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Exploring halal-friendly destination attributesin South Korea:
Per ceptions and behaviors of Muslim travelers toward a non-Muslim destination

Abstract

This studyis designedo explore halal-friendly destination attributesSouth Korea
and identify the particular role of the attribute factorsforming destination image and
behavioal intentions.In orderto achieve this objective, a psychometric process was used. A
gualitative approach (i.e., interview) was initially employedentify possible halal-friendly
attributesat a non-Muslim destination. Nex€hurchill’s (1979) procedures (exploratory
factor analytic approach) and Gerbing andlerson’s (1988) guidelines (confirmatory factor
analytic approach) were used. A structural equation model was prdpdsstithe impact of
identified attributes orits subsequent outcomes. Additional asymmetrical methods were
appliedto investigate the combination of halal-friendly attributes and necessary conditions
leading to the desired outcomes. The outcomes determined five major halal-friendly
attributes whichcan be useful for destination marketers South Koreato formulate a
favorable destination image, elicit repeat visitation, and promote word-of-mouth behaviors.

Keywords: Halal tourism, social environment, locals and staff, facilities, Muslim travelers.

1. Introduction

Since the global tourism industig increasingly becoming a competitive market,
comprehending internationahvelers’ needs, interests, demands, and behaviors plays a vital
role in destination development (Shafaei & Mohamed, 2015). Given this competitive
environmentn the international tourism market, practitioners and researchers recognize the

importance of halal tourismas a valuable market (Battour & Ismail, 2015). The rapidly
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growing interestin halal tourismis partially associated with the continuous growth of the
global Muslim population (Battour & Ismail, 2015). Accorditmy Shafaei and Mohamed
(2015), the Muslim population is composed of around thirty percent of the total popidation
the world, andhis percentagés expectedo continue rising.

Several Islamic countries (e.g., Saudi Arabia and Iran) have introduced the afncept
halal tourism by inhibiting unlawful Islamic tourism activities (Din, 1989; Shafaei &
Mohamed, 2015). Furthean increasing number of non-Muslim countries (e.g., Japan and
South Korea) have been adopting halal tourigmoffering and delivering Muslim-friendly
tourism products and services. Accordioghe Global Muslim Travel Index (GMTI) (2018)
report, the top ten Muslim-friendly destinations among non-Islamic nations are Singapore,
South Africa, Thailand, United Kingdom, Bosnia and Herzegovina, India, Germany,
Australia, and Tanzanidn addition, the OIC reported that Malaysia, United Arab Emirates,
Turkey, Indonesia, Saudi Arabia, Morocco, Jordan, Qatar, Tunisia, and Egypt are the major
halal-friendly destinations among Islamic countries. South Keoredure to make the list
implies that becoming halal-friendly and thus increasing the number of Muslim traxelers
imperativeto maximize the number of international customers travebrigouth Korea.

The market size of Muslim international tourism has been rapidly increasingetKim
al., 2015). Specifically, the total numbers of Malaysian and Indonesian travelers were
113,675 and 95,239, respectivaly,2010. Theenumbers increasdd 244,520 and 208,329
in 2014. The average growth rate oversthiur years was 21.1% (Malaysians) and 21.6%
(Indonesians) (KTO, 2015). The total number of tourists from Mid-East Asian counages w
26,274in 2014 (KTO, 2015). The annual average giovate from 201Q@o 2014 was 32.7%,
which indicates a steady increasevolume.In particular,it is evident that the number of
travelers from Islamic countrigdse Korea has increasad the last few years (KTO, 2015).

Halal tourismis estimatedo represent around 5.3% of the total inbound tourism manket



South Korea. Accordingto the South Korea Tourism Organization (2016), the number of
Muslim travelers visiting South Koreia expectedio reach around 1 milliorin 2017 and
approximately 1.3nillion in 2020.In addition, the total econdmimpact of inbound Muslim
tourigds in South Koreds anticipatedto be around 40 billion dollars (production cause) and
20 billion dollars (value added). Moreovétr,is expected that this emerging tourism sector
will generate more than 80,000 jobs direotlyndirectly relatedo Islamic tourismin South
Korea.

The competitiveness of South Korasa halal tourism destination, compédto other
competing non-Islamic countriess still weak. In particular, South Korearpeople’s
understanding of halal tourisimvery limited.As such, halal-friendly hospitality and tourism
products and services Muslim travelers visiting South Korea are inadequate. The guidelines
in hotels, restaurants, and shopping placesititiatnational travelers often visit are hardly
available for Muslim travelers. The service failures derived from tdcknderstanding of
Muslim travelers’ religious beliefs often occur. Muslim travelers are complaining about food,
accommodations, transportation, shopping, etc. while they are visiting South Koi®a.
importantto recall that the Muslim populatias around 30%f the world population (Kinet
al., 2015) and the shaoé halal tourismis about 12% of the global tourism market. Although
this numberis increasing, the proportion of Muslim travelers visiting South Kisea3%
whichis rather small. Based on the growing trend of Muslim travebarsvals, South Korea
tourism environmentis not halal-friendly enough and policy makers nededimprove
attributes of this non-Muslim destinatitmsatisfy the needs of this valuable market.

This researchs designedto understand perceptions of Muslim travelers about the
image of a non-Muslim destination. Specifically, the objectives of this study argplbye
halal-friendly destination attributés South Korea and identify the underlying dimensions of

the destination attribute factors using a psychometric process comprising both qualitative and



guantitative approaches; 2) investigate the role of the identified attribatdsuilding an
affective and overall destination image of South Korea; and 3) identify the imipalbbve
relationships on Muslintravelers’ intentionsto revisit South Korea and recommends a

halal-friendly tourism destination.

2. Review of theliterature
2.1. Halal tourism characteristics

Despite the scant knowledge of halal-friendly tourism characteristi@gcademic
literature, there are a few studies that have defined the conceptual meaning twiuhigizl,
practies and its various aspectfs the hospitality and tourism industry. Jafari and Scott
(2014) explained certain Islamic facts that provasteessential understanding of the rapid
increasen the halal tourism market. For example, Muslim travelers are recuir@shtinue
practicing their religioraspart of their dailylivesin both Muslim and non-Muslim countries.
Ryan (2016) discussed competitiveness and increased awareness among the international
destinations about understanding Muslim travélaeeeds and developiragstrategic plarto
attract this market segmemltn empirical studyby Olya andAl-Ansi (2018) articulated the
concepts of halal and harama tourism context and indicated that Muslim tourists perceive
different types of risks concerning consumption of halal products and services which derive
their behavioral intentions. The hospitality industry covered various types of areaassuch
accommodation, food, airports, transportation and attractions that create challenges and
difficulties for non-Muslim destination managers and policy makers whoteagkderstand
howto start effectively targeting and advancinghis market.

