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ABSTRACT

Kheywohrds: Halal industry has experienced an increase in its supporter.

Sharia

Touriom: Halal Moreover, halal pro<_3|ucts have also_becor_ne more preferable due to

Tourism: Travel  tN€ guarantee of hygiene and safety in their usage. Halal products do

Intention: Halal  NOt only consist of finance but also include halal food, halal

Awareness. cosmetic, shariah tourism, or also known as halal tourism, etc. The
purpose of this research is to discover the factors that can influence
Muslim tourists’ intention of traveling for shariah tourism. Primary
data of this research were collected through questionnaires on 98
respondents. Thereafter, the collected data were analysed using
SEM-PLS. The result found there are six factors that-influence the
intention of Muslim tourist to travel for shariah tourism at Madura
Island, which are: personal societal perception, religious belief,
infrastructure, halal marketing, halal awareness, and destination
image, respectively. The personal societal perception factor was
found to be the most dominant of Muslim tourist to travel.
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INTRODUCTION

Islam teaches to all Muslims that everything that is consumed or used must be
included in the halal category (Battour, et. al., 2018; Shahid, et. al., 2018; Ali, et. al.,
2018; Rasul, 2019; Rodrigo & Turnbull, 2019). Halal means everything that is allowed
or in accordance with sharia compliance (Omar et. al., 2012; Ab, N., Supian & Bojei,
2018; Vargas-Sanchez & Moral-Moral, 2019; Bogan & Sarusik, 2019; Junaidi, 2020).
The Prophet Muhammad also prohibited muslims from using anything that was not
clear as halal or haram (Aisyah, 2016; Asa, et. al., 2018; Benzertiha, et. al., 2018; Al-
Teinaz, 2020; Benussi, 2021).

The halal economic industry is currently developing globally, especially in
Indonesia (Adiba, 2019). Halal market has emerged as a sector of new development and
creating market potential in the global economy (Rachman, 2019). The halal industry
has recently become a global trend. Halal products possess the proven advantages of
good quality that are cleaner, hygienic, safe, original, and more nutritious (Mahbubi, et.
al., ,2019; Randeree, 2019; Lim, et. al., 2020; Nordin, et. al., 2020; Han, et. al., 2021,
Han, et. al., 2021). The halal industry is divided into three parts, namely the food, non-
food, and service sectors. One part of the service sector is the halal tourism sector
(Pahim, et, al., 2012).

Globally, shariah tourism has become a promising part of the halal industry
(Ahmed, et. al., 2018; Syarifuddin, et. al., 2020; Battour, et. al., 2021; Paramarta, et. al.,
2021). The meaning of shariah tourism itself is not only limited to the availability of
prayers vicinity but also signifies the existence of tourism in which all aspects do not
contradict the shariah-compliant system (Jaelani, 2017). The Indonesian government
develops halal tourism through developing main facilities, planning areas that become
tourist destination areas (Millatina, et. al., 2019).

Indonesia succeeded in the top ranks of the popular tourist destinations in the world
halal. This is listed in the Global Muslim Travel Index (GMTI) study conducted by
Mastercard-CrescentRating (Subarkah, et, al., 2020). The development of halal tourism
in Indonesia can apply the elements of family-friendly destinations, Muslim-friendly
services and facilities (Ferdiansyah, 2020). Goods and services offered at shariah
tourism are the same as general tourism as long as they do not contradict the shariah law
(Jaelani, 2017). Ratnasari (2020) stated that halal tourism basically is the same as
tourism in general, but it avoids all the prohibited in Islam, hence it is complied the
Sharia.

The studies of the halal industry have been more concentrated on halal food and
halal supply chain as well as focused on the purchasing intention. The research of Aziz
& Chok (2013) on non-Muslim consumers’ intention of purchasing halal products has
shown that the factor of product quality has not influenced the intention to buy those
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products. In line, Awan et. al., (2015) also found that the consumers’ intention of
purchasing halal food in Pakistan has been affected by halal marketing, personal
societal perception, and halal certification.

Liu et. al. (2018) found that there have been several things considered by tourists in
traveling for shariah tourism, such as whether or not the place is Muslim-friendly, the
destination image, and the tourists' attitude itself. Devi & Firmansyah (2019) found that
shariah marketing has become the tourists’ main considerable factor in traveling to
West Java for shariah tourism. While Wingett and Turnbull (2020) found that factors
such as halal food, women-only facilities and dress codes were identified as services
and facilities that are expected, whereas no alcohol was seen to be an important factor
for Muslim tourists.

Further Ramadhani et. al., (2020) found that destination image and subjective
norms had a significant influence on intention to visit halal destination in Lombok
Island. While Nurcahyo & Hudrasyah (2017) found that halal awareness does not have
a significant effect on purchase intention. Elseidi (2018) found that consumers with high
and low Islamic religiosity, subjective norms are the most influential determinants of
their intention to purchase halal-labelled food products. Nurhasanah & Hariyani (2018)
also found that halal awareness, health reason, and perceived value have a significant
and positive direct effect on purchasing intention. Hassani & Moghaveemi (2019) found
that Muslims who are motivated by generic and non-Islamic motivation avoid traveling
to destinations that have a presence of Islamic services and products.

