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Abstract

This study aims to determine the loyalty of Muslim tourists to halal tourism as measured by Islamic
attributes and the image of halal tourist destinations. The sample in this study were Muslim tourists
who were visiting halal tourism in the provinces of West Nusa Tenggara, Aceh, West Sumatra, DKI
Jakarta and Central Java as many as 500 respondents determined using purposive sampling. Then,
the data were processed using structural equation modeling with the help of Lisrel. The results
showed that the level of loyalty of Muslim tourists is increasing because it is supported by Islamic
attributes and the image of halal tourist destinations. These two factors are also related to the halal
tourism environment which is a comfort factor when tourists visit. Then, halal tourism has upheld
values in accordance with Islamic law which increases the religiosity of visitors through Islamic
attributes. This research has implications for policy makers to prioritize Islamic values in halal tourism
by conducting regular evaluations so that halal tourism is increasingly in demand by many Indonesian
Muslim tourists.
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Introduction

Halal tourism has increasingly emerged as a prominent choice for Muslim
travelers, emphasizing experiences that adhere to Islamic principles (Barusman &
Redaputri, 2018). This form of tourism involves travel activities and destinations that
conform to Sharia law, ensuring that aspects such as ease of worship, halal food, modest
dress, and the avoidance of prohibited actions are respected (Yan et al., 2017). The
growing importance of this sector is highlighted by the rising demand for tourism services
that uphold Islamic values. According to the Global Muslim Travel Index (GMTI) 2023,
Indonesia ranks as the top halal tourism destination among 140 countries. Within
Indonesia, West Nusa Tenggara is recognized as the leading province for Muslim
travelers, followed by Aceh, West Sumatra, DKI Jakarta, and Central Java. These regions
excel not only in providing halal options but also in creating a comprehensive travel
environment that caters to the diverse needs of Muslim tourists. The emphasis on Islamic
values is crucial for attracting and enhancing tourist visitation (Couret, 2020).Halal
tourism attributes extend beyond food and beverages; they encompass a range of
services and practices that adhere to Sharia law, significantly influencing the destination
image for Muslim tourists These attributes play a significant role in shaping tourists'
destination choices and loyalty(Vargas-Sanchez & Moral-Moral, 2019). However, there
remains a limited amount of empirical research on how these Islamic attributes impact
the destination image and tourist loyalty (Fajriyati et al., 2020)

Existing studies highlight the importance of a positive destination image in
attracting Muslim travelers (Gannon et al., 2017).Yet, there is still a gap in understanding
how specific Islamic attributes influence tourist loyalty. Factors such as cleanliness and
adherence to Islamic principles contribute to a favorable destination image and can
influence tourist loyalty and repeat visits (Fajriyati et al., 2022).However, detailed
empirical research directly connecting Islamic attributes with destination image and
loyalty is lacking.
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Current literature does not provide comprehensive empirical studies on how
Islamic attributes affect the image of halal tourist destinations and, subsequently, tourist
loyalty. While the general significance of Islamic attributes in enhancing tourist
experiences is acknowledged, more focused research is needed to understand how these
attributes specifically impact the destination image and loyalty among Muslim tourists

(Barusman et al., 2021).

The study aims to investigate the impact of Islamic attributes on the image of
halal tourist destinations, analyze the relationship between this image and Muslim tourist
loyalty, and assess how Islamic attributes influence loyalty through the destination
image((Battour & Nazari Ismail, 2014). By addressing these objectives, this study seeks
to bridge the existing research gap and provide valuable insights into the role of Islamic
attributes in enhancing the image of halal tourist destinations and fostering tourist
loyalty.Based on this analogy, Figure 1 is the research model:

Halal Destination

Moeslim Tourist

Islamic Attributes

Figure 1. Research Framework

Methodology

This study focuses on Muslim tourists visiting halal tourism destinations across
several provinces in Indonesia, including West Nusa Tenggara, Aceh, West Sumatra, DKI
Jakarta, and Central Java. The research employs a purposive sampling technique to
effectively utilize limited research resources by targeting specific cases relevant to the
study's objectives (Kasim et al., 2021). The target population consists of Muslim tourists
engaging in halal tourism, which aligns with the study's focus on this demographic.

The sample size for the study was determined to be 500 respondents. To collect
data, a Likert scale ranging from 1 (strongly disagree) to 5 (strongly agree) was used to
measure various constructs. The study includes three key variables: Islamic attributes,
halal tourist destination image, and Muslim loyalty.

The measurement of Islamic attributes was adapted from Ichsan & Chan (2020),
utilizing five indicators. The halal tourist destination image was measured based on
Bazazo et al., (2017) with two indicators. Lastly, Muslim tourist loyalty was assessed
using two indicators from Li et al., (2019) These measurement items were designed to
evaluate respondents' perceptions and experiences effectively within the context of halal
tourism.

