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ABSTRACT 

 

International tourism including Muslim tourism segment shows incredible growth year by year. Thus, 

it is not surprising when repeat visitation in the Muslim tourism segment is fast becoming the focus of 

destination marketers. However, the antecedents of Muslim travellers repeat behaviour are still vague. 

On the other hand, although revisit intention is considered as a valuable concept in predicting future 

revisit behaviour, studies on Muslim travellers in this area are still limited compared to other travellers. 

As religious facet represents one of the important factors in the decision-making process concerning 

travel destination, it is crucial to highlight the importance of Islamic attributes’ influence on Muslim 

travellers behaviour. Further, this paper also will propose a framework based on the Theory of Planned 

Behaviour to study the antecedent of inbound Muslim travellers’ revisit intention to Malaysia as it will 

become an indicator for their actual revisit behaviour. Consequently, a research is proposed on how 

Muslim travellers’ attitude towards Islamic attribute of destination, subjective norm and perceived 

behavioural control influence their repeat visit in Malaysia. The finding(s) will provide valuable 

information for Malaysian tourism marketing and planning organisations to implement effective 

marketing strategies and develop tourism products that will encourage Muslim travellers’ revisit. 

 

Keywords: Muslim Travellers, Islamic Attributes of Destination, Revisit intention, Theory of Planned 

Behavior. 

1. INTRODUCTION 

For decades, the tourism industry is widely accepted as one of the major sources of economic growth 

in many countries. Meanwhile, Muslim travellers have been seen as a new emerging market that 

contributes to the growth of tourism industry globally.  The emergence is due to the fact that many of 

the Muslim majority markets now are the fast emerging economies. According to Dinar Standard and 

Crescent Rating (2012), the Muslim tourists’ expenditure growth rate is expected to be at 4.79% per 

year on average for the year 2012 until 2020. This expenditure growth rate is higher than the global 

expected average growth rate of 3.8% during the same period. The total Muslim tourists’ expenditure 

is estimated to be $192 billion representing 13.36% of global tourism expenditure by 2020. Meanwhile, 

the top destinations for Muslim tourists are Malaysia, Turkey, and United Arab Emirates, followed by 

Singapore, Russia, China, France, Thailand and Italy. On the other hand, the tragedy of 11 September 

2001 (9/11) is the most significant factor that contributes to the change of the international pattern of 

tourist flow (Norlida Hanim, Redzuan, Abu Hassan Shaari, & Mohd Safar, 2010). Specifically for 

Muslim travellers, they are faced with the significant increase of Islamophobia, which denotes anti-

Muslim sentiment, irrational fear of Muslims and hatred of Islam (Stephenson, 2014). At the same time, 

Muslim travellers also face certain restrictions to travel to the USA and European countries. This 

situation leads to some Muslim travellers to shift their destination to Muslim countries as they search 

for new and safer destinations. This movement has been seen as an opportunity for many Muslim 

countries including Malaysia. 
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In Malaysia, the number of Muslim travellers arrival was about 5.6 million and it contributed 

approximately 21% of the total tourist arrival in 2014 (Islamic Tourism Center, 2015). Malaysia also 

has been ranked as the top Muslim friendly destination in the world in 2015 (Mastercard & 

CrescentRating, 2015). The top five per capita expenditure of Muslim tourists in Malaysia came from 

Saudi Arabia, Kuwait, Oman, United Arab Emirate (UAE) and Iran. Meanwhile, travellers from Muslim 

countries of Indonesia, Brunei, Bangladesh, Saudi Arabia and Pakistan contribute to the top five tourist 

arrival to Malaysia (Ministry of Tourism and Culture, 2015). Given the importance of this segment to 

the Malaysia tourism industry, it is imperative to retain their destination choice. Table 1.1 indicates the 

estimation of Muslim tourist arrival to Malaysia. 

Table 1.1 Estimated Muslim Tourist Arrival to Malaysia 

 

Year Tourist Arrival to 

Malaysia 

Estimated Muslim Tourist 

Arrival to Malaysia 

Percentage of 

Estimated Muslim Tourist 

Arrival to Malaysia 

2012 24,604, 259 5,111,490 20.77% 

2013 25,257,171 5,216,401 20.65% 

2014 26,906,956 5,606,792 20.83% 

Source: Islamic Tourism Center, Malaysia (2015). 

 

The above table indicates that Muslim travellers market has contributed more than 20% of tourist arrival 

to Malaysia. Although there is a slight drop in 2012, the percentage showed uptrend in 2014. 

Nevertheless, the figure of Muslim tourist arrival in Malaysia shows uncertain trend. This uncertain 

trend possibly indicates that although Malaysia has been the leading tourism destination for Muslim 

travellers since 2011 (Rafi-uddin, 2012), that position cannot be assured in the future. Fierce 

competition now exists among regional destinations in Southeast Asia in attracting Muslim travellers. 

For example, the challenges begin when Middle East travellers considered Indonesia as the substitute 

destination for Malaysia (Norlida Hanim et al., 2010). On the other hand, non-Muslim countries like 

Japan, Taiwan and China are moving towards establishing Muslim friendly environment. For example, 

Japan is developing its halal industry as preparation to anticipate Muslim tourists during upcoming 

Olympic Games in 2020 (Kim et al., 2014). Given the importance of IMT segment to Malaysian tourism 

industry and the challenge to retain Malaysia as their destination choice, it is crucial to understand their 

travel behaviour.  

 

Recently, many tourism destinations work towards encouraging repeat visitation as it is seen to benefit 

the countries from the economic perspective. Oppermann (1998) highlighted the benefits of repeat 

visitation in the context of four marketing advantages: (a) less marketing costs to attract repeat tourists 

as compared to the first timers, (b) number of revisit is an indicator of tourist satisfaction, (c) the 

repeaters’ assumption as the most favourable of a particular destination, and (d) these group have 

tendencies to suggest the destination to others. From the costs effective aspect, many tourism 

destinations tend to rely on repeaters as they spend less in retaining previous visitors compared to the 

first timers (Um, Chon, & Ro, 2006).  