A prior study on the analysis of factors that form the tourists’ intention of traveling
for shariah tourism in West Java was conducted by Devi & Firmansyah (2019).
However, the research did not include the variable of destination image. Therefore, this
study adds that variable. The research has also shown that halal marketing has been the
most influential variable in elaborating the tourists’ intention of traveling for shariah
tourism in West Java.

The development of halal tourism in East Java is one strategy in making the
tourism sector a driver of economic growth in East Java. East Java has the potential to
develop halal tourism because it has local wisdom that is developed and influenced by
Islam, the existence of religious, natural and artificial tourism objects as well as
accessibility and other supporting facilities (Priyono, 2018). One of the potential
tourism destination in East Java is Madura island, with its potential of shariah tourism
that is not only limited to its religious travel, Islamic arts, and Islamic cultural sites but
also on its natural tourism, such as beaches, mountains, hills, caves, amusement rides,
etc. The most significant part is that both the management and the visitors must behave
according to the norms of Islamic teachings.
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Compared to the prior research, this study is different in terms of the research
object, research area, and the variables that are utilized. Therefore, a primary factor that
determines this intention can be found. The results of this research are expected to
provide inputs for the government, whether through the Ministry of Tourism and
Creative Economy or other related parties, in developing shariah tourism in Madura.
The growth of shariah travel in Madura can gradually give its contribution to the
economy of the Madurese population and increase the welfare of its society. This study
aims to analyze which factors have the ability to shape the intentions of Muslim tourists
to travel to Madura for shariah tourism.

RESEARCH METHOD

The purpose of this study is to analyze the factors that can determine the
intentions of Muslim tourists on shariah tourism at Madura Island. Ratnasari (2020)
stated that halal tourism basically is the same as tourism in general, but it avoids all the
prohibited in Islam, hence it is complied the Sharia.

This research is a quantitative. The method of collecting data was conducted
through simple random sampling by giving equal chance or opportunity for every aspect
of population member to be chosen as the sample. The number of respondents in this
research is 113 respondents, whereby 98 of them fulfilled the prerequisites.

The data in this study are primary data that were directly obtained through the
distribution of online questionnaire through google form. The collected data were then
processed using SEM-PLS. According to Hair et al. (2017), PLS is a variance-based
SEM statistical method that can simultaneously perform measurement model testing as
well as structural model testing and is designed to solve SEM problems when specific
things occur in data, such as small research sample sizes, missing values, and illegibility
of the assumptions.

PLS possess two fundamental components, which are (1) measurement model
(outer model) and (2) structural method (inner model). The outer model allows the
researcher to assess the contribution of each indicator in measuring the construct
(validity) and how reliable the measurement scale is in measuring the construct
(reliability). Meanwhile, the inner model allows the researcher to analyze the influence
path of the independent construct (exogeneous) against the dependent construct
(endogenous) (Hair et al., 2017).

There are six variables in this study which are analyzed as factors that determine
the intention of Muslim tourists to travel to sharia tourism. They are halal awereness,
religious belief, personal societal perception, halal marketing, destination image, and
infrastructure. According to Ajzen (1985), purchase intention refers to individual’s
readiness and willingness to purchase a certain product or service (Latiff, Bashir, Bayat,
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Olutuase, & Ariff, 2018). Purchase intention is one of the most interesting topics for
researchers as a stage for improving marketing strategies (Fanny, Perdana, Jan, &
Altunisik, 2019).

The respondents in this study are Muslim tourists with a minimum of high
school education or equivalent, domiciled in Surabaya, Madura, Sidoarjo, and Gresik,
who have travelled for tourism in the last two years and have heard of the term “Shariah
Tourism”. The respondents’ characteristics in this research are described based on
gender, domicile, age, religion, education, occupation, and monthly income. The
description of the respondents’ characteristics can be seen in the following table 1,

Table 1. Respondent’s Profile

No Content Frequency Percentage

1 Gender

Male 21 21.4%

Female 77 78.6%
2  Occupation

Private employee 20 20.4%

PNS/BUMN/BUMD 12 12.2%

Entrepreneur 27 27.6%

Professional (Doctor/Lawyer/etc.) 28 28.6%

Housewife 11 11.2%
3 Domicile

Madura 24 24.5%

Outside of Madura 74 75.5%
4 Age

18-22 years old 63 64.3%

23-27 years old 12 12.2%

28-32 years old 10 10.2%

>32 years old 13 13.3%
5 Minimum Education

SMA/SMK/MA/equivalent 57 58.2%

Diploma 5 5.1%

Bachelor 26 26.5%

Master 10 10.2%
6 Monthly Income

<5.000.000 82 83.7%

5.000.001 — 10.000.000 12 12.2%

> 10.000.000 4 4.1%
7  Religion

Islam 98 100.0%

The description of Muslim tourist respondents in this study mostly consists of
women (78,6%), aged 18-22 years old (64,3%), all of whom are Muslim (100%),
having a minimum of high school education or equivalent (58,2%), working as
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professionals and entrepreneurs (56,1%), and having a monthly income of less than
Rp5.000.000.

