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Abstract:

Along with the increase in tourist destinations, hotels also increase, ranging from cheap to expensive ones. The promotion of
the hotel was well done. However, the low quality of service resulted in the hotel losing guests. Excellence in the hospitality
promotion sector is part of the hotel industry's success. For Muslim-majority countries, one of the influential factors in hotel
selection is the Halal brand. This study aims to investigate the effect of Sharia-based hospitality hotels on competitive
advantage and tourists' revisiting interest. This study uses the method of the Structural Equation Model (SEM). There were
140 respondents consisting of guests, staff, and managers of Shariah hotels in West Java, Indonesia. The sampling
technique used in this research was purposive sampling. Hypothetical testing results showed that Shariah-based hospitality
hotels significantly affect competitive advantage and tourists' revisiting interest. The competitive advantage significantly
affects tourists' revisiting interests. Shariah-based hotel hospitality's creativity and innovation create superior competitiveness
and foster interest in staying again. Shariah hotel marketing is not just advertising in digital media but also paying attention to
customer feedback.

Keywords: hospitality; shariah; competitive advantage; tourists’ revisiting.
JEL Classification: L10; L83; Z12; Z31; M31.
Introduction

Busy human activities such as work, education, and others encourage travel and tourism (Lagatama and Putra
2020). Travel and tourism are an inseparable part of human life (Gudkov 2021). Travel and tourism media relieve
stress every day, but it can be the other way around, adding to stress (Zhu et al. 2020). It is due to several
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factors, such as uncomfortable hotel services, tourist destinations that do not meet expectations, and high costs
(Li et al. 2011; Dwyer et al. 2009). Especially for Muslim tourists and travelers, the Halal brand is a significant
concern (Said et al. 2022). Halal hotels are also one of the main requirements for choosing travel and tourism
(Battour, Ismail, and Battor 2011).

The human need for travel and tourism has resulted in increasing tourist areas with nuances of local,
national, and international wisdom (Chambers 2009). Along with the increase in tourist destinations, hotels also
increase, ranging from cheap to expensive ones (Antara and Sumarniasih 2017). Hotels operating in a
competitive environment target many visitors from local, national, and international markets with many specialties
(Dimitrios et al. 2020). Travel and tourism can be media to relieve stress daily, but if the quality of service is low,
especially in hospitality hotels, on the contrary, it will increase stress (Zhu et al. 2020). Therefore, improving hotel
hospitality management is very important to support the success of hotel services and tourist comfort (Ali ef al.
2021).

The hotel industry is a factor that supports the improvement of a country's economy (Fahimi ef al. 2018;
Chambers 2009; Sutono 2019). In addition, the hotel industry contributes to strengthening and promoting a
country's tourism (Ramadan et al. 2022). The hotel industry's success in facing competition must support an
effective service chain (Tiawon and Supartha 2021). These service chains include reception, entertainment
facilities, hotel freedom, and comfort (Benitez, Martin, and Roméan 2007).

In the era of advances in digital technology, room reservation service systems, and payments using
internet media (Xiang, Magnini, and Fesenmaier 2015). The management of digital promotions and services like
this must be directly proportional to the quality of hotel hospitality. Hotel guests are not satisfied because of good
hotel promotions but do not follow the services and facilities received when staying at the hotel. The quality of
hotels in developed countries does not doubt the quality of hotel service management, but it is still a problem for
developing countries that must be resolved.

Improving hotel service management is not easy, especially for hotels located in countries with
multicultural populations. The community's diversity encourages hotel management to provide services with
socio-religious attention. For Muslim-majority countries, one of the influencing factors in hotel selection is the
Halal brand (Rachmiatie et al. 2022; Rahman et al. 2019).

Marketing performance determines the success of a business (Dhameria et al. 2021; Setini et al. 2021).
Indonesia is a country that has many religious tourism destinations and religious hotels. Therefore, hotel
promotion related to the application of shariah principles is recommended for the development of Indonesian
tourism (Wahyudin et al. 2021). Until now, Indonesia continues to develop the Halal hotel brand, from food and
drinks to hospitality.