Availability of halal food, praying roos) pork and alcohol-free places, and separate
male and female spa and gym faatiare some of the halal characteristics that must be

satisfied accordingo the Islamic law, called Sharia (Battoet al., 2014; Jafari & Scott,



2014).Stephenson (2014) has classified both dimensions (tangible and intangible) that form
halal hospitality elements. For instance, the principles of halal tourism cover a wide range of
servicedn the hospitality industry sucshuman resources management (e.g., staff uniforms
and ethics) and marketing, promotions, and other public facilities (e.g., no gambling, casinos,
night clubs). Furthermore, the cultural and social activides tourism destination are
essential issues which netxbe considerethy tourism management organizatiansorder

to create halal-friendly environments and images. For example, managers should ke aware
avoid offering aduliTV channelsn accommodations and removing decorations, pictures and
paintings that illustrate nudity and thus oppose Sharia (Henderson, 2010; Okttchdna
2016). Provision of various halal servicasl products has become a necessitthe areas

where Muslim travelers usually visit (e.g., airports, hotels, shopping centers, restaurants).

2.2. Halal tourism in South Korea

Tourists from Islamic countries suasMalaysia and Indonesia placed amaing top
ten international arrivalso South Korea over the last few years (KTO, 2016). Muslim
travelers from Middle East countries sughSaudi Arabia, United Arab Emirates, Kuwait,
Qatar, Bahrain and Oman are the top expenditure touri§suth Korea wittan average of
$2,590 per visit compared other markets segments from China, Japan, Russia and Taiwan
who spent below $2,000 accorditigthe South Korean Culture and Tourism Institute KCTI
(Korea bizwire, 2017). Due this growth of halal tourisrim South Korea, Muslim travelers
demands and needs while travelitmgSouth Korea have also been substantially increased
along with difficulties relatedo food, accommodations, facilities, social environment, etc.
Even though, halal restaurants and praying rooms have gradually incireaseak touristic
sitesin South Korea. There are very low awareness, and an understanding the needs of halal

tourism is stilla major obstaclen South Korea especially for long term development plans.



For instance, the total number of praying rooms.( halal-friendly facilitates)n South
Koreais 28 across the country while Japan has over 56 praying rooms that cover major
places including shopping centers (Yonhap, 2017). The limited halal services, products and
information availability for Muslim visitorso South Korea may cause misunderstandng
delivering or providing excellent experiencas hotels, restaurants and shopping areas.
Furthermore, expanding halal tourism South Korea depends on identification of halal

friendly attributesn such non-Muslim destination.

2.3. Affective and overall destination image

Being affectiveasa part of the individual decision-making process h&pgeate the
components of customer satisfaction and loyalty (Oliver, 1997; 1898adsto pleasurable
or positive feelings towards products and servides.other words, being affective is
comprised of a set of emotions that forms and achieves positive acceptance towards a specific
item under hedonic consumption (Pham, 1998). Jani and Han (2011) used both terms,
emotions and affective, interchangeaislyprevious research. This interaction was supported
by the studyof Dubé and Menon (2000), who defined affecta® feelings-related, or
individual responses of perceptions that occur while using or experiencing a specific product
or service. Other researchers reported that indivilealgnitive assessments may influence
their affect and emotions (e.g., Perugini & Bagozzi, 2001; etesd., 2012). For example,
affective attributesndicated enjoyment, relaxation, happiness, fun, and excitement which
derive consumer behaviori this regard, affect as frequently usedas determinant of
tourist’ behaviorin different fields of hospitality and tourism studies (Han & Hwang, 2018;
Kim etal., 2016; Linetal., 2007).

Overall image plays a key roie attracting new market segmeimsthe tourism and

hospitality industry (Baloglu & McCleary, 1999).involves multi-interactive components of



opinions,cognitive, hedonic, anticipations, and feelings towards products and services (Tasci
etal., 2007). Accordingo Leeetal. (2010), cognitive and affective components consistently
build the overall image for hotel branding. Similar outcomes were explorethtural,
developed and theme park destinations settingsgiah, 2007). Similarly, Han and Hwang
(2018) found that cognitive factors influence overall image of tourists toward healthcare hotel.
Thereis a consensus among researchers about the role and functionality of psychological
aspectf the formingof individual anticipations and images (Evanschitzky & Wunderlich,
2006; Oliver, 1997). Based on the previous research, this study defines the overalsmage

traveler’s perception towards a destination.

2.4. Behavioral intentions

Behavioral intentions refeo an individuals future desire and actico participate,
consume, and user not use a particular product or service (Han & Hyun, 2017).
Considerable studies marketing have verified the consequences of behaviatentions.
Oliver (1997) described behavioral intenti@sthe interest or willingness of an individual
engagein a particular behavior, whereas both repurchase intention and recommendation
intention are essentially elements of customer behailiention (Oliver, 1999). Likewise,
Han and Ryu (2007) reported that revisit intentisra substantial and acceptable ttol
measure a touristduture behavior, while personal characteristics of customerstdetiok
formation of their behaviat intention in upscale restaurant settings. Further scholars
identified behaviaal intentionsasa functional construct, whidk relatedto customer loyalty
suchas revisit intention and recommendation intention (e.g., Céioal., 2016; Mason &
Paggiaro, 2012; Tanford & Jung, 201Th sum, researchers agreed that attributes and

elements for both ternmnbe usedo elaborate customer behavioral intentions (Han, 2013).



In the present study, behavioral intention referdViuslim travelers’ future plans/desires

regarding revisit intention and intentitmrecommend of a halal-friendly destination.

2.5. Complexity theory

The decision making process of Muslim travelers based on halal-friendly attiilbutes
a non-Muslim destination requires a twisted frameworkescribe this phenomenon. Thus,
we used complexity theorio explain the causal interactions of halal-friendly attributes
formulating an affective destination image, overall image, and bebavidentions of
Muslim travelerstoward South Korea. Accordintp Baggio (208), complex theoryis an
advanced process that assistslarify the interactions among many concepts and variables.
Olya et al. (2018)to justify application of complexity theory for predictingurist’s
behavioral intentions indicated thattourist may consider multiple and combinations of
factorsto make a decision or taken action. Recently, complex theory was usedarious
research fields (e.g. politics, business, marketing, tourism, and hospi@l#igcidate the
heterogeneity and complexity of antecedents interactionpredicting expected models
outcomes (Leischnig & Kasper-Brauer, 2016; Olya & Akhshik, 2018). Furthermore, Olya
and Al-ansi (2018) believed that behavior of Muslim travelsrsnore complex which is
causedby sophistication of Sharia. They used complexity theorgxplaining behavioral
intention of tourists towards halal products and services. The current study uses cgmplexit
theoryto support complex interactions of halal-friendly attributéSouth Korean forming

affective image, overall image and behavioral intention of Muslim travelers.

