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INTRODUCTION

The development of halal tourism has become a global phenomenon in
recent years, with halal destinations becoming increasingly popular among
Muslim travelers. Halal tourism, which encompasses services and facilities that
adhere to Islamic principles, is experiencing rapid growth in numerous countries
(Sonmez et al., 2021). As the World Tourism Organization (UNWTO) has
indicated, the halal tourism sector is anticipated to sustain substantial growth
following the expanding global Muslim population and the demand for
destinations that align with the distinctive requirements of Muslim tourists,
including those on halal food, worship facilities, and entertainment that is
consistent with the tenets of Islam (UNWTO, 2020).

The behavior of Muslim tourists in choosing halal destinations can be
understood through the Theory of Planned Behavior (TPB) approach. This
theory, initially proposed by Ajzen (1991), seeks to elucidate how individual
intentions and behaviors are shaped by three principal factors: attitudes,
subjective norms, and perceived behavioral control. In the context of halal
tourism, this theory can elucidate how Muslim tourists' attitudes towards halal
destinations, the social norms they accept, and their ability to access halal
facilities influence their decision in choosing a tourist destination. Incorporating
the Theory of Planned Behavior (TPB) into the examination of Muslim tourist
behavior is of paramount importance, particularly in light of the pivotal role that
psychological and social elements play in their travel decisions. Several previous
studies have demonstrated that the behavior of Muslim travelers is not solely
shaped by personal preferences, but is also influenced by a range of deeper social
and religious factors (Bianchi et al., 2018). In light of this, it is imperative to gain
a deeper comprehension of how the Theory of Planned Behavior can be utilized
in halal tourism studies. Doing so can offer invaluable insights into the
management of destinations that cater to Muslim tourists.

The objective of this article is to conduct an in-depth literature review on
the application of the theory of planned behavior in understanding Muslim
tourist behavior in halal tourist destinations. This article's primary objective is to
integrate the concept of the Theory of Planned Behavior with the factors that
influence Muslim tourist behavior, as well as to identify recent studies relevant
to this topic. Additionally, this article seeks to furnish halal tourism destination
managers with practical insights on how to attract and retain Muslim tourists. By
identifying the factors that influence Muslim travelers' decisions, this article will
provide clearer guidance for destinations seeking to facilitate the needs of
Muslim travelers, while encouraging the growth of the halal tourism sector as a
whole.

LITERATURE REVIEW
Muslim Tourist Behavior and Halal Tourism Destinations

Halal tourism can be defined as a specific type of tourism that is designed
with the spiritual and cultural needs of Muslims in mind. This includes the
presence of worship facilities, the availability of halal food, and an environment
that aligns with the teachings of Islam (Yusof et al., 2021). As the demand for
halal tourism increases, it is crucial to comprehend the decision-making
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processes of Muslim tourists when selecting a destination that aligns with their
religious principles. This behavior is influenced by a multitude of factors,
including psychological, social, and cultural aspects relevant to the daily (Bianchi
et al.,, 2018; Chung & Choi, 2020; Alquraishi & Karim, 2021).

Several studies have demonstrated that the behavior of Muslim tourists in
selecting tourist destinations is shaped by their awareness and preferences
regarding halal aspects, including food, accommodation, and activities that align
with religious principles (Ali et al., 2017). In their study, Yusof et al. (2021)
identified several significant factors influencing the decision to select a halal
destination. These include the ease of access to worship facilities and the presence
of a supportive Muslim community.

Theory of Planned Behavior (TPB) in the Context of Halal Tourismn

The Theory of Planned Behavior (TPB), as developed by Ajzen (1991),
represents a significant contribution to the field of social psychology, offering a
comprehensive framework for understanding human intention and behavior.
The TPB identifies three principal components that influence behavior: attitude,
subjective norm, and perceived behavioral control. The success of the Theory of
Planned Behavior (TPB) in understanding various types of human behavior,
including consumer behavior, makes it a relevant theoretical framework to be
applied in the context of tourism, especially halal tourism. The study by Sonmez
et al. (2021) demonstrates that positive attitudes towards halal tourist
destinations, subjective norms related to religious values, and perceived
behavioral controls, such as limitations in choosing halal options, can influence
Muslim tourists' decisions. The Theory of Planned Behavior provides a robust
theoretical framework for investigating how these three factors interact to
influence Muslim tourists' intention to visit halal destinations (Gursoy & Chi,

2020).