 

The less in marketing cost refers to the promotional cost to attract repeaters as claimed by Puad, Som, 

Badarneh, & Jusoh (2011) that the reduction of promotional cost may attract repeaters. Meanwhile, 

Reichheld and Sasser (1990) emphasised that with the 5% customers retention, companies could boost 

profits up to 100%. This situation could save cost (Jang & Feng, 2007) and significantly increase 

tourism destination revenue (Puad, Som, Marzuki, Yousefi, & Abukhalifeh, 2012). Furthermore, the 

repeaters would stay longer (Wang, 2004) and likely to give a positive word of mouth by recommending 

to others (Petrick, 2004). Meanwhile, Ali & Mohd Safar (2012) stated that repeat visitors are vital to 

increase revenue of Malaysia tourism industry. Scholars have acknowledged that focus should be given 

in tourism literature on importance of revisit in the tourism industry. For example, few studies have 
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concluded that revisit is an antecedent of destination loyalty (Alegre & Cladera, 2013; Kim, 2010; 

Mohamad, Abdullah, Ali, & Yacob, 2013; Rahman, 2

014). In addition, maintaining loyal customers is an essential contributor to business success (Gursoy, 

Chen, & Chi, 2014) and continually benefits the development of a country.  

 

From the above discussion, it can’t be denied the importance of revisit to the tourism industry. More 

tourist revisit studies need to be carried out due to the ever-changing lifestyle and tourist behaviour 

(Choo, Ahn, & Petrick, 2016; Kastenholz, Eusebio, & Carneiro, 2013; Lin, 2013). Thus, tourism players 

and researchers have to come out with related information in developing strategies to retain their client. 

Previous studies through theoretical and empirical evidences have indicated several antecedents of 

revisit. Nevertheless, they are still insufficient to determine the significant antecedents that influence 

tourist’s revisit intention to a destination in various contexts (Campo-Martinez, Garau-vadell, & Martı, 

2010; Flambard-Ruaud, 2005; Jang & Feng, 2007; Mohammad, 2014). On the other hand, previous 

literature has also indicated that studies in revisit have been focused on many market segments except 

Muslim travellers segment (Battour, Battor, & Ismail, 2012; S. Kim et al., 2014; Mohsin, Ramli, & 

Alkhulayfi, 2016; Rahman, 2014). Even though many tourism destinations have recognised the 

importance of revisit to their country, repeat visitation from Muslim travellers segment seems to be 

neglected. Hence, more related studies on revisit with the focus on Muslim travellers will benefit the 

tourism destination as well as the literature on this field. 

 

On the other hand, in terms of attracting more inbound Muslim travellers to Malaysia, studies are still 

scarce on antecedents contributing to the inbound Muslim travellers’ revisit intention. Only a few 

studies were found to have conducted researches on the possibility that Islamic value attributes at 

destination have significant influence on Muslim travel behaviour (Battour et al., 2013, 2011; Farahdel, 

2011; Rahman, 2014). As mentioned by Rahman (2014), there is a lack of empirical studies on the 

attitude of Muslim travellers visiting Malaysia towards Islamic value attributes since research on this 

area is still at the emerging stage. Consistent with Rahman’s (2014), not many studies were carried out 

on Muslim travellers’ revisit intention in other tourism destination. The previous literature leaves many 

questions unanswered in relation to Muslim travel behaviour. Further, what constitutes the factors that 

encourage inbound Muslim travellers repeat visitation to Malaysia remains unclear. As Muslim 

travellers’ revisit will significantly be foreseen as one of the contributors to the potential growth of 

Malaysia tourism industry (Ahmad Puad, Seyedeh, Azizan, & Jamil, 2011), it is crucial to investigate 

the antecedents of Muslim travellers’ revisit intention. 

2. LITERATURE REVIEW 

The Muslim population constitutes of 1.8 billion potential customers in the international market 

(Muslim population worldwide, 2014). This segment is alleged as a profitable market and targeted by 

marketers because Muslim tourists have high purchasing power (Abdul Rahman, 2013; Battour et al., 

2012; Bhuiyan et al., 2011; Dinar Standard & Crescent Rating, 2012; Samori & Rahman, 2013). For 

example, tourists from the Middle East countries highly inclined for Islamic tourism (Henderson, 2010). 

In addition, Kovjanic (2014) stated that most of Gulf Cooperation Council (GCC) countries are known 

as high earning gas and oil exporters. These tourists go for luxury tourism as they are rich and young, 

with high expectations in terms of quality and services offered. Furthermore, with high spending power, 

there is a tendency that they would stay longer and travel in large family parties.   

 

This lucrative market visit Muslim countries for the purpose of achievement, excitement, family 

togetherness, knowledge/education, and escape (Battour et al., 2012). Although Muslim travellers also 

have command purpose of travel such as visiting friends and relatives, they are different from non-

Muslim travellers. The differences can be seen in terms of their travel activities, experiences, 

motivations and demands which direct them to appreciate the greatness of Allah’s creations (Henderson, 

2003). These travelling concepts guide Muslims to ensure their travelling activities are compatible with 

Islamic tourism values or Sharia (Arasteh & Eilami, 2011; Essoo & Dibb, 2004; Khan, Haque, & 
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Rahman, 2013; Weidenfeld & Ron, 2008). Hence, religion plays an important part in Muslim travel 

decision-making process. 

 

It is a religious obligation for all Muslims to only consume products that are permitted by Allah and fall 

under the jurisdiction of Sharia (Alserhan, 2010; Borzooei & Asgari, 2013; Hanzaee & Ramezani, 2011; 

Wilson et al., 2013). The religious obligation makes this market segment as a niche market as Muslim 

practices should comply with Sharia (Battour, Ismail, & Battor, 2011; Shakona, 2013; Stephenson, 

2014). Sharia-compliant tourism products generally refer to all such products that are in accordance 

with the instructions of Almighty Allah and Prophet Mohammad (may peace be upon him) (Sahida, 

Rahman, Awang, & Che Man, 2011; Samori & Rahman, 2013; Stephenson, 2014; Zamani-Farahani & 

Henderson, 2010). The sensitivity of the application of these principles is necessary (Duman, 2011; 

Kovjanic, 2014) because religious deeds are not acceptable if they are not conducted properly (Eid, 

2013). In this case, certain Islamic values appear to play a significant role in shaping consumption 

experiences including destination choice (Gayatri, Hume, & Mort, 2011; Marzuki, Hall, & Ballantine, 

2012; Stephenson, Russell, & Edgar, 2010; Stephenson, 2014) and travel activities among Muslim 

travellers (Battour, Battor, & Bhatti, 2013; Duman, 2011; Henderson, 2011).  

 

In tourism context, Sharia contributes to the formation of Islamic values related to tourism. Islamic 

values represent the availability of Islamic norms and practices (Battour et al., 2013) and contribute to 

the formation of Islamic attributes (Eid, 2013) which are relevant to tourism practices and business 

(Gayatri & Chew, 2013). The availability of these values is vital to be considered in the process of 

developing and designing tourism products and services to gain Muslim tourists’ satisfaction and 

subsequently ensuring their retention (Battour et al., 2013; Eid, 2013; Gayatri & Chew, 2013). The 

application of Islamic values in tourism destination can be seen through the existence of Islamic 

attributes at the particular destination (Battour et al., 2010). 

