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Abstract: 

The objective of this research is to analyze the influence of the tourism brand on decision-making developments during the 
holidays, as well as the contribution of religious standards, hallucinations and memorable tourist experiences. Tourism, a 
prominent step in the brand, is gaining a lot of attention and promotion in Indonesia. The study perfect is empirically 
authenticated through a field survey, a questionnaire distributed to 150 people surveyed by sampling methods. The collected 
data was processed with the Amos 20 software using Structural Equations (SEM). The results of the study show that 
memorable tourist experiences affect the natural value of a person's religiosity and the decision to visit a destination, and 
captivation also influence tourism choices. However, neither the attractive tourist brand nor the attraction affects the 
religiosity of a place, and the value of religiosity does not play roles in the judgements that tourists make to visit it. 

Keywords: halal tourism; community-based tourism; intrinsic religiosity values; decision to visit. 

JEL Classification: L83; 018; Z32. 

Introduction  

The travel sector is working on sustainable tourism. Morgan et al. (2003) said that each nation has a unique 
culture and tradition, that each place is the friendliest, and that tourism industry and facilities objective to please 
customers. Many places for holidays encourage their natural beauty, beaches and seas. However, these 
amenities and features no longer distinguish destinations (Ekinci et al. 2007). 

Muslim populace progress is expected to exceed 25% of the world's population. Muslim travelers have 
become increasingly serious of selecting destinations with amenities and services that meet the spiritual wants of 
the past two decades, increasing international movements in the global tourism sector. Tourism from Indonesia 
and Lombok can grow. Lombok was Indonesia's top tourist destination, with a score of 70, beating 10 other 
destinations (Muslim Travel Index 2019). The Indonesian travel business can take advantage of the travel trend 
of the international Islamic economy. Halal tourism meets the religious demands of Muslim travelers (Mohsin et 
al. 2016). 

Previous research on branding techniques and visitor testing was not improvised, prompting investigations 
(Sanya et al. 2013). Some experts believe that the vision of the brand can influence the phrases of the visit, but 
others disagree. This study proposes that religiosity beliefs help travelers choose places (Sarvari 2012, Scott et 
al. 2011). Despite numerous tourism awards, the Indonesia brand has not been used. Tourists attract religious 
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and cultural values and should be responsible for achieving a progressive reflection of tourism. Tourism is a way 
of life that gives priority to the Muslim vocation, but non-Muslim visitors can arrive, since the parts after it are very 
whole and selected, so they will not hesitate to participate in social and religious actions. 

1. Literature Review and Hypothesis Development 

1.1 Branding 

Branding is a fundamental facet of advertising bustle and it is essential to comprehend it in its entirety. The 
relationship between a brand and its meaning is, in general, a consequence of various organizational actions, 
such as marketing, public relations and promotional efforts, also the features of the business or brand, such as 
the name, packing and logo (Muna et al. 2023; Wanof and Gani 2023). The meaning of the brand can impact 
customer use, resource coverage, celebrity protection, and oral marketing efforts (Rasiobar and Alfiannor 2023). 
Various stakeholders, including hotels, attraction operators, cities and governments, use product management 
strategies to appeal visitors based on their attraction to destination (Asseraf and Shoham 2017, Hoppen et al. 
2014). 

1.2 Halal Tourism Branding and Intrinsic Religiosity Value 

Companies that invest in researching, defining and building the powerful brand reap great benefits for their 
competitors. A trademark encompasses a set of attributes expressed by a name or symbol that can affect buyers' 
goods or services and facilitates value generation for both buyers and sellers (Abodeeb et al. 2015). In hotels, 
restaurants and other travel-related businesses, tourism growth has been growing. Halal tourism deafens travel 
that adheres to Islamic principles (Oktadiana et al. 2016; Stephenson 2014). Destination branding is a concept of 
improving the quality of a tourist destination's brand (Kladou et al. 2017). Among the promotional efforts for the 
sale of tourist destinations have been created brochures, brochures and exhibitions. However, these efforts are 
not adequate, as there are many other strategies can be used to attract travelers. 

