliances among tourism associations, local 
enterprises, and digital platforms create a unified narrative and joint branding initiative that bolsters 
destination identity and sustainability [35][36]. Collaborative marketing creates a synergistic value proposition 
that attracts tourists while empowering the community and making it more resilient across sectors by 
aligning interests and encouraging joint innovation.  

In the context of religious tourism destinations on the island of Java, the application of collaborative 
marketing is very important because religious tourism offers not only recreational aspects but also a deep 
spiritual experience. Accurate information about history, religious values, and local cultural practices can 
enrich tourists' understanding and increase their interest in visiting. The dissemination of authentic content, 
such as narratives about the Wali Songo, the integration of Javanese culture with Islamic values, and worship 
practices during pilgrimages, can strengthen the destination's identity and attract the younger generation 
through digital media [36]. In addition, personalizing the experience, such as offering travel packages tailored 
to tourists' spiritual needs and comfort, will create a lasting impression that encourages loyalty. The factor of 
religiosity has also been proven to strengthen the relationship between destination marketing strategies and 
tourist loyalty, making it an essential element in building the sustainability of religious tourism [37]. Thus, 
building a collaborative marketing synergy ecosystem for religious tourism on the island of Java is a key 
strategy for maintaining destination sustainability, expanding the market, and increasing destination loyalty. 

2.1.2. Information sharing and destination loyalty 

Conceptually, information sharing can increase destination loyalty by providing accurate and up-to-date 
information about tourist destinations, thereby assisting tourists in their decision-making and enhancing their 
experience [18][19]. Content sharing also plays an important role in increasing the attractiveness of destinations 
through various digital and social media, which can create a more immersive travel experience [22][27]. [38] 
stated that improved quality and breadth of information promote better understanding of the destination, 
increase the intensity of tourist participation, and strengthen emotional engagement indicate that improved 
quality and breadth of information lead to a better understanding of the destination, increased tourist 
participation intensity, and strengthened emotional engagement. 

Meanwhile, personalization enables tourist destinations to offer experiences that are more relevant and 
tailored to tourists' needs, thereby creating stronger emotional bonds [23][28]. Based on this logic, these three 
aspects are positively related to destination loyalty.  

Several previous studies support the relationship between information sharing and destination loyalty. 
For example, research by [19] found that destination information features available on social media contribute 
to a more memorable travel experience and ultimately increase tourist loyalty to the destination. Additionally, 
research by [20][39] shows that social media-based communication plays a key role in shaping tourist 
perceptions and increasing repeat visits to a destination. These results reinforce the argument that 
information sharing has a positive impact on destination loyalty. 

H1: Information sharing has a significant effect on destination loyalty  

 

 



Environment and Social Psychology | doi: 10.59429/esp.v11i1.4321 

5 

2.1.3. Content sharing and destination loyalty 

Content sharing plays an important role in increasing destination loyalty, especially in the context of 
religious tourism. [21] emphasize that sharing content related to tourist destinations through social media can 
encourage tourist engagement and strengthen their emotional bond with the destination. In line with this, [22] 
and [40] highlight that authentic and interesting content can increase tourists' sense of attachment to a place. 
Furthermore, [41] found that social media contributes significantly to the development of the religious tourism 
industry, as it allows destinations to convey spiritual values while building interactions with tourists. 

In the context of religious tourism, content sharing not only builds emotional attachment but also 
strengthens the image of the destination. [42] show that the structure and content in building the image of 
religious tourist destinations, such as Mecca and Medina, play a major role in creating a deep impression on 
tourists. Furthermore, [43] reveals that Islamic religiosity and value co-creation play an important role in 
building Muslim tourist loyalty. This is in line with the findings of [37] that religiosity can strengthen the 
relationship between service innovation, destination marketing, and tourist loyalty. Thus, content sharing is a 
key element in a collaborative marketing ecosystem that not only fosters engagement but also strengthens 
destination loyalty in religious tourism destinations.  