2.1 Islamic Attributes at Destination 

Islamic attributes at destination are significant with Muslim travel behaviour. The attributes represent 

the values of Sharia compliance that are related to tourism activities and practice at the destination 

(Battour et al., 2013) and may influence Muslim travellers when choosing tourism destination (Battour 

et al., 2011). Given the importance of Islamic values in tourism, the Islamic value attributes at 

destination have empirically been examined only in a few studies (Battour et al., 2013, 2011; Farahdel, 

2011; Rahman, 2014).  

 

For example, Farahdell (2011) has examined the Islamic attributes of destination as a moderator 

between motivational factors (push and pull) and tourist satisfaction in Iran. The result shows that 

Islamic attributes have a positive relationship but weak impact as a moderator. On the other hand, 

Rahman (2014) found that Islamic attributes have significant relationship with Islamic tourist 

satisfaction and destination loyalty as compared to other destination attributes. Even though both 

researches have contributed to different area of studies, more studies are needed to discover the 

importance of Islamic attributes on Muslim travel behaviour. Meanwhile, Battour et al. (2010) have 

investigated the standard of Islamic-oriented values in tourism. Their discussion highlighted the Islamic 

values associated with tourism which are alcohol and gambling-free zones; the availability of halal 

food; gender segregation; dress code; worship facilities; entertainment; and prohibition of women 

travelling alone.  

Accordingly, Battour et al. (2011) through a qualitative study revealed that Islamic attributes are 

essential for Muslim travellers’ preference in choosing a particular tourism destination. The preferred 

Islamic attributes are worship facilities, halal food, Islamic entertainment, Islamic dress code and 

general Islamic morality. The Islamic attributes then termed as Islamic attributes of destination. As an 

effort to support the significance of Islamic attributes of destination with Muslim travellers, the Islamic 

attributes of destination measurement scale was developed and empirically tested (Battour et al., 2013). 

The main aim of their study was to examine the influence of Islamic attributes of destination on overall 

tourist satisfaction and they found that the measurement is reliable and valid. Furthermore, the results 
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have shown that there are positive relationships between Islamic attributes of destination (worship 

facilities, halalness, alcohol and gambling free zone and general Islamic morality) and overall tourist 

satisfaction. Table 2.1 indicates the Islamic attributes of destination in related studies. 

Table 1.1: Islamic Attributes in Related Study 

Article/source  Area of study Islamic value attributes 

Rahman (2014) Islamic Tourist’s 

Destination 

Loyalty in 

Malaysia 

1. Availability of mosque and a copy of Holy Qur’an 

2. Availability of prayer facilities at tourism sites 

3. Placement of Qibla sticker in hotel room 

4. Availability of halal food at tourism site 

 

Eid (2013) Muslim 

Customer’s 

Perceived Value , 

Satisfaction , 

Loyalty and 

Retention in the 

Tourism Industry 

1. Availability of prayer facilities. 

2. Availability of Halal food. 

3. Availability of segregated services (e.g. beaches, 

swimming pools and gymnasium for men and women). 

4. Availability of Sharia compliant entertainment tools 

(e.g. cinemas, theatres, play areas, arcades, etc). 

Battour, Battor, 

& Bhatti, (2013)   

 

 

Farahdel (2011) 

 

 

 

Battour (2010) 

 

 

Islamic Attributes 

of Destination 

(IAD) 

 

The Impact of 

Islamic Attributes 

on Muslim 

Tourists’ 

Satisfaction in Iran 

 

Development of 

the Islamic 

attributes of 

destination (IAD) 

Worship facilities: 

1. Availability of Mosque (place of worship). 

2. Availability of prayer facilities at tourism sites, airport, 

shopping malls, hotels, conference halls, parks, etc.  

3. Presence of publicly audible pronouncement of Adhan 

to indicate prayer time. 

4. Placement of Qibla direction (Qibla sticker/direction 

point towards Mecca) in each hotel room. 

5. Provision of a copy of the Holy Qur’an in each hotel 

room. 

6. Availability of wash facility in toilets at tourism sites, 

airport, shopping mall, hotel, parks, etc. 

Halalness: 

7. Availability of halal food at tourism sites, airport, 

shopping malls, hotels, parks, etc. 

8. Availability of segregated halal kitchen in hotels and 

restaurants. 

9. Availability of segregated area for women at beaches. 

10. Availability of hotel with segregated swimming pools 

and gymnasium for men and women. 

11. Banning of sex channels on hotel entertainment system. 

Alcoholic drinks and gambling free: 

12. Banning of alcoholic drinks by the authority at public 

places (such as tourism sites, hotels, parks, etc.) 

13. Banning of gambling activities by the authority at 

public places (such as tourism sites, hotels, parks, etc.) 

General Islamic morality: 

14. Observation of Islamic dress code by hotel and 

restaurant staff. 

15. Prevalence of Islamic dress code (e.g. Hijab) at public 

places. 

16. Banning by the authority of prostitution. 

17. Banning by the authority of indecent display of 

affection between sexes at public places (such as 

kissing, etc.) 
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18. Censorship by the authority of adult scenes in movies 

shown on TV. 

Battour, Ismail, 

& Battor (2011) 

The Impact of IAD 

on Muslim 

Tourist’s  Choice 

Religious facilities/tangible attributes: 

1. Worship facilities  

2. Halal food 

Religious environment/intangible attributes: 

3. Islamic entertainment 

4. Banning of alcohol and gambling 

5. Islamic dress code  

6. Islamic morality 

 

Based on the above table, it can be seen that empirical studies involving Islamic attributes are very few 

and only focused on Muslim travellers’ destination choice and satisfaction (Battour et al., 2011; Battour 

et al., 2013) and not on the area of revisit tourism destination study. Studies by Battour et al. (2011) and 

Battour et al. (2013) only examined which Islamic attributes that influence Muslim tourist in making 

decision to choose a particular destination. Further, both studies also investigated which Islamic 

attributes lead to their satisfaction. Even though their studies are beneficial in revealing the significance 

of Islamic attributes with Muslim travellers, they are only focused on the Muslim travellers’ satisfaction 

without further investigating the intention to return to a particular destination. Meanwhile, Farahdel 

(2011) tried to test the influence of Islamic attributes as a moderating factor between motivation and 

satisfaction, but the relationship was found to be weak.  