The word "halal" is often associated with Muslim devotion. Halal food should be consumed in accordance 
with Islamic law. Religion is a fundamental consideration when deciding whether or not to acquire a good or 
service (El-Gohary 2016). In general, more devoted customers will buy more food, avoiding engaging in practices 
against their religion (Putra et al. 2016). Consequently, the religion of the customer has become the main 
component of marketing. In addition, religion significantly influences how people react to buying food and how 
they act (Izberk-Bilgin and Nakata 2016). The literature on social psychology describes two types of religiosities: 
self-eligibility (1), religious commitment that is the ultimate goal of life; and (2) the outside of religiosity, which 
treats religion as a means to self-centered ends (Ustaahmetoğlu 2020). 

H1: The tourist brand Halal increases its religiosity. 

1.3 Intrinsic Religiosity Values and Decision to Visit 

In addition to population, race, and physical location, the way people behave, religion is a cultural element. 
Consumer behavior researchers have found in the past that there is an important connection among customers' 
religious membership and some consumption-related characteristics. Therefore, religion plays an imperative role 
in every decision-making process and affects every process in which someone must act morally and legally 
(Elaziz and Kurt 2017). The word "Halal" is often associated with Muslim devotion. Muslims are expected to act 
morally and legally (Rahman et al. 2019). 

In particular, they have stressed that the values of religiosity maintain the firmness of adhering to religious 
guidelines as the main objective of religious guidelines (IRV). Religious behavior functions at the core of an 
individual's character, aligning life's needs and desires with religious principles they believe to be real. This 
means a commitment to understanding each ritual activity according to divine commands and seriously 
embracing religious values throughout life (Nurhayati and Hendar 2019). The basis of the honorable behavior of a 
Muslim, both Muslim and non-Muslim, as human beings, will be Allah (hablumminallah) and the basis of human 
communications (hablumminannas) (Said et al. 2014). Nurhaya and Hendar (2019) learned that IRV, also known 
as hablumminallah, influenced consumers' intentions to buy halala products. According to the study, the intention 
of customers to buy harvests marked as "halal" has a positive effect on the knowledge, attitude and practice of 
consumers. 

H2: The more intrinsic religiosity, the more tourists visit 
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1.4 Halal Captivation and Intrinsic Religiosity Values 

Basically, travel corresponds to travel that meets the wants of the Muslim community, especially when it comes to 
food and food. It rejects captivity and fates that violate Islamic law. According to Hassan (2015), the success of a 
tourist destination and the overall realization of a tourist zone depend, to a large extent, on its approval, including 
uniqueness, value, land availability and accessibility. Services such as food stalls, toilets, places of worship, 
electricity and car parks also play a decisive role. Basiya and Roza (2012) directly and positively influenced 
visitors' interest in revisiting. 

In the growth of tourism, it is essential to prioritize captivity. Tourists participating in these activities should 
be treated as guests visiting the home of a Muslim family. In Islam, each guest should be treated with respect 
and, within that, offer good and adequate entertainment (tourist attraction) and excellent host service (human 
resources). To ensure that guests feel comfortable and enjoy the stay, atmosphere and home conditions, they 
must be clean, quiet and welcoming (social environment). In addition, adequate furniture and comfort (support 
capacity), adequate lighting, living room, a prayer room (mushalla), dining room, clean, comfortable and well-
organized rooms and toilets. If necessary, the host must provide transportation facilities for customers who want 
to visit other places. 