H2: Content sharing has significant effect on destination loyalty  

2.1.4. Personalization and destination loyalty 

Personalization has been proven to be an important factor in increasing tourist loyalty to various 
destinations. [23] and [29] emphasize that appropriate service personalization can create a more relevant 
experience, thereby encouraging tourist satisfaction and strengthening their intention to return. However, [24] 
highlights that the influence of personalization on loyalty still requires further exploration, especially in the 
context of tourism oriented towards religious values. In this framework, personalization is not only about 
individualized services but also concerns the alignment of spiritual values with tourist needs. 

Furthermore, recent research confirms that personalization can be strengthened through service 
innovation and the use of technology. [37] show that service innovation oriented towards tourist needs, taking 
into account religiosity factors, can increase destination loyalty. Meanwhile, [44] adds that the application of 
virtual reality in religious tourism can strengthen tourists' emotional attachment through immersive and 
personalized experiences. This shows that personalization in the context of religious tourism is not only 
about service adjustments but also involves technology-based innovation and spirituality to strengthen tourist 
loyalty to destinations. 

H3: Personalization has a significant effect on destination loyalty 

2.2. Methods 
This study uses a quantitative approach with a survey method to examine the relationship between 

collaborative marketing and destination loyalty. Collaborative marketing in this study focuses on three main 
aspects, namely information sharing, content sharing, and personalization. Information sharing plays a role in 
providing accurate and up-to-date information about tourist destinations that can help tourists in making 
travel decisions [19][20]. 

The population in this study consists of tourists who have visited various tourist destinations in Java 
three times, namely Cirebon, West Java (Sunan Gunung Jati), Central Java-Demak (Sunan Muria), and East 
Java-Surabaya (Sunan Ampel). Purposive sampling was used with a target sample of 256 respondents. This 
target sample meets the criteria for conducting a survey research using the Structural Equation Modeling 
(SEM) model with SmartPLS software, which requires a minimum of 100 respondents. Alternatively, 
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according to [45], the sample size should be 10 times the number of research indicators, which is 150 
respondents. 

The sample selection criteria for this study are: (1) over 20 years old, (2) visited at least 3 times. These 
criteria were applied to ensure that participants had sufficient experiential familiarity with the destination, 
enabling them to provide stable and meaningful evaluations. The sampling technique was carried out in two 
stages. The first stage involved taking samples proportionally in each region according to the specified target 
sample. Next, in the second stage, purposive sampling was used based on the known sample size. In 
determining the sample size, this study referred to the recommendation of [45], which states that the minimum 
sample size is five times the number of indicators in the research model. With 23 indicators, the minimum 
sample size required is 115 respondents. However, to increase the reliability of the research results, the 
sample size used in this study was set at 256 respondents. 

Data collection was carried out using questionnaires distributed to Wali Songo religious tourists spread 
across West Java, namely Cirebon (Sunan Gunung Jati), Central Java-Demak (Sunan Muria), and East Java-
Surabaya (Sunan Ampel) who were currently visiting or had visited. The questionnaire consisted of closed-
ended questions with a five-point Likert scale to measure tourists' perceptions of collaborative marketing 
(information sharing, content sharing, and personalization), tourist satisfaction, and destination loyalty. 
Furthermore, data analysis was performed using the Partial Least Squares (PLS)-based Structural Equation 
Modeling (SEM) method with SmartPLS software. This method was chosen because it is capable of 
handling models with latent variables and reflective and formative indicators, and is suitable for medium-
sized samples [45]. This analysis involved evaluating the measurement model (validity and reliability) and the 
structural model (hypothesis testing) to test the relationship between the variables proposed in this study. 

This study analyzed five variables, including information sharing, content sharing, and personalization 
as collaborative marketing strategies, as well as tourist satisfaction and destination loyalty. Details of the 
measurement of the research variables are shown in Table 1. 