 

On the other hand, Rahman (2014) has extended the Islamic attributes study with destination loyalty 

which focused on respondents involved in religious tourism. However, this study investigated only 

religious tourists’ preferences and did not cover Muslim travel for other purposes such as travel for 

leisure when selecting tourism destination. Therefore, to fill the gap in literature on Islamic attributes 

of destination, this study proposed the examination of the influence of Inbound Muslim travellers’ 

attitude towards Islamic attributes of destination on the revisit intention. The focus in this proposed 

study is Muslim travellers who travel for leisure. 

 

Meanwhile, scholars have acknowledged that study on Muslim travellers revisit needs to be highlighted 

in tourism literature (Battour et al., 2013, 2011; Farahdel, 2011; Rahman, 2014). This is due to the fact 

that tourist revisit is an antecedent of destination loyalty (Alegre & Cladera, 2013; Kim, 2010; 

Mohamad, Abdullah, Ali, & Yacob, 2013; Rahman, 2014). In addition, maintaining loyal customers is 

an essential contributor to business success (Gursoy et al., 2014). Given the importance of tourist revisit, 

the antecedents influencing tourist revisit have been examined by previous researchers focusing on 

major antecedents of revisit intention (Campo-Martinez et al., 2010; Chang, 2013; Chen & Chen, 2010; 

Kim, Jung, Kim, & Fountoulaki, 2015; Kozak, 2001; Lin, 2013; Um et al., 2006). Therefore, the critical 

analysis and empirical study on the antecedents of revisit intention may answer the antecedents 

influencing IMT repeat visit and provide the ground to improve Malaysia tourism market by 

encouraging repeat travellers. 

2.2 Revisit Intention 

The increasing number of study on tourists’ revisit intention shows the growing attention from many 

researchers to predict and clarify tourists’ intentions (Campo-Martinez, Garau-vadell, & Martı, 2010; 

Chang, 2013; Chen & Chen, 2010; Chen & Gursoy, 2012; Darnell & Johnson, 2001; Hong et al., 2009; 

Huang, 2006; Huang, 2009; Jang & Feng, 2007; Kim, 2010; Kozak, 2001; Lee, 2009; Mohammad, 

2014; Um et al., 2006; Yuksel, 2015). An overview of these studies demonstrates that the tourist revisit 

intention is considered a valuable concept in predicting future revisit behaviour. Thus, the finding leads 

to justify that better understanding of tourists’ revisit intention should be one of the main concerns for 

tourism marketers in serving their target market successfully. 
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Generally, studies on revisit intention involve empirically explored factors that influence tourists’ 

intention to revisit. The significant factors in the findings are considered as the antecedents of specific 

context of revisit intention study. Several important variables have shown to be positively related to 

revisit intention. In the current literature, the variables which have been shown to be related to revisit 

intention include attitude (Chang, 2013; Chen & Tung, 2014; Han & Kim, 2010; Lee, 2009; Shen, 2014; 

Sparks & Pan, 2009; Ziadat, 2014), subjective norm (Chang, 2013; Chen & Tung, 2014; Han & Kim, 

2010; Sparks & Pan, 2009; Ziadat, 2014) and perceived behavioural control (Chang, 2013; Chen & 

Tung, 2014; Han & Kim, 2010; Sparks & Pan, 2009; Ziadat, 2014). 

 

Studies regarding revisit among Muslim travellers are still limited. There are only few studies related 

to Muslim travellers behaviour such as Battour, Battor and Bhatti (2013), Battour, Ismail and Battor 

(2011), Battour, Battor and Ismail (2012), Eid (2013), Khan, Haque and Rahman (2013), Kim, Im and 

King (2014) and Rahman (2014). The theoretical and empirical discussions in the literature are focused 

on Islamic attributes of destination (IAD) as the main variable and concepts that have influence on 

Muslim travellers’ travel behaviour. Emphasising the importance of IAD, the worship facilities, 

halalness, alcohol and gambling free, and Islamic morality are the main IAD that could be used for 

tailoring Halal tourist packages (Battour et al., 2013; Battour et al., 2012; Eid, 2013; Rahman, 2014). 

Meanwhile, Kim et al. (2014) associated the Malaysia Muslim travellers destination preferences with 

Islamic image such as halalness as the brand perception. However, studies related to Muslim travellers 

are still limited and focused on only a few attributes in IAD. Thus, more studies should be carried out 

to strengthen the relationship between IAD Muslim travellers’ revisit intention model.  

2.4 Theory of Planned Behaviour (TPB) 

This study tries to investigate the antecedent of inbound Muslim travellers' (IMT) revisit intention based 

on the TPB. The TPB evolved from the Theory of Reasoned Action (TRA) introduced by Fishbein & 

Ajzen in 1975 and of which roots are in the field of social psychology to explain informational and 

motivational influences on behaviour (Conner & Armitage, 1998). Specifically, the main objective of 

this theory is trying to understand and predict what influences individual behaviour by looking at the 

people’s intention (Ajzen, 1991). Hence, the selection of this theory as the underpinning theory is 

sufficient to satisfy the purpose of this study in investigating the antecedent that may influence IMT 

revisit to Malaysia by looking at their revisit intention. Table 2.2 illustrates the application of TPB in 

revisit intention studies. 

Table 2.2: The Application of Theory of Planned Behaviour in Revisit Intention Studies 

Author Revisit study area/context TPB Variables 
Intergrated 

model/variable 

Shen (2014) Analysis of revisit intention 

of traditional folk events 

based on the Theory of 

Planned Behaviour and a 

Consumer-based Model of 

Authenticity 

 Revisit intention 

 Attitude (attitude towards a 

traditional folk event) 

 Perceived behavioural 

control 

 cultural motivation 

(MOT) 

 authenticity (AUT) 

Ziadat (2014) Investigation of sufficiency 

and application of the 

Theory of Planned 

Behaviour in tourism of 

Jordan. 

 Actual visit behaviour 

 Revisit intention 

 Attitude 

 Subjective norm 

 Perceived behavioural 

control 

 

 

Chen and 

Tung (2014) 

Construction of an extended 

Theory of Planned 

Behaviour research model to 

 Attitude towards green 

hotels 

 Subjective norm 
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predict consumers’ intention 

to visit green hotels. 
 Perceived behavioural 

control 

Chang (2013) Understanding of tourists’ 

intention to revisit creative 

tourism attractions. 