H3: The captivity of the accusation growths religiosity itself 

1.5 Memorable Tourism Experiences and Intrinsic Religiosity Values 

Fundamentally, leisure tourists give priority to knowledge, visitor, tourism, learning and business travel. Travelers 
flock somewhere to experience new, implicit or open, behavioral or perception, cognitive or emotional things. The 
hypothesis of memorable travel knowledges is important, as it highlights the influence of previous memories on 
consumer choice. As previous memories are the most significant cause of material, when a tourist decides to visit 
a certain area, many previous researchers have highlighted the importance of memories of the past. Razzaq et 
al. (2016) was identified by three factors that defend the importance of retaining past experiences in memory. 
First, consumers may be interested and motivated to purchase products when the information comes from past 
knowledges; Second, customers often see previous experiences as reliable sources of information; and, third, the 
significant influence of previous experiences on the behavior of future intention. 

Tukamushaba et al. (2016) recommend taking it into account tourism companies to facilitate memorable 
tourist experiences for tourists. However, Razzaq et al. (2016) argue that destination marketers cannot directly 
offer memorable tourism experiences, as these experiences are excellent; also agree that tourism is a 
psychological phenomenon rooted in the individual perceptions of tourists. Consequently, travelers form enduring 
memories based on personal evaluations of subjective experiences. Therefore, the main responsibility of tourism 
planners is the promotion of the tourist environment, which will enhance visitors' access to a distinctive and 
unforgettable holiday. To achieve this, it is very important to understand the elements that make tourism a more 
memorable knowledge for tourists. 

H4: Tourism memories growth innate religiosity standards 

1.6 Memorable Tourism Experiences and Decision to Visit 

A tourist destination can flourish by improving the services it offers to tourists, beyond mere satisfaction and 
giving surprises and joy. The concept of happiness requires offering services that exceed the expectations of 
tourists (Owusu-frimpong and Nwankwo 2012), ensuring that the happiness experienced exceeds their 
expectations and remains memorable. The added value is felt after feeling the impression and the positive 
experience, and it says that the experience detected will be remembered throughout the consumer's life, after 
using the services (Blain et al. 2005). To be fruitful in the travel manufacturing, it is essential to create pleasant 
conditions, incorporating elements such as hedonism, innovation, local culture, reflection, meaning, participation 
and knowledge (Stephenson 2014). 

Consumer experience is defined as an internal subjective reaction of consumers. The theory of the 
experience economy contributes to the realization of memorable tourist experiences. The concept of memorable 
tourist experience can be observed from two perspectives: tourism service providers and tourists themselves. 
Consumers play an important role in determining the success of the products offered. In today's world, 
consumers don't just buy products or services; On the contrary, they seek experiences (Hassan 2015, Henderson 
2016). They do not buy the quality of service, but memories (Asseraf and Shoham 2017). They come from tourist 
activities in which memorable tourist experiences are combined. The changing tourism experience has seven 
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dimensions: hedonism, snacks, local culture, participation, meaning, knowledge and innovation (Tukamushaba et 
al. 2016). 

H5: More memorable travel experiences lead to more visits. 

1.7 Halal Tourist Captivation 

Tourist captivation are the main motivation for tourists to participate in tourism (Henderson 2016). These 
captivations are the main capitals of tourism and are determining factors to attract travelers. The tourist 
captivation is beautiful, valuable, varied and unique, and have numerous cultural and artificial treasures that serve 
as a factor of attraction and destination to visit tourists, encouraging them to travel. The quality, quantity, diversity 
and originality of a form of attraction or entertainment are some of the variables that influence a destination's 
ability to attract visitors (Kim et al. 2015). The usefulness of an attraction is a fundamental element for the 
generation of tourist demand, since the captivation are a product that is marketed to visitors. 

In addition, most of the people from outside, tourist pool, urban installation, outdoor pool, pool selling 
objects and all of them outside. The presence of tourist captivation is also a critical factor in influencing tourists' 
interest in a destination. The close relationship between tourist captivation and the sustainability of a tourist 
destination reduces the interests of visitors. Therefore, originality and innovative ideas that can attract travelers to 
visit are critical. 

H6: Halal captivation make travel more memorable. 