Hotel managers need to pay attention to hospitality to achieve a competitive advantage (Cohen and Olsen
2013). Excellence in the hospitality sector is part of the hotel industry's success (Okoroh, Jones, and llozor 2002).
Therefore, the sustainability of hotels with the Halal label needs to be supported by solid Shariah hospitality. The
competitiveness of Halal hotels is extraordinary, and if Shariah hospitality is weak, the hotel will be unable to
compete with other hotels.

One indicator of a hotel's success is the number of guests who return to stay. Good promotions but low
service quality caused stressed guests not to return (Zhu et al. 2020). Good hotel services make guests satisfied
and come back. Efforts to attract tourists to visit again are the responsibility of all elements of hotel organizers.
Not just a promotion, but must be supported by services when guests stay at the hotel (Kimpakorn and Tocquer
2010).

Based on the description above, the increasing demand for tourism has led to an increase in the hotel
industry. For Muslim-majority countries, Shariah or halal brands are one of the strengths in improving marketing
performance. The research gap is to look at the other side of sharia-based hotels, namely from the side of Halal
hospitality and its influence on competitive advantage and tourists' revisiting interest.

1. Literature Review
1.1 Shariah-Based Hospitality Hotels

The company's brand positively affects performance (Suartina et al. 2022; Kwarteng, Dadzie, and Famiyeh 2016).
The phenomenon of hotels and tourism that provide sharia brands is overgrowing (Adinugraha et al. 2021).
Wahyudin et al. (2021) said the application of sharia principles and halal brands was recommended in Muslim-
majority countries. For example, in Malaysia, the concept of hospitality hotels that is developing is a financial
system, operation, facilities, and hotel design according to Sharia rules (Kamri et al. 2018). In Egypt, the
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qualification of a halal certificate for every aspect of hospitality hotels significantly influences the hospitality
industry (Junaidi 2020).

According to Djunaid (2018), Indonesia applies several aspects of sharia in sharia-based hospitality
hotels, including 1) Aspects of guest reception. Do not allow guests who are not husband and wife to stay in one
room. 2) Aspects of service standards. Hotel employees wear uniforms following Islamic teachings, are friendly,
smiling, and greet "Assalamu'alaukum." 3) Aspects of bedroom facilities. There is a separate floor between
unmarried male and female rooms and guests with families. 4) Food-beverage aspects. The hotel only provides
food and drinks with Halal labels. 5) Aspects of worship facilities. There is a prayer room or mosque in the hotel
area and worship facilities such as prayer mats, Mukena (women's prayer clothes), and the Qur'an in each room.
6) Aspects of toilet facilities with sufficient and clean water. 7) Aspects of fitness facilities, massage/Spa which
are separated between men and women. 8) Aspects of worship alarm facilities as a reminder of prayer times.

1.2 Competitive Advantage

The two main points for a sustainable business to have a competitive advantage are reputation and innovation
(Rodriguez, Ricart and Sanchez 2002; Dhameria et al. 2021). A company strives to innovate through competitive
advantage, excel in specific skills, and excel in resources. A hotel has a competitive advantage when it can
maintain a hotel advantage that has exceeded the average profit. Maintaining a competitive advantage is one of
the business strategy goals (Anning-Dorson 2018).

The competitive advantage of a business can be monitored through non-price and price strategies (Nair
2019; Enke, Geigenmiller, and Leischnig 2022). In the hospitality industry, one of the essential factors that
influence the sustainability of competitive advantage is hospitality (Casado Salguero et al. 2019; Dang and Wang
2022). Hospitality awareness to compete in the hotel market motivates to earn more profits (Hossain, Kannan,
and Raman Nair 2021). According to Kuncoro & Suriani (2018), the competitive advantage strategy can be
calculated from product uniqueness innovation, product quality, and price competition. Therefore, the competitive
advantage strategy of shariah-based hotels can be calculated through halal product uniqueness, halal product
quality, and competitive halal price.