RESULT AND DISCUSSION

This study aims to analyze the factors that can form the tourists' intention to
travel to Madura for shariah tourism. The primary data of this research was processed
using PLS with the existence of assessments for the outer model and inner model. The
outer model test was conducted to assess the validity and reliability. Instruments of this
study are valid with an outer loading value of > 0,50 and the AVE of > 0,50.

The convergent validity test results on the reflective indicator showed that all
indicators on the research variable had an outer loading value that was bigger than 0,50,
and the AVE value was also bigger than 0,50. Therefore, all indicators are concluded as
valid in measuring the calculated variables and meet the convergent validity, capable of
being used for further analysis. The following table 2 shows the convergent validity test
results,

Table 2. Convergent Validity Test Results

Factors Measurement Items AVE Outer Loadings Description
| HA.1 0.866 Valid
Halal Awareness HA.2 0.734 0.876 Val!d
HA.3 0.828 Valid
RB.1 0.762 Valid
I RB.2 0.756 Val?d
Religious Belief RB.3 0.521 0.741 Val!d
RB.4 0.610 Valid
RB.5 0.728 Valid
PSP.1 0.767 Valid
1| PSP.2 0.823 Valid
Personal Societal PSP.3 0.703 0.855 Valid
Perception PSP.4 0.901 Valid
PSP.5 0.841 Valid
HM.1 0.675 Valid
HM.2 0.793 Valid
v HM.3 0.639 0.783 Valid
Halal Marketing HM.4 0.883 Valid
HM.5 0.848 Valid
DI.1 0.864 Valid
DI.2 0.883 Valid
v DI.3 0.833 Valid
Destination Image DI.4 0.720 0.884 Val!d
D15 0.872 Valid
DI.6 0.814 Valid

DI.7 0.890 Valid




Falah: Jurnal Ekonomi Syariah 67
Vol. X No. X (2020)
ISSN (print): 2502-3918 | ISSN (online): 2502-7824

DI.8 0.834 Valid

DI.9 0.829 Valid

DI.10 0.837 Valid

DI.11 0.789 Valid

INF.1 0.796 Valid

INF.2 0.877 Valid

Vi INF.3 0.873 Valid
Infrastructure INF .4 0.652 0.805 Val ?d
INF.5 0.645 Valid

INF.6 0.850 Valid

INF.7 0.780 Valid

The next evaluation on the analysis of the outer model was internal consistency.
Internal consistency assesses the consistency of the indicators in measuring a construct.
The internal consistency in PLS can use two measurements, namely Cronbach's alpha
and composite reliability. The rule of thumb of Cronbach’s alpha is 0,60 bigger, while
the rule of thumb of composite reliability must be bigger than 0,70 although the 0,60
value is still acceptable. The following table 3 is the calculation results of Cronbach's
alpha and composite reliability on the internal consistency assessment,

Table 3. Reliability Test Result

Cronbach’s Composite

Variable Alpha Reliability Description
Halal Awareness 0.819 0.892 Reliable
Religious Belief 0.770 0.844 Reliable
Personal Societal Perception 0.894 0.922 Reliable
Halal Marketing 0.857 0.898 Reliable
Destination Image 0.961 0.966 Reliable
Infrastructure 0.909 0.929 Reliable

Table 3 above shows that the internal consistency value of every research
variable has a Cronbach's alpha value of over 0,60, and the value of composite
reliability was over 0,70. Therefore, each variable of halal awareness, religious belief,
personal societal perception, halal marketing, destination image, and infrastructure
fulfills the good reliability.

The subsequent stage was the inner model testing that consisted of the model fit
test, significance test, and determination coefficient (R2). The model fit evaluation was
conducted to see whether the model that was used in this research was suitable or not. In
measuring the model fit, the Standardized Root Mean Square Residual (SRMR) value
was used. The SRMR value of less than 0,08 signifies that the model is a fit or good fit,
and if the SRMR value is over 0,08 but still smaller than 0,12, it signifies that the model
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was still acceptable (marginal fit. However, if the SRMR value is bigger than 0,12, it
signifies that the model is not fit (lack of fit or poor fit).

Table 4. Model Fit Test Result

Saturated Model Estimated Model
SRMR 0,043 0,049

The model fit evaluation result in the PLS model on the table 4 shows an SRMR
value of 0,049. As this number is smaller than 0,08, means that the model of this study
has a good fit.The analysis of the significance of factors that form the travel intentions
by using the PLS analysis was conducted with 2-tailed testing. The hypothesis of the
study is acceptable if the t-value (t-statistic) is > 1.96 or if the p-value is smaller than
the error rate (o) of 5%. The following table 5 is describe the path coefficient value
(original sample estimate), calculated t value (t-statistic), and p-value in the PLS inner
model,

Table 5. Analysis of the Significance of Travel Intention Factors

Factors of Travel Intention 2;?:&2' T-Stat P-Values Description
Halal Awareness 0.802 16.513 0.000 Significant
Religious Belief 0.834 19.688 0.000 Significant
Personal Societal Perception 0.905 37.248 0.000 Significant
Halal Marketing 0.813 24.571 0.000 Significant
Destination Image 0.758 10.705 0.000 Significant
Infrastructure 0.820 13.908 0.000 Significant

The testing results of factors that form the travel intention by using the results of
PLS bootstrapping can be in accordance with table 5 describes as follows: first, the
coefficient value of halal awareness as a factor of travel intention is 0,802 (positive)
with the t-statistics of 16,513 (bigger than the t table value of 1,96) and the p-value of
0,000 (smaller than a=5%). This result shows that halal awareness contributes
significantly to form the tourists’ intention of traveling for shariah tourism.