2.6. Relationships among study variables
Previous studies have examined the relationships between attributes, characteristics

and dimensions of products and servicedifferent disciplines. Reviewf relevant literature



demonstratedheterogeneous outcomes and results tduthe complexity of the involved
antecedents. For example, Han and Hyun (2017) found that overall restaurgatanth
congruence image are significantgsociaed with quality of food, service, environment,
satisfaction and behavioral intentions of the customers. Huang and Hsu (2009) discovered
that attitudes play a significant mediating role between travel motivations, perceived
constraints (e.g., language) and revisit intention of Chinese toudstdong Kong.
Furthermore, the physical environment of luxury hotels plays a vitalimotietermining
customers value perceptions (Mattila, 1999). Similarly, loyalty of passengers toward full-
service airlinesimagess affectedby service quality dimensions (i.e., comfort, performance,
facilities, staff, food and beverage), which encompass tangible and intangible attributes
(Mikuli¢ & Prebezac, 2011). Another studypy Saha and Theingi (2009) highlighted that
travelers who experience positive service quality (e.g., staff, uniform, seats, air conditioning)
are likelyto intendto recommend and repurchase airline productsaddition, custometis
emotions and atmosphere characteristics (e.g., pleasure, facilities, arousal, environment)
upscale restaurants are indicassdchffective attributes with customénsehavioral intentions

(Ryu & Jang, 2007). Moreovesnn earlier studyby Han and Hwang (2018) revealed the
positive relationships between healthcare hotglssts’ perceived value and quality on
affective, overall image and intentioa visit. In terms of spa hotel products, certain service
issues (e.g., privacy, location, atmosphere, meals) were fouredconsidered when forming
favorable perceptions towards the hotel image and customer bethaviention (Lu & Shiu,

2009). In essence, individuals who have had positive consumption/usable experience with
products and services will definitely respond positively. These experiences then influence
behavior suclasrecommending a product or servioceothers and intendint repurchase or
revisit (Han, 2013; Oliver, 1999). Therefore, this study develops a structural nwodel

investigate the influences of the identified halal-friendly attributes of a non-Muslim



degination (i.e., South Korea) on overall and affective images percbivdtuslim travelers.

This study used a higher-order structtr@xamine the outcomes constructs of the developed
model. Thus, halal-friendly attributes usasla second-order construct including five sub-
constructs namely (i.e., social environment, facilities, services, food and beverage, locals and
staff). The proposed model trig® investigate the functionality of halal-friendly attributes

a second-order construct that derives affective destination image, overall image, revisit
intention and recommendation intention of Muslim travelers. Hence, the theoretical

assumptions and hypotheses of the present study were devasdpkalwvs:

H1: Halal-friendly attributes have a significant and positive impact on affective.

H2: Halal-friendly attributes have a significant and positive impact on overall
destination image.

H3: Affective has a significant and positive impact on overall destination image.

H4: Affective has a significant and positive impact on revisit intention.

H5: Affective has a significant and positive impact on recommendation intention.

H6: Overall destination image has a significant and positive impact on revisit
intention.

H7: Overall destination image has a significaatd positive impact on

recommendation intention.

Apart from the proposed structural model, the study developed a configurational
modelto explore the casual configuration of identified halal-friendly attributes (i.e., social
environment, facilities, servisefood and beverage, locals and staff) leadingffective
destination image and overall destination imageother words, five dimension of halal

friendly attribute combinedas a causal configuration of two destination images. The



proposedconfiguration model includes another configuration comprised of two destinations
images (i.e., affective and overall imag&spredicta Muslim traveler’s revisit intention and
recommendation intention of South Korea. The configurational model provides pragmatic
solutions for South Korean tourism industoydevelop halal tourism market images through
provision ofa combination of the identified halal-friendly attributes and affective and overall
images of destination leadirig desired behavioral outcomes$ the Musim travelers. This
study also identified necessary conditidosttain expected outcomes of the research model

using necessary condition analysis (NCA).

3. Methods
3.1. Qualitative approach

Dueto the paucityof existing literature, this study employed a qualitative apprtach
explore the patterns and facefsa halal-friendly destination. Previous studies were reviewed
to understand and extract possible patterns and aspects of the halal tourism market
(Henderson, 2010; Jafari and Scott, 2014; Battbai., 2014; Kimet al., 2015; Ryan, 2016;
Oktadianaet al., 2016; Olya and\-Ansi, 2018). Afterareview of the relevant literature, a
series ofn-depth interviews were conducttadiscover possible halal-friendly attributes and
underlying major dimensions of a halal-friendly destinatidn. determine halal-friendly
attributes, Muslim travelers, tour operators who provide halal services, suppliers and
consumers of halal products and services, halal experts and academicians werdaoinvited
participatein this study. A total of 16 individuals and three Muslim families were interviewed
about their visitin South Korea and other non-Muslim destination. Informative questions
were askedo guide researchets identify considerable insights of particuktributes on a
large scale. Muslim interviewees respondedthe following questions: Can you justify

differences between the availability of halal servides Muslim and non-Muslim



destinationsAre the environment, atmosphere, and sociaitifSouth Koeahalal-friendly?
What kind of halal products and services would you tikesee when you travéb South
Korea? What kind of products and services do you always avoid seeing or using during your
travel? Interviewees freely discussed their travel expeserand shared their concerns,
suggestions, and opinions on htwfurther developa halal-friendly destination. During the
interviews, possible distinctive attributes were explored. Some attributes were cksmed
necessargt tourist destinations while some other were considasgaeferred characteristics.
The averagdime of interviews vas 18 minutes. Initially, a total of54 attributes were
identified. However, six of them were removed doéhaving the same meanings other
attributes. Findy, a total of 48 attributes were generated. Followifpiggle’s (1994)
guideline, the identified attributes were then classified and clustered into six major

dimensions.

3.2. Measurement instruments for additional constructs

Apart from halal-friendly attributes, validated scale items were adapted from the
previous literatureéo assess the other factors of the proposed mbdphrticular, four items
were adapted from Oliver (1997) for affective destination image (&eayeling to South
Korea givesme a lot of pleasure”). Another three items were adapted from Baloglu and
McCleary (1999) for overall destination image (e“§4y overall image of South Koressa
tourist destinations positive”). Five items for behaviat intention (i.e., revisit intention and
recommendation intention) were adapted from two studies (Jani & Han, 2011; Kim & Han,
2008) (e.g.;’l amwilling to recommend other people visit South Kored). The study items
were measured using a 7-point Likert scale instead of a 5-point Likert scgagréom 1
(strongly disagreejo 7 (strongly agree). The reason for using the 7-point Likert ssate

provide participants with wide optiorte indicate the most accurate responses (Nunnally,



1978).Additionally, Saleh and Ryan (1991) reported that the 7-point Likert scaldetter
functioning rating tool for hospitality-related items. The initial version of the survey
guestionnaire was designegdthe English language and then subsequently translated into the
Bahasa Melayu and Arabic languages using a blind translation-back-translation method,
which was carefully reviewed and scanfsdnative speakers and academic experts of these
languagesn the field of hospitality and tourism. These three major speaking languages are
relatedto most of theMuslim travelers who visit South Korea. The survey consists of three
sections. Section one introduces the purpose of the survey and includes a brief instruction
aboutrespondent’s anonymity and confidentid&y of responses. Section two involves survey
guestionsto measure the main variables of the research model. The last section contains a
demographic profile of the participants including gender, age, income level, education level,
and nationality. A petest was giverio 18 participants including professideado verify the

validity of the questions and ensure the survey contents were clear and understandable. The
survey was slightly modifiedy respondents and professioniaghe hospitality and tourism

field.

