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This research aims to analyze tourists' attitudes towards the attributes 

of halal tourism (HT) destinations, moderated by place attachment and 

religiosity. This study contributes to the body of research on HT 

development because the conceptual model includes specific HT 

destination attributes and integrates place attachment theory and 

tourist psychographic characteristics (religiosity). This research is 

quantitative research with 355 respondents. The data were analyzed 

using Smart PLS. This research resulted in the conclusion that attitude 

towards HT destination development is influenced by three things, 

namely 1) attitude towards HT attributes, 2) religiosity of tourists, and 

3) place attachment of tourists with the destination. The role of 

religiosity in forming attitudes towards HT destination development 

occurs directly and also as a moderator between attitudes towards HT 

attributes and attitudes towards HT destination development. 

Meanwhile, the role of place attachment in forming attitudes towards 

HT destination is a direct influence. In terms of public policymaking, 

this research provides important insight. The development and 

determination of HT destinations can receive approval and rejection in 

different destinations. Tourists can give different responses to the 

development of HT destinations for different destinations. In making 

these policies, tourists' opinions are very important to be taken into 

consideration in developing a tourist destination. 
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INTRODUCTION 

Halal tourism (HT) is one of the topics that is widely researched. HT is an 

interesting destination development topic for several reasons. First, the market potential of 

HT is very large. CrescentRating states that the estimated HT market in 2030 is 230 million 

Muslim tourists and USD 225 billion in expenditure by 2028 (CrescentRating, 2022; Future 

Market Insight, 2022). However, the development of HT has caused differences in 

acceptance in several regions. In Indonesia, which has the largest Muslim population in the 

world, there is some controversy regarding the rejection of HT development in several 

tourist destinations. This rejection has occurred in Bali (Retaduari, 2019), East Nusa 

Tenggara (Purboyo, 2019), North Sulawesi (Tawalujan, 2019), and North Sumatra (Putri, 

2019). 

This study seeks to understand and analyze HT development by specifically 

examining the criteria for HT destinations. This is done with the assumption that HT 

destinations themselves are not fully understood, namely, the specific criteria that a tourist 

destination must have to become an HT destination. Understanding these criteria can help 

clarify this definition. This is important because the Sharia Tourism discourse can cause 

polemics between Muslims and Christians, for example, what happened in Indonesia 

(Hapsin, 2023). Therefore, by adopting the criteria used by CrescentRating (2022), this 

research seeks to obtain responses on the approval or attitudes of tourists towards the 

attributes of HT destinations. Research that specifically mentions the attributes of HT 

destinations has been conducted by several researchers (Martaleni et al., 2022; Najib et al., 

2020; Priyatmoko & Maulana, 2022). However, the attributes used are not criteria for 

assessing HT destinations, which are currently widely referred to and used as guides for 

developing HT destinations. CrescentRating regularly provides assessments of countries 

and actively issues issues and the status of developing HT destinations. 

Attitudes towards these attributes form the overall attitude of tourists towards the 

development of HT in a tourist destination. However, if the development of HT can be 

considered appropriate for a particular destination, this does not mean that tourists will 

agree with the development of HT at other destinations. There is one factor that 

differentiates tourists' attitudes towards one place from another, namely place attachment 

(Dewi, 2023; Kyle et al., 2004; Moore & Graefe, 1994; Oh et al., 2012; Vaske & Kobrin, 

2001). The Indonesian experience as explained earlier shows that attitudes towards halal 

tourism development can differ amongst places/destinations. Such a phenomenon requires 

an examination of tourist-destination connection which in turn will influence their attitude 

towards HT. Place attachment the connection between a person and a particular place. This 

connection can be functional or emotional (Lee & Oh, 2018). Research on HT has included 

this aspect and found that a person's attitude towards a place is place-specific. Therefore, 

this study analyzes the role of place attachment on tourists' attitudes towards the 

development of HT destinations. 

Differences in attitudes towards developing halal destinations can also be caused 

by tourist characteristics (Abror et al., 2020, 2023; Sudarsono et al., 2021). Demographic 

and psychographic characteristics can determine a tourist's attitude. This study chose to use 

psychographic attributes, namely religiosity, as a factor that strengthens or weakens a 

person's attitude towards the development of HT in a particular destination. 
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With this background, this research aims to analyze 1) tourists' attitudes towards 

the attributes of HT destinations, and 2) the influence of attitudes towards the attributes of 

HT destinations on attitudes towards the development of HT in a particular destination, 

moderated by place attachment and religiosity. In one model construction, this study 

contributes to the body of research on HT development because it includes specific HT 

destination attributes and integrates place attachment theory and tourist psychographic 

characteristics (religiosity). 

This research was conducted with a specific destination locus of Yogyakarta. 

Yogyakarta was chosen because it is one of Indonesia’s favorite destinations and receives 

tourists in numbers that exceed its population. Apart from that, there has never been any 

controversy in Yogyakarta regarding the development of halal tourism at this destination. 

HT is tourism developed based on Islamic principles and teachings, which include 

more than food and drink, namely tourism products and services provided and offered to 

tourists (Samori et al., 2016). In HT, tourist objects and activities are designed according 

to Sharia principles (Battour & Ismail, 2016). The CrescentRating (2022) defines HT as 

the origin of the word halal in Arabic, which is permitted and accepted following Islamic 

teachings. Therefore, all tourism products and services designed, produced, and provided 

to the market concerning Islamic teachings are called HT (Duman, 2012). HT itself is 

sometimes confused with Islamic tourism (e.g., research by Hanafiah et al., 2022). 

However, Kian et al. (2020) state that HT differs from Islamic Tourism. HT is a type of 

tourism that is based on Islamic principles and teachings but can be used for various 

purposes, including social and recreational purposes. Islamic tourism is carried out mainly 

for religious and pilgrimage purposes, which are based on Islamic principles and teachings. 

The concept of HT has created different perceptions between Muslims and non-

Muslims and among Muslims themselves (El-Gohary, 2016). Therefore, the definition of 

an HT must be described in terms of specific attributes (Battour & Ismail, 2014). Attributes 

are elements that form the perception of abstract concepts. The HT attributes used in this 

research are specific attributes that characterize HT formulated by CrescentRating (2022). 