1.8 Halal Appeal and Visit 

According to Hamid et al. (2016) the choice to visit a destination is due to psychological variables, including 
needs, perceptions, memories, and attitudes. A tourist chooses to visit a destination because he wants to travel 
and has a positive perception of the destination he plans to visit. In addition, memories of previous experiences 
play an important role. If the memories are pleasant, tourists will be able to revisit them, as well as others. 

The goal of the captivation is to offer visitors the opportunity to enjoy fun, enjoyment, construction and 
something attractive. They are free to the public and filtered every year, attracting tourists and residents daily. 
The decision of tourists to visit Siala (2013) is similar to the purchasing judgements of consumers. From the entry 
of necessities to the behavior that occurs after the purchase, visitors are defeated at first and then decide to visit 
their favorite tourist destination (Rahman et al. 2019).  

H7: Halal captivation increase visits. 

From the theoretical point of view of the variables that can be explained in the literature review and in the 
relationships between variables, the practical model of this research can be seen in Figure 1.  

Figure 1. Research empirical model 

 
2. Methods 

2.1 Data Source 

Primarily, this research relied on firsthand information gathered on-site, acquired through the use of a 
questionnaire. The questionnaire, comprised of two main segments, focuses on the respondent's social 
background, including identity particulars, social circumstances (e.g., age, gender, education, spending habits, 



Volume XIV, Issue 4(68) Summer 2023 

1930 

and length of stay at tourist spots), and the effect of halal travel branding and intrinsic religiosity standard on the 
decision to visit Lombok as a halal terminus.  

2.2 Population and Sample 

Population is a group of research volunteers with predetermined characteristics. Based on these features, a 
population is at least a group of people or objects that share at least one feature. This study looked at tourists 
from Lombok. The approach is sensitive to the large population, so it is difficult to make a good fit. Cabello et al. 
(1995) recommend between 100 and 200. This study included 200 people. 

The sampling method was random sampling, a technique that selects the sample based on chance, which 
means that what the researchers find can be used as a sample if the data source is taken into account. The 
actuarial use of the sample is due to the fact that the population is very large, with a high level of activity of those 
surveyed, which includes both domestic and foreign tourists, so it is appropriate to use a large sample. 

2.3 Analysis Method 

Structural Equation Modeling was used in AMOS 20 arithmetical software to analyze the data (SEM). SEM uses 
statistical methods to examine multiple fairly complex connections simultaneously. The questionnaire's query 
items serve as benchmarks for the model, which the researchers built on previous study. The questionnaire used 
a 7-point Likert scale with graded replies from 1 to 7. 

3. Results and Discussion 

3.1 Respondents 

200 people joined in the research, with 97 (48.5%) males and 103 (51.5%) females. Responders by age are listed 
below: 3 persons (1.5% of the total population) were under 17, 117 (58.5%) were 17–20, 67 (33.5%) were 21–25, 
11 (5.5%) were 26–30, and 2 (1%) were 30–40. 15 (7.5%) of the respondents were still in high school, 184 (92%) 
had recently graduated or were still pursuing an undergraduate degree, and 1 (0.5%) had completed their post-
graduate degree. Table 1 breaks down the respondent profile completely. 

Table 1. Respondents Profile 

Item Description Frequency N = 200 Percentage(%) 

Gender 
Male 97 48.50% 

Female 103 51.50% 

Age < 17 years old 3 1.50% 

17-20 years old 117 58.50% 

21-25 years old 67 55.50% 

26- 30 years old 11 5.50% 

30 - 40 years old 2 1.00% 

>40 years old 0 0 

Education Level High School 15 7.50% 

Under graduate 184 92.00% 

Post graduate 1 0.50% 

3.2 SEM Results Data Analysis 

This inquiry's data was analyzed using AMOS 22.0's Structural Equation Model (SEM). Figure 2 shows the full 
organizational equation model analysis results. 