1.3 Tourists’ Revisiting Interest

Customer interest in returning to hotels is one aspect that is the center of attention in the tourism industry (Park et
al. 2020; Ullah et al. 2022). Interest in returning to the hotel is influenced by several factors, namely the location
of the hotel, price (Wangchan and Worapishet 2019), facilities, and services. According to Tian-Cole, Crompton,
and Willson (2002), the quality of service has proven to be one factor that raises someone's interest in making
return visits.

Customer satisfaction, brand image, and service affect customers to revisit the hotel (Karim and Rabiul
2022; Waluyo 2020; Alshiha 2022). It is a special concern for Muslim hotel guests who have a halal brand to visit
again (Jeaheng, Al-Ansi, and Han 2020). Good hotel management can attract repeat customers (Lockwood and
Pyun 2019). It is comparable to the hotel's profits to be obtained.

2. Methodology

This study uses the method of the Structural Equation Model (SEM). Data processing using AMOS software.
According to Bentler (2010), this method can estimate the relationship between observed and latent variables.
Therefore, SEM aims to analyze the relationship between each aspect of sharia-based hospitality hotels,
competitive advantage, and tourists' revisiting interest. In addition, to strengthen the results of the study the
researcher conducted interviews.

Based on the maximum likelihood estimation theory, the number of respondents is at least 100 to 200
respondents according to the number of instrument indicators (Ghozali 2008). The number of samples of this
study based on 14 indicators of sharia-based hospitality hotels, competitive advantage, and tourists' revisiting
interest is 140 respondents.

Sample = Number of indicators x 10 = 14 x 10 = 140

Respondents were guests, staff, and hotel managers from 10 sharia hotels in West Java, Indonesia. The
selection of respondents was based on criteria, 1) more than one guest staying at a sharia hotel; 2) staff who had
become permanent. The technique sampling used in this research was purposive sampling.

The instrument uses a questionnaire. Teknik converted the questionnaire results to quantitative data using
a Likert Scale technique for each answer. The score for each answer to the indicators of sharia-based hospitality
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hotels, competitive advantage, and tourists' revisiting interest is 1 - 5. The following table 1 shows the variable
indicators in this study which were adopted from Djunaid (2018), Kuncoro & Suriani (2018), and Jeaheng et al.
(2020).

Table 1. Instrument Indicators

X1 Shariah-based reception

X2 Shariah-based service standards

X3 Shariah-based bedroom facilities

, o X4 Halal food
Sharia-Based Hospitality Hotels X5 Worship facilities
X6 Shariah-based toilet facilities

X7 Shariah-based fitness facility

X8 Worship alarm facility

X9 Product Halal uniqueness

Competitive Advantage: X10 Halal quality product
X11 Competitive Halal price

X12 The halal brand makes revisiting intention

Tourists’ Revisiting Interest X13 Service-based shariah makes revisiting intention
X14 Facility-based shariah makes revisiting intention

Source: Djunaid (2018), Kuncoro & Suriani (2018), dan Jeaheng et al. (2020).

Hypotheses

H1: The sharia-based hospitality hotels have a significant effect on competitive advantage.

H2: The sharia-based hospitality hotels have a significant effect on tourists' revisiting interest.

H3: The competitive advantage significantly affects tourists' revisiting interest.

Figure 1 below shows the proposed hypothesis model based on SEM characteristics visualized using
AMOS software.

Figure 1. Hypothesis Visualization
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2. Result and Discussion
3.1 Result of Normality

According to Ghozali (2008) normally distributed data is data that has a c.r. (critical ratio) kurtosis and skewness
value in the range of -2.58 to 2.58. Table 2 shows the value of c.r. in this research.

Table 2. Result of Normality

Variables I kurtosis :
X14 -0.397 -1.916 -0.582 -1.405
X13 -0.411 -1.983 -0.707 -1.707
X12 -0.331 -1.600 -0.488 -1.179
X11 -0.241 -1.166 -0.827 -1.996
X10 -0.310 -1.495 -0.636 -1.535
X9 -0.112 -0.539 -0.698 -1.685
X8 -0.453 -2.190 -0.487 1177
X7 -0.402 -1.942 -0.732 -1.767
X6 -0.344 -1.661 -0.587 -1.417
X5 -0.280 -1.354 -0.514 -1.242
X4 -0.309 -1.494 -0.418 -1.011
X3 -0.514 -2.485 -0.408 -0.986
X2 -0.428 -2.068 -0.336 -0.812
X1 -0.485 -2.345 -0.234 -0.565

Table 2 shows all c.r. values according to the normal distribution of data criteria. Therefore, 14 indicators of
sharia-based hospitality hotels, competitive advantage, and tourists' revisiting interest deserve SEM analysis.