In 2024, CrescentRating has 138 member countries. CrescentRating also gives awards to 

countries that are the best halal tourism destinations. Therefore, attributes developed by 

CrescentRating can be a reliable reference. These attributes are divided into three groups, 

namely 'need to have, ' ‘good to have,’ and 'nice to have' attributes. We must also bear in 

mind that the CrescentRating assesses HT destinations based on other generic attributes, 

such as destination infrastructure, safety, and destination comfort. These attributes are basic 

requirements for a competitive destination. Therefore, this study uses specific attributes 

that are directly related to products and services according to Islamic teaching, which are 

included in the criteria for halal destinations. 

Attitude refers to the evaluation of people, objects, and ideas. Attitude reflects a 

person's favorable or unfavorable evaluations, perceptions, and feelings toward an attitude 

object (Eagly & Chaiken, 1993). Attitude is very important to study because it is a predictor 

of someone's behavior. Someone who agrees with a certain attitude object tends to behave 

accordingly (Keller, 1993; Wang et al., 2018). This study examines tourists' attitudes 

towards two things. The first is attitudes towards the HT attributes. This means a tourist's 

agreement with the terms or criteria for products and services that an HT destination must 

have. The second is attitudes towards developing halal destinations in a particular location. 

Attitudes towards HT attributes influence attitudes towards the development of HT 
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destinations. However, the intensity of influence depends on two moderating variables, 

namely place attachment and religiosity, as discussed below. 

 

H1: Attitudes towards HT have a positive effect on attitudes towards halal 

destination development. 

 

Place attachment is a concept that originated in the study of geography (Tuan, 

1977). In general, place attachment is the connection between a person and a particular 

place (Bricker & Kerstetter, 2000; Low & Altman, 1992; Ramkissoon et al., 2013; Scannell 

& Gifford, 2010; Ujang & Zakariya, 2015; White et al., 2008). Place attachment is multi-

dimensional. This connection can be a functional or an emotional relationship (Oh et al., 

2012). As stated by Lee and Oh (2018), functionally, someone may be related to a place 

because they obtain economic benefits from their relationship with that place. Emotionally, 

a person's connection to a destination can take the form of concern and desire to maintain 

the status of a place that is considered special by that person. Concerns about the negative 

impact that will befall a place also include the emotional bond that forms between a person 

and a particular place. Dewi (2023) found that place attachment has a negative effect on 

attitudes towards the development of HT destinations. 

 

H2: Place attachment has a negative effect on attitudes towards developing HT 

destinations. 

 

If tourists are asked for their opinions regarding the attributes of HT, they will 

probably agree with the attributes of HT in general. However, if it is related to the 

development of HT destinations for a place where one has an attachment, one’s attitude 

may be different. Even if someone has a certain attitude towards an attitude object, their 

relationship with a certain place can change the intensity of their agreement. This depends 

on a person's ties to a place in all its dimensions. A person may have a sense of belonging 

to a place. As Belk (1988, 1992) stated, a place becomes an extension of one's identity. 

Therefore, this study proposes place attachment as a moderating influence of attitudes 

towards HT attributes on attitudes towards the development of HT destinations. 

 

H3: Place attachment moderates the effect of attitudes towards HT attributes on 

attitudes towards halal destination development. 

 

Religiosity is a variable that is widely used to predict behavior. In general, 

religiosity refers to people's values and attitudes toward carrying out activities following 

their religious beliefs (Abror et al., 2020, 2023). Sudarsono et al. (2021) stated that 

religiosity is committed to one's religion and is seen in both cognitive and behavioral 

aspects. The effect of religiosity is also observed in a person's consumption choices. He 

and Tian (2023) studied the influence of religiosity on food consumption by Muslims. They 

stated that the impact of religion on consumption behavior is multidimensional and 

multifaceted. A Muslim's attitude towards HT attributes recommended in religious 

principles may not be exactly related to religious elements but is also influenced by cultural 

background, environment, and other factors that cause one's unique understanding of 

religious doctrines. Therefore, even though someone is formally adherent to a certain 
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religion, the influence of religion on consumer behavior can differ depending on the level 

of religiosity or religious commitment (Hassan & Harun, 2016). 

 

H4: Religiosity has a positive effect on attitudes towards halal destination 

development. 

 

Sudarsono et al. (2021) placed religiosity as a moderating variable that can 

influence a person's intensity in behaving toward an attitude object. In the context of HT, 

religiosity plays a moderating role in the influence of attitudes towards HT attributes on 

attitudes towards HT destination development (Figure 1). Someone who has a positive 

attitude towards HT attributes will have a positive attitude towards HT destination 

development; only their level of agreement will differ, depending on their level of 

religiosity. 

 

H5: Religiosity moderates the effect of attitudes towards HT attributes on attitudes 

towards halal destination development. 

 

 

 

 

 

 

 

 

 

Figure 1. Conceptual Model 

Source: Author analysis, 2023 

 

METHODOLOGY 

This study is quantitative research. Data collection was conducted at a certain time 

so that the data collected were cross-sectional. Data collection was conducted in September 

2023. The study population included all domestic tourists who have visited the Special 

Region of Yogyakarta. The sample was purposively selected with a minimum age of 17 

years and the last visit to DIY within no more than two years. Before being used in the 

main study, the questionnaire was distributed to 30 respondents to test its validity and 

reliability. After several improvements related to wording were made, the questionnaire 

was distributed to obtain target respondents. 

The total number of participants was 335. Based on Sekaran (2006), a sufficient 

number of samples was 30-500. Meanwhile, based on Hair et al. (2019), the minimum 

sample size was five times the number of items in the questionnaire. Because this 

questionnaire contained 40 items, the minimum sample size was 200. The online 

questionnaire was distributed snowballing via WhatsApp Groups to obtain the target 

respondents. In total, 358 filled questionnaires were sent to the researchers. However, after 

rechecking, 23 questionnaires were deemed unfit and were not used in the research. 