 Revisit intention 

 Attitude 

 Subjective norm 

 Perceived behavioural 

control 

 Motivation 

 Experience 

 Perceived value 

Han and Kim 

(2010) 

Description of the formation 

of customers’ intention to 

revisit a green hotel 

 Revisit intention 

 Attitude 

 Subjective norm 

 Perceived behavioural 

control 

 Service quality 

 Customer satisfaction,  

 Overall image 

 Past behaviour 

Huang (2009) Understanding of the 

structure and antecedents of 

travellers’ behavioural 

intention to Texas. 

 Behavioural Intention 

(Intention to recommend, 

positive word (WOM) and 

revisit) 

 Attitude (Destination 

Image) 

 Subjective norm 

 Perceived behavioural 

control (Constraint) 

 Destination Image 

 Constraint 

Sparks and 

Pan (2009) 

Investigation of potential 

Chinese outbound tourists’ 

values in terms of 

destination attributes, as well 

as attitude towards 

international travel.  

 Behaviour 

 Revisit intention 

 Attitude 

 Subjective norm 

 Perceived behavioural 

control 

 

Huang (2006) Understanding of the 

mainland Chinese travellers’ 

revisit behaviour to Hong 

Kong. 

 Revisit intention 

 Attitude 

 Motivation 

 Past experience 

 Perceived constraint 

Given the importance of tourist revisit in tourism industry, researches pertaining to revisit intention 

have discovered various study areas such as event, destination, attraction and the different market 

segment involving specifically non-Muslim tourists. However, there is still a lack of literature focusing 

on exploring inbound Muslim travellers’ intention to revisit Malaysia. 

 

Person intention is defined as a person’s plan for their future behaviour, an individual’s anticipation of 

a particular behaviour or operationalised as an individual’s possibility to act (Ajzen, 1991). In TPB, 

intention to act is the direct behaviour determinant and with accurate measurement the intention may 

serve as the best behaviour predictor (Ajzen, 2002). Thus, this study will discover IMT revisit intention 

as it will help to predict their revisit behaviour. The main components of the TPB are attitude, subjective 

norm and perceived behavioural control conceptualised as independent variables to predict a person’s 

behavioural intention that will lead to the person’s specific behaviour (Ajzen, 1991).  

 

Attitude is the first antecedent in this study that refers to a person’s behavioural beliefs and positive or 

negative evaluation of the behaviour in question (Ajzen, 2006). It also leads people to react in a 

favourable or unfavourable manner towards a given object (Fishbein and Ajzen, 1975) and as a main 

variable to predict an intention and behaviour (Chang, 2013; Collum & Daigle, 2015). Attitude has been 

conceptualised into three multidimensional concepts comprising the components of cognitive, affective, 

and conative or behavioural (White, 2014). The cognitive attitudes refer to an individual’s beliefs and 

knowledge regarding a particular object or how the object is perceived. The affective component 
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involves individual’s feelings towards a particular object either like or dislike. The behavioural 

component is related to action taken or expressed intention to act towards a particular object (Huang, 

2006). This research involves affective attitude study to discover how an individual IMTs’ opinions 

towards Islamic attributes of destination may lead their intention to revisit Malaysia in future. 

 

In other words, this study conceptualises the variable of attitude as IMTs’ attitude towards Islamic 

attributes of destination in performing revisit behaviour. The Attitude towards Islamic Attributes of 

destination (AIA) refers to an IMTs’ feeling of either favourable or unfavourable towards Islamic 

attributes of destination which may influence them to revisit Malaysia in the future. Therefore, as 

intention is determined by a person's positive or negative attitude towards the object, the expectation of 

this research is that the AIA may have significant effect on IMTs’ revisit intention. 

 

Subjective norm (SN) refers to how an individual perceive social pressure in order to perform or not 

specific behaviour (Ajzen, 1991). The social pressure from referent group such as spouse, relatives, 

friends, business partners and co-workers/colleagues may influence a person’s decision-making through 

their opinion or suggestion (Han, Hsu, & Sheu, 2010). SN is signified as a person’s normative beliefs 

of what important referents think a person should or should not do and the motivation to comply to 

those referents (Ajzen & Fishbein, 1980). The motivation to comply refers to whether one should or 

should not engage in a behaviour and significant referents would approve or disapprove the behaviour 

(Han et al., 2010; Wu, Chen, & Liao, 2013). Thus, this study defines SN as the perceived social 

pressures that may influence IMTs’ intention to revisit Malaysia in future. 

 

Perceived behavioural control (PBC) is defined as ‘‘the perceived ease or difficulty of performing the 

behaviour’’ (Ajzen, 1991, p. 122). This variable is used to measure the individual’s capabilities to 

control any factors that may facilitate or constrain them to perform the actions (Han et al., 2010). To 

obtain the PBC, control beliefs will be measured to achieve individuals’ perception towards existence 

or absence of any resources or opportunities that is necessary for a person to act certain behaviour. In 

other words, the assessment may lead to the determination of the level of importance of certain resources 

or opportunities for reaching the outcomes as so called perceived power (Ajzen & Madden, 1986; Ajzen, 

1991).  

 

The degree of PBC may indicate a person’s perception of how easy or difficult it is to perform a 

particular behaviour (Ajzen, 1991). In other words, it is the extent to which a person’s feeling of ability 

to engage in the behaviour. It has two aspects: how much a person has control over behaviour and how 

confident a person feels about being able to perform or not perform the behaviour (Alam & Sayuti, 

2011). The feeling is determined by the individual’s beliefs about the power of both situational and 

internal factors to facilitate the performing of the behaviour (Lam & Hsu, 2006). For the purpose of this 

study, PBC will be tested to investigate the IMTs’ intention to revisit Malaysia. In other words, this 

study will reveal IMTs’ perception towards the existence or absence of any resources or opportunities 

that are necessary in making decision to return to Malaysia for future trip. 

 

Although the main determinant in TPB (attitude, subjective norm and perceived behavioural control) 

have been empirically tested to predict tourists’ revisit intention, it is not so in the context of Muslim 

travellers. Hence, future finding of this study will contribute to the revisit intention literature to 

behavioural intention previous research to examining the main determinant of IMT revisit intention to 

Malaysia.  

2.5 Proposed Conceptual Framework 

Based on previous scholars’ views in which variables of attitude towards Islamic values, subjective 

norm, perceived behavioural control and revisit intention are assumed to be interrelated, these variables 

should be examined holistically. Thus, the theoretical framework of this study is an integrative summary 

of the attitude towards Islamic attributes at destination, subjective norm and perceived behavioural 

control and their relationship with the inbound Muslim travellers’ intention to revisit Malaysia.  