3.2 Result of Normality

If the Loading Factor value is more significant than 0.5, the indicator variable is called valid. Table 3 below is the
loading factor value based on Standardized Regression Weights for each indicator of sharia-based hospitality
hotels, competitive advantage, and tourists' revisiting interests.

Table 3. Loading Factor

X1 < Shariah_Based_Hospitality_Hotels 0.635
X2 < Shariah_Based_Hospitality_Hotels 0.686
X3 < Shariah_Based_Hospitality_Hotels 0.624
X4 < Shariah_Based_Hospitality_Hotels 0.520
X5 < Shariah_Based_Hospitality_Hotels 0.686
X6 < Shariah_Based_Hospitality_Hotels 0.534
X7 < Shariah_Based_Hospitality_Hotels 0.603
X8 < Shariah_Based_Hospitality_Hotels 0.656
X9 < Competitive_Advantage 0.668
X100 <--- Competitive_Advantage 0.584
X1 < Competitive_Advantage 0.691
X112 < Tourists’_Revisiting_Interest 0.628
X138 <-- Tourists’_Revisiting_Interest 0.644
X14  <--- Tourists’_Revisiting_Interest 0.668

Table 3 shows the estimated loading factor value of more than 0.5. It means that indicators X1 to X14 are
valid. The 14 indicators of sharia-based hospitality hotels, competitive advantage, and tourists' revisiting interest
are eligible for SEM analysis.
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3.3 Result of Hypotheses Test

Based on AMOS output obtained: Chi-square = 63,703 (small); Probability = 0.795 (greater than 0.05); GFI =
0.940 (greater than 0.9); AGFI = 0.916 (greater than 0.9); RMSEA = 0.000 (smaller than 0.08); RMR = 0.035 (less
than 0.05); NCP = 0.000 (little). This shows that all of these values meet the criteria of Good of Fit, meaning that it
is feasible to continue the analysis to test the hypothesis.

Table 4. Hypothesis Test

CR | P H  Support
Competitive_Advantage <--  Sharia_Based_Hospitality_Hotels 2172 | 0.030 1 Yes
Tourists’_Revisiting_Interest ~ <--  Sharia_Based_Hospitality_Hotels 2.326 | 0.020 2 Yes
Tourists’_Revisiting_Interest < Competitive_Advantage 2187 | 0.029 3 Yes

Based on the AMOS output, the hypothesis testing criteria uses a significant level of 5%. Table 4 shows
that H1 is accepted, indicated by the CR value of 2.172 and P 0.030 < 0.05. It means that sharia-based hospitality
hotels have a significant effect on competitive advantage. H2 is accepted, indicated by the value of CR 2.326 and
P 0.020 < 0.05. It means that sharia-based hospitality hotels significantly affect tourists' revisiting interests. H3 is
accepted, indicated by the value of CR 2.187 and P 0.029 < 0.05. It means that competitive advantage
significantly affects tourists' revisiting interests.

3.4 The Influence of Hospitality Shariah on Competitive Advantage

Two factors, namely non-price and price, contribute to competitive advantage (Nair 2019). This study indicates
that these indicators are sharia hospitality hotels and significantly affect the competitive advantage. The
uniqueness of shariah-based services and shariah-based facilities is strength in competing with conventional
hotels. The price advantage is not much different from other hotels but provides more sharia-based services. It is
in line with Kuncoro & Suriani (2018) who said that product uniqueness is one of the competitive advantage
strategies.