The coefficient value of religious belief as a factor of travel intention is 0,834
(positive) with the t-statistics of 19,688 (bigger than the t table value of 1,96) and the p-
value of 0,000 (smaller than a=5%). This result shows that religious belief also
contributes significantly to form the tourists’ intention of traveling for sharia tourism.

The coefficient value of personal societal perception as a factor of travel
intention is 0,905 (positive) with t-statistics of 37,248 (bigger than the t table value of
1,96) and the p-value of 0,000 (smaller than 0=5%). This result shows that personal
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societal perception also contributes significantly to form the tourists’ intention of
traveling for sharia tourism.

On the other hand, the coefficient value of halal marketing as a factor of travel
intention is 0,813 (positive) with the t-statistics of 24,571 (bigger than the t table value
of 1,96) and the p-value of 0,000 (smaller than 0=5%). This result shows that halal
marketing also contributes significantly to form the tourists’ intention of traveling for
sharia tourism. While the coefficient value of destination image as a factor of travel
intention is 0,758 (positive) with the t-statistics of 10,705 (bigger than the t table value
of 1,96) and the p-value of 0,000 (smaller than a=5%). This result shows that
destination image also contributes significantly to form the tourists’ intention of
traveling for sharia tourism. The coefficient value of infrastructure as a factor of travel
intention is 0,820 (positive) with the t-statistics of 13,908 (bigger than the t table value
of 1,96) and the p-value of 0,000 (smaller than a=5%). This result shows that
infrastructure also contributes significantly to form the tourists’ intention of traveling
sharia tourism. Factors that form the travel intention of shariah tourism is sequentially
elaborated in the table 6,

Tabel 6. The Dominant Factors of Travel Intention and the Relationship between
Tourists’ Characteristic and Travel Intention

Original

Factors of Travel Intention R Square Rank
Sample
Halal Awareness 0.802 0.644 5
Religious Belief 0.834 0.695 2
Personal Societal Perception 0.905 0.819 1
Halal Marketing 0.813 0.661 4
Destination Image 0.758 0.574 6
Infrastructure 0.820 0.673 3
Relation Sig. Chi-Square Description
Gender * travel intention 0.965 Insignificant
Domicile * travel intention 0.326 Insignificant
Age * travel intention 0.044 Significant
Education * travel intention 0.041 Significant
Occupation * travel intention 0.984 Insignificant
Income * travel intention 0.046 Significant

The inner model evaluation is seen on every R-Square value or the coefficient of
determination. The R? value above shows the contribution percentage of every variable
that forms the tourists’ intention of traveling for shariah tourism. The R? value has a
range of O until 1. The above table shows that the most dominant factor that can form
the tourists’ intention of traveling for shariah tourism is personal societal perception,
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consecutively followed by religious belief, infrastructure, halal marketing, halal
awareness, and destination image.

Based on the SEM-PLS test results of this study, it is discovered that the most
influential factor in shaping travel intention is personal societal perception (Usman, et.
al., 2019) Subsequently, other influential factors are religious belief, infrastructure, halal
marketing, halal awareness, and destination image. The results of this research bear
different results from previous studies, where the most determining factor of travel
intention has been halal marketing (Awan & Nabeel, 2015; Battour, 2018; (Devi &
Firmansyah, 2019; Ramadhani et. al., (2020).

The result of this study is in line with Hamzah et. al., (2012), which found that
the highest preference of tourist destinations is according to what complies with their
respective beliefs. This is also inline with the result stated by (Machali, 2013; Latiff et.
al., 2018; (Liu et. al., 2018; Mutmainah, 2018; Wijaya & Sholeh, 2020).

This study also found the relationship between the tourists’ characteristics and
the rate of travel intention of shariah tourism. The study found that out of 63 tourists
aged 18-22 years old, 74.6% of them have a high travel intention of shariah tourism. On
the other hand, out of 57 tourists who possess a minimum of high school education or
equivalent, 73.7% of them have a high travel intention of traveling for shariah tourism.
While out of 22 tourists with a monthly income of more than Rp5.000.000 have a much
bigger percentage in which 95.5% of them have a high intention of traveling for shariah
tourism. It is means that market segment for shariah tourism in Madura are middle
income Millenials.

CONCLUSION

This research aims to discover the most dominant factor that forms the tourists’
intention of traveling for shariah tourism. There are six factors that influence the
tourists' intention of shariah tourism in which personal societal perception is found to be
the most dominant factor. Subsequent factors that shape the tourists’ intention of shariah
tourism in Madura are religious belief, infrastructure, halal marketing, halal awareness,
and destination image, respectively.