Table 1. Variable Measurement 

Variable Indicator Source 

Information Sharing 

1. Sharing new travel destination info 

[46][47] 

2. Giving travel recommendations 

3. Sharing travel deals and promotions 

4. Exchanging travel experiences with others 

5. Sharing tourism-related brand info 

Content Sharing 

1. Sharing relevant tourism content 

[48][49][50] 

2. Sharing new travel experience content 

3. Sharing travel discount promotions 

4. Sharing travel tips and guides 

5. Sharing travel photos, videos, and reviews 

Personalization 

1. Personalized travel deal emails 

[51][52] 

2. Special occasion travel offers 

3. Personalized travel ads 

4. Addressing by name in travel promotions 

5. Recognizing travel preferences 
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3. Results 
The following is a revised version of Table 2. Respondent Characteristics, adjusted to a total of 256 

respondents. 
Table 2. Respondent Characteristics 

Characteristics Frequency Percentage 

Gender   

Male 105 41.0% 

Female 151 59.0% 

Age   

<20 years 3 1.2% 

20 – 30 years 68 26.6% 

31 – 40 years 49 19.1% 

41 – 50 years 42 16.4% 

>50 years 94 36.7% 

Education   

Elementary School 10 3.9% 

Junior High School 14 5.5% 

Senior High School 75 29.3% 

Bachelor’s Degree 83 32.4% 

Master’s Degree 74 28.9% 

Total 256 100% 

From a total of 256 respondents, the majority were female with 151 individuals (59.0%), while male 
respondents accounted for 105 individuals (41.0%). In terms of age distribution, the largest proportion fell 
into the over 50 years category, comprising 94 respondents (36.7%). This was followed by the 20–30 years 
group with 68 respondents (26.6%), the 31–40 years group with 49 respondents (19.1%), and the 41–50 
years group with 42 respondents (16.4%). The smallest proportion was found among those under 20 years 
old, totaling 3 respondents (1.2%). 

Regarding educational attainment, most respondents held a Bachelor’s degree, representing 83 
individuals (32.4%), followed by Senior High School graduates with 75 individuals (29.3%) and Master’s 
degree holders with 74 individuals (28.9%). Meanwhile, Junior High School graduates accounted for 14 
respondents (5.5%), and Elementary School graduates represented the smallest group with 10 respondents 
(3.9%). Overall, the demographic profile demonstrates diversity across gender, age, and education levels, 
providing a comprehensive representation of the study sample. 

3.1. Outer model evaluation 
3.1.1. Validity 

External model analysis is conducted to test construct validity and reliability. Validity testing involves 
both convergent and construct validity. Convergent validity requires indicator factor loadings ≥ 0.7 to be 
considered valid indicators. Construct validity requires AVE values ≥ 0.5 to be considered valid constructs. 
The test results are shown in Table 3. 
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Table 3. Validity Analysis 

 Outer loadings Validity AVE 

CS1 <- Content Sharing 0.806 Valid 

0.627 

CS2 <- Content Sharing 0.757 Valid 

CS3 <- Content Sharing 0.841 Valid 

CS4 <- Content Sharing 0.849 Valid 

CS5 <- Content Sharing 0.696 Valid 

DL1 <- Destination Loyalty 0.810 Valid 

0.699 

DL2 <- Destination Loyalty 0.857 Valid 

DL3 <- Destination Loyalty 0.848 Valid 

DL4 <- Destination Loyalty 0.875 Valid 

DL5 <- Destination Loyalty 0.787 Valid 

IS1 <- Information Sharing 0.875 Valid 

0.703 

IS2 <- Information Sharing 0.827 Valid 

IS3 <- Information Sharing 0.798 Valid 

IS4 <- Information Sharing 0.838 Valid 

IS5 <- Information Sharing 0.852 Valid 

PR1 <- Personalization 0.761 Valid 

0.680 

PR2 <- Personalization 0.822 Valid 

PR3 <- Personalization 0.852 Valid 

PR4 <- Personalization 0.819 Valid 

PR5 <- Personalization 0.864 Valid 

Table 3 shows the outer model evaluation process in this study. the analysis was re-analyzed so that it 
was found that all indicators had a loading factor value> 0.7 and were concluded to be valid. The construct 
validity analysis is also shown in Table 3 where the AVE value on all variables has a value of> 0.5 so it is 
concluded that all variables have met the validity standards.  