The whole model meets fitting standards based on its figure and graph. Calculation results meet full model 
qualifying criteria. The model's quality was assessed using GFI index (GFI) = 0.830, adjusted GFI index (AGFI) = 
0.784, Tucker-Lewis Index (TLI) = 0.930, and root mean square of approximation (RMSEA) = 0.064. These 
results show the model meets fitting standards. Each indicator or dimension measuring each hidden variable has 
a critical ratio (CR) greater than 1.96, according to data processing. Table 2 shows the hypothesis testing results, 
with H1, H3, and H4 unsupported and H2, H5, and H6 supported.  
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Figure 2. Full Structural Model 

 

Table 2. Hypothesis Testing Results 

 Estimate S.E. C.R. 
Hypothesis 

Test 

Intrinsic_Religiosity_Value <--- Halal_Tourism_Branding .120 .091 1.310 
Not 
Supported 

Intrinsic_Religiosity_Value <--- Memorable_Tourism_Experiences .186 .074 2.523 Supported 

Intrinsic_Religiosity_Value <--- Halal_Attraction .103 .067 1.542 
Not 
Supported 

Decision_to_Visit <--- Intrinsic_Religiosity_Value .102 .076 1.329 
Not 
Supported 

Decision_to_Visit <--- Memorable_Tourism_Experiences .218 .064 3.400 Supported 

Decision_to_Visit <--- Halal_Attraction .149 .058 2.575 Supported 

4. Discussion 

To fill a research gap, the tourism brand analyzes how it affects visitors' visiting judgements and proposes innate 
religious values as intermediaries. The investigation detonated 7 research hypotheses and obtained conspiracy 
results. According to the study, tourism brands that attract and entertain tourism brands can invite travelers to visit 
tourist destinations (slogans, content, writing, photos and videos). The results of the study support previous 
studies and Lombok’s location branding can influence visitors' visiting judgements (Maulida 2019), increase the 
frequency and duration of visits (Papist and Dimitriadis 2019), foster social relationships and leave permanent 
impressions (Kemp et al. 2014). 

The second finding of this study confirms that the fundamental values of religiosity influence decision-
making and the enjoyment of tourism. Tourists enjoy tourism more than tourism, and tourist destinations offer the 
latest information on tourism products and services, as they have a shared religion. This study, which participates 
in previous studies, highlights the need for resorts to join tourists in assessing their demands (Mattsson and 
Praesto 2005) and underlines the importance of tourism religiosity in tourism decision-making (El-Gohary 2016). 

The third finding of this study shows that the unforgettable tourist experiences of travelers can increase 
religiosity and, therefore, lead to visit tourist places. This study validates recent studies that show that visitors' 
religiosity values influence their visiting judgements and show that the tendency to visit places with their religious 
values greatly influences previous experiences. 

The captivation is the fourth finding of the research. According to preliminary studies, games can influence 
religiosity. According to the sixth study, the religiosity generated affects the tourist brand in tourist visits. Tourists 
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have great tourist experiences and captivation to practice religiosity. According to this study, the tourist brand can 
influence the religiosity of travelers, which can affect several places (Elaziz and Kurt 2017). 

Conclusion and Future Research 

Brand effects on visitation judgments have been inconsistently studied, so this study fills that gap. The study 
analyzes how the intrinsic values of religiosity affect memorable tourist experiences and visitor judgments of halal 
attraction. The halal tourism brand can enhance tourists' intrinsic religious values by offering various halal 
attractions and memorable tourism insights, leading to a unanimous decision to visit. Research shows that views 
of innate religiousness can enhance the effect of halal tourism branding on visitation judgements. The choice of 
tourist destinations is based on transparency and accurate information.  

Conclusions 

This study's research and data analysis can inform Lombok halal tourism policy. Halal tourism branding can boost 
tourist locations' standings. Second, innate religiosity values draw tourists to halal places, therefore they must 
sustain these values to embroil tourists in the construction of relevant halal products/services and promotional 
activities. Delighted tourists who enjoy different halal attraction activities would return to tourist locations.  