3.3. Structured survey procedure
A convenience sampling technigque was usetbllect data from different tourist sites
in South Korea. A total of 365 international Muslim travelers were intigoarticipatein
the survey. Out of that number, a total of 353 agtequhrticipate and completely filled out
the survey. South Korean souvenirs and gifts along with a brief introduction of the ’project
purpose and goals were providedotential respondents prit completion of the survelp
get their feedback. The data collection spanned three weeks during spring betwelen Ma
and April 2018. After scanning and removing the questionnaires, a total of 340 final valid

cases were obtained that were used for data analysis.



The sample comprised 45.3% (154) males and 54.7% (186) females. The average age
of respondents was 29.2 years old, ranging fronto289 years old. The education level of
participantsis as follows: 47.1% (160) respondents were university degree holders, 25.0%
were graduate degree holders, 17.7% (60) were high school graduatesardi&€s3% (35)
had graduated from two-year/community college. Regarding income level, 55.9% (190) made
$25,000 or less, 22.9% (78) made between $25,000-$39,999, 9.5% (32) made between
$40,000-$54,999, and 11.8% (40) made $55,000 or higher. The participants came from
Malaysia, Brunei, Indonesia, Saudi Arabia, UAE, Turkey, Kazakhstan, Jordan, Morocco,
Uzbekistan, Iran, Kyrgyzstan, Azerbaijan, Pakistan and Bangladesh. Lastly, thé&ynudjor
the participants (60%) reported that halal-friendly tourism serven@s products are

extremely important when they select a destination.

4. Results
4.1. Qualitative procedures

The in-depth interviews findings determined several halal-friendly dimensions. The
most common items emerged the interviews are relatetb halal food, facilities,
environment, services and staff. For example, most of interviefmees 3) confirmed that
availability of praying rooms for both male and femialanimportant mattemn tourist places.
In this regard, statements of two participants are provadéelow:

“... I am really concered about praying room and mosque availability when |
visit tourist places such as shopping areas and entertainment attractions. | also
request that our tour guide ensure that plawewsisit should provide praying
facilities such as a prayer rug, Quran, and information regarding Qiblatialirec

towards Mecca) for our comfort (Fam. No.3, Bryriei

“... I choseto visit Everland-Theme parik South Korea withmy friends because

our travel agent advised that the park has a praying room for Muslim viStors.



we decidedto spend a full day tour therto enjoy the place Iiid. No.8,
Malaysia)”

(Insert Image 1)

It is noticed that availabilityof a praying room andts facilities are an essential
demandoy most Muslim travelerso South Korea. They highly expectfind accesso these
facilities in the places theyare visiting such as hotels, airport-terminals and taarist
attractions. Image 1 shows opening of Muslim-friendly facilities (i.e., Prayer rooms, Qibla
Sign) locatedat the major convention center COEX and Lotte department store in Seoul in
order to attract more Muslim tourists. Following, halal food and beverage provisions have
also been emphasizéy almost all interviewees. They infoed that lack of availabilityof
halal foodin most tourist places a serious obstacle that they dddn South Korea. The
following statements indicate how halal food plays a critical il®rming the perception

and behavioof Muslim travelers.

‘... Because of no availaliji of halal food at most tourist places such as
shopping malls, attractions and hoted® have shortened our trip duratioo
South KoreaWe could not spend longdp explore other citieswe decidedto
travel to Singaporeo spend the rest of our holiday there becausean easily
find restaurants serving halal food and nonalcoholic beverages (Fan2,
Saudi)?

“... | enjoyed my stayin the Iteawon area, Seoul. Because | could find afiot
halal food restaurants and outlets around. | also was happy local Korean
halal meals which was a great opportunity foe as | am a lover of Korean
drama and culturdr{d. No 2, Indonesia).

“... | stayeda bit far from the city center wherén taking a short training course.
| almost spend 1.30 hour every d@myhavemy dinner at a halal restaurati.

costsme higher than | expect (IndNo 5, Morocco)”’



(Insert Image 2)

Accordingto these discussions, halal food and beverage&outh Koreds a major
concern for Muslim travelers. The difficultiés find halal items create a hardship moment
for Muslim travelergdo enjoy stayingat such a destination. As shown in Image 2, halal food
restaurant displays halal logo to catch the Musbmists’ eyes in Jeju Island while some
hotels offer some Muslim-friendly meals and halal-friendly services. Nine interviewees
highlighted different points about the significance of staff lakdls’ awareness about halal
issues, providing and delivering halal services andalsal-friendly social environment of
the destination which are elaboratesfollows:

“... I found some places offering halal food and meals together with haram [non-
halal] food, | then was surprised that they are preparing the halal meathssing
same kitchen and materials with non-halal food which shows that staff are not

well aware of the halal issue and Islamic land(No 15, UAE)”

“... | have booked the hotel fany family a bit away from red-district areas
avoid an unhealthy environment that contains night clubs, bars and gambling
activities.We always liketo bein a halal-friendly social environment (Faho 1,

Malaysia)”

“... | faced some difficultieto find an access and information about halal serwic&uth
Korea, | always refeto some friends who study heteeget advise especiallyhen| needto
buy Korean stuff like cosmetic productad. No 13, Indonesia).
(Insert Image 3)
Referringto statements of interview participants, they have similar perceptions about
afore-stated criteria of a halal-friendly destination. The image 3 illustrate local Korean female

learn basic knowledge about the the Islamic culture and attire while other photo provides a



side ofthe social environment activity by group of Muslim tourists in Seoul. Based on the
results of interviews, halal-friendly attributes were categorized into several (abef®od,
facilities, services, staff, accommodation, and environment) which cover most of Muslim

traveler’s needsn a non-Muslim destination.

4.2. Quantitative procedures
4.2.1. Exploratory factor analytic approach

An exploratory factor analysis (EFA) was applied using the principal components
analysis (PCA) technique and the Varimax rotation metiwodetermine the underlying
dimensions of the characteristics of halal-friendly tourist destinations. Out oflaotat8
developed items, 22 items were retained and five factors were generated after reandving
excluding items that presented low factor loadings (<.40) and cross-loadings (Li & Cai, 2012).
Table 1 presents a summary of the EFA results. The value of the Kaiser-Meye (KDBKi)
Measure was .927 and thBartlett’s test of sphericity was significarfp < .001), which
verifies the adequacy of EFA (George & Mallery 2001). The eigenvalues ofXixeced
factors greater than 1 accounted for about 72.193% of the total variance.