Room and fitness facilities are made separately between female and male guests who are not Mukhrim
(no marriage and family relationship). Shariah-based facilities and services are the driving force in the hotel
business competition, as the advantages of hotels that have halal products uniqueness. Not only uniqueness,
shariah-based facilities, and services must be maintained and improved in quality. The added value of sharia
hotels is to provide unique services at affordable prices to compete well.

An M1 manager from one of the sharia hotels provided the following information: “As a hotel manager, |
feel that we get many added values from shariah hospitality. Quality and prices can compete with others. The
promotion of shariah hotels is a hallmark of excellence. There are more sharia hotels, making it a challenge to
innovate.”

Hotel guest G1 said: "I often see prayer directional signs in conventional hotel rooms. However, this
shariah hotel provides an alarm for prayer times. | am always reminded of prayer times. | feel happy.”

Worship alarm facilities (reminders of prayer times) are a form of innovation different from conventional
hotels. Dhameria et al. (2021) and Rodriguez et al. (2002) said that competitive advantage can continue if
innovations follow it.

3.5 The Influence of Hospitality Shariah on Tourists’ Revisiting Interest

This study indicates that the sharia-based hospitality hotels have a significant effect on tourists' revisiting interest.
According to Eid et al. (2021) and Tian-Cole et al. (2002), the quality of hospitality has been proven to generate
guest interest in returning to the hotel. Reinforced by Adirestuty (2019) and Jeaheng et al. (2020) said that Islamic
hospitality has the power to influence interest in revisiting.

The results of this study are also reinforced by the statement of one of the G2 hotel guests: "I have stayed
at this sharia hotel several times. | am happy to receive Islamic services. The hotel staff are friendly and always
say, "Assalamu’alaikum". Price does not matter if you get service like this. | have stayed in conventional hotels.
When taking Wudlu water, | doubted whether the water followed the provisions according to Islam. As a Muslim,
shariah-based toilet facilities are vital. When praying in the room, | can use the toilet facilities to take Wudlu
water."

Someone who will stay at a hotel has different levels of willingness to pay (Nelson et al. 2021). However,
G2's statement provides information that sharia-based services can eliminate objections to room prices. The
reason is that guests feel happy about sharia-based services.
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When Muslim tourists travel and stay at hotels, the first thing they see is halal food and drinks. According
to (Rafiki 2019), food-beverage halal certification builds consumer confidence to visit again. The results of this
study are in line with the statement that halal brand foods and beverages are the cause of guests visiting again.

3.6 The Influence of Competitive Advantage on Tourists’ Revisiting Interest

The results showed that the competitive advantage significantly affected tourists' revisiting interest. This result is
supported by Masly & Wardi (2021), state that a better competitive advantage positively impacts the number of
return visits. According to Kuncoro & Suriani (2018), competitive advantage can be seen in product uniqueness
innovation, product quality, and price competition. Hotels that are unique and have halal quality, namely sharia-
based facilities and services, can increase interest in visiting.

The G3 hotel guest said: “/ feel comfortable with this hotel, apart from the superior advertisements when |
stay, | like the quality of the service. Even though | am not a Muslim, | feel the Islamic nuance in this hotel makes
me curious and want to stay here again”

Service creativity and hotel uniqueness have the power to gain a better Competitive Advantage
(Darvishmotevali, Altinay, and Kdseoglu 2020). Following the statement of hotel guests. G3, although not a
Muslim, the creativity of the service and the uniqueness of the shariah hotel can foster interest in visiting again.

Conclusion

Sharia-based hospitality has a competitive advantage and can attract tourists to visit again. It proves that sharia-
based hospitality has a vital role in the progress of the hospitality and tourism business. For countries with a
Muslim majority population, sharia-based hotels can increase the interest of returning tourists. Sharia hotel
marketing does not only advertise in digital media but also pays attention to customer feedback. Positive
feedback is marked by returning to visit. Sharia-based hospitality creativity and innovation create superior
competitiveness and foster interest in staying again.

References

[1] Adinugraha, H H, et al. 2021. Halal Tourism in Indonesia: An Indonesian Council of Ulama National Sharia
Board Fatwa Perspective. The Journal of Asian Finance, Economics and Business, 8 (3): 665-73.