Research has limits. First, the samples were collected from various locations on Lombok, not just halal, 
limiting the generalizability of the research. Future research should only use the Lombok media data to improve 
its validity. Second, the factors in this study do not adequately address essential visits. To overcome this limit, 
future research must integrate the customer's perception to analyze the relationship between the tourism brand, 
religious values and visit judgments. 

References 

[1] Abodeeb, J., Wilson, E., and Moyle, B. 2015. Shaping destination image and identity: insights for Arab 
tourism at the Gold Coast, Australia. International Journal of Culture, Tourism and Hospitality Research, 
9(1): 6–21. DOI: https://doi.org/10.1108/ijcthr-06-2014-0051 

[2] Asseraf, Y., and Shoham, A. 2017. Destination branding: The role of consumer affinity. Journal of 
Destination Marketing and Management, 6(4): 375–384. DOI: https://doi.org/10.1016/j.jdmm.2016.06.004 

[3] Basiya, R, and Rozak, H. A. 2012. Kualitas Dayatarik Wisata, Kepuasan dan Niat Kunjungan Kembali 
Wisatawan Mancanegara di Jawa Tengah. Dinamika Kepariwisataan: Jurnal Pengembangan Ilmu-Ilmu 
Kepariwisataan & Perhotelan, 11(2): 1–12. 

[4] Blain, C., Levy, S.E., and Ritchie, J.R.B. 2005. Destination branding: Insights and practices from destination 
management organizations. Journal of Travel Research, 43(4): 328–338. DOI: https://doi.org/10.1177/0047 
287505274646 

[5] Ekinci, Y., Sirakaya-Turk, E., and Baloglu, S. 2007. Host image and destination personality. Tourism 
Analysis, 12(5–6): 433–446. DOI: https://doi.org/10.3727/108354207783227885  

[6] El-Gohary, H. 2016. Halal tourism, is it really Halal? Tourism Management Perspectives, 19: 124–130. 
DOI:https://doi.org/10.1016/j.tmp.2015.12.013 

[7] Elaziz, M. F., and Kurt, A. 2017. Religiosity, consumerism and hala! tourism: A study of seaside tourism 
organizations in Turkey. Tourism, 65(1): 115–128. 

[8] Hamid, Z. A., Wee, H., Hanafiah, M. H., and Asri, N. A. A. 2016. The effect of social media on tourists’ 
decision to travel to islamic destination: A case of Malaysia. Heritage, Culture and Society: Research 
Agenda and Best Practices in the Hospitality and Tourism Industry - Proceedings of the 3rd International 
Hospitality and Tourism Conference, IHTC 2016 and 2nd International Seminar on Tourism, ISOT 2016, 
January, 501–506. DOI: https://doi.org/10.1201/9781315386980-89 

[9] Hassan, Z. 2015. Factors affecting Muslim Tourists Choice of Halal Concept Hotels and Satisfaction in 
Malaysia: Moderating effect of Religious Devotedness. International Journal of Accounting and Business 
Management, 3(2): 133–144. DOI: https://doi.org/10.24924/ijabm/2015.11/v3.iss2/133.144 

[10] Henderson, J. C. 2016. Muslim travellers, tourism industry responses and the case of Japan. Tourism 
Recreation Research, 41(3): 339–347. DOI: https://doi.org/10.1080/02508281.2016.1215090 

https://doi.org/10.3727/108354207783227885


 Journal of Environmental Management and Tourism 

1933 

[11] Hoppen, A., Brown, L., and Fyall, A. 2014. Literary tourism: Opportunities and challenges for the marketing 
and branding of destinations? Journal of Destination Marketing and Management, 3(1): 37–47. 
DOI:https://doi.org/10.1016/j.jdmm.2013.12.009 