The first factor, whichis labeledas “halal-friendly socialenvironments”, involved
seven items that captured 20.161% of the variance. Factor two was tédral@dfriendly
facilities” that incluekd four items. This factor explained about 13.99dPthe variance. Four
items were extracted and loaded onto a single factor nahada food andeverage” with
13.919% of the total variance. The fourth factor, labé&alal-friendly services,included
four items that account for 13.289% of the variance. The fifth factor, naHal friendly
locals andstaff”’, captured 10.829% of the variance. Factor loadings for all 22 items were
high and exceeded the threshold of .50 (Haial., 1998).In terms of reliability of the

explored constructs, the coefficient alpha values were asséssebdeck the internal



consistencyamong items loaded under each factor. Coefficient values (Factor 1 = .908,
Factor 2 = .881, Factor 3 = .838, Factor 4 = .903 and Factor 5 = .842) were tipaatgio
which indicate five emerged factors meet the reliability criteria (Nunnally, 1978). IBM SPSS-
AMOS 22.0 software was used for data analysis. The combination of employing SPSS and
AMOS were confirmed in previous studies (Kim et al., 2012; Han, 2013; Wen et al., 2018).
Lastly, the estimation regarding the skewness and kurtosis of the measurement items showed
no significant normality issue (see Table Rarticularly, the skewness values ranging from -
.695 (std. error = .132) to +.111 (std. error = .132) fell between -2.00 and +2.00, and the
kurtosis values ranging from -.846 (std. error = .264) to +.292 (std. error = .264) also fell
between -2.00 and +2.00. This result implies that the data set of the present research was free
from the skewness and kurtosis problems.

(Insert Table 1)

(Insert Figure 1)

4.2.2. Confirmatory factor analytic approach

In accordance with Anderson amétrbing’s (1988) approach, confirmatory factor
analysis (CFA) was performedo confirm the measurement itemgonvergent and
discriminant validity, reliability and the uni-dimensionality of the halal-friendly identified
attributes. Table 2 presents CFA findings. The goodness-of-fit statistics of the measurement
model wereasfollows: ¥? = 460.049, df = 196;%df = 2.347, p < .000, RMSEA = .063, CFI
=.948, and NFI = .914. The results of fit statistics showed that the proposed model has fitted
with data well (Fordet al., 1986). Further, composite reliability (CR) test values ranged
from .848to .907; indicating excellent reliability valudsy exceeding the recommended
cutoff level of .60 (Bagozzi & Yi, 1988). Moreover, average variance ex{fAdE) results

revealed excellent scores for all constructs between .575 and .711,isvhigher than the



thresholdof .50 (Fornell & Larcker, 1981). iBcriminant validity of the constructs was
evaluated and the squared correlations values were folnedower than théAVE valuesas
shownin Table 3 (Fornell & Larcker, 1981). These CFA findings confirmed validity and

reliability of the fivde identified constructs.

(Insert Table 2)

(Insert Table 3)

4.3. Measurement model results

An additional four variables were involved the study model including affective
destination image, overall destination image, revisit intention and recommendatioromtenti
to asses#ts quality testing. The findings from CFA reported goodness-of-fit statigfics:
1034.638, df = 509y2 /df = 2.033; p < .000, RMSEA = .055; CFI = .94B} E .944; TLI
= .938; AGFI = .827, which indicated that the model adequately fit thee Gaimposite
reliability for all model constructs involved were perfectly loaded with high values ranging
between .882 and .954, exceeding standard criteria of .60 (Bagozzi & Yi, 1988)AMEXt,
values for each construat the model were teste@ds suggestedy Fornell and Larcker
(1981),to assesds convergent validity. The value range was between .600 and .838, which
meets the minimum suggested stand#Hrdb0 (Hairet al., 1998). Furthermore, discriminant
validity was establishetb assess the correlations between values of constructs. The results
demonstrated th&&VE values were higher than the square correlation between all constructs
(Fornell & Larcker, 1981). The results of this stage proved the validity and reliabilgl}y of

scale items whichra presentedh Table 4.

(Insert Table 4)



4.4, Structural equation model (SEM) results

Structural equation modeling (SEM) was condudtetest proposed hypotheses. The
goodness-of-fit statisticgg{ = 1140.531, df = 512?/df = 2.228, p<.000, RMSEA = .060,
CFI =.932, IFI= .933, TLI = .926, AGFI = .815) indican excellent data fit. SEM results
were tested and presentiedTable 5 and Figure As it is assumed for hypothesis 1 and 2,
the total effect of halal-friendly attributes constructswpositively and significantly
associated with affective destination image and overall destination imagé @ad-friendy
attributes -> affective= .379, t = 6.129, p < .01; HB:nalal-friendly attribues-> overall destination image -241, t =
4.560, p < .01)lt is determined that halal-friendly attributes construct, wisadonsidereas
a higher-order factor, senas a significant predictor of affective and overall destination
image. Accordingto the SEM results, hypotheses 3, 4, 5, 6 and 7 were also supported.
Affective destination image has a significant and positive impact on overall destination image
(H3: B affective -> overall destination image -564, t = 10.821, p >.01), revisit intention (H¥attective->
revisit intention= .464, t = 7.493, p >.01), and recommendation intention of Muslim travelers (H5:
B affective-> recommendation intention -362, t = 5.899, p >.01). Overall destination image improves
revisit intention (H6:P overall destination image -> revisit intention -316, t = 4.969, p >.01), and
recommendation intention of South Korea a halal-friendly destination {Hverail destination
image -> recommendation intentior 437, t = 6.674, p >.01)n turn, the total variance of affective
destination image and overall destination image wére R4.3% and 4%, respectively. R
for revisit intention was 50.8% and recommendation intention was 53%. Overall, the
proposed conceptual model developed has a potent abilibgerpret positive associations

between constructs.

(Insert Figure 2)



(Insert Table 5)

4.5, fsQCA results

Table 5 presents results of configurational modeling for two causal configurdtions.
first configuration, five halal-friendly attributes of destination uasthgredients of recipes
for affective image and overall imagdés shownin Table 5, one causal recipe explains the
condition where Muslim travelers perceive a high legélaffective destination image
(coverage: 365, consistency: 997). Model 1 indicates that five attribuesadél-friendly
destination needo be provided in order for a Muslim travel&r perceive high degree of
affective. One causal recipe, whihsimilar to the model for affective image, explains the
condition where Muslim travelers perceigehigh degree of overall destination image
(coverage: 372, consistency: 998).

Results from fsQCA for the second configuration obtained from a combination of
affective and overall destination imagespredict intentiongo revisit and recommend the
destination. Accordindo the results of the second configuration, one model explains the
condition where Muslim travelers intendaarevisit (coverage: 915, consistency: 865) and
intended to recommend South Koreas a halal-friendly destination (coverage: 914,
consistency: 901). Overall destination imaga sufficient conditionto achieve high degrees

of revisit and recommendation intentions of Muslim trarse{@able 5.