Attitude Towards Halal Tourism and Muslim Tourist Behavior

Attitudes toward halal tourism destinations hold significant sway over the
decisions of Muslim travelers. As demonstrated by Ali et al. (2017), Muslim
tourists tend to hold a favorable view of destinations that provide facilities that
align with their religious requirements. This attitude is shaped by perceptions of
the extent to which the destination can fulfill Muslim religious and cultural
values, including the availability of halal food, worship facilities, and an
environment that supports religious activities (Ali et al., 2017). The study by
Bianchi et al. (2018) also demonstrates that attitudes towards halal tourism are
significantly shaped by individual belief systems on religious teachings and
personal experiences of visiting halal tourist destinations. This factor interacts
with the subjective norms that individuals have, which are more deeply related
to family, community, and Muslim society.

Subjective Norms and Social Influence in Muslim Tourist Behavior

Subjective norms are defined as social pressure or expectations from
individuals with significant influence on an individual's life, including family
members, friends, and members of the broader community. In the context of halal
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tourism, subjective norms play an instrumental role in motivating Muslim
travelers to select destinations that align with their religious values. The findings
of Sonmez et al. (2021) indicate that this subjective norm factor exerts a significant
influence on the decisions of Muslim travelers. The expectations and opinions of
family and friends have been identified as a key determinant in the selection of a
halal tourist destination. Furthermore, religious norms serve as a significant
determinant in the decision-making process, as many Muslim travelers tend to
adhere to the counsel of the community or clerics they trust. This is corroborated
by the findings of Yusof et al. (2021), who underscored the pivotal role of social
influence in Muslim tourists' decisions regarding halal destinations.

Perceived Behavioral Control in Halal Tourism

The concept of perceived behavioral control pertains to the extent to which
individuals perceive themselves to possess the capacity to regulate their actions
and decisions. In the context of halal tourism, this behavioral control can include
factors such as budget limitations, accessibility of halal destinations, and facilities
that adhere to religious norms. The research conducted by Ali et al. (2017)
indicates that perceived behavioral controls, such as the availability of halal food
and places of worship, significantly impact the decision-making process of
Muslim tourists when selecting destinations. Additionally, the findings of a
study by Yusof et al. (2021) suggest that this control factor is particularly salient
among first-time travelers visiting halal destinations, where they tend to
prioritize ensuring that the destination offers all the facilities they require in
alignment with their religious teachings.

The Role of External Factors in Choosing Halal Tourism Destinations

External factors, such as the ease of access to information and the
implementation of halal destination marketing, also play a significant role in the
decision-making process of Muslim travelers. The effective marketing of halal
destinations can serve to increase travelers' awareness of the destination in
question, thereby assisting them in their decision to visit a place that meets their
religious needs (Ali et al., 2017; Bianchi et al., 2018). The utilization of social
media and digital platforms that permit travelers to disseminate their
experiences also exerts an influence on their decision to select a halal destination.
The study by Sonmez et al. (2021) underscores the significance of transparent and
accurate information regarding the halal facilities offered by the destination, so
that Muslim tourists may feel more at ease and confident in visiting the location.

Application of Theory of Planned Behavior in the Study of Muslim Tourist
Behavior

The Theory of Planned Behavior has been successfully applied in the
context of Muslim tourist behavior in several studies. For example, Yusof et al.
(2021) employed the Theory of Planned Behavior to examine the factors that
shape Muslim tourists' decisions regarding the selection of halal tourist
destinations in Malaysia. The results of the study demonstrated that positive
attitudes towards halal destinations, strong subjective norms, and perceived
behavioral controls, such as the availability of halal facilities, all exert a
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significant influence on tourists' intention to visit the destination. Furthermore,
research conducted by Sonmez et al. (2021) which applied TPB to comprehend
the behavior of Muslim tourists in Turkey revealed that attitudes towards halal
destinations are markedly influenced by individual religious views and social
norms within the Muslim community.