Further studies are expected to add the number of respondents from various
generational backgrounds, such as Generation X, Generation Y, and Generation Z.
Therefore, a more comprehensive result will be achieved and can be compared. This
will also affect the marketing strategy to increase the visits of shariah tourism to
Madura. The government is expected to make suitable regulations in managing shariah
travel to create an interesting perception of shariah tourism in Madura.



Falah: Jurnal Ekonomi Syariah 71
Vol. X No. X (2020)
ISSN (print): 2502-3918 | ISSN (online): 2502-7824

ACKNOWLEGMENT
This study was supported by University of Trunojoyo Madura for research grant
Number 078/UN46.4.1/PT.01.03/2020.

REFERENCES

Adiba, E. M. (2019). Consumer Purchasing Behavior of Halal Cosmetics : A Study On
Generations X And Y, 5(1), 169-192. https://doi.org/10.21098/jimf.v5i1.1052

Ab, N., Supian, K., & Bojei, J. (2018). Relationship between halal traceability system
adoptions on halal food supply chain integrity and performance. International
Journal of Asian Social Science, 8(8), 569-579.
https://doi.org/10.18488/journal.1.2018.88.569.579

Ahmed, M. J., & Akbaba, A. (2018). The potential of halal tourism in Ethiopia:
opportunities, challenges and prospects. Uluslararasi Giincel Turizm Arastirmalart
Dergisi, 2(1), 13-22. https://doi.org/10.30625/ijctr.397499

Ali, A., Ali, A., Xiaoling, G., Sherwani, M., & Hussain, S. (2018). Expanding the
theory of planned behaviour to predict Chinese Muslims halal meat purchase
intention. British Food Journal. 120(1), 2-17. https://doi.org/10.1108/BFJ-05-
2017-0278

Al-Teinaz, Y. R. (2020). What is Halal Food?. The Halal Food Handbook, John Wiley
& Sons Ltd. 7-26. https://doi.org/10.1002/9781118823026.ch1

Asa, R. S., & Azmi, . M. A. G. (2018). The concept of halal and halal food certification
process in Malaysia: Issues and concerns. Malaysian Journal of Consumer and
Family Economics, 20, 38-50. Retrieved from http://www.majcafe.com/wp-
content/uploads/2018/07/5.-the-concept-of-halal.pdf

Aisyah, M. (2016). Consumer Demand on Halal Cosmetics and Personal Care Products
in Indonesia. Al-Igtishad: Journal of Islamic Economics, 9(1), 125-142.
https://doi.org/10.15408/aiq.v9i1.1867

Aulia Ramadhani, S., Kurniawati, M., & Hadi Nata, J. (2020). Effect of Destination
Image and Subjective Norm toward Intention to Visit the World Best Halal
Tourism Destination of Lombok Island in Indonesia. KnE Social Sciences, 2020,
83-95. https://doi.org/10.18502/kss.v4i9.7318

Awan, H. M., & Nabeel, A. (2015). Factors affecting Halal purchase intention -
evidence from Pakistan ’ s Halal food sector Management Research Review
Article information : (February 2017). https://doi.org/10.1108/MRR-01-2014-0022

Aziz, Y. A., & Chok, N. V. (2013). The Role of Halal Awareness, Halal Certification,
and Marketing Components in Determining Halal Purchase Intention Among Non-
Muslims in Malaysia: A Structural Equation Modeling Approach. Journal of
International Food and  Agribusiness  Marketing,  25(1), 1-23.
https://doi.org/10.1080/08974438.2013.723997

Battour, M. (2018). Muslim Travel Behavior in Halal Tourism. Mobilities, Tourism and
Travel Behavior - Contexts and Boundaries.
https://doi.org/10.5772/intechopen.70370

Battour, M., Hakimian, F., Ismail, M., & Bogan, E. (2018). The perception of non-
Muslim tourists towards halal tourism. Journal of Islamic Marketing. 9(4), 823-
840. https://doi.org/10.1108/JIMA-07-2017-0072

Battour, M., Salaheldeen, M., & Mady, K. (2021). Halal tourism: exploring innovative



https://doi.org/10.21098/jimf.v5i1.1052
https://doi.org/10.18488/journal.1.2018.88.569.579
https://doi.org/10.30625/ijctr.397499
https://doi.org/10.1108/BFJ-05-2017-0278
https://doi.org/10.1108/BFJ-05-2017-0278
https://doi.org/10.1002/9781118823026.ch1
http://www.majcafe.com/wp-content/uploads/2018/07/5.-the-concept-of-halal.pdf
http://www.majcafe.com/wp-content/uploads/2018/07/5.-the-concept-of-halal.pdf
https://doi.org/10.15408/aiq.v9i1.1867
https://doi.org/10.18502/kss.v4i9.7318
https://doi.org/10.1108/MRR-01-2014-0022
https://doi.org/10.1080/08974438.2013.723997
https://doi.org/10.5772/intechopen.70370
https://doi.org/10.1108/JIMA-07-2017-0072