[2] Adirestuty, F. 2019. Customer Perceived Value in Creating Customer Satisfaction and Revisit Intention in
Sharia  Hotels.  Journal ~ of  Islamic ~ Monetary ~ Economics  and  Finance,  5(2).
DOl:https://doi.org/10.21098/jimf.v5i2.1067

[3] Ali, B. J., et al. 2021. Hotel Service Quality: The Impact of Service Quality on Customer Satisfaction in
Hospitality. International ~ Journal ~of Engineering, Business and Management, 5(3): 14-28.
DOI:https://doi.org/10.22161/ijebm.5.3.2

[4] Alshiha, A. 2022. Assessment of Service Quality of Leisure Center and the Intention to Revisit a Destination.
Journal of Environmental Management & Tourism, 13 (2): 367-78.
DOI:https://doi.org/10.14505/jemt.v13.2(58).07

[5] Anning-Dorson, T. 2018. Innovation and Competitive Advantage Creation. International Marketing Review, 35
(4): 580-600. DOI: https://doi.org/10.1108/IMR-11-2015-0262

[6] Antara, M., and Sumarniasih, M. S. 2017. Role of Tourism in Economy of Bali and Indonesia. Journal of
Tourism and Hospitality Management, 5 (2): 34-44.

[7] Battour, M., Ismail, M.N. and Battor, M. 2011. The Impact of Destination Attributes on Muslim Tourist's
Choice. International Journal of Tourism Research, 13 (6): 527-40. DOI: https://doi.org/10.1002/jtr.824

[8] Benitez, J. M., Martin, J. C. and Roman, C. 2007. Using Fuzzy Number for Measuring Quality of Service in
the Hotel Industry. Tourism Management, 28 (2): 544-55.
DOl:https://doi.org/https://doi.org/10.1016/.tourman.2006.04.018

[9] Bentler, P. M. 2010. “SEM with Simplicity and Accuracy. Journal of Consumer Psychology, 20 (2): 215-20.
DOI: https://doi.org/10.1016/.jcps.2010.03.002

[10] Casado Salguero, G., A Fernandez Gamez, M., Aldeanueva Fernandez, |. and Palomo, D. R. 2019.
Competitive Intelligence and Sustainable Competitive Advantage in the Hotel Industry. Sustainability,
11(6):1579. DOI: https://doi.org/10.3390/su11061597

2140


https://doi.org/10.21098/jimf.v5i2.1067
https://doi.org/10.22161/ijebm.5.3.2
https://doi.org/10.14505/jemt.v13.2(58).07
https://doi.org/10.1108/IMR-11-2015-0262
https://doi.org/10.1002/jtr.824
https://doi.org/https:/doi.org/10.1016/j.tourman.2006.04.018
https://doi.org/10.1016/j.jcps.2010.03.002
https://doi.org/10.3390/su11061597

Journal of Environmental Management and Tourism

[11] Chambers, E. 2009. From Authenticity to Significance: Tourism on the Frontier of Culture and Place. Futures,
41 (6): 353-59. DOI: https://doi.org/https://doi.org/10.1016/].futures.2008.11.003

[12] Cohen, J. F., and Olsen, K. 2013. The Impacts of Complementary Information Technology Resources on the
Service-Profit Chain and Competitive Performance of South African Hospitality Firms. International Journal of
Hospitality Management, 34 (September): 245-54. DOI: https://doi.org/10.1016/}.iihm.2013.04.005

[13] Dang, V. T., and Wang, J. 2022. Building Competitive Advantage for Hospitality Companies: The Roles of
Green Innovation Strategic Orientation and Green Intellectual Capital. International Journal of Hospitality
Management, 102 (April): 103161. DOI: https://doi.org/10.1016/}.ijhm.2022.103161

[14] Darvishmotevali, M., Altinay, L. and Kdseoglu, M.A. 2020. The Link between Environmental Uncertainty,
Organizational Agility, and Organizational Creativity in the Hotel Industry. International Journal of Hospitality
Management, 87 (May): 102499. DOI: https://doi.org/10.1016/}.ijhm.2020.102499