METHODOLOGY

This study employs a systematic literature review methodology,
subsequently following the PRISMA (Preferred Reporting Items for Systematic
Reviews and Meta-Analyses) procedure. PRISMA is a guideline designed to
enhance transparency and clarity in the systematic review writing process and to
guarantee that included studies are of superior quality and directly relevant to
the research topic. Furthermore, the process provides explicit criteria for the
selection and evaluation of pertinent articles (Moher et al., 2015).

The PRISMA method comprises several stages, including the identification,
selection, screening, and analysis of relevant studies. This procedure employs a
systematic literature search, followed by a synthesis of the screened findings,
intending to reach accurate and reliable conclusions. This process is widely used
in systematic studies in various fields, including tourism (Liberati et al., 2009).

In this article, the PRISMA procedure is adapted to identify articles that
examine the application of the Theory of Planned Behavior in understanding
Muslim tourist behavior, especially in the context of halal tourist destinations.
The stages in the PRISMA procedure used are as follows:

Study Identification

A systematic search was conducted in various reputable academic
databases, including Google Scholar, Scopus, and JSTOR, to identify relevant
studies for inclusion in the study. The search was conducted using keywords
pertinent to the research topic, including "Theory of Planned Behavior," "Muslim
Tourist Behavior," "Halal Tourism Destinations," and other relevant keyword
combinations. The objective of this search is to identify articles that are most
relevant to the research topic and meet the predetermined inclusion criteria.

Study Screening
The studies were screened based on predetermined inclusion and exclusion
criteria. The studies were included if they met the following criteria: they were
published between 2015 and 2024; or they directly examined the application of
the Theory of Planned Behavior in the context of halal tourism (Ali et al., 2017;
Yusof et al., 2021). Articles that solely examined halal tourism without
establishing a connection to the Theory of Planned Behavior or that did not
prioritize Muslim tourists were excluded from this review. The inclusion and
exclusion criteria were employed to direct the selection of articles that aligned
with the study's focus. The inclusion criteria for the selected studies were as
follows:
a. Recent Publications: Studies published between 2015 to 2024 to ensure that
the information used is current and relevant to the latest developments in
the field of halal tourism and the theory of planned behavior
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b. Articles Analyzing Theory of Planned Behavior: Studies that discuss the
theory of planned behavior and its application to the behavior of Muslim
tourists, especially in the context of the choice of halal tourist destinations

c. Relevance to Halal Tourism Destinations: Articles that discuss how halal
tourist destinations influence Muslim tourist behavior based on the
Theory of Planned Behavior factors

In contrast, the exclusion criteria include studies that meet the following
criteria:

a. Non-empirical Studies: Articles that are only theoretical without relevant
empirical data.

b. Focus on Non-Muslim Tourism: Articles that examine the behavior of non-
Muslim tourists or that are not relevant to halal tourism.

c. Out-of-Range Research: Studies published before 2015 or after 2024 were
excluded from this review.

Evaluation of Study Quality

Once relevant studies have been identified, a quality evaluation is
conducted following clearly defined methodological criteria, including the
validity of the research instruments, the study design, and the limitations of the
study. The quality of research is a key determinant of the accuracy and reliability
of its findings. In this review, preference was given to articles that employed
robust designs and valid data.

Synthesizing Findings

The findings from the selected studies were synthesized and analyzed to
identify patterns and emerging conclusions related to the application of the
Theory of Planned Behavior in understanding Muslim tourists' behavior in halal
tourism destinations. The synthesis process is designed to facilitate a more
profound comprehension of how the Theory of Planned Behavior can be
operationalized in this context and to discern the factors that shape Muslim
tourist behavior. Furthermore, the synthesis identifies recurring themes related
to attitude factors, subjective norms, and perceived behavioral control.

Data Analysis and Discussion

A synthesis of selected study results will be conducted for the purpose of
comparing and confirming existing findings. The discussion will result in the
identification of gaps in the existing literature and suggestions for further
research that can deepen understanding in the context of halal tourism. Future
research must incorporate new variables, such as technological factors and social
media, which are now exerting a significant influence on Muslim travelers'
decisions regarding the selection of halal destinations (Bianchi et al., 2018; Ali et
al., 2017).