The instruments in this research are based on measurements developed and used in 

previous research. Specifically, for the attributes of HT destinations, criteria such as those 
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developed by CrescentRating are used by adopting conditions that are specific criteria for 

HT destinations. In this case, CrescentRating developed three groups of criteria: Need to 

have, Good to have, and Nice to have.  

The measurement of place attachment was developed by adapting the measurement 

used by Kyle et al. (2004), Moore and Graefe (1994), and Vaske and Kobrin (2001). 

Meanwhile, for religiosity, a measurement consisting of five items was adopted from the 

research of Sudarsono et al. (2021). Attitudes towards attributes and Attitudes towards the 

development of HT destinations were adapted and contextualized from measurements 

developed in marketing and tourism literature (Dewi, 2023; Eagly & Chaiken, 1993; Keller, 

1993). All of the measurements are depicted in Table 2.  

Responses were scored on a scale ranging from strongly disagree (1) to strongly 

agree (5). The data were analyzed using Structural Equation Modeling-Partial Least Square 

(SEM-PLS). PLS-SEM is well suited for the current research to understand the relationship 

between the variables. This analytical tool provides a reliable and adaptable method for 

testing causal models (Danks et al., 2020; Hair et al., 2020). PLS-SEM has also relatively 

few limits on data and measurement scales (Hair et al., 2019). 

 

FINDINGS AND DISCUSSION 

The characteristics of 355 respondents are listed in Table 1. In terms of gender, 

age, visit status, educational background, and place of residence, respondents were 

distributed quite evenly. The descriptive statistics of the means for each variable are 

presented in Table 1. Table 2 presents the results of the validity and reliability tests. The 

results showed that the instrument met validity and reliability requirements. Convergent 

validity is shown by factor loadings and Average Variance Extracted (AVE), and internal 

consistency was assessed using Cronbach's Alpha and Composite Reliability (CR) scores. 

 

Table 1. Respondents’ Profile 

Descriptor Number (%) Descriptor Number (%) 

Gender 

Male 

Female 

 

170 (47.88) 

185 (52.11) 

Visit Status 

First Visit 

2nd -3rd time  

4th – 5th time 

Regular visit  

 

31 (8.7) 

113 (31.83) 

142 (40) 

69 (19.43) 

Age group 

17 – 25 y.o 

26 – 35 y.o 

36 – 45 y.o 

46 – 55 y.o 

>55 y.o 

 

37 (10.42) 

144 (40.56) 

116 (32.68) 

45 (12.68) 

13 (3.66) 

Educational background 

Primary School 

Junior High School 

Senior High School 

Undergraduate 

Post Graduate 

 

1 (0.3) 

21 (5.9) 

149 (41.97) 

161 (45.35) 

23 (6.48) 

Place of residence 

East Java 

West Java 

Central Java 

Jakarta Special Region 

Banten 

Outside Java Island 

 

46 (12.96) 

21 (5.91) 

156 (43.94) 

87 (24.50) 

24 (6.76) 

21 (5.92) 

Family expenditure/month 

< IDR 2.5 million  

IDR 2.5 – 5 million  

IDR 5.1 – 10 million  

IDR >10 million  

 

 

22 (6.19 

97 (27.32 

149 (41.97) 

87 (24.50) 

Source: primary data analysis, 2023 
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It is important to note that 2 (two) measurement items of attitude towards HT 

attributes (ATR 10 and ATR 12) showed slightly low factor loadings (<0.70). However, 

because these attributes belong to the criteria of HT according to Crescent Ratings, we 

decided to include the items. Following the suggestions of Vinzi et al. (2010), we should 

not directly consider an item if its loading is less than 0.70. Instead, we should check 

whether deleting the item significantly improves Composite Reliability (CR) and Average 

Variance Extracted (AVE). Since deleting the items did not improve CR and AVE, and the 

existing CR and AVE scores were acceptable, we decided to retain the items. Table 3 

presents the cross-loading of the items. All the items were loaded onto the intended factors. 

These results indicated the discriminant validity of the instruments. All the criteria were 

fulfilled based on these results. 

 

Table 2. Validity, Reliability, and Mean Values 

 Measurement item Loading AVE 
Cronbach’s 

Alpha 
CR Mean 

Attitude towards HT Attributes  0.525 0.886 0.815 4.188 

ATR1 Tour packages pay attention to schedules 

and facilitate five-time daily prayers 0.640 4.576 

ATR2 Tourist facilities provide food during 

fasting and breaking the fast during 

Ramadan 0.626 4.313 

ATR3 It provided a tourism experience that 

connects tourists with Islamic identity 

and history/heritage. 0.746 4.224 

ATR4 Visits and tours to Islamic 

historical/heritage sites 0.765 4.200 

ATR5 Tour packages that facilitate interaction 

with the local Muslim community 0.792 4.084 

ATR6 Get experience in tourist destinations 

accompanied by a Muslim tour guide 0.762 3.979 

ATR7 Tourist spaces that provide 

privacy/separate spaces for women and 

men 0.689 3.934 

ATR8 A swimming pool that provides 

privacy/separate pools for women and 

men 0.748 4.155 

ATR9 A beach that provides separate privacy 

for women and men 0.635 3.642 

ATR10 Spa and beauty salon that provides 

privacy/separate space for women and 

men 0.516 4.361 

ATR11 Tourist facilities that do not provide 

alcohol at all 0.607 4.301 

ATR12 Tourist facilities that are not connected to 

gambling facilities 0.545 4.487 

Religiosity  0.817 0.925 0.902 3.982 

R1 I try to follow the commands of Islam in 

every aspect of my life 0.923 4.012 

R2 I always try to avoid small and big sins 

as guided by my religion 0.946 3.967 

R3 I have a belief that all ideological 

dimensions are based on Islam 0.891 3.931 



 

Jurnal Kepariwisataan Indonesia 

Volume 18 Issue 1 2024 page 61–76 

 

 

 