3.1.2. Reliability 

The reliability value refers to the composite reliability value and the required Cronbach alpha value of 
≥0.6. 

Table 4. Reliability Analysis 

 Cronbach's alpha Composite 
reliability Average variance extracted (AVE) 

Content Sharing 0.849 0.851 0.627 

Destination Loyalty 0.892 0.892 0.699 

Information Sharing 0.894 0.898 0.703 

Personalization 0.882 0.889 0.680 

Reliability analysis is also needed in this study by referring to the composite reliability value. The 
composite reliability value on all variables shows a value> 0.6 as well as the Cronbach alpha value has a 
value ≥ 0.6 so it is concluded that the variables in this study are reliable. 
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3.1.3. Inner model evaluation 

Inner model testing includes several tests, namely the coefficient of determination, goodness of fit, and 
hypothesis testing. Hypothesis testing is done with bootstrap PLS with the output shown in Figure 1. 

 

Figure 1. Inner Model 

3.1.4. R Square 

The coefficient of determination can be seen in the R-square table by multiplying the R-square value by 
100%, the coefficient of determination shows the amount of influence of exogenous variables on endogenous 
variables. The results of the coefficient of determination test are shown in Table 5. 

Table 5. R-Square 

 R-square 

Destination Loyalty 0.740 

The analysis results show that the R-square value for Destination Loyalty is 0.740, which indicates 
that the independent variables in the model—namely information sharing, content sharing, and 
personalization—are able to explain 74.0% of the variance in destination loyalty. This suggests that 
collaborative marketing factors play a substantial role in shaping tourists’ loyalty toward religious tourism 
destinations in Java. The remaining 26.0% is influenced by other variables not included in the model, such as 
service quality, destination image, or cultural values. According to [53], an R-square value above 0.70 can be 
considered strong, which further emphasizes the robustness of this model in explaining destination loyalty. 

3.1.5. Goodness of fit 

The Gof index is calculated from the square root of the average communality index and the average R-
squared value. GoF = 0.1 means small, GoF = 0.25 means medium, GoF = 0.36 means large. The GOF value 
can be calculated using the formula Goodness of fit = �𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶𝐶 𝑋𝑋 𝑅𝑅2 . The calculation results are 
shown in table 6. 

 
Tabel 6. Hasil Goodness of Fit Model (GoF) 
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Construct Communality R Square 

Content Sharing 0.440  

Destination Loyalty 0.543 0.740 

Information Sharing 0.549  

Personalization 0.516  

Average 0.512 0.740 

Gof 0,529 

Based on Table 6, it can be seen that the GoF value of the model reaches 0.529 which is greater than 
0.36 so that the model is included in the large category.  

Hypothesis Test 

The measurement item used is said to be significant if the T-statistic value is greater than 1.96 and the p 
value is smaller than 0.05 at the 5% significance level. While the parameter coefficient that shows the 
direction of influence is by looking at the positive or negative of the original sample [54]. The results of 
hypothesis testing are shown in the table 7. 

Table 7. Path Coefficients 

 Original sample T statistics P values Result 

Content Sharing -> Destination Loyalty 0.335 5.480 0.000 H1 Supported 

Information Sharing -> Destination Loyalty 0.156 2.716 0.003 H2 Supported 

Personalization -> Destination Loyalty 0.457 7.440 0.000 H3 Supported 

The path analysis results shown in Table 7 indicate that all hypothesized relationships between 
collaborative marketing dimensions and destination loyalty are significant. Specifically, content sharing has 
a positive and significant effect on destination loyalty (β = 0.335, t = 5.480, p < 0.001), indicating that 
sharing relevant and interesting content can strengthen tourist loyalty to a destination. Information sharing 
also has a positive effect on destination loyalty (β = 0.156, t = 2.716, p = 0.003), indicating that providing 
accurate and useful information contributes to visitor commitment. Among the three dimensions, 
personalization has the strongest influence on destination loyalty (β = 0.457, t = 7.440, p < 0.001), 
emphasizing that tailored experiences and personal interactions are crucial in encouraging repeat visits and 
long-term loyalty. Overall, these findings confirm that collaborative marketing strategies play a significant 
role in enhancing destination loyalty. 