Literature Search Process

The literature search was conducted using several major databases to
ensure that the articles included were drawn from reliable sources and accessible
to academic readers. The search was conducted on platforms such as Google
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Scholar, Scopus, and JSTOR. The following keywords were used in the search:
"Theory of Planned Behavior," "Muslim Tourist Behavior," "Halal Tourism,"
"Behavioral Intentions in Muslim Tourism," and combinations of these
keywords. The objective of the search was to identify articles that were most

relevant to the research topic and met the predefined inclusion criteria (Yusof et
al., 2021).

Study Quality Evaluation

The evaluation of study quality was conducted based on several key factors,
including the validity of the research design, the methodology employed, and
the relevance and contribution of the article in question to the existing literature.
The evaluation of study quality was conducted using several tools, including:

a. The Systematic Study Quality Assessment Tool. This tool is designed to
assess the quality of the study methodology, including the accuracy of data
collection, data processing, and analysis employed in the article.

b. Quality Rating Scale: The studies included in this review were evaluated
based on the methodology employed, with greater weight accorded to
articles utilizing more robust research methods (e.g., experiments, large-scale
surveys, and advanced statistical analyses).

Articles that fail to meet the minimum quality standards, either in terms of design
or reporting of findings, will be excluded from this review.

Synthesis of Findings
Upon completion of the evaluation and selection of studies, the relevant

findings will be synthesized and analyzed following the primary factors of the
theory of planned behavior: attitude, subjective norm, and perceived behavioral
control. The synthesis process has three main objectives:

a. To identify the influence of the theory of planned behavior factors

b. To compare study findings

c. To suggest areas of further research
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Figure 1. Article selection process with the PRISMA method

RESEARCH RESULT
Research on Halal Tourism

Halal tourism, as a fast-growing tourism sector, has increasingly attracted
the attention of researchers in recent years (Moshin et al, 2020). Halal tourism not
only covers the aspect of Shariah-compliant facilities and services but also
emphasizes spiritual and religious experiences for Muslim tourists (Suki, 2020;
Samori & Ahmed, 2020). Research on halal tourism involves various
perspectives, ranging from tourist behavior, and government policies, to social
and cultural influences in various countries (Bramwell & Lane, 2015; Sthasonpit
et al., 2024). In this article, we will discuss the research on halal tourism in several
countries as well as the factors that influence the development of this sector.

Halal Tourism in Malaysia and Indonesia

Malaysia and Indonesia are the two countries with the largest Muslim
populations in the world, and as a result, they have become the focal point of
research on halal tourism. Several studies have demonstrated that these two
countries have become significant destinations for Muslim tourists, both from
within the country and from abroad, particularly from the Middle East.

The research conducted by Salleh et al. (2022) underscores the crucial role
of government policies in fostering the growth of the halal tourism sector in
Malaysia. The country has implemented a series of initiatives to cater to the needs
of Muslim tourists, including the construction of halal hotels, restaurants serving
halal food, and easily accessible places of worship. Furthermore, Malaysia has
introduced halal labelling for tourism products, aiming to enhance convenience
and trust among Muslim tourists (Salleh et al., 2022). The research by Musa &
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Hamid (2021) underscores Malaysia's significant potential to emerge as a global
halal tourism hub, largely due to its conducive infrastructure and policies.

In contrast, Nasution et al. (2021) illustrate in their research on halal tourism
in Indonesia that, despite the country's abundance of natural resources and
culturally vibrant landscape, the advancement of the halal tourism sector is
hindered by several significant obstacles. One of the most significant challenges
is the inadequacy of halal facilities in certain tourist destinations, which
negatively impacts the comfort of Muslim tourists. Nevertheless, it is noteworthy
that some major cities in Indonesia, such as Jakarta and Yogyakarta, have begun
to offer more comprehensive halal facilities, including halal restaurants and
sharia-compliant hotels. The research in these two countries demonstrates that
while the halal tourism sector is experiencing rapid growth, the success of this
sector is contingent upon collaboration between the government, industry, and
communities to provide facilities that align with the needs of Muslim travellers.