 
Doi: 10.47608/jki.v18i12024.61–76  

68          Jurnal Kepariwisataan Indonesia is licensed under a CC BY 4.0 International License 

 Measurement item Loading AVE 
Cronbach’s 

Alpha 
CR Mean 

R4 I always find out anything related to the 

teachings of my religion 0.853 4.048 

Place Attachment  0.694 0.870 0.898 4.319 

PA1 I have a special relationship with this 

place (Yogyakarta) 0.821 4.310 

PA2 Yogyakarta represents a lot about who I 

am  0.937 4.355 

PA3 I feel Yogyakarta is part of me 0.918 4.224 

PA4 I will not substitute Yogyakarta with 

other destinations 0.717 4.385 

Attitudes towards HT Destination  0.640 0.757 0.947 3.586 

ATT1 I agree with the development of Halal 

Tourism in Yogyakarta 0.745 3.824 

ATT2 I support Yogyakarta as a halal tourism 

destination 0.752 3.466 

ATT3 It is favorable for Yogyakarta to become 

a Halal Tourism destination 0.741 3.487 

ATT4 Developing Yogyakarta as a halal 

tourism destination is a good idea 0.756 3.570 

Source: primary data analysis, 2023 

 

Table 3. Cross Loadings 

 ATT HL ATR PA R R x HL ATR PA x HL ATR 

ATR1 0.088 0.640 0.049 0.163 -0.020 0.150 

ATR2 0.091 0.626 0.036 0.193 0.016 0.128 

ATR3 0.250 0.746 0.079 0.181 0.122 0.083 

ATR4 0.230 0.765 -0.009 0.212 0.078 0.151 

ATR5 0.287 0.792 0.027 0.168 0.089 0.159 

ATR6 0.296 0.762 -0.067 0.288 0.091 0.155 

ATR7 0.287 0.689 0.043 0.248 0.096 0.149 

ATR8 0.265 0.748 0.029 0.250 0.044 0.207 

ATR9 0.273 0.635 0.024 0.225 0.155 0.189 

ATR10 0.061 0.516 0.088 0.220 0.031 0.090 

ATR11 0.235 0.607 0.032 0.237 -0.069 0.193 

ATR12 0.177 0.545 0.025 0.235 -0.186 0.167 

ATT1 0.745 0.398 -0.097 0.364 0.100 0.113 

ATT2 0.752 0.171 -0.138 0.116 0.053 0.023 

ATT3 0.741 0.148 -0.095 0.156 0.065 0.000 

ATT4 0.756 0.116 -0.077 0.152 0.081 0.009 

PA1 -0.045 0.082 0.821 -0.059 0.059 -0.073 

PA2 -0.149 0.040 0.937 -0.082 0.107 -0.040 

PA3 -0.138 0.002 0.918 -0.073 0.121 -0.027 

PA4 -0.018 0.005 0.717 -0.026 0.077 -0.054 

R1 0.307 0.260 -0.091 0.923 -0.065 0.105 

R2 0.299 0.279 -0.070 0.946 -0.026 0.122 

R3 0.289 0.284 -0.069 0.891 -0.022 0.103 

R4 0.291 0.354 -0.062 0.853 -0.049 0.150 
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 ATT HL ATR PA R R x HL ATR PA x HL ATR 

PA x HL ATR 0.077 0.229 -0.044 0.132 -0.007 1.000 

R x HL ATR 0.110 0.077 0.117 -0.045 1.000 -0.007 

Source: primary data analysis, 2023 

 

It is important to note that 2 (two) measurement items of attitude towards HT 

attributes (ATR 10 and ATR 12) showed relatively low factor loadings (<0.70). However, 

because these attributes belong to the criteria of HT according to Crescent Ratings, we 

decided to include the items. Following the suggestions of Vinzi et al. (2010), we should 

not directly consider an item if its loading is less than 0.70. Instead, we should check 

whether deleting the item significantly improves Composite Reliability (CR) and Average 

Variance Extracted (AVE). Since deleting the items did not improve CR and AVE, and the 

existing CR and AVE scores were acceptable, we decided to retain the items. Table 3 

presents the cross-loading of the items. All the items were loaded onto the intended factors. 

These results indicated the discriminant validity of the instruments. All the criteria were 

fulfilled based on these results. 

 

 
Figure 2. Structural Model 

Source: primary data analysis, 2023 

 

The structural model is illustrated in Figure 2. The magnitude of the influence of 

each variable on the other variables and the moderating role of religiosity and place 

attachment are shown in the structural model. Table 4 presents the original sample, standard 

deviations, t-statistics, and p-values. Based on these results, hypothesis testing showed that 

attitudes towards HT attributes had a positive effect on attitudes towards HT destination 

development (B = 0.278; p = 0.000). Thus, H1 is supported. The results also showed that 

place attachment had a positive effect on attitudes towards HT destination development (B 

= -0.143, p = 0.029). This implies that H2 is supported. Place attachment does not play a 

moderating role in the influence of attitudes towards HT attributes on attitudes towards HT 

destination development (B = -0.025, p = 0.366). Hence, H3 is not supported. Religiosity 

also had a positive effect on attitudes towards HT destination development (B = 0.234, p = 
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0.000). In addition, the role of religiosity as a moderating influence of attitude towards HT 

attributes on attitude towards HT destination development was also supported (B = 0.108, 

p = 0.046. Therefore, H5 is supported. 

 

Table 4. Results of Hypothesis Testing 

 Relationship 
Original 

sample 

Standard 

deviation 

T 

statistics 

P 

values 
Conclusion 

H1 HL ATR -> ATT 0.278 0.056 4.994 0.000 H1 is supported 

H2 PA -> ATT -0.143 0.066 2.182 0.029 H2 is supported 

H3 PA x HL ATR -> ATT -0.025 0.067 0.366 0.714 H3 is not supported 

H4 R -> ATT 0.234 0.058 4.028 0.000 H4 is supported 

H5 R x HL ATR -> ATT 0.108 0.054 1.993 0.046 H5 is supported 

Source: primary data analysis, 2023 

 

Based on the fitness model indicators, this structural model had an adequate fit 

index. The model showed adequate fit. (standardized root mean square residual) score of 

the model was 0.086. SRMR is a goodness-of-fit measure for PLS-SEM to avoid model 

misspecification (Henseler et al., 2014; Schermelleh-Engel et al., 2003). Hu and Bentler 

(1998) stated that a good fit is indicated by an SRMR score of less than 0.10. The Normed 

Fit Index of (current) was 0.728. It showed an incremental fit. However, since Smart PLS 

does not provide a better measure of model fitness of the non-normed fit index (NNFI) 

(Lohmöller, 1989), we assessed that the fitness of the model is adequate.  