[12] Izberk-Bilgin, E., and Nakata, C. C. 2016. A new look at faith-based marketing: The global halal market. 
Business Horizons, 59(3), 285–292. DOI: https://doi.org/10.1016/j.bushor.2016.01.005 

[13] Kemp, E., Jillapalli, R., and Becerra, E. 2014. Healthcare branding: Developing emotionally based consumer 
brand relationships. Journal of Services Marketing, 28(2): 126–137. DOI: https://doi.org/10.1108/JSM-08-
2012-0157 

[14] Kim, S., Im, H. H., and King, B. E. M. 2015. Muslim travelers in Asia: The destination preferences and brand 
perceptions of Malaysian tourists. Journal of Vacation Marketing, 21(1): 3–21. 
DOI:https://doi.org/10.1177/1356766714549648 

[15] Kladou, S., Kavaratzis, M., Rigopoulou, I., and Salonika, E. 2017. The role of brand elements in destination 
branding. Journal of Destination Marketing and Management, 6(4): 426–435. 
DOI:https://doi.org/10.1016/j.jdmm. 2016.06.011 

[16] Mattsson, J., and Praesto, A. 2005. The creation of a swedish heritage destination: An insider’s view of 
entrepreneurial marketing. Scandinavian Journal of Hospitality and Tourism, 5(2): 152–166. 
DOI:https://doi.org/10.1080/15022250510014426 

[17] Maulida, D. 2019. Tourism Destination Branding: Analisis Strategi Branding Wisata Halal “The Light of 
Aceh” (Studi Kasus pada Dinas Kebudayaan dan Pariwisata Aceh Tahun 2015-2016). Jurnal Ilmu 
Komunikasi, 5(1). DOI: https://doi.org/10.35308/source.v5i1.1171 

[18] Mohsin, A., Ramli, N., and Alkhulayfi, B. A. 2016. Halal tourism: Emerging opportunities. Tourism 
Management Perspectives, 19: 137–143. DOI: https://doi.org/10.1016/j.tmp.2015.12.010 

[19] Morgan, N. J., Pritchard, A., and Piggott, R. 2003. Destination branding and the role of the stakeholders: 
The case of New Zealand. Journal of Vacation Marketing, 9(3): 285–299. 
DOI:https://doi.org/10.1177/135676670300900307 

[20] Muna, A., Ausat, A., Al Bana, T., and Gadzali, S. S. 2023. Basic Capital of Creative Economy: The Role of 
Intellectual, Social, Cultural, and Institutional Capital. Apollo: Journal of Tourism and Business, 1(2): 42–54. 
DOI: https://doi.org/10.58905/APOLLO.V1I2.21 

[21] Nurhayati, T., and Hendar, H. 2019. Personal intrinsic religiosity and product knowledge on halal product 
purchase intention: Role of halal product awareness. Journal of Islamic Marketing, 11(3): 603–620. 
DOI:https://doi.org/10.1108/JIMA-11-2018-0220 

[22] Oktadiana, H., Pearce, P. L., and Chon, K. 2016. Muslim travellers’ needs: What don’t we know? Tourism 
Management Perspectives, 20: 124–130. DOI: https://doi.org/10.1016/j.tmp.2016.08.004 

[23] Owusu-frimpong, N., and Nwankwo, S. 2012. Service quality orientation : An approach to diffusing 
mindfulness in SMEs. 29(6): 681–698. DOI: https://doi.org/10.1108/02656711211245665 

[24] Papista, E., and Dimitriadis, S. 2019. Consumer – green brand relationships: revisiting benefits, relationship 
quality and outcomes. Journal of Product and Brand Management, 28(2): 166–187. 
DOI:https://doi.org/10.1108/JPBM-09-2016-1316 

[25] Putra, E. H., Hati, S. R. H., and Daryanti, S. 2016. Understanding Muslim Customer Satisfaction with Halal 
Destinations: The Effects of Traditional and Islamic Values. 167–175. 
DOI:https://doi.org/10.15405/epsbs.2016.11.02.16 