Halal Tourism in the Middle East

As the region with the largest concentration of Muslim travellers, the
Middle East plays an essential role in the evolution of halal tourism. The
countries of Saudi Arabia, the United Arab Emirates, and Qatar have been the
primary focus of research in this sector. In their research on Muslim tourists
visiting the United Arab Emirates (UAE), Ali et al. (2021) identified several key
factors influencing the decision-making process of Muslim tourists when
selecting a destination. Such factors include proximity to places of worship, the
presence of establishments offering halal cuisine, and the availability of suitable
facilities for worship. Furthermore, Ali et al. (2021) emphasizes that the UAE,
particularly Dubai, has become a notable exemplar in the integration of halal
tourism with global tourism attractions.

Furthermore, Rahman and Mohamed (2023) have demonstrated that
despite the considerable spiritual appeal of Saudi Arabia, manifested in the
presence of two holy cities, Makkah and Madinah, the halal tourism sector in this
country continues to confront significant challenges. One of the primary
challenges is the reliance on Hajj and Umrah, which results in fluctuations in
tourism demand. The authors posit that to expand the halal tourism sector in
Saudi Arabia, it is necessary to diversify the tourism products available, moving
beyond worship activities to encompass other tourism experiences that align
with Sharia standards.

However, countries like Qatar, which are increasingly emerging as
international tourism destinations, have invested considerable resources in the
development of halal facilities and tourist destinations that are accommodating
to Muslim travellers. Al-Malki et al. (2020) asserted that Qatar has considerable
potential for the development of halal tourism, citing the country's supportive
government policies and the availability of adequate infrastructure, including
halal hotels and shopping centres offering halal products.
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Halal Tourism in Europe

A review of the literature on halal tourism in Europe reveals that, while
demand for halal tourism is on the rise, the availability of facilities remains
constrained in comparison to countries with larger Muslim populations. In their
research on halal tourism in Europe, particularly in countries such as the UK,
France, and Germany, Rahman, and Mohamed (2023) observed that, despite the
considerable interest from Muslim tourists, the European tourism industry is not
adequately prepared to meet the demand.

It was observed that a considerable number of destinations in Europe are
still lacking in facilities that cater to the needs of Muslim tourists, including
establishments serving halal cuisine, sharia-compliant hotels, and places of
worship that are easily accessible. Nevertheless, the study also observed that
some major cities, including London and Paris, are beginning to offer halal
tourism products, such as halal tours and religious tours that emphasize Islamic
values. This demonstrates the European tourism industry's recognition of the
potential of the Muslim tourist market.
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Figure 2. Distribution of Countries and Number of Research on Halal
Tourism 2015-2024

Muslim Tourist Behavior in the Context of the Theory of Planned Behavior

The Theory of Planned Behavior (IPB) is a key concept in halal tourism
research, offering insights into the decision-making processes of Muslim tourists
when selecting a destination. In a study conducted by Hassan et al. (2021), the
Theory of Planned Behavior was applied to the context of halal tourism. The
findings indicated that attitudes towards halal tourism behavior, subjective
norms, and perceived behavioral control significantly influence Muslim tourists'
decision to choose a destination. The researchers recommended that tourist
destinations should understand the cultural and religious values that are
important to Muslim tourists to provide experiences that are more relevant and
in line with their expectations.
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The Attitude Toward Halal Tourism Destinations

The Theory of Planned Behavior identifies attitude toward halal tourist
destinations as a significant determinant of behavior. The results of several
selected studies indicate that Muslim tourists' attitudes towards halal tourist
destinations are significantly influenced by their perceptions of the available
facilities, including the presence of mosques, halal food, and places of worship
following Islamic teachings (Ali et al., 2017; Bianchi et al., 2018). The study by
Mansouri & Ali (2019) indicates that Muslim tourists are more likely to select
destinations that provide facilities that facilitate their ability to worship, such as
the availability of easily accessible mosques and halal restaurants. Ali et al. (2017)
discovered that the aspect of environmental compatibility with Islamic values
can enhance the positive sentiment of Muslim tourists toward these tourist
destinations. Furthermore, this favorable attitude can stimulate tourists'
intention to return and revisit.