This research shows that developing a tourist destination requires a multi-

perspective approach. Especially in developing an HT destination, an understanding of the 

characteristics or requirements of a destination that meets the criteria as an HT destination 

is crucial. Second, it requires an understanding of the characteristics of tourists who visit 

the destination, namely the relationship between tourists and the destination and the level 

of tourists' psychographic characteristics. 

In this research, 3 (three) aspects that can influence attitudes toward HT destination 

development were integrated. The first perspective is from the destination factor, namely, 

by including the attributes that become HT criteria. Tourists' attitudes towards these 

attributes are an important perspective that can show their approval of these attributes. 

Furthermore, this attitude influences tourists' attitudes towards HT destination 

development. The second relates to tourists' attachment to a place. This is important 

because tourist destinations involve geographic units. The third perspective is the 

characteristics of tourists themselves, namely, religiosity. About the development of HT, 

this characteristic of religiosity is relevant for integration into the model. 

The descriptive data from this study provide interesting insights as well. The 

average score of respondents' attitudes regarding the attributes of HT destinations shows 

that tourists' attitudes can be different towards each of these attributes. For example, the 

halal tourist destination attributes that require separate facilities for men and women 

(attribute number 7 and number 9) received the lowest scores, that is, 3.642 and 3.934 

respectively. 

Further, the results show that attitude towards the HT attribute has a positive effect 

on attitude towards HT destination development. These results confirm the attribute-based 

attitude theory (Fishbein & Ajzen, 1975) that agreement with attributes will have a positive 
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effect on the overall attitude towards HT destination development. This influence is 

strengthened by tourists' religiosity. These results support the opinions of Sudarsono et al. 

(2021) and He and Tian (2023) that commitment to religion will be seen in cognitive and 

behavioral aspects. In other research models (Sudarsono et al., 2021) religiosity is placed 

as a moderating variable, and this research produces a new perspective. In other words, 

religiosity can have a direct influence on attitudes towards HT destination development. In 

addition, religiosity can strengthen the influence of attitudes towards HT attributes on 

attitudes towards HT destination development. This shows that tourists' characteristics are 

very important in determining their attitudes towards the development of a tourist 

destination. The influence of religiosity on attitudes towards HT destination development 

is also high, greater than the influence of other variables (i.e., place attachment). Even 

though formally the respondents were Muslims, this research supports the opinion of 

Hassan and Harun (2016) that respondents have different levels of religiosity. As argued 

by (Hassan & Harun, 2016), a Muslim's attitude toward HT destination development also 

needs to be examined from his/her religiosity.  

This research provides fresh insight from a place attachment perspective. Attitudes 

towards HT destination development are also influenced by a person's relationship with the 

destination. In this research, a destination (Yogyakarta) was specifically mentioned in the 

questionnaire to measure tourists' place attachment. The results of this study indicate that 

place attachment does not moderate the influence of attitudes towards HT attributes on 

attitudes towards HT destination development. Although there are indications that place 

attachment weakens the relationship between these two variables, the results are not 

significant. However, the research results showed a direct influence of place attachment on 

attitudes toward HT destination development. This implies that the influence of tourists' 

attitudes towards halal tourism attributes on their attitudes towards the development of a 

destination to become an HT destination will depend on their relationship to the destination. 

In other words, even though a tourist agrees with the attributes of HT as advised by Crescent 

Rating, he may not agree that a destination should be developed into an HT destination. 

Tourists can perceive that a destination is more appropriate to be developed as an HT 

destination than other destinations. 

Theoretically, the results of this study strengthen place attachment theory (Bricker 

& Kerstetter, 2000; Brown & Raymond, 2007; Jorgensen & Stedman, 2001; Kaltenborn, 

1997) which underlines the importance of one's attachment to a place in shaping his/her 

agreement with the development direction of the place he/she likes. The results of this 

research show that place attachment between an individual and Yogyakarta has a negative 

effect on attitudes towards HT destination development in Yogyakarta. This may contain 

concerns about changes that will be unfavorable or reduce the tourism experience in 

Yogyakarta if it is developed into an HT destination based on the criteria stated by the 

Crescent Rating. Research by Dewi (2023) provides a partial explanation, namely that place 

attachment must be examined further by adding perceived benefits and concerns that 

tourists have regarding certain development ideas in certain places. By including both 

religiosity and place attachment in the model, this research offers interesting findings that 

religiosity has a stronger influence on the formation of attitudes towards HT destination 

development. Previous studies have only focused on aspects of tourist characteristics, so 

they could not compare the role of tourist characteristics with tourist-destination relations. 

 



 

Jurnal Kepariwisataan Indonesia 

Volume 18 Issue 1 2024 page 61–76 

 

 

 

 
Doi: 10.47608/jki.v18i12024.61–76  

72          Jurnal Kepariwisataan Indonesia is licensed under a CC BY 4.0 International License 

CONCLUSION 

This research concluded that attitudes towards HT destination development are 

influenced by three factors: 1) attitude towards HT attributes, 2) religiosity of tourists, and 

3) place attachment of tourists to the destination. The role of religiosity in forming attitudes 

towards HT destination development occurs directly, as well as a moderator between 

attitudes towards HT attributes and attitudes towards HT destination development. 

Meanwhile, the role of place attachment in forming attitudes towards HT destinations has 

a direct influence. 

This study provides implications for further research and policymaking. There are 

several limitations to this study that need to be followed up with further research. Place 

attachment still only limits this variable as a unidimensional variable. Place attachment 

theory states that place attachment has multiple dimensions, namely, functional and 

emotional (Dewi, 2023; Oh et al., 2012). If place attachment is differentiated into these two 

dimensions, the relationship between tourists and a destination will be better understood. 