 

13 
 

A JOURNAL OF TECHNICAL AND VOCATIONAL EDUCATION (2017). VOLUME 1, NO. 1, PAGE 6-17 

 

This study intends to find out whether those mentioned variables are able to predict IMTs’ revisit 

intention. Given the importance of fostering Muslim travellers’ market and their revisit behaviour, this 

study focuses on analysing the antecedents influencing their decision of whether or not to revisit 

Malaysia in the future. As such, the research framework of this study is developed based on the TPB to 

examine the influence of antecedents on Muslim travellers’ revisit intention to Malaysia as presented 

in  

 

 

 

Figure 4.1. 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4.1: The proposed conceptual framework 

Based on the above theoretical framework, the following hypotheses are formulated: 

 

H1: There is a significant influence between attitude towards Islamic attributes of destination (AIA) 

and revisit intention. 

H2: There is a significant influence between subjective norm and revisit intention. 

H3: There is a significant influence between perceived behavioural control and revisit intention. 

4. Methodology 

Quantitative method and self-administered survey will be employed in this research. The respondent 

for this study will include all Inbound Muslim travellers (IMT) who visit Malaysia during the survey 

period. Data collection will be conducted at departure hall of the international airport in Malaysia such 

as Kuala Lumpur International Airport (KLIA). The respondents will be selected among 600 tourists. 

This study will attempt to employ descriptive study and inferential statistics. The statistical analysis 

will use descriptive analysis, factor analysis, reliability test, correlation analysis and multiple regression. 

The Statistical Package for Social Sciences (SPSS) will be used for descriptive and inferential analyses. 

5. Conclusion  

Based on the above discussion, it is noticed that there are scarce empirical studies to examine travel 

behaviour of Muslim travellers especially on their revisit intention to any tourism destination. 

Moreover, it is important to recognise that very few researchers have investigated the antecedents of 

revisit intention of Muslim travellers made of different nationalities. To fill this gap, future research 

Attitude towards 
Islamic Attributes at 
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Subjective Norm (SN) 
Revisit Intention 
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Perceived 
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should determine the possible determinants that drive Muslim travellers’ intention to revisit Malaysia. 

At the same time, future studies should also identify the attitude or behavioural characteristics of 

Muslim travellers from different nationalities pertaining to their various cultures and customs. 

 

The better understanding of the relationships between future behavioural intention and its determinants 

can assist destination tourism managers to improve their marketing efforts and to maximise their use of 

resources in ensuring customers retention. Hence, based on the discussion and a comprehensive review 

of the Muslim travellers’ behavioural literature, this study integrates the variables of Islamic attributes 

of destination with attitude in a TPB model. The proposed study with the new intergrated TPB model 

hopefully will demonstrate significant predictive power to explain IMTs’ intention to revisit Malaysia. 

References: 

Abdul Rahman, S. (2013). Global Islamic Tourism : Current Trends and Potentials to Travel in Al-

Quran. Islamic Tourism Centre. 

Ahmad Puad, M. S., Seyedeh, F. M. S., Azizan, M., & Jamil, J. (2011). A Critical Analysis of Tourist 

Satisfaction and Destination Loyalty. Jounal of Global Management, 2(2), 178–186. 

Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior & Human Decision 

Processes, 50, 179–207. 

Ajzen, I. (2002). Constructing a TPB Questionnaire: Conceptual and Methodological Considerations. 

Ajzen, I. (2006). Behavioral Interventions Based on the Theory of Planned Behavior. 

Ajzen, I., & Fishbein, M. (1980). Understanding Attitudes and Predicting Social Behaviour. 

Ajzen, I., & Madden, T. (1986). Prediction of Goal-directed Behavior: Attitude, Intentions, and 

Perceived Behavioral Control. Journal of Experimental Social Psychology, 22, 453–474. 

Alam, S. S., & Sayuti, N. M. (2011). Applying the Theory of Planned Behavior (TPB) in Food 

Purchasing. International Journal of Commerce and Management, 21(1), 8–20. 

doi:10.1108/10569211111111676 

Alegre, J., & Cladera, M. (2013). Analysing the Effect of Satisfaction and Previous Visits on Tourist 

Intentions to Return. European Journal of Marketing, 43(5), 670–685. 

Ali, S., & Mohd Safar, H. (2012). Factors and Competitiveness of Malaysia as a Tourist Destination: A 

Study of Outbound Middle East Tourists. Asian Social Science, 8(12), 48–54. 

doi:10.5539/ass.v8n12p48 

Alserhan, B. A. (2010). On Islamic Branding: Brands as Good Deeds. Journal of Islamic Marketing, 

1(2), 101–106. doi:10.1108/17590831011055842 

Arasteh, M., & Eilami, R. M. (2011). The Role of Religion and Islam in the Tourism Industry of Iran. 

Available at SSRN 1773827., 1–13. doi:http://dx.doi.org/10.2139/ssrn.1773827 

Battour, M., Battor, M., & Bhatti, M. A. (2013). Islamic Attributes of Destination : Construct 

Development and Measurement Validation , and Their Impact on Tourist Satisfaction. 

International Journal of Tourism Research. doi:10.1002/jtr 

Battour, M., Ismail, M. N., & Battor, M. (2011). The Impact of Destination Attributes on Muslim 

Tourist ’ s Choice. International Journal of Tourism Research, 13, 527–540. 

Battour, M. M., Battor, M. M., & Ismail, M. (2012). The Mediating Role of Tourist Satisfaction: A 

Study of Muslim Tourists in Malaysia. Journal of Travel & Tourism Marketing, 29(3), 279–297. 

doi:10.1080/10548408.2012.666174 

Bhuiyan, A. H., Siwar, C., Ismail, S. M., & Islam, R. (2011). Potentials of Islamic Tourism : A Case 

Study of Malaysia on East Coast Economic Region. Australian Journal of Basic and Applied 

Sciences, 5(6), 1333–1340. 

Borzooei, M., & Asgari, M. (2013). Establishing a Global Halal Hub: In-Depth Interviews. 

International Journal of Academic Research in Business and Social Sciences, 3, 169–181. 

doi:10.6007/IJARBSS/v3-i10/288 

Campo-Martinez, S., Garau-vadell, J. B., & Martı, P. (2010). Factors Influencing Repeat Visits to a 

Destination : The Influence of Group Composition. Tourism Management, 31, 862–870. 

doi:10.1016/j.tourman.2009.08.013 

Chang, L. L. (2013). Influencing Factors on Creative Tourists’ Revisiting Intentions: The Roles of 



 

15 
 

A JOURNAL OF TECHNICAL AND VOCATIONAL EDUCATION (2017). VOLUME 1, NO. 1, PAGE 6-17 

Motivation, Experience and Perceived Value. 