(Insert Table 6)

4.6. Necessary condition analysis (NCA) results

Table 6 provides results from analysis of necessary conditdriigctor that received

a consistency value greater than i85subjectto a necessary condition. According to the



results,food and beverages necessaryo form higHy affective and overall imageswell as
high degrees of revisit and recommendation intentions of Muslim travelers. Bothvaffecti
and overall images appeared necessary conditions where Muslim travelers revisit and

recommend South Koresa destination.

(Insert Table 7)

5. Discussions
5.1. Summary of the results

The present researdh the first empirical study that used a mix methodexplore
distinctive attributes of a halal-friendly, non-Muslim destination based on the perspettives
international Muslim travelers who have visited South Korea. This study initially used a
gualitative approachto determine major halal-friendly attributes and dimensidrys
interviewing informant peoplelt attemptedto formulate specific attributeby employee
Churchill’s (1979) procedures, while the valid underlying factors were generated using
Gerbing andAnderson’s (1988) approach. The reliability and validity of these attributes were
examined using a quantitative approach. SEM was appieadvestigate the relationships
between variables of the proposed model using higher-order structural arialgsldition,
configurational modeling using fsQCA ustxexplore halal-friendly attributes configuration
in forming affective and overall images of Muslim travelers toward South Korea. A causal
recipe from affective and overall images configuration were calculatewestigate desired
behavioral intention of Muslim travelersThe overall outcomes determined the validity of
halal-friendly attributesn South Korea, which involve the five major identified dimensions
namely halal-friendly social-environment, facilities, food and beverage, services, and locals

and staff. The total impact of these five dimensioasa higher-order factor on affective,



overall destination image and behavioral intentions were positive. Affective and overall
destination images perceived boosted intention revisit and recommendation intentions of the
Muslim travelers. Findings from configurational modeling revealed that forraiiggh

degree of affective and overall destination images results from the presenckveflalal-
friendly attributesn the non-Muslim destination. These results are suppbstembmplexity

theory that posits a complex combination of factors that explain a condition where oigcome
achieved. fsQCA results showed that a high level of overall images |dadiigh levels of

revisit and recommendation intentions of Muslim travelers. NCA results indicated that food
and beverage, affective, and overall destination images are necessarytdeatiaisa desired

behavioral intentionby Muslim travelers

5.2. Implications

The importace of the development of halal tourism has been capturgaevious
studies. Muslim travelers’ outbound markets rapidly increasing (Kimet al., 2015).
Therefore, the necessity of developing a halal-friendly destination has becomgaktsse
attract this large market segment (Battetal., 2014; Henderson, 2010; Jafari & Scott, 2014;
Oktadiana et al.,, 2016; Olya & Al-Ansi, 2018; Ryan, 2036 Consistent with this
phenomenorin the international tourism marketplace, the total number of Muslim travelers
visiting South Korea has been steadily growing (KTO, 2015). The size of the halal tourism
market in South Koreais already about 5.3% of the international inbound tourism
marketplace. Compared other competing non-Muslim countries (e.g., Singapore, Thailand,
Taiwan, and Hong Kong), this size inadequate and Eastern countries plan to extend this
valuable market. For example, Japan has organized and arranged halalreyertaiaaren
different regionsto educateits tourism industry on halal needs increase awareness

(Henderson, 2016). Similarly, New Zealand has beguimprove hospitality services and



facilities to be among the top halal-friendly destinations (Raztad., 2016). Further, Olya

and Al-Ansi (2018) reported that the availability of halal products and serincésurist
destinations would positively lead a high level of Muslim traveler satisfaction and would

in turn increase other disciplines and business cooperation with Islamic coumtsiesh
areasas medicine, sports, education, culture, media and trading. This empirical study clearly
identified halalfriendly attributesn a non-Muslim destination.

Accordingto the SEM findings, the explored halal-friendly destination attribistes
major positive and significant indicator for affective destination image and overall destination
image.This outcomeis in line with previous research (Henderson, 2010; Batbal., 2014;
Oktadianaet al., 2016). Food and beverage are the most critical factors for Muslim travelers
in South Korea. Muslim travelers expectede servedyy halal food and beverage tourist
places across the destination. However, providing non-halal food or mixed items with pork
and alcohol should be avoided comply with Islamic law. Restaurants and hotels are
encouragedo display recognized halal certificates and logosheir menugo attract and
earn Muslimcustomers’ confidence.

Muslim travelers considered facilities and serviasgwo important attributes of a
non-Muslim destination, such as South Korea. Availability of male and female separated
praying roomsn shopping malls, holg and attraction sites improve overall image of South
Koreato Muslim visitors. Thisis also appliedo other services suchs availability of halal
information (e.g., guidebooks, maps, brochures) which tebd procured and provided for
touristsin tourist service centers, medical centers shopping areas, airports, subway stations,
hotelsas well as hotels. Thus, service providers and business manag&suth Korea are
highly advisedo improve the existing tourism servickyg offering praying rooms facilities
for male and female and relevant informatianmajor tourist’s attractionsto increase the

positive impact of affective and overall destination imadgasthe case of spas, gyms,



healthcarecenters and swimming pools, the service providers reqgiaradoid mixed-gender
places and activitiegn addition, tourist information centers that existairports, shopping
malls and tourist places ne&al have sufficient sources and guides for Muslim travelers
different languages (e.g., ArabMglayu, and Bahasa Indonesia).

The locals and stafin tourist places are playing a vital rale increase Muslim
travelers affective image and overall destination image. Therefore, tourism managers,
marketers and policy makens South Korea neetb increase awareness of halal services
among their employedsy trainingto be familiarize with the basic requirements of Islamic
attire and morality. For instance, hotel employees, restaurants staff, tour guides, and travel
agents neetb be well trainedo understand howo greet Muslim travelers (i.e., Salaa$
well as boosting their awareness on htwvprepare and deliver halal services accordmg
Sharia. Furthermore, staff and localstourist places preferred have multilingual skillgo
show the professionalism delivering the halal services. The locals and staff also todeel
attentiveto Islamic attire and uniform behaviors (e.g., mini-skirts, tights, nudist dness)
public places, which may negatively influence the overall and affective destination images.

In terms of social environments, the business managers ansimatakeholdersn
South Korea should consider improving the overall atmosphere and physical enviranment
a more halal-friendly fashion. For example, decorations, designs, and pamititmsist
places should be free of any nudily.addition, halal-friendly products and services should
not be offeredin places that include haram items or activities (e.g., nightclubs, red light
districts, gambling, bars). Further, avoiding digglaf extremely intimate expressions
between couples public areas suchs parks, beaches, shopping areas, transportation and
other tourist sitess significantto increase the affective and overall image of South Kasea

a halal-friendly destination.



Accordingto the fsQCA findings, Muslim travelers expected South Kéogarovide
all five identified attributes of halal-friendly destination simultaneouslyperceive high
degrees of affective destination image and overall imdgeneans that policy makers and
destination managers nedd provide all identified halal-friendly attributes togethter
formulate higly affective and overall image from the destination for Muslim travelers. While
it manages to form a high overall imagecreates a sufficient condition leadibg high
levels of intentionsto revisit and recommend South Korea a non-Muslim, but halal-
friendly destination.