72 Falah: Jurnal Ekonomi Syariah
Vol. X No. X (2020)
ISSN (print): 2502-3918 | ISSN (online): 2502-7824

marketing opportunities for entrepreneurs. Journal of Islamic Marketing.
https://doi.org/10.1108/JIMA-06-2020-0191

Benussi, M. (2021). Living halal in the Volga region: Lifestyle and civil society
opportunities. In Rethinking Halal (pp. 265-293). Brill.
https://doi.org/10.1163/9789004459236_012

Benzertiha, A., Kieronczyk, B. A. R. T. O. S. Z., Rawski, M., Jozefiak, A.,
Mazurkiewicz, J., Jozefiak, D., & Swiqtkiewicz, S.Y.L. W.E.S. T. E. R. (2018).
Cultural and practical aspects of halal slaughtering in food production. Med. Weter,
74(6), 371-376. https:// dx.doi.org/10.21521/mw.6023

Bogan, E., & Sarusik, M. (2019). Halal tourism: conceptual and practical challenges.
Journal of Islamic Marketing. 10(1), 87-96. https://doi.org/10.1108/JIMA-06-
2017-0066

Devi, A., & Firmansyah, 1. (2019). Devi, A., & Firmansyah, I. (2019). Developing Halal
Travel And Halal Tourism To Promote Economic Growth: A Confirmatory
Analysis. Journal of Islamic Monetary Economics and Finance, 5(1), 193-214.
https://doi.org/10.21098/jimf.v5i1.1054

Elseidi, R. I. (2018). Determinants of halal purchasing intentions: evidences from UK.
Journal of Islamic Marketing, 9(1), 167-190. https://doi.org/10.1108/JIMA-02-
2016-0013

Fanny, F., Perdana, P., Jan, M. T., & Altunisik, R. (2019). The role of halal certification
on purchase intention towards food products from MENA countries: A sem study.
Journal of Islamic Monetary Economics and Finance, 5(1), 63-88.
https://doi.org/10.21098/jimf.v5i1.1048

Ferdiansyah, H. (2020). Pengembangan Pariwisata Halal Di Indonesia Melalui Konsep
Smart Tourism. Tornare, 2(1), 30. https://doi.org/10.24198/tornare.v2i1.25831

Hair, J. et al. (2017). A Primer on Partial Least Square Structural Equation Model
(PLS-SEM). SAGE Publications, Inc. California. USA.

Hamza, 1. (2012). Islamic tourism: exploring perceptions & possibilities in Egypt.
African Journal of Business and Economic Research, 7(1), 85-98.
https://hdl.handle.net/10520/EJC120526

Han, H., Lho, L. H., Raposo, A., Radic, A., & Ngah, A. H. (2021). Halal Food
Performance and Its Influence on Patron Retention Process at Tourism Destination.
International Journal of Environmental Research and Public Health, 18(6), 3034.
https://doi.org/10.3390/ijerph18063034

Han, H., Lho, L. H., Raposo, A., Radic, A., & Ngah, A. H. (2021). Authentication of
Halal and Kosher meat and meat products: Analytical approaches, current
progresses and future prospects. Critical reviews in food science and nutrition, 1-
26. https://doi.org/10.1080/10408398.2020.1814691

Hassani, A., & Moghavvemi, S. (2019). 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

Jaelani, A. (2017). Halal Tourism Industry in Indonesia: Potential and Prospects. SSRN
Electronic Journal, (July). https://doi.org/10.2139/ssrn.2899864

Junaidi, J. (2020). Halal-friendly tourism and factors influencing halal tourism.
Management Science Letters, 10(8), 1755-1762.
https://doi.org/10.5267/j.msl.2020.1.004

Latiff, A., Bashir, A. M., Bayat, A., Olutuase, S. O., & Ariff, Z. (2018). Factors



https://doi.org/10.1108/JIMA-06-2020-0191
https://doi.org/10.1163/9789004459236_012
https://doi.org/10.21098/jimf.v5i1.1052
https://doi.org/10.1108/JIMA-06-2017-0066
https://doi.org/10.1108/JIMA-06-2017-0066
https://doi.org/10.21098/jimf.v5i1.1054
https://doi.org/10.1108/JIMA-02-2016-0013
https://doi.org/10.1108/JIMA-02-2016-0013
https://doi.org/10.21098/jimf.v5i1.1048
https://doi.org/10.24198/tornare.v2i1.25831
https://hdl.handle.net/10520/EJC120526
https://doi.org/10.3390/ijerph18063034
https://doi.org/10.1080/10408398.2020.1814691
https://doi.org/10.1108/JIMA-11-2018-0215
https://doi.org/10.2139/ssrn.2899864
https://doi.org/10.5267/j.msl.2020.1.004

Falah: Jurnal Ekonomi Syariah 73
Vol. X No. X (2020)
ISSN (print): 2502-3918 | ISSN (online): 2502-7824

affecting consumers ’ intention towards purchasing halal food in South Africa: a
structural equation modelling Factors affecting consumers ’ intention towards
purchasing halal food in South Africa: a structural equation modelling. Journal of
Food Products Marketing, 00(00), 1-23.
https://doi.org/10.1080/10454446.2018.1452813