Chen, C. F., & Chen, F. S. (2010). Experience Quality, Perceived Value, Satisfaction and Behavioral 

Intentions for Heritage Tourists. Tourism Management, 31(1), 29–35. 

doi:10.1016/j.tourman.2009.02.008 

Chen, J. S., & Gursoy, D. (2012). An Investigation of Tourists’ Destination Loyalty and Preferences. 

International Journal of Contemporary Hospitality Management, 13(2), 79–85. 

Chen, M. F., & Tung, P. J. (2014). Developing an Extended Theory of Planned Behavior Model to 

Predict Consumers’ Intention to Visit Green Hotels. International Journal of Hospitality 

Management, 36, 221–230. doi:10.1016/j.ijhm.2013.09.006 

Choo, H., Ahn, K., & Petrick, J. F. (2016). An Integrated Model of Festival Revisit Intentions: Theory 

of Planned Behavior and Festival Quality/Satisfaction. International Journal of Contemporary 

Hospitality Management, 28(4), 818–838. doi:http://dx.doi.org/10.1108/09564230910978511 

Collum, K. K., & Daigle, J. J. (2015). Combining Attitude Theory and Segmentation Analysis to 

Understand Travel mode choice at a national park. Journal of Outdoor Recreation and Tourism, 

9, 17–25. doi:10.1016/j.jort.2015.03.003 

Darnell, A. C., & Johnson, P. S. (2001). Repeat visits to attractions : a preliminary economic analysis. 

Tourism Management, 22, 23–26. 

Duman, T. (2011). Value of Islamic Tourism Offering : Perspectives from the Turkish Experience. In 

World Islamic Tourism Forum (pp. 1–18). 

Eid, R. (2013). Integrating Muslim Customer Perceived Value , Satisfaction , Loyalty and Retention in 

the Tourism Industry : An empirical study. International Journal of Tourism Research, 1–12. 

doi:10.1002/jtr 

Essoo, N., & Dibb, S. (2004). Religious Influences on Shopping Behaviour: An Exploratory Study. 

Journal of Marketing Management, 20(7-8), 683–712. doi:10.1362/0267257041838728 

Farahdel, F. (2011). Islamic Attributes and Its Impact on Muslim Tourists’ Satisfaction: A Study of Iran. 

Flambard-Ruaud, S. (2005). Relationship Marketing in Emerging Economies: Some Lessons for the 

Future. Vikalpa, 30(3), 53–63. 

Gayatri, G., & Chew, J. (2013). How do Muslim Consumers Perceive Service Quality? Asia Pacific 

Journal of Marketing and Logistics, 25(3), 472–490. doi:10.1108/APJML-06-2012-0061 

Gayatri, G., Hume, M., & Mort, G. S. (2011). The Role of Islamic Culture in Service Quality Research. 

Asian Journal on Quality, 12(1), 35–53. doi:10.1108/15982681111140534 

Gursoy, D., Chen, J. S., & Chi, C. G. (2014). Theoretical Examination of Destination Loyalty 

Formation. International Journal of Contemporary Hospitality Management, 26(5), 809–827. 

Han, H., Hsu, L. T., & Sheu, C. (2010). Application of the Theory of Planned Behavior to Green Hotel 

Choice: Testing the Effect of environmental friendly activities. Tourism Management, 31(3), 325–

334. doi:10.1016/j.tourman.2009.03.013 

Han, H., & Kim, Y. (2010). An Investigation of Green Hotel Customers’ Decision Formation: 

Developing an Extended Model of the Theory of Planned Behavior. International Journal of 

Hospitality Management, 29(4), 659–668. doi:10.1016/j.ijhm.2010.01.001 

Hanzaee, K. H., & Ramezani, M. R. (2011). Intention to Halal Products In THe World Markets. 

Interdisciplinary Journal of Research in Business, 1, 1–7. 

Henderson, J. C. (2003). Managing Tourism and Islam in Peninsular Malaysia. Tourism Management, 

24(4), 447–456. doi:10.1016/S0261-5177(02)00106-1 

Henderson, J. C. (2011). Religious Tourism and Its Management: The Hajj in Saudi Arabia. 

International Journal of Tourism Research, 552(December 2010), 541–552. 

Hong, S. K., Lee, S. W., Lee, S., & Jang, H. (2009). Selecting Revisited Destinations. Annals of Tourism 

Research, 36(2), 268–294. doi:10.1016/j.annals.2009.01.001 

Huang, S. S. (2006). The Effects of Motivation, Past Experience, Perceived Constraint and Attitude on 

Tourist Revisit Intention. 

Huang, Y. C. (2009). Examining the Atecedents Of Behavioral Intentions in a Tourism Context. 

Jang, S., & Feng, R. (2007). Temporal Destination Revisit Intention: The Effects of Novelty Seeking 

and Satisfaction. Tourism Management, 28(2), 580–590. doi:10.1016/j.tourman.2006.04.024 

Kastenholz, E., Eusebio, C., & Carneiro, M. J. (2013). Studying Factors Influencing Repeat Visitation 



 

16 
 

A JOURNAL OF TECHNICAL AND VOCATIONAL EDUCATION (2017). VOLUME 1, NO. 1, PAGE 6-17 

of Cultural Tourists. Journal of Vacation Marketing, 19(4), 343–358. 

doi:10.1177/1356766713478297 

Khan, A. H., Haque, A., & Rahman, M. S. (2013). What Makes Tourists Satisfied? An Empirical Study 

on Malaysian Islamic Tourist Destination. Middle-East Journal of Scientific Research, 14(12), 

1631–1637. doi:10.5829/idosi.mejsr.2013.14.12.2250 

Kim, M. J., Jung, T., Kim, W. G., & Fountoulaki, P. (2015). Factors Affecting British Revisit Intention 

to Crete, Greece: High vs. Low Spending Tourists. Tourism Geographies, 1–27. 

doi:10.1080/14616688.2015.1062908 

Kim, S. H. (2010). Antecedents of Destination Loyalty. 

Kim, S., Im, H. H., & King, B. E. (2014). Muslim Travelers in Asia: The Destination Preferences and 

Brand Perceptions of Malaysian Tourists. Journal of Vacation Marketing, 1–20. 

doi:10.1177/1356766714549648 

Kovjanic, G. (2014). Islamic Tourism as a Factor of the Middle East Regional Development. Turizam, 

18(1), 33–43. 

Kozak, M. (2001). Repeaters’ Behavior at Two Distinct Destinations. Annals of Tourism Research, 

28(3), 784–807. 

Lam, T., & Hsu, C. H. C. (2006). Predicting Behavioral Intention of Choosing a Travel Destination. 