Moreover, if this variable is linked to tourists' religiosity, it will be possible to compare the 

influence of the emotional and functional aspects of place attachment with religiosity on 

attitudes towards HT destination development. 

As a more comprehensive model, future research can further analyze the 

differences in attitudes based on tourist demographic characteristics. Religious and 

generational differences may be used as a basis for conducting multigroup analyses. In 

addition, behavioral analysis, such as visit status, can also be a basis for further exploring 

its impact on tourists' relationships with destinations. In this study, most respondents were 

visitors who had visited Yogyakarta more than twice. The attitudes of first-time visitors 

may differ. Furthermore, the intention to revisit a destination can provide further insight 

into the impact of attitude on tourists' behavior. 

This research can be followed up with qualitative research. Qualitative research 

using a phenomenological approach can enrich quantitative research. The interview results 

can be analyzed using hermeneutics interpretation to further explore tourists' attitudes 

towards halal tourism beyond the attributes that have been developed by Crescentrating. 

This study provides important insights for public policymaking. The development 

and determination of HT destinations can be approved and rejected by different 

destinations. Tourists can respond differently to the development of HT destinations. In 

making these policies, tourists' opinions must be considered when developing a tourist 

destination. The results of this research also provide practical implications in that the 

development of HT requires clear attribute-based guidelines. As stated by (Said et al., 2022; 

Yan et al., 2017), to avoid misunderstandings, both the tourism industry and government 

need specific criteria and guidelines for developing HT destinations. Therefore, the 

authority of tourism development should formulate a clear and unambiguous definition and 

criteria for HT destinations.  

 

 

 

 

 

 



 

Attitudes Towards Halal Tourism Development: The Roles of Place Attachment and Religiosity 

Maesaroh et al. (2024) 

 

 
Doi: 10.47608/jki.v18i12024.61–76 

Jurnal Kepariwisataan Indonesia is licensed under a CC BY 4.0 International License 73 

ACKNOWLEDGEMENT 

The authors would like to thank Professor James J. Spillane and Mr. Adrian B. 

Coen for the editing and proofreading of the manuscript. This research is funded by a 

research grant from Universitas Terbuka, Indonesia. The authors would also like to thank 

Sanata Dharma University, Yogyakarta for the academic support and library facilities.  

 

REFERENCES 

Abror, A., Patrisia, D., Engriani, Y., Wardi, Y., Hamid, R. S., Najib, M., Anuar, M. M., Battour, M., 

& Ratnasari, R. T. (2023). Antecedents of Muslim Tourist Loyalty: The Role of Islamic 

Religiosity and Tourist Value Co-Creation. Cogent Business & Management, 10(2), 2247871. 

https://doi.org/10.1080/23311975.2023.2247871 

Abror, A., Patrisia, D., Trinanda, O., Omar, M. W., & Wardi, Y. (2020). Antecedents of Word of 

Mouth in Muslim-Friendly Tourism Marketing: The Role of Religiosity. Journal of Islamic 

Marketing, 12(4), 882–899. https://doi.org/10.1108/JIMA-01-2020-0006 

Battour, M., & Ismail, M. N. (2014). The Role of Destination Attributes in Islamic Tourism. SHS 

Web of Conferences, 12, 01077. https://doi.org/10.1051/SHSCONF/20141201077 

Battour, M., & Ismail, M. N. (2016). Halal tourism: Concepts, Practises, Challenges and Future. 

Tourism Management Perspectives, 19, 150–154. https://doi.org/10.1016/J.TMP.2015.12.008 

Belk, R. W. (1988). Possessions and the Extended Self. Journal of Consumer Research, 15(2), 139–

168. https://doi.org/10.1086/209154 

Belk, R. W. (1992). Attachment to Possessions. In I. Altman & S. M. Low (Eds.), Place Attachment: 

Human Behavior and Environment (Vol. 12, pp. 37–62). Springer. 

https://doi.org/10.1007/978-1-4684-8753-4_3 

Bricker, K. S., & Kerstetter, D. L. (2000). Level of Specialization and Place Attachment: An 

Exploratory Study of Whitewater Recreationists. Leisure Sciences, 22(4), 233–257. 

https://doi.org/10.1080/01490409950202285 

Brown, G., & Raymond, C. (2007). The Relationship between Place Attachment and Landscape 

Values: Toward Mapping Place Attachment. Applied Geography, 27(2), 89–111. 

https://doi.org/10.1016/J.APGEOG.2006.11.002 

CrescentRating. (2022). Global Muslim Travel Index 2022. 

https://www.crescentrating.com/reports/global-muslim-travel-index-2022.html 

Danks, N. P., Sharma, P. N., & Sarstedt, M. (2020). Model Selection Uncertainty and Multimodel 

Inference in Partial Least Squares Structural Equation Modeling (PLS-SEM). Journal of 

Business Research, 113, 13–24. https://doi.org/10.1016/J.JBUSRES.2020.03.019 

Dewi, I. J. (2023). In the Name of the Residents’ Wellbeing: Development of Halal Tourism in 

Indonesia Using the “Place Attachment” Approach and “Value-Belief-Norm Theory”. 

Frontiers in Sustainable Tourism, 2, 1183347. https://doi.org/10.3389/FRSUT.2023.1183347 

Duman, T. (2012). The Value of Islamic Tourism: Perspectives from the Turkish Experience. Islam 

and Civilisational Renewal Journal, 3(4), 718–739. https://doi.org/10.52282/ICR.V3I4.513 

Eagly, A. H., & Chaiken, S. (1993). The Psychology of Attitudes. Harcourt Brace Jovanich. 

El-Gohary, H. (2016). Halal Tourism, is it Really Halal? Tourism Management Perspectives, 19, 

124–130. https://doi.org/10.1016/J.TMP.2015.12.013 

Fishbein, M. A., & Ajzen, I. (1975). Belief, Attitude, Intention and Behavior: An Introduction to 

Theory and Research. Addison-Wesley. 

Future Market Insight. (2022). Halal Tourism Market Snapshot from 2022 to 2032. 

https://www.futuremarketinsights.com/reports/halal-tourism-industry-overview 

Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. (2019). Multivariate Data Analysis (8th 

ed.). Cengage. 