Lim, Y. H., Lada, S., Ullah, R., & Adis, A. A. A. (2020). Non-Muslim consumers’
intention to purchase halal food products in Malaysia. Journal of Islamic
Marketing. https://doi.org/10.1108/JIMA-06-2020-0172

Liu, Y.-C., Li, I.-J., Yen, S.-Y., & Sher, P. J. (2018). What Makes Muslim Friendly
Tourism? An Empirical Study on Destination Image, Tourist Attitude and Travel
Intention. Advances in Management & Applied Economics, 8(5), 1792-7552.
https://doi.org/http://www.scienpress.com/Upload/AMAE%2fV0l%208 5 3.pdf

Mahbubi, A., Uchiyama, T., & Hatanaka, K. (2019). Capturing consumer value and clustering
customer preferences in the Indonesian halal beef market. Meat science, 156, 23-32.
https://doi.org/10.1016/j.meatsci.2019.05.012

Machali, M. M. (2013). The Effect Of Halal Foods Awareness On Purchase Decision With
Religiosity As A Moderating Variable : A Study At Higher, (December). Retrieved from
https://knepublishing.com/index.php/Kne-Social/article/view/3425

Millatina, A. N., Hakimi, F., Zaki, I., & Yuningsih, 1. (2019). Peran Pemerintah Untuk
Menumbuhkan Potensi Pembangunan Pariwisata Halal Di Indonesia. Jurnal Manajemen
Dan Bisnis Indonesia, 5(1), 96-109. Retrieved from
http://jurnal.unmuhjember.ac.id/index.php/JMBIl/article/view/2587

Mutmainah, L. (2018). Halal Certification , and Food Ingredients on Purchase Intention of Halal
Food The Role of Religiosity , Halal Awareness , Halal Certification , and Food
Ingredients on The Purchase Role of Religiosity, Awareness, Intention Halal of Halal
Food The Role. lhtifaz: Journal of Islamic Economics, Finance, and Banking, 1(1-2), 33-
50. https://doi.org/10.12928/ijiefb.v1i1.284.

Nordin, F. N., Aziz, A., Zakaria, Z., & Wan Mohamed Radzi, C. W. J. (2020). A systematic
review on the skin whitening products and their ingredients for safety, health risk, and the
halal status. Journal of Cosmetic Dermatology. https://doi.org/10.1111/jocd.13691

Nurcahyo, A., & Hudrasyah, H. (2017). The influence of Halal awareness, Halal certification,
and personal societal perception toward purchase intention: a study of instant noodle
consumption of college student in Bandung. Journal of Business and Management, 6(1),
21-31. Retrieved from
https://scholar.google.co.id/scholar?hl=en&as_sdt=0%2C5&qg=Nurcahy0%2C+A.%2C+%
26+Hudrasyah%2C+

Nurhasanah, S., & Hariyani, H. F. (2018). Halal Purchase Intention on Processed Food. Tazkia
Islamic Finance and Business Review, 11(2), 187-209.
https://doi.org/10.30993/tifbr.v11i2.142

Omar, K. M., Kamariah, N., Mat, N., Imhemed, G. A., Mahdi, F., & Ali, A. (2012). The Direct
Effects of Halal Product Actual Purchase Antecedents among the International Muslim
Consumers, (June), 87-92. https://doi.org/10.5923/j.economics.20120001.20

Pahim, K. M., Jemali, S., Jamal, S., Nasir, A., & Mohamad, S. (2012). An Empirical Research
On Relationship Between Demand , People And Awareness Towards Training
Needs: A Case Study In Malaysia Halal Logistics Industry, EEE Business,
Engineering & Industrial Applications Colloquium (BEIAC), 246-251,
https://doi.org/10.1109/BEIAC.2012.6226062.

Paramarta, V., Dewi, R. R. V. K., Rahmanita, F., Hidayati, S., & Sunarsi, D. (2021). Halal
Tourism in Indonesia: Regional Regulation and Indonesian Ulama Council Perspective.
International ~ Journal  of  Criminology and  Sociology, 10,  497-505.
https://6thsigmahosting.com/pms/index.php/ijcs/article/view/7162



https://doi.org/10.1080/10454446.2018.1452813
https://doi.org/10.1108/JIMA-06-2020-0172
https://doi.org/http:/www.scienpress.com/Upload/AMAE%2fVol%208_5_3.pdf
https://doi.org/10.1016/j.meatsci.2019.05.012
https://knepublishing.com/index.php/Kne-Social/article/view/3425
http://jurnal.unmuhjember.ac.id/index.php/JMBI/article/view/2587
https://doi.org/10.12928/ijiefb.v1i1.284.
https://doi.org/10.1111/jocd.13691
https://scholar.google.co.id/scholar?hl=en&as_sdt=0%2C5&q=Nurcahyo%2C+A.%2C+%26+Hudrasyah%2C+
https://scholar.google.co.id/scholar?hl=en&as_sdt=0%2C5&q=Nurcahyo%2C+A.%2C+%26+Hudrasyah%2C+
https://doi.org/10.30993/tifbr.v11i2.142
https://doi.org/10.5923/j.economics.20120001.20
https://doi.org/10.1109/BEIAC.2012.6226062.
https://6thsigmahosting.com/pms/index.php/ijcs/article/view/7162