Subjective Norms in the Selection of Halal Tourism Destinations

Subjective norms are defined as the influence of social groups and
communities on tourist behavior. The study by Sonmez et al. (2021) demonstrates
that social norms exert a significant influence on the decisions of Muslim
travelers in selecting halal destinations. For instance, if an individual observes
that their family or friends have selected halal travel destinations, they are more
likely to follow that choice, both for religious and social reasons. These subjective
norms rely heavily on communication and social influence within the Muslim

community, which often has a shared view of values following Islamic teachings
(Yusof et al., 2021).

Perceived Behavioral Control and Constraints in Halal Destination Selection

Perceived behavioral control refers to the extent to which individuals feel
they can control their decisions based on various external factors such as cost,
accessibility, and facilities. As demonstrated by Bianchi et al. (2018), perceived
behavioral control exerts a significant influence on the decisions of Muslim
tourists in selecting halal tourist destinations. Those who encounter difficulties
in accessing halal food or places of worship in specific destinations tend to
eschew such destinations, despite the presence of other supportive factors.
Additionally, financial considerations and the availability of accommodations
that are compatible with Islamic practices exert an influence on this perceived
behavioral control. In some studies, travelers have indicated that despite their
desire to visit halal destinations, budgetary constraints frequently impede their
decision-making process (Yusuf & Adebayo, 2021).

Factors Influencing Muslim Tourist Behavior

The influence of various factors on the behavior of Muslim tourists is a
crucial aspect to be considered in the context of developing halal tourism. In their
research, Al Kautsar et al. (2022) demonstrated that, when selecting halal
destinations, Muslim tourists consider not only religious factors but also factors
related to comfort, safety, and tourist experiences that can enhance their spiritual
lives. Additionally, research conducted by Battour et al. (2022) indicated that the
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preferences of Muslim travellers are significantly shaped by reviews from fellow
Muslims, recommendations from their communities, and the influence of social
media. The analysis additionally identified several factors that influence the
behavior of Muslim travellers in selecting halal destinations. These factors can be
classified into four principal categories: religious, social, economic, and cultural.
Religious Factors

One of the primary factors influencing the behavior of Muslim tourists is
the necessity to maintain their religious faith and devotion. Some studies, such
as Rahman & Mohamed (2023), indicate that Muslim tourists are more likely to
select destinations that not only meet their physical needs but also support their
spiritual needs, including the availability of mosques, prayer spaces, and
ablution facilities. As evidenced by research conducted by Ibrahim et al. (2020),
the presence of adequate religious facilities, such as mosques and places of
prayer, is a significant factor influencing the decision-making process of Muslim
tourists when selecting a tourist destination.

The study by Hammad & Bin Khalid (2021) also revealed that the
availability of religious facilities, such as mosques and ablution rooms, has a
significant impact on the satisfaction of Muslim travelers and the success of halal
destinations in attracting more Muslim visitors. Conversely, some studies
indicate that while religious facilities are a significant factor for some Muslim
tourists, they are not a primary consideration for all. The study by Aji et al. (2022)
demonstrated that comfort factors and a more universal tourist experience are
the primary considerations for the majority of Muslim tourists, even more
important than specific religious facilities. Furthermore, research by Zailani et al.
(2020) indicated that while halal destinations that provide worship facilities are
a significant advantage, factors such as the diversity of tourism activities and the
quality of accommodation remain the primary considerations for Muslim
travellers in their decision-making process.

Social and Family Factors

The study by Hassan et al. (2021) revealed that social norms play a
significant role in the decision-making processes of Muslim travellers. Muslim
travellers frequently utilize recommendations from family members and friends
when selecting a destination that adheres to halal principles. This illustrates the
significance of social factors in shaping Muslim tourist behavior. This finding is
corroborated by research conducted by Kadir & Mohamed (2021), which
demonstrates that social media, family, and friends' recommendations exert a
considerable influence on the decision-making processes of Muslim travellers
when selecting a halal destination. The study by Al-Debei et al. (2020) similarly
underscored the pivotal role of social factors in shaping Muslim traveler
behavior. The researchers discovered that interpersonal communication and the
influence of social groups play a significant role in determining the travel
destination preferences of Muslim tourists.