 

Jurnal Kepariwisataan Indonesia 

Volume 18 Issue 1 2024 page 61–76 

 

 

 

 
Doi: 10.47608/jki.v18i12024.61–76  

74          Jurnal Kepariwisataan Indonesia is licensed under a CC BY 4.0 International License 

Hair, J. F., Howard, M. C., & Nitzl, C. (2020). Assessing Measurement Model Quality in PLS-SEM 

Using Confirmatory Composite Analysis. Journal of Business Research, 109, 101–110. 

https://doi.org/10.1016/J.JBUSRES.2019.11.069 

Hanafiah, M. H., Hasan, M. R., & Som, A. P. M. (2022). Managing Modern Muslim Travellers: 

Emerging Trends and Issues for Islamic Tourism Destinations. Tourism and Hospitality, 3(4), 

908–918. https://doi.org/10.3390/TOURHOSP3040058 

Hapsin, A. (2023). Polemic on Sharia Tourism between Muslim and Christian in Indonesia. HTS 

Teologiese Studies / Theological Studies, 79(1), 8510. 

https://doi.org/10.4102/HTS.V79I1.8510 

Hassan, S. H., & Harun, H. (2016). Factors Influencing Fashion Consciousness in Hijab Fashion 

Consumption among Hijabistas. Journal of Islamic Marketing, 7(4), 476–494. 

https://doi.org/10.1108/JIMA-10-2014-0064 

He, Y., & Tian, W. (2023). Religious Participation: Does It Shape Food Consumption? Religions, 

14(3), 350. https://doi.org/10.3390/REL14030350 

Henseler, J., Dijkstra, T. K., Sarstedt, M., Ringle, C. M., Diamantopoulos, A., Straub, D. W., 

Ketchen, D. J., Hair, J. F., Hult, G. T. M., & Calantone, R. J. (2014). Common Beliefs and 

Reality About PLS: Comments on Rönkkö and Evermann (2013). Organizational Research 

Methods, 17(2), 182–209. https://doi.org/10.1177/1094428114526928 

Hu, L.-T., & Bentler, P. M. (1998). Fit Indices in Covariance Structure Modeling: Sensitivity to 

Underparameterized Model Misspecification. Psychological Methods, 3(4), 424–453. 

https://doi.org/10.1037/1082-989X.3.4.424 

Jorgensen, B. S., & Stedman, R. C. (2001). Sense of Plase as an Attitude: Lakeshore Owners 

Attitudes Toward Their Properties. Journal of Environmental Psychology, 21(3), 233–248. 

https://doi.org/10.1006/JEVP.2001.0226 

Kaltenborn, B. P. (1997). Nature of Place Attachment: A Study Among Recreation Homeowners in 

Southern Norway. Leisure Sciences, 19(3), 175–189. 

https://doi.org/10.1080/01490409709512248 

Keller, K. L. (1993). Conceptualizing, Measuring, and Managing Customer-Based Brand Equity. 

Journal of Marketing, 57(1), 1–22. https://doi.org/10.2307/1252054 

Kian, B., Mounesan, A. A., Chianeh, R. H., & Azgomi, S. K. R. (2020). Islamic and Halal Tourism 

in Muslim Countries: The Case of Iran. TOLEHO: Journal of Tourism Leisure and 

Hospitality, 2(2), 83–91. 

Kyle, G., Graefe, A., Manning, R., & Bacon, J. (2004). Effects of Place Attachment on Users’ 

Perceptions of Social and Environmental Conditions in a Natural Setting. Journal of 

Environmental Psychology, 24(2), 213–225. https://doi.org/10.1016/J.JENVP.2003.12.006 

Lee, J. S.-H., & Oh, C.-O. (2018). The Causal Effects of Place Attachment and Tourism 

Development on Coastal Residents’ Environmentally Responsible Behavior. Coastal 

Management, 46(3), 176–190. https://doi.org/10.1080/08920753.2018.1451728 

Lohmöller, J.-B. (1989). Latent Variable Path Modeling with Partial Least Squares. Physica 

Heidelberg. https://doi.org/10.1007/978-3-642-52512-4 

Low, S. M., & Altman, I. (1992). Place Attachment: A Conceptual Inquiry. In Place Attachment: 

Human Behavior and Environment (Vol. 12, pp. 1–12). Springer. https://doi.org/10.1007/978-

1-4684-8753-4_1 

Martaleni, M., Nasir, M. J. A., Khoiriyah, R., & Djawas, S. R. (2022). Attributes of Halal Tourism 

During the Covid-19 Pandemic: An Overview of the Perceptions of Muslim Tourists in 

Nusantara. Innovative Marketing, 18(4), 25–35. https://doi.org/10.21511/IM.18(4).2022.03 

Moore, R. L., & Graefe, A. R. (1994). Attachments to Recreation Settings: The Case of Rail-Trail 

Users. Leisure Sciences, 16(1), 17–31. https://doi.org/10.1080/01490409409513214 



 

Attitudes Towards Halal Tourism Development: The Roles of Place Attachment and Religiosity 

Maesaroh et al. (2024) 

 

 
Doi: 10.47608/jki.v18i12024.61–76 

Jurnal Kepariwisataan Indonesia is licensed under a CC BY 4.0 International License 75 

Najib, M., Sumardi, R. S., Nurlaela, S., & Fahma, F. (2020). Determinant Factors of Muslim Tourist 

Motivation and Attitude in Indonesia and Malaysia. Geojournal of Tourism and Geosites , 

31(3), 936–943. https://doi.org/10.30892/GTG.31301-524 

Oh, C.-O., Lyu, S. O., & Hammitt, W. E. (2012). Predictive Linkages between Recreation 

Specialization and Place Attachment. Journal of Leisure Research, 44(1), 70–87. 

https://doi.org/10.1080/00222216.2012.11950255 

Priyatmoko, R., & Maulana, A. (2022). Halal Tourism and Its Misconceptions: Revisiting the 