NCA findings highlighted that halal food and beverag@ necessary conditicio
predict high level of image and ovérdestination imagaswell astheir revisit intention and
recommendation intentioby Muslim affective.In other words, providing halal food and
beverageat a tourist destinationis essentiato achieve affective destination, overall image
and behavial intention of Muslim travelers. The finding$ the present study show that the
identified halal-friendly attributes of South Korea positively impact the behavioral intentions
of Muslim travelers through both dimensions affective and overall destination image,
which workasimportant elements the research framework. This eventuallyl venhance
the rapid growth of halal tourisrm South Korea and hel increase the number of
international arrivals from the halal tourism marketgeneral, halal products, facilities, and
services for Muslim travelers nead be improvedat international tourist sitegn South
Korea. Such efforts should help build a better image of South Koreaa halal-friendly
destination and leado it being considexd a relialle destination for Muslim travelers

specifically while they are traveling with their families.

(Insert Figure 2)



5.3. Limitations

This study has not explored different kinofsdimensions sucls personnel/family
preferences, cultural, arts charactecstiswell asevents and festivals attributes for Muslim
travelers visiting South Korea, which cover wide arefa$alal-friendly tourism aspects.
Second, this study has not investigated the associations of demographics of Muslim travelers
(age, gendereducation, income level) with the model variables, which may help business
developers and marketens South Koreato developan effective target marketing plan.
Third, the outcomes of this study provide a basic guide and knowledge for tourism businesses
in non-Muslim countries (e.g., South Korea, Japan, China, Thailandtetmpw howto
improve the images and behavioral intention of Muslim travelers. However, destiriations
other parts of Asia, Africa and Europe may show slightly different effective attributdse due

influence of other conditions (e.g., environment, culture, history, etc.).

6. Conclusion

Halal tourismis anemerging markeh South Korea. The numbef Muslim travelers
visiting South Koreds expectedto reach around 1.3 milliom 2020. Yet,little is known
about Muslim traveler behavior order for South Korean tourism authorities and business
developerdo attract more Muslim visitors, this study has identified effective attributes that
will help to raise the overall image and perception of South Kaea halal-friendly
destination using a psychometric process of qualitative and quantitative approaches. This
study highlighted specific issues that neéedbe consideed in developing a more halal-
friendly destination for Muslim travelers. A total of five attributes were explomaimely
social environment, locals and staff, food and beverage, facilities and serviees
confirmedasvalid halal-friendly attributegn South Korea. The SEM approach was applied

to examine the effectiveness of the identified attributes. Furthernaoregsymmetrical



approachusing fsQCA was conducteid explore casual configurations of halal-friendly
destination attributes and destination imagesachieving desired behavioral intention of
Muslim travelers. Followed by a NCA that recommended halal food and bevemgea
necessary condition for a halal-friendly destination, these attributes design and predict the
affective and overall images of South Korea. AccordmdgNCA results, both images also

play a vital rolein increasing revisit intention and recommendation intention of Muslim
travelers.In addition,this study highlighted future guidelines for boosting and understanding
more halal characteristiaa the tourism industrnto ensure a high level of theaveler’s

loyalty. In summary, all study objectives were attained.
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Image 1: Source: Yonhap News

4P NEWS)

(Muslim prayer room located at COEX, Seoul) (Muslim prayer room located at the Lotte Department Store, Seoul)

Image 2: Source: Korea Tourism organization KTO home page

(Indian Halal restaurant located in Jeju Island) (Muslim-friendly buffet restaurant at Ramada Plaza Jeju Hotel)

Image 3: Source: Yonhap News

(Local Korean learning and trying Islamic costume hijab at a halal-food fair, (Group of Muslim tourists wearing traditional Korean hanbok costume in
Seoul) Seoul)
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Figure 2. The proposed conceptual model



Table 1. Exploratory factor analysis results

Eigen-  Variance
Factors L oadings values  explained (o) Skewness Kurtosis
(%) (Std.error) (Std.error)

Factor 1: Halal-Friendly Social-Environment 10.318 20.161 .908
SOC1: Thedesign and decoration of tourist places are Halal-friendly (e.g. paintings, pictures, architecture). 805 -.209 (.132) -150 (.264)
SOC2: The atmospherics of tourist places comply with Islamic rules. 759 -.214 (.132) 032 (.264)
SOC3: The Halal-friendly social environment of tourist placesis comfort. 722 -.267 (.132) 095 (.264)
SOC4: My overall experienceswith Halal-friendly social environment in tourist places are good. 715 -.218 (.132) 141 (.264)
SCO5: The sacial environment of tourist placesis free of haram items (e.g. night clubs, red light districts). 709 012 (.132) -.662 (.264)
SOCG6: The social environment of tourist placesis safe and clean for Muslim travelers. 664 -.330 (.132) _146 (.264)
SOCY7: At tourist sites, | enjoy a halal-friendly social environment. 509 -.276 (.132) 065 (.264)
Factor 2: Halal-Friendly Facilities 1.790 13.994 .881
FACL: In general, it is convenient to access a mosque/prayer room. 818 111 (.132) _.846 (.264)
FAC2: Halal facilities are widely offered in tourist placessites. 783 088 (.132) -.660 (.264)
IC:BArCT:g) Separate male and female Halal facilities are offered in tourist sites (e.g. Spas, Swimming pools, 782 .138 (.132) -.693 (.264)
FKC4:.Separate prayer room facilities are offered to men/women in tourist places. 664 -.266 (.132) _706 (.264)
Factor 3: Halal Food and Beverage 1.498 13.919 .838
FB1 : Halal food outletsrestaurantsin tourist sitesclearly display a Halal logo. 851 -.695 (.132) 107 (.264)
FB2 : Halal food and beverage offered in tourist sites/places wer e clean, safe, and hygienic. 793 ~505 (.132) -153 (.264)
FB3 : Halal food providersin tourist sites are accredited with Halal certification. 682 -.304 (.132) -.395 (.264)
FB4 : Availability of Halal food attracted meto visit tourist places. 632 -.660 (.132) -.353 (.264)
Factor 4: Halal-Friendly Services 1.245 13.289 .903
SER1: Halal information in tourist placesiswidely offered (e.g. flyers, brochures). 789 011 (.132) -.354 (.264)
SER2: Tourist information centres offer Halal service infor mation 776 -.095 (.132) -.396 (.264)
SERS3: Halal servicesin tourist places ar e effectively offered in different languages (e.g. Arabic, Malay). 739 -.114 (.132) -.470 (.264)



SER4: Halal services offered in tourist places conform to I slamic law

.632 -.136 (.132) .292 (.264)
Factor 5: Halal-Friendly Locals and Staff 1.031 10.829 .842
LOC1: Intourist places, local staff iswell aware of Halal products and services. 835 -.022 (.132) .019 (.264)
LOC2: Local staff understood how to offer Halal products and services. 788 ~.042 (.132) -.169 (.264)
LOCS3: In general, locals had a good under standing of the ISamic and Halal rules. 747 ~.005 (.132) -.338 (.264)
KMO and Bartlett’s test =.927, Sig =.000 Total:
72.19%%

Not€": o stand for Cronbach’s alpha coefficient

Note? SOC = social environment, FAC = facilities, FB = food and beverage, SER = sebh@@s locals and staff.