Tourism Management, 27(4), 589–599. doi:10.1016/j.tourman.2005.02.003 

Lee, T. H. (2009). A Structural Model to Examine How Destination Image, Attitude, and Motivation 

Affect the Future Behavior of Tourists. Leisure Sciences, 31(3), 215–236. 

doi:10.1080/01490400902837787 

Lin, C. H. (2013). Determinants of Revisit Intention to a Hot Springs Destination: Evidence from 

Taiwan. Asia Pacific Journal of Tourism Research, 18(3), 183–204. 

doi:10.1080/10941665.2011.640698 

Marzuki, S. Z. S., Hall, C. M., & Ballantine, P. W. (2012). Restaurant Managers’ Perspectives on Halal 

certification. Journal of Islamic Marketing, 3(1), 47–58. doi:10.1108/17590831211206581 

Mohamad, M., Abdullah, A. R., Ali, A. M., & Yacob, R. (2013). Modelling the Relationships of Service 

Recovery Satisfaction, Destination Image and Post-Trip Behaviour Intention. International 

Business Research, 6(8), 113–120. doi:10.5539/ibr.v6n8p113 

Mohammad, B. A. M. A. H. (2014). Examining Tourist ’ s Satisfaction , Loyalty and Intention to 

Revisit. Research Academy of Social Sciences, 2(6), 260–273. 

Mohsin, A., Ramli, N., & Alkhulayfi, B. A. (2016). Halal tourism: Emerging opportunities. Tourism 

Management Perspectives, 19, 137–143. doi:10.1016/j.tmp.2015.12.010 

Norlida Hanim, M. S., Redzuan, O., Abu Hassan Shaari, M. N., & Mohd Safar, H. (2010). Malaysian 

Tourism Demand from the Middle East Market: A Preliminary Analysis. International Journal of 

West Asian, 2(1), 37–52. 

Puad, A., Som, M., Badarneh, M. B., & Jusoh, J. (2011). Satisfaction and Novelty Seeking in Tourists’ 

Behavioural Intentions to Revisit. In Proceedings of Regional Conference on Tourism Research 

(pp. 287–294). 

Puad, A., Som, M., Marzuki, A., Yousefi, M., & Abukhalifeh, N. (2012). Factors Influencing Visitors’ 

Revisit Behavioral Intentions: A Case Study of Sabah , Malaysia. International Journal of 

Marketing Studies, 4(4), 39–50. doi:10.5539/ijms.v4n4p39 

Rafi-uddin, S. (2012, July). Global Muslim Lifestyle Travel Market 2012: Landscape & Consumer 

Needs Study For Airlines, Destinations & Hotels/Resorts. Dinar Standard & Crescent Rating, 

(july), 1–17. 

Rahman, M. K. (2014). Motivating factors of Islamic Tourist’s Destination Loyalty : An Empirical 

Investigation in Malaysia. Journal of Tourism and Hospitality Management, 2(1), 63–77. 

Sahida, W., Ab Rahman, S., Awang, K., & Che Man, Y. (2011). The Implementation of Shariah 

Compliance Concept Hotel: De Palma Hotel Ampang, Malaysia. In 2nd International Conference 

on Humanities, Historical and Social Sciences (Vol. 17, pp. 138–142). 

Samori, Z., & Rahman, F. A. (2013). Towards the Formation of Shariah Compliant Hotel in Malaysia: 

An Exploratory Study on Its Opportunities. In The 2013 WEI International Academic Conference 

Proceedings (pp. 108–124). 



 

17 
 

A JOURNAL OF TECHNICAL AND VOCATIONAL EDUCATION (2017). VOLUME 1, NO. 1, PAGE 6-17 

Shakona, M. Y. (2013). The Influence of Religiosity on The Intention of United States Muslim Tourists 

to Choose a Shariah Compliant Hotel. 

Shen, S. (2014). Intention to Revisit Traditional Folk Events : A Case Study of Qinhuai Lantern Festival 

, China. International Journal of Tourism Research, 16, 513–520. doi:10.1002/jtr 

Sparks, B., & Pan, G. W. (2009). Chinese Outbound Tourists: Understanding Their Attitudes, 

Constraints and Use of Information Sources. Tourism Management, 30(4), 483–494. 

doi:10.1016/j.tourman.2008.10.014 

Stephenson, M. L. (2014). Deciphering “Islamic Hospitality”: Developments, Challenges and 

Opportunities. Tourism Management, 40, 155–164. doi:10.1016/j.tourman.2013.05.002 

Stephenson, M. L., Russell, K. A., & Edgar, D. (2010). Islamic Hospitality in the UAE: Indigenization 

of Products and Human Capital. Journal of Islamic Marketing. doi:10.1108/17590831011026196 

Um, S., Chon, K., & Ro, Y. (2006). Antecedents of revisit intention. Annals of Tourism Research, 33(4), 

1141–1158. doi:10.1016/j.annals.2006.06.003 

Weidenfeld, A., & Ron, A. (2008). Religious Needs in the Tourism Industry. International Journal of 

Tourism and Hospitality Research, 19(2), 357–361. 

White, C. J. (2014). Ideal Standards and Attitude Formation : A Tourism Destination Perspective. 

International Journal of Tourism Research, 16, 441–449. doi:10.1002/jtr 

Wilson, J. a. J., Belk, R. W., Bamossy, G. J., Sandikci, Ö., Kartajaya, H., Sobh, R., … Scott, L. (2013). 

Crescent Marketing, Muslim Geographies and Brand Islam: Reflections from the JIMA Senior 

Advisory Board. Journal of Islamic Marketing, 4(1), 22–50. doi:10.1108/17590831311306336 

Wu, Y. L., Chen, C. W., & Liao, Y. H. (2013). Examining Hospitality and Tourism Majors’ Intensions 

of Entering Hospitality and Tourism Professions Based on Theory of Planned Behavior. Advances 

in Information Sciences and Service Sciences, 5(1), 51–57. doi:10.4156/AISS.vol5.issue1.7 

Yuksel, A. (2000). Managing Customer Satisfaction and Retention : A Case of Tourist Destinations, 

Turkey, 7(2), 153–168. 

Zamani-Farahani, H., & Henderson, J. C. (2010). Islamic Tourism and Managing Tourism. 

International Journal Of Tourism Research, 89, 79–89. doi:10.1002/jtr 

Ziadat, M. T. AL. (2014). Applications of Planned Behavior Theory (TPB) in Jordanian Tourism. 

International Journal of Marketing Studies, 6, p105. doi:10.5539/ijms.v6n2p105 

 