4. Discussion 
This study aims to analyze the effects of collaborative marketing dimensions—namely, content sharing, 

information sharing, and personalization—on destination loyalty among tourists who have visited at least 
three tourist destinations in Java: Cirebon (Sunan Gunung Jati), Demak (Sunan Muria), and Surabaya (Sunan 
Ampel). The analysis was conducted using path analysis to test the influence of each dimension on 
destination loyalty, with a sample of 256 respondents selected through purposive sampling. 

The analysis results show that content sharing has a positive and significant influence on destination 
loyalty (β = 0.335, t = 5.480, p < 0.001), thus supporting H1. This finding is consistent with previous 
research emphasizing that engaging, relevant, and interactive content can increase visitor loyalty, especially 
thru social media or digital platforms [15][19][20][21]. Compared to previous studies, the influence value of 
content sharing in this study is relatively higher than that found in [21], which found a moderate influence of 
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content sharing on nature-based destination loyalty, indicating that culturally and religiously relevant content, 
such as that found at the Sunan tourist destinations in Java, has a stronger emotional appeal. From a 
theoretical perspective, this study expands the literature on collaborative marketing and destination loyalty 
by demonstrating that content sharing serves as a crucial mechanism for fostering emotional attachment, 
particularly in culturally embedded destinations. The higher effect size indicates that content sharing can 
function as a quasi-relational construct, mediating the relationship between destination attributes and long-
term loyalty by cultivating emotional resonance, meaning-making, and shared value creation between 
visitors and the destination. Managerially, these findings imply that destination managers should move 
beyond generic promotional content and prioritize storytelling strategies that highlight visitors' religious 
values, historical authenticity, and spiritual experiences. Encouraging user-generated content, such as pilgrim 
testimonials, reflective narratives, and visual documentation of spiritual journeys, can further strengthen 
emotional connections and perceptions of authenticity. Integrating these narratives across various digital 
platforms can strengthen destination identity, build trust, and ultimately retain visitor loyalty at religious 
tourism destinations. 

For H2, information sharing also has a significant positive effect on destination loyalty (β = 0.156, t = 
2.716, p = 0.003). This finding is consistent with the literature that highlights the importance of providing 
accurate and useful information in building tourist trust, satisfaction, and loyalty [20][21][25][46][47][55][56].  
Compared to previous studies, the influence of information sharing in this study is relatively lower than 
content sharing and personalization, indicating that information alone is insufficient to build loyalty; rather, 
it must be combined with engaging content and personalized experiences. From a theoretical perspective, 
this finding reinforces the collaborative marketing model by confirming that information sharing functions as 
a core trust-building mechanism that reduces information asymmetry and perceived risk, particularly in 
experience-based tourism contexts. High-quality information serves as a credible signal of destination 
reliability and provides the foundation for other collaborative marketing dimensions, such as content co-
creation and personalization. From a managerial perspective, destination managers should prioritize the 
accuracy, accessibility, and contextual relevance of information delivered across digital and offline platforms. 
Consistent and well-coordinated information—developed collaboratively by destination stakeholders—
enhances tourists’ sense of safety and confidence, strengthens emotional attachment, and ultimately increases 
the likelihood of repeat visitation, contributing to the long-term sustainability of the destination. 