Nevertheless, research conducted by Omar and Idris (2022) indicated that
while the influence of family and friends may be a contributing factor, individual
factors, such as personal preferences and previous experiences, are also of
significant importance in the decision-making processes of Muslim travelers. In
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certain instances, travellers may opt to explore destinations that are not
necessarily endorsed by their immediate circles. A study by Haji and Nasir (2021)
also indicated that the degree of social influence may vary depending on the level
of religious involvement of the individual in question. Those who identify as
secular tend to be less influenced by social norms and place a greater emphasis
on personal comfort and satisfaction factors.

Economic Factors

The financial aspects of a destination also play a role in the decision-making
process of Muslim travellers when choosing a halal destination. A study by Ali
et al. (2021) revealed that while Muslim tourists express a desire to visit halal
destinations, the costs associated with travel and accommodation can present a
significant barrier. Consequently, halal destinations that provide cost-effective
travel packages with sufficient halal facilities tend to be more appealing. As
demonstrated by Widjaja and Rahman (2020), competitive pricing and the
availability of affordable tour packages are of significant importance to Muslim
tourists who are seeking to visit halal destinations. The researchers discovered
that the expenditure allocated to travel and accommodation represents a
significant factor in the selection of a tourist destination.

The study by Hamid & Shafie (2022) lends support to this viewpoint by
demonstrating that lower prices and more affordable packages are becoming
increasingly attractive to Muslim travellers, particularly those with limited
financial resources. Nevertheless, the study by Siti et al. (2021) underscored that
while price remains a pivotal factor, a considerable proportion of Muslim tourists
exhibit a proclivity for premium halal experiences and amenities, even at
elevated price points. This indicates that the aspiration to have an optimal travel
experience may outweigh mere price considerations. Additionally, research by
Al-Mutairi and Al-Rashed (2020) indicates that Muslim travellers tend to prefer
destinations that offer superior quality and service, even if it entails a higher
price. The argument is made that a significant proportion of Muslim travellers
are not particularly price-sensitive, particularly concerning the quality of
spiritual and religious experiences they anticipate.

Cultural Factors and Destination Openness

Cultural factors and perceptions of destination openness to Muslim
travellers also impact their decision-making processes. Despite the growing
demand for halal tourism, research conducted in Europe by Rahman and
Mohamed (2023) indicates that some destinations remain inadequately equipped
to meet the needs of Muslim tourists. This consequently affects the perceptions
of the destination held by Muslim tourists. Battour et al. (2021) discovered that
tourist destinations that offer facilities and services following Islamic values tend
to be more readily accepted by Muslim tourists. This study corroborates the
significance of comprehending the cultural and religious requirements of
Muslim tourists to optimize their experience at the destination. The findings of
this study indicate that destinations that are open to Islamic culture, such as
providing prayer spaces and halal food, receive higher ratings from Muslim
tourists. Ibrahim and Yusof (2022) similarly discovered that a local culture that
endorses and respects Muslim travellers’ religious beliefs significantly impacts
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their decision to visit a specific destination. Countries with a larger Muslim
population or destinations that accommodate such needs, such as offering halal
facilities, are perceived as more desirable by Muslim travellers.

The findings of this research demonstrate that, while economic and social
factors are also significant, cultural factors and perceptions of destination
openness remain a crucial element in the decision-making process of Muslim
travellers. Ali et al. (2021) posited that while a destination's cultural openness to
Muslim travellers can enhance their comfort, it is not invariably the primary
determinant. In certain instances, Muslim travellers continue to select
destinations based on other significant considerations, including service quality,
accessibility, and competitive pricing. The findings of this research indicate that
local culture is not a significant impediment when other factors are more
conducive to tourist satisfaction. Zailani et al. (2020) additionally observed that
while some destinations have not yet fully addressed the needs of Muslim
travellers, other factors such as ease of access and service quality often play a
more significant role in their decision-making process. This research posits that
the perception of cultural openness is not the sole determinant of Muslim
travelers' decisions. Destinations with limited cultural openness can still attract
Muslim travellers if they provide adequate services.