[26] Rahman, M., Rana, M. S., Hoque, M. N., and Rahman, M. K. 2019. Brand perception of halal tourism 
services and satisfaction: the mediating role of tourists’ attitudes. International Journal of Tourism Sciences, 
19(1): 18–37. DOI: https://doi.org/10.1080/15980634.2019.1592987 

[27] Rasiobar, M. R., and Alfiannor, A. 2023. The Effect of Lifestyle, Self-Concept and Perceived Value on 
Purchasing Judgements Ice Cream Baskin Robbins in Giant Express Banjarmasin. Apollo: Journal of 
Tourism and Business, 1(2): 55–63. DOI: https://doi.org/10.58905/APOLLO.V1I2.46 



Volume XIV, Issue 4(68) Summer 2023 

1934 

[28] Razzaq, S., Hall, C. M., and Prayag, G. 2016. The capacity of New Zealand to accommodate the halal 
tourism market - Or not. Tourism Management Perspectives, 18: 92–97. 
DOI:https://doi.org/10.1016/j.tmp.2016.01.008 

[29] Said, M., Hassan, F., Musa, R., and Rahman, N. A. 2014. Assessing Consumers’ Perception, Knowledge 
and Religiosity on Malaysia’s Halal Food Products. Procedia - Social and Behavioral Sciences, 130: 120–
128. DOI: https://doi.org/10.1016/j.sbspro.2014.04.015 

[30] Sanya, S. N., Datta, S. K., and Banerjee, A. K. 2013. Conceptualisation of branding: Strategy based on the 
Indian pharma sector. International Journal of Pharmaceutical and Healthcare Marketing, 7(2): 175–198. 
DOI: https://doi.org/10.1108/IJPHM-04-2013-0013 

[31] Sarvari, N. G. 2012. Destination Brand Equity, Satisfaction And Revisit Intention : An Application In TRNC 
As a Tourism Destination. September, 1–72. 

[32] Scott, N., Suwaree Ashton, A., Ding, P., and Xu, H. 2011. Tourism branding and nation building in China. 
International Journal of Culture, Tourism and Hospitality Research, 5(3): 227–234. 
DOI:https://doi.org/10.1108/17506181111156925 

[33] Siala, H. 2013. Religious influences on consumers’ high-involvement purchasing judgements. In Journal of 
Services Marketing, 27(7): 579–589. 

[34] Singh, D. 2015. Human Resource Management in Police : A Study of Haryana Police Academy, Madhuban. 
6(9): 177–196. 

[35] Stephenson, M. L. 2014. Deciphering “Islamic hospitality”: Developments, challenges and opportunities. 
Tourism Management, 40: 155–164. DOI: https://doi.org/10.1016/j.tourman.2013.05.002 

[36] Tukamushaba, E. K., Xiao, H., and Ladkin, A. 2016. The effect of tourists’ perceptions of a tourism product 
on memorable travel experience: Implications for destination branding. European Journal of Tourism, 
Hospitality and Recreation, 7(1): 2–12. DOI: https://doi.org/10.1515/ejthr-2016-0001 

[37] Ustaahmetoğlu, E. 2020. The influence of different advertisement messages and levels of religiosity on 
attitude and purchase intention. International Journal of Islamic and Middle Eastern Finance and 
Management, 13(2): 339–356. DOI: https://doi.org/10.1108/IMEFM-02-2019-0064 

[38] Wanof, M. I., and Gani, A. 2023. MSME Marketing Trends in the 4.0 Era: Evidence from Indonesia. Apollo: 
Journal of Tourism and Business, 1(2): 36–41. DOI: https://doi.org/10.58905/APOLLO.V1I2.22  

 

  

https://doi.org/10.1108/IMEFM-02-2019-0064
https://doi.org/10.58905/APOLLO.V1I2.22