74 Falah: Jurnal Ekonomi Syariah
Vol. X No. X (2020)
ISSN (print): 2502-3918 | ISSN (online): 2502-7824

Priyono, O. A. (2018). Halal Tourism Opportunities And Challenges In East Java. Ulumuna:
Jurnal Studi Keislaman, 4(2), 118-133. https://doi.org/10.36420/ju.v4i2.3479

Rachman, M. A. (2019). Halal Industry in Indonesia: Role of Sharia Financial Institutions in
Driving Industrial and Halal Ecosystem. Al-Igtishad: Jurnal limu Ekonomi Syariah, 11(1),
35-58. https://doi.org/10.15408/aiq.v11i1.10221

Randeree, K. (2019). Challenges in halal food ecosystems: the case of the United Arab
Emirates. British Food Journal. 121(5), 1154-1167. https://doi.org/10.1108/BFJ-08-2018-

0515
Rasul, T. (2019). The trends, Opportunities and Challenges of Halal Tourism: A systematic
literature review. Tourism Recreation Research, 44(4), 434-450.

https://doi.org/10.1080/02508281.2019.1599532

Ratnasari, R. T. (2020). Halal Tourism Based on Value Creation. Al-Ugud : Journal of Islamic
Economics, Vol 4, No 2 (2020): July, 4(28), 268-284. https://doi.org/10.26740/al-
uqud.v4n2.p268-284

Rodrigo, P., & Turnbull, S. (2019). Halal holidays: How is value perceived by Muslim tourists?.
International Journal of Tourism Research, 21(5), 675-692.
https://doi.org/10.1002/jtr.2290

Syarifuddin, S., Sidang, N., Iswandi, H., & Akramunnas, A. (2020, June). Optimization of the
Halal Ecosystem in the Development of the Sharia Banking Industry in Indonesia. In 1st
Annual Conference of Ihtifaz: Islamic Economics, Finance, and Banking (pp. 431-446).
Retrieved from http://seminar.uad.ac.id/index.php/ihtifaz/article/view/3642

Shahid, S., Ahmed, F., & Hasan, U. (2018). A qualitative investigation into consumption of
halal cosmetic products: the evidence from India. Journal of Islamic Marketing. 9(3), 484-
503. https://doi.org/10.1108/JIMA-01-2017-0009

Subarkah, A. R., Junita Budi Rachman, & Akim. (2020). Destination Branding Indonesia
Sebagai Destinasi Wisata Halal. Jurnal Kepariwisataan: Destinasi, Hospitalitas Dan
Perjalanan, 4(2), 84-97. https://doi.org/10.34013/jk.v4i2.53

Usman, H., Sobari, N., & Sari, L. E. (2019). Sharia motivation in Muslim tourism definition, is
it matter? Journal of Islamic Marketing, 10(3), 709-723. https://doi.org/10.1108/JIMA-01-
2018-0015

Vargas-Sanchez, A., & Moral-Moral, M. (2019). Halal tourism: literature review and experts’
view. Journal of Islamic Marketing. 11(3), 549-569. https://doi.org/10.1108/JIMA-04-
2017-0039

Wijaya, L. H., & Sholeh, M. (2020). The Impact of Halal Tourism on Regional Economic
Growth in Lombok , West Nusa Tenggara, Indonesia. Al-Igtishad: Jurnal Ilmu Ekonomi
Syariah (Journal of Islamic Economics), 12(2), 303-318.

Wingett, F., & Turnbull, S. (2020). Halal holidays : exploring expectations of Muslim-friendly
holidays. https://doi.org/10.1108/JIMA-01-2016-0002

@ ® O This work is licensed under a Creative Commons Attribution-
ShareAlike 4.0 International (CC BY-SA 4.0)



https://doi.org/10.36420/ju.v4i2.3479
https://doi.org/10.15408/aiq.v11i1.10221
https://doi.org/10.1108/BFJ-08-2018-0515
https://doi.org/10.1108/BFJ-08-2018-0515
https://doi.org/10.1080/02508281.2019.1599532
https://doi.org/10.26740/al-uqud.v4n2.p268-284
https://doi.org/10.26740/al-uqud.v4n2.p268-284
https://doi.org/10.1002/jtr.2290
http://seminar.uad.ac.id/index.php/ihtifaz/article/view/3642
https://doi.org/10.1108/JIMA-01-2017-0009
https://doi.org/10.34013/jk.v4i2.53
https://doi.org/10.1108/JIMA-01-2018-0015
https://doi.org/10.1108/JIMA-01-2018-0015
https://doi.org/10.1108/JIMA-04-2017-0039
https://doi.org/10.1108/JIMA-04-2017-0039
https://doi.org/10.1108/JIMA-01-2016-0002