Rejection of Non-Muslim Tourism Destinations. Dinar: Jurnal Ekonomi Dan Keuangan 

Islam, 9(1), 74–88. https://doi.org/10.21107/DINAR.V9I1.13976 

Purboyo, M. R. (2019, May 9). Konsep Wisata Halal Labuan Bajo Ditolak. Bisnis.Com. 

https://ekonomi.bisnis.com/read/20190509/45/920669/konsep-wisata-halal-labuan-bajo-

ditolak 

Putri, T. (2019, September 4). Jadi Kontroversi, Pemprov Sumut Jelaskan Konsep Wisata Halal 

Danau Toba. Okezone Travel. https://travel.okezone.com/read/2019/09/04/406/2100654/jadi-

kontroversi-pemprov-sumut-jelaskan-konsep-wisata-halal-danau-toba 

Ramkissoon, H., Smith, L. D. G., & Weiler, B. (2013). Testing the Dimensionality of Place 

Attachment and Its Relationships with Place Satisfaction and Pro-Environmental Behaviours: 

A Structural Equation Modelling Approach. Tourism Management, 36, 552–566. 

https://doi.org/10.1016/J.TOURMAN.2012.09.003 

Retaduari, E. A. (2019, February 27). Kontroversi Usulan Wisata Halal Bali, BPN: Masa Sih Menpar 

Tak Paham? DetikNews. https://news.detik.com/berita/d-4446541/kontroversi-usulan-wisata-

halal-bali-bpn-masa-sih-menpar-tak-paham 

Said, M. F., Adham, K. A., Muhamad, N. S., & Sulaiman, S. (2022). Exploring Halal Tourism in 

Muslim-Minority Countries: Muslim Travellers’ Needs and Concerns. Journal of Islamic 

Marketing, 13(4), 824–842. https://doi.org/10.1108/JIMA-07-2020-0202 

Samori, Z., Salleh, N. Z. M., & Khalid, M. M. (2016). Current Trends on Halal Tourism: Cases on 

Selected Asian Countries. Tourism Management Perspectives, 19, 131–136. 

https://doi.org/10.1016/J.TMP.2015.12.011 

Scannell, L., & Gifford, R. (2010). The Relations between Natural and Civic Place Attachment and 

Pro-Environmental Behavior. Journal of Environmental Psychology, 30(3), 289–297. 

https://doi.org/10.1016/J.JENVP.2010.01.010 

Schermelleh-Engel, K., Moosbrugger, H., & Müller, H. (2003). Evaluating the Fit of Structural 

Equation Models: Tests of Significance and Descriptive Goodness-of-Fit Measures. Methods 

of Psychological Research, 8(2), 23–74. 

Sekaran, U. (2006). Research Methods for Business: A Skill Building Approach (4th ed.). Wiley 

India Pvt. Limited. 

Sudarsono, H., Shidiqie, J. S. A., & Tumewang, Y. K. (2021). The Impact of Religiosity and 

Knowledge on the Intention of Young Muslim generation Toward Halal Tourism in Indonesia. 

Tourism and Hospitality Management, 27(2), 255–272. https://doi.org/10.20867/THM.27.2.2 

Tawalujan, Y. (2019, September 5). Kontroversi Wisata Halal, Antara Branding Strategy dan 

Tourism Development. BeritaManado.Com. https://beritamanado.com/kontroversi-wisata-

halal-antara-branding-strategy-dan-tourism-development/ 

Tuan, Y.-F. (1977). Space and Place: The Perspective of Experience. University of Minnesota Press. 

Ujang, N., & Zakariya, K. (2015). Place Attachment and the Value of Place in the Life of the Users. 

Procedia - Social and Behavioral Sciences, 168, 373–380. 

https://doi.org/10.1016/J.SBSPRO.2014.10.243 

Vaske, J. J., & Kobrin, K. C. (2001). Place Attachment and Environmentally Responsible Behavior. 

The Journal of Environmental Education, 32(4), 16–21. 

https://doi.org/10.1080/00958960109598658 



 

Jurnal Kepariwisataan Indonesia 

Volume 18 Issue 1 2024 page 61–76 

 

 

 

 
Doi: 10.47608/jki.v18i12024.61–76  

76          Jurnal Kepariwisataan Indonesia is licensed under a CC BY 4.0 International License 

Vinzi, V. E., Chin, W. W., Henseler, J., & Wang, H. (Eds.). (2010). Handbook of Partial Least 

Squares: Concepts, Methods and Applications. Springer Berlin Heidelberg. 

https://doi.org/10.1007/978-3-540-32827-8 

Wang, J., Wang, S., Xue, H., Wang, Y., & Li, J. (2018). Green Image and Consumers’ Word-of-

Mouth Intention in the Green Hotel Industry: The Moderating Effect of Millennials. Journal 

of Cleaner Production, 181, 426–436. https://doi.org/10.1016/J.JCLEPRO.2018.01.250 

White, D. D., Virden, R. J., & van Riper, C. J. (2008). Effects of Place Identity, Place Dependence, 

and Experience-Use History on Perceptions of Recreation Impacts in a Natural Setting. 

Environmental Management, 42(4), 647–657. https://doi.org/10.1007/S00267-008-9143-1 

Yan, L. S., Zahari, N. A., Ismail, A. S., & Zain, N. M. (2017). Halal Tourism: A New World for 

Tourism Industry. International Journal of Asian Social Science, 7(8), 643–657. 

https://doi.org/10.18488/JOURNAL.1.2017.78.643.657 

  

 

AUTHORS PROFILE 

Imas Maesaroh, S.E., M.Si. 

ORCID-ID 0009-0001-9356-7203. A lecturer 

at Universitas Terbuka, Indonesia. Research 

interests: management, tourism 

 

Ike Janita Dewi, S.E., M.B.A., Ph.D. 

ORCID-ID 0000-0001-8552-4273. A lecturer 

at Sanata Dharma University, Indonesia. 

Research interests: management, marketing, 

consumer behavior, tourism 

Prof. Ginta Ginting 

ORCID-ID 0000-0002-5139-6370. A lecturer 

at Universitas Terbuka, Indonesia Research 

interests: management, tourism 

 

 