[15] Dhameria, V., Ghozali, |., Hidayat, A. and Aryanto, V.D.W. 2021. Networking Capability, Entrepreneurial
Marketing, Competitive Advantage, and Marketing Performance. Uncertain Supply Chain Management, 9 (4):
941-48. DOI: https://doi.org/10.5267/j.uscm.2021.7.007

[16] Dimitrios, B., Christos, P., loannis, R. and Vasiliadis, L. 2020. Strategic Management in the Hotel Industry:
Proposed Strategic Practices to Recover from COVID- 19 Global Crisis. Academic Journal of Interdisciplinary
Studies, 9 (6 SE-Research Articles): 130. DOI: https://doi.org/10.36941/ajis-2020-0117

[17] Djunaid, I. S. 2018. Analisa Bauran Pemasaran (Marketing Mix) Jasa Penginapan Berbasis Syariah Di Hotel
Sofyan Inn Srigunting Bogor. Journal FAME: Journal Food and Beverage, Product and Services,
Accomodation Industry, Entertainment Services, 1(1). DOI: https://doi.org/10.30813/fame.v1i1.1329

[18] Dwyer, L., et al. 2009. Destination and Enterprise Management for a Tourism Future. Tourism Management
30 (1): 63-74. DOI: https://doi.org/10.1016/.tourman.2008.04.002

[19] Eid, R., Agag, G. and Shehawy, Y. M. 2021. Understanding Guests’ Intention to Visit Green Hotels. Journal of
Hospitality & Tourism Research, 45 (3): 494-528. DOI: https://doi.org/10.1177/1096348020947800

[20] Enke, M., Geigenmidiller, A. and Leischnig, A. 2022. Commodity Marketing: An Introduction into Key Concepts
and Processes BT - Commodity Marketing: Strategies, Concepts, and Cases. In Management for
Professionals, edited by Margit Enke, Anja Geigenmidiller, and Alexander Leischnig, 3-20. Cham: Springer
International Publishing. DOI: https://doi.org/10.1007/978-3-030-90657-3 1

[21] Fahimi, A., Akadiri, S.S., Seraj, M. and Akadiri, A. C. 2018. Testing the Role of Tourism and Human Capital
Development in Economic Growth. A Panel Causality Study of Micro States. Tourism Management
Perspectives, 28: 62-70. DOI: https://doi.org/10.1016/j.tmp.2018.08.004

[22] Ghozali, 1. 2008. Structural Equation Modeling: Alternative Method with Partial Least Square (Pls).
Semarang, Indonesia.

[23] Gudkov, A. 2021. Does the Tourism Industry Help to Fight COVID-19? Journal of Policy Research in Tourism,
Leisure and Events, October, 1-6. DOI: https://doi.org/10.1080/19407963.2021.1994580

[24] Hossain, M. S., Kannan, S. N. and Nair, S. K. K. R. 2021. Factors Influencing Sustainable Competitive
Advantage in the Hospitality Industry. Journal of Quality Assurance in Hospitality & Tourism, 22 (6): 679-710.
DOI: https://doi.org/10.1080/1528008X.2020.1837049

[25] Jeaheng, Y., Al-Ansi, A. and Han, H. 2020. Impacts of Halal-Friendly Services, Facilities, and Food and
Beverages on Muslim Travelers’ Perceptions of Service Quality Attributes, Perceived Price, Satisfaction,
Trust, and Loyalty. Joumnal of Hospitality Marketing & Management, 29 (7). 787-811.
DOl:https://doi.org/10.1080/19368623.2020.1715317.

[26] Junaidi, J. 2020. Halal-Friendly Tourism and Factors Influencing Halal Tourism. Management Science
Letters, 1755-62. DOI: https://doi.org/10.5267/j.msl.2020.1.004

[27] Kamri, Nor’Azzah, et al. 2018. “Management of Sharia Compliant Hotel in Malaysia: The Experiences of
Waqf Hotels BT - Proceedings of the 3rd International Halal Conference (INHAC 2016).” In , edited by
Nurhidayah Muhammad Hashim, Nur Nafhatun Md Shariff, Siti Fatahiah Mahamood, Hanifah Musa Fathullah
Harun, Mohd Solahuddin Shahruddin, and Azri Bhari, 373-83. Singapore: Springer Singapore.