DISCUSSION

The findings of this research demonstrate that, while economic and social
factors are also significant, cultural factors and perceptions of destination
openness remain a crucial element in the decision-making process of Muslim
travellers. Ali et al. (2021) posited that while a destination's cultural openness to
Muslim travellers can enhance their comfort, it is not invariably the primary
determinant. In certain instances, Muslim travellers continue to select
destinations based on other significant considerations, including service quality,
accessibility, and competitive pricing. The findings of this research indicate that
local culture is not a significant impediment when other factors are more
conducive to tourist satisfaction. Zailani et al. (2020) additionally observed that
while some destinations have not yet fully addressed the needs of Muslim
travellers, other factors such as ease of access and service quality often play a
more significant role in their decision-making process. This research posits that
the perception of cultural openness is not the sole determinant of Muslim
travellers’ decisions. Destinations with limited cultural openness can still attract
Muslim travellers if they provide adequate services.

CONCLUSIONS AND RECOMMENDATIONS

This research examines the behavior of Muslim tourists in choosing halal
tourist destinations using the Theory of Planned Behavior as a theoretical
framework. The synthesis of various articles analysed using the PRISMA
approach yielded several main conclusions. Firstly, the positive attitude of
Muslim tourists towards halal tourist destinations is significantly influenced by
the availability of easily accessible worship facilities and quality-assured halal
food. Muslim tourists are more likely to select destinations that facilitate worship
and provide convenient access to halal food. The availability of comfortable and
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affordable worship facilities is a primary determinant of a positive attitude
toward halal destinations.

Secondly, the concept of subjective norms, which pertains to the role of
family, friends, and the broader community in decision-making processes, is of
considerable importance in determining the choice of a halal tourist destination.
The findings of this study indicate that the decision of Muslim travelers to select
a halal destination is frequently influenced by recommendations from
individuals with whom they have close ties, including family members, friends,
and members of the local Muslim community. Consequently, halal tourist
destinations must take this social influence into account to attract Muslim
tourists. Thirdly, perceived behavioral control encompasses factors such as travel
costs, the accessibility of halal facilities, and the ease with which worship can be
conducted during travel. The available evidence indicates that Muslim tourists
are more likely to select destinations that offer affordable costs and convenient
access to halal facilities. The presence of cost constraints and difficult accessibility
will serve to reduce the likelihood of tourists choosing these destinations. Fourth,
the decisions of Muslim tourists in selecting halal tourist destinations are
significantly influenced by the interplay between their attitudes toward halal
facilities, the social norms that prevail in the community, and the obstacles they
perceive in accessing these destinations. Consequently, those responsible for the
management of halal tourist destinations must consider these three factors
concurrently to enhance the appeal of their offerings to Muslim tourists.

In terms of practical implications for halal tourism destination managers,
the first point to note is the necessity for improvements to be made to worship
facilities. It is incumbent upon destination managers to ensure that worship
facilities, including mosques and prayer rooms, are readily accessible and in a
state of good repair. Such measures are likely to engender a more favorable
attitude among Muslim tourists towards the destination. Secondly, the provision
of halal food is an important factor in attracting Muslim tourists, as guaranteed
and easily accessible halal food is a significant consideration for this
demographic. The presence of clearly identifiable and easily accessible halal
restaurants will enhance the comfort of Muslim tourists when visiting. Thirdly,
a community-oriented approach, whereby relationships are built with local
Muslim communities, can enhance the credibility of halal destinations. This is
because subjective norms derived from the community exert a considerable
influence on tourists' decisions. Fourth, it is incumbent upon destination
managers to consider the affordability of halal facilities, intending to make them
accessible to a greater number of Muslim tourists.

ADVANCED RESEARCH

In light of these findings, several areas demand further investigation. Chief
among these is the impact of technology and digital marketing. Additional
research is required to shed light on the part played by technology, especially
social media and digital marketing, in shaping the perceptions and attitudes of
Muslim travellers toward halal destinations. Secondly, a more comprehensive
examination of cultural and social factors is required. While this study has
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identified the impact of social norms, further research is necessary to gain insight
into how cultural differences within the Muslim community influence travellers
decisions.
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