Hypothesis H3 shows that personalization has the strongest influence on destination loyalty (β = 0.457, t 
= 7.440, p < 0.001). These results are in line with previous literature that emphasizes the importance of 
experiences tailored to individual preferences in increasing customer loyalty [28][30][37][51][52][57]. Compared to 
the study by [52], which emphasizes personalization on online platforms, this study shows that personalization 
applies not only digitally but also in physical experiences at cultural and religious tourist destinations, 
thereby having a more tangible impact on long-term loyalty. Theoretically, these findings reinforce the 
understanding that personalization can increase tourists’ perception of value, satisfaction, and trust. 
Managerially, destination managers should implement personalization through customized tour packages, 
personal interactions with guides, and digital communication relevant to individual interests, in order to 
encourage repeat visits and word-of-mouth recommendations. 

Overall, this study confirms that collaborative marketing strategies—through content, information, and 
personalization sharing—significantly influence destination loyalty and contribute to the long-term 
sustainability of religious tourism development. From a theoretical implication perspective, this study 
strengthens the literature on collaborative marketing in the tourism sector by showing that these three 
dimensions contribute differently to loyalty, with personalization being the most dominant factor. From a 
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managerial perspective, destination managers are advised to integrate these three strategies in a 
comprehensive manner: presenting engaging content, providing accurate and useful information, and 
delivering personalized and relevant experiences for each tourist. This integrated strategy not only enhances 
long-term loyalty but also supports sustainable and culturally-based destination development. 

5. Conclusion 
Based on the results of this study, it can be concluded that collaborative marketing plays an important 

role in strengthening destination loyalty in cultural and religious tourism destinations in Java. This finding 
indicates that content sharing, information sharing, and personalization significantly contribute to tourist 
loyalty, with personalization emerging as the most influential dimension. These results indicate that tourism 
destinations that successfully provide personalized experiences, supported by relevant content and accurate 
information, are more likely to foster emotional attachment, repeat visits, and positive word-of-mouth 
behavior. From a theoretical perspective, this research expands the collaborative marketing literature by 
empirically validating the differential effects of its key dimensions on destination loyalty. Practically, these 
findings provide valuable guidance for destination managers and policymakers to design integrated, visitor-
centric marketing strategies that enhance satisfaction and ensure the long-term sustainability of cultural and 
religious tourism destinations.  

Theoritical and Managerial implication 

This study contributes to the tourism marketing literature, particularly in the context of collaborative 
marketing and destination loyalty. The results confirm that the three dimensions—content sharing, 
information sharing, and personalization—significantly influence tourist loyalty, with personalization being 
the most dominant factor. These findings reinforce the theory of tourist engagement and customer loyalty in 
the context of cultural and religious tourism, showing that loyalty is built not only through information or 
content, but also through experiences tailored to individual preferences. Furthermore, this study expands the 
understanding of the role of digital media and collaborative communication strategies in shaping long-term 
loyalty, making it an important reference for future studies on the development of experience-based and 
personal interaction-based tourist destinations. 

From a managerial perspective, the findings of this study provide practical guidance for tourist 
destination managers. First, managers must focus on personalization in designing tourism experiences, for 
example through customized tour packages, personal interactions with guides, and recommendations for 
activities relevant to tourists interests. Second, content sharing needs to be maximized through the creation of 
informative, interesting, and unique cultural or religious story-based content, both through social media and 
the destination's official digital platforms. Third, information sharing must be accurate, transparent, and 
easily accessible, so that tourists feel confident and comfortable in planning their visits. By integrating these 
three strategies in a comprehensive manner, destination managers can increase long-term loyalty, encourage 
repeat visits, and strengthen the image and competitiveness of the destination, while supporting sustainable 
tourism development. Future research will test the psychological and social mechanisms through 
collaborative marketing management that influence destination loyalty in the context of religious tourism. 
Additionally, examining the moderating role of individual differences, including religiosity, cultural 
orientation, and environmental sensitivity, can enhance understanding of heterogeneous tourist responses. 
Future research will also test studies on other religious and cultural destinations or conduct cross-cultural 
comparisons, further strengthening the contribution of future research to environmental and social 
psychology, particularly in understanding human-place relationships and sustainable tourism behavior. 
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