Table 2. Summary of the confirmatory factor analysis results

Scale Items Loading Mean SD AVE CR
- Halal-friendly social-environment 575 .904
Socl .796 4.279 1.442
Soc2 .834 4235 1.479
Soc3 741 4526 1.363
Soc4 .820 4456 1.448
SocS .15 3.844 1.672
Soc6 .730 4.718 1.428
Soc7 .658 4.460 1.402
- Halal-friendly facilities .656 .884
Facl .838 4131 1.776
Fac2 .884 4.041 1.685
Fac3 787 3.913 1.751
Fac4 722 4.486 1.757
- Halal food and beverage .586 .848
FB1 .831 5.153 1.549
FB2 .804 5.154 1.432
FB3 .785 4588 1.626
FB4 .624 5.193 1.681
- Halal-friendly services 711 .907
Servl 913 4274 1522
Serv2 911 4.392 1517
Serv3 .800 4.427 1.567
Serv4 734 4.489 1.306
- Halal-friendly locals & staff 671 .857
Locl .894 4.265 1.358
Loc2 .895 4136 1.453
Loc3 .642 4.228 1.516

Note': CR stands for Composite Reliabilit\VE is Average Variance Extracted, SD is standard deviation.
Note?: SOC = social environment, FAC = facilities, FB = food and beverage, SER = services, Ib€s and
staff.



Table3. Results of identified factors correlations

Constructs 1 2 3 4 5 Mean SD
1. Halal-FriendlySocial Environment  .759 4360 1.176
2. Halal-FriendlyFacilities .627 (.393) .810 4.143 1.496
3. Halal-FriendlyServices .679 (.461) .680 (.462) .843 4395 1.303
4. Halal Food and Beverage 594 (.352) .541 (.292) .666 (.443) .769 5.022 1.292
5. Halal-FriendlyLocals and Staff .645 (.416) .525 (.275) .551(.303) .429 (.184) .819 4.210 1.259

Goodness-of-fit statistics: x*= 460.049, df = 196,%df = 2.347; p < .000, RMSEA = .063; CFI= .948; NFI
.914; IFI = .949; TLI = .939; AGFI = .865

Note:Square root of correlations values are within parentheses; AVE values areahdive main diagonal (Bolded);
SD is standard deviation.



Table 4. Descriptive statistics and associated measures

Constructs 1 2 3 4 5

1. Recommendation intention .816

2. Affective destination image .641 (.410) 915

3. Overall destination image .661 (.436) .655 (.429) .902

4. Revisit Intention .812 (.659) .661 (.436) .604 (.364) .910

5. Halal-Friendly attributes .446 (.198) .812 (.659) 448 (.200) .383(.146) .775
Mean 5.097 5.267 5.158 4,976 4.426
SD 1.164 1.100 1.164 1.229 1.044
Composite reliability .855 .954 929 .906 .882
AVE .666 .838 .814 .828 .600

Goodness-of-fit statistics: ¥*= 1034.638df = 509, y%df = 2.033, p<.000, RMSEA = .055, CFI = .943, IFI= .9«

TLI =.938, AGFI=.827

Note: Square root of correlations values are within parentheses; AVE vatieh@wn on the main

diagonal (Bolded).



Table 5. Structural model results and hypotheses testing (N = 340)

Hypothesis Linkage Coefficient t-value Status
Hypothesis 1 HAL > AFF .379 6.129 Supported
Hypothesis 2 HAL - ODI 241 4.560 Supported
Hypothesis 3 AFF - ODI .564 10.821° Supported
Hypothesis 4 AFF > REV 464 7.493° Supported
Hypothesis 5 AFF > REC .362 5.899" Supported
Hypothesis 6 ODI > REV .316 4.969 Supported
Hypothesis 7 ODI > REC 437 6.674" Supported
Total variance explained:

R? for AFF = .143 Hor ODI = .480 Ror REV = .508 For REC = .530

Goodness-of -fit statistics: y?=1140.531df = 512 y?/df = 2.228, p<.000, RMSEA = .060, CFI = .93
IFI=.933, TLI =.926, AGFI=.815

Note!. HAL = halal-friendly attributes, AFF = affective destination image, ODI eral destination image,
REV = revisit intention, REC = recommendation intentioap < .01.



Table 6. Results from configurational modeling

Causal recipes RC UC C Interpretation of fSQCA results

afc = f(se, fa, fo, srv, lo): Destination attributes (causal configuradtaaffective image (outcome)

M1. se*fa*fo*srv*lo .365 .365 .997 To achieve a high degree of affective image,
Solution coverage: .365 combination of halal-friendly social-environmer
Solution consistency: .997 facilities, food and beverage, services, locals and ¢

need to be provided at the destination.

oi = f(se, fa, fo, srv, lo) : Destination attributes (causal configurattomyerall image (outcome)

M1. se*fa*fo*srv*lo 372 .372 .998 Similar to affective image, five attributes of destinati
Solution coverage: .372 need to be halal friendly to predict a high degree
Solution consistency: .998 overall image.

rev = f(aff, oim): Destination Imagécausal configuration} revisit intention (outcome)
M1. oim 915 .915 .865 A high overall image provides a sufficient condition
Solution coverage: .915 increase revisit intention.

Solution consistency: .865

rec = f(aff, oim) : Destination Image (causal configurat®mecommendation intention (outcome)
M1. oim 914 .914 .901 Like causal recipe for revisit intention, overall image i
Solution coverage: .914 sufficient condition to achieve recommendation intenti

Solution consistency: .901

Note: M stands for ModelRC is Raw Coveragd/JC is Unique Coverage, ar@ is Consistencyafc: affective
image,se: halal-friendly social-environmenfia: halal-friendly facilitiesfo: halal food and beveragg,v: halal-
friendly serviceslo: halal-friendly locals and staffev: revisit intentiony ec: recommendation intention.



Table 7. Results of analysis of necessary condition

Affective Overall Revisit Recommendatio
. image image intention n intention

Condition : : : :

consis cove consis cove consis cove consiste covera

tency rage tency rage tency rage ncy ge
Social-
environme .769  .962 .810 .959 .763 917 .750 .940
nt
Facilities 741 942 753 .937 .667 .895 .649 .908
Services 794 951 .805 .945 .748 .899 726 911
Locals and

775 .970 .789  .967 727  .929 .709 944
staff
Food and

.875 .918 .884  .908 .863  .849 .858 .881
beverage
Affective
) 942  .862 .930 .888
image
Overall
) 915 .865 914 901
image

Note Necessary condition is bolded (consistency value > .85).
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