By employing these methodologies, the study aims to provide a detailed
understanding of the influence of Islamic attributes and the image of halal tourist
destinations on Muslim tourist loyalty, ensuring the results are both reliable and relevant.
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Results and Discussion
Results

The data for this study were collected from 500 respondents. The majority of
respondents were female, representing 66.4% of the sample, while male respondents
accounted for 33.6%. The largest age group among the respondents was 28-37 years
old, comprising 47.2% of the sample. A significant number of respondents indicated that
they engage in halal tourism during their vacations, citing the convenience it offers in
allowing them to continue their religious practices. The presence of Islamic attributes in
halal tourism, which enhance the environment and make tourists feel more comfortable,
was a key reason for choosing these destinations. Many respondents also shared their
experiences on social media, thereby increasing the visibility of halal tourism both locally
and internationally.

Structural equation modeling (SEM) was employed in this research, beginning
with validity and reliability tests. The Confirmatory Factor Analysis (CFA) results are
summarized in Table 1:

Table 1. Confirmatory Factor Analysis
Construct Items _Factor CR A"/ 3
Loading

Islamic IA1 0.69

Atribute IA2 0.91
IA3 0.88 0.91 0.66

IA4 0.61

IA5 0.93

Halal HDI1 0.84
Destination Image HDI2 0.66 0.72 0.57

Moeslim LO1 0.71
Tourist Loyalty LO2 0.87 0.77 0.63

The results indicate that the items are valid and reliable, as they meet the
acceptable parameters (CR > 0.70, AVE > 0.50, and CR > AVE), thereby confirming the
convergent validity of the constructs (Bagozzi & Yi, 1988; Kaur & Sohal, 2019; Setiawan
et al., 2022). The model fit indices show that the model is a good fit, with GFI = 0.94,
AGFI = 0.92, NFI = 0.91, CFI = 0.92, and RMSEA = 0.041. The structural model results,
which explain the hypothesis testing, are presented in Figure 2.

Table 2. Hypothesis Testing Results

Hypothesis Standardized Value | T-value Conclusion

H1 0.56 11.23 Supported

H2 0.12 2.00 Supported

H3 0.66 7.30 Supported
Discussion

The results of this study provide significant insights into the role of Islamic
attributes in shaping the image of halal tourist destinations and influencing Muslim tourist
loyalty. The findings demonstrate that Islamic attributes positively and significantly
impact the image of halal tourist destinations. This aligns with previous studies that
emphasize the importance of Islamic values in enhancing tourist visitation (Couret,
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2020). The presence of Islamic attributes, such as facilities for worship, halal food, and
adherence to cleanliness, plays a critical role in creating a positive destination image for
Muslim tourists. These attributes resonate with the values of Muslim travelers, making
them feel comfortable and welcome in these destinations (Vargas-Sanchez & Moral-
Moral, 2019).

The study also reveals that loyalty is influenced by both Islamic attributes and
the destination image. This finding supports the notion that a favorable destination
image, built on Islamic principles, can lead to increased tourist loyalty (Fajriyati et al.,
2022). Tourists appreciate the convenience and comfort provided by Islamic attributes
during their travels, which encourages them to share their positive experiences on social
media, further promoting halal tourism. The positive impression created by halal tourist
destinations contributes to repeat visits, underscoring the importance of maintaining and
enhancing these attributes to sustain tourist loyalty (Gannon et al., 2017).

However, the study also highlights areas for improvement in halal tourism.
Policymakers should focus on enhancing the cleanliness of places of worship and
educating visitors on appropriate attire that complies with Islamic law. These efforts
would further strengthen the destination image and encourage repeat visits, as
cleanliness and adherence to Islamic principles are crucial factors for Muslim tourists
(Fajriyati et al., 2020).

In conclusion, the findings of this study contribute to filling the research gap
identified in the literature, providing empirical evidence on how Islamic attributes
influence the image of halal tourist destinations and tourist loyalty. The results
underscore the need for focused research on specific Islamic attributes and their impact
on both destination image and loyalty, offering valuable insights for the development
and promotion of halal tourism.

Conclusion

The research can be concluded that the image of halal tourist destinations is the
main factor that influences tourist loyalty to halal tourism. The image of halal tourist
destinations is the main search carried out by other tourists who want to make a visit.
The information obtained by tourists through social media really helps them to determine
the destination that is included as halal tourism. Halal tourism is the main type of tourism
that Muslim tourists pay attention to which is indirectly related to Islamic attributes. In
addition, halal tourism is a sacred tour that can increase the religiosity of Muslim tourists.
However, this study has limitations in not including religiosity which is thought to
moderate the relationship between Islamic attributes and halal tourism destination image
on Muslim tourist loyalty. Thus, this study provides suggestions for future research to
replicate the author's findings with different research objects to enrich the literature
related to Islamic attributes and halal tourist destination image.
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