2141


https://doi.org/https:/doi.org/10.1016/j.futures.2008.11.003
https://doi.org/10.1016/j.ijhm.2013.04.005
https://doi.org/10.1016/j.ijhm.2022.103161
https://doi.org/10.1016/j.ijhm.2020.102499
https://doi.org/10.5267/j.uscm.2021.7.007
https://doi.org/10.36941/ajis-2020-0117
https://doi.org/10.30813/fame.v1i1.1329
https://doi.org/https:/doi.org/10.1016/j.tourman.2008.04.002
https://doi.org/10.1177/1096348020947800
https://doi.org/10.1007/978-3-030-90657-3_1
https://doi.org/10.1016/j.tmp.2018.08.004
https://doi.org/10.1080/19407963.2021.1994580
https://doi.org/10.1080/1528008X.2020.1837049
https://doi.org/10.5267/j.msl.2020.1.004

Volume XIII, Issue 8(64) Winter 2022

[28] Karim, Rashed Al, and Md Karim Rabiul. 2022. The Relationships of Corporate Sustainability, Customer
Loyalty, and Word of Mouth: The Mediating Role of Corporate Image and Customer Satisfaction. Journal of
Quality Assurance in Hospitality & Tourism, October, 1-21.
DOl:https://doi.org/10.1080/1528008X.2022.2135054

[29] Kimpakorn, N., and Tocquer, G. 2010. Service Brand Equity and Employee Brand Commitment. Journal of
Services Marketing, 24 (5): 378-88. DOI: https://doi.org/10.1108/08876041011060486

[30] Kuncoro, W., and Suriani, W. O. 2018. Achieving Sustainable Competitive Advantage through Product
Innovation and Market Driving. Asia Pacific Management Review, 23 (3): 186-92.
DOl:https://doi.org/10.1016/j.apmrv.2017.07.006

[31] Kwarteng, A., Dadzie, S.A. and Famiyeh, S. 2016. Sustainability and Competitive Advantage from a
Developing Economy. Journal of Global Responsibility, 7 (1): 110-25. DOI: https://doi.org/10.1108/JGR-02-
2016-0003

[32] Lagatama, P., and Putra, N. D. 2020. Aktivitas Yoga Sebagai Produk Pemasaran Jasa Wisata Spiritual.
PARIWISATA BUDAYA: JURNAL ILMIAH AGAMA DAN BUDAYA, 5 (1): 30-34. (in Indonesian)

[33] Li, Xiang (Robert), et al. 2011. When East Meets West: An Exploratory Study on Chinese Outbound Tourists’
Travel Expectations. Tourism Management 32 (4): 741-49.
DOl:https://doi.org/https://doi.org/10.1016/.tourman.2010.06.009

[34] Lockwood, A., and Pyun, K. 2019. How Do Customers Respond to the Hotel Servicescape?” International
Journal of Hospitality Management, 82 (September): 231-41. DOI: https://doi.org/10.1016/}.ijhm.2019.04.016

[35] Masly, D., and Wardi, Y. 2021. “The Effect of Competitive Advantage, The Role of Information Technology on
Revisit Intention in Nagari Tuo Pariangan: Tourist Satisfaction as an Intervening Variable.” In Sixth Padang
International Conference On Economics Education, Economics, Business and Management, Accounting and
Entrepreneurship (PICEEBA 2020), 598-605. Atlantis Press.

[36] Nair, G. K. 2019. Dynamics of Pricing and Non-Pricing Strategies, Revenue Management Performance and
Competitive Advantage in Hotel Industry. International Journal of Hospitality Management, 82 (September):
287-97. DOI: https://doi.org/10.1016/}.ijhm.2018.10.007

[37] Nelson, K. M., et al. 2021. Tourist Willingness to Pay for Local Green Hotel Certification. Edited by Yueming
Qiu. PLOS ONE, 16 (2): €0245953. DOI: https://doi.org/10.1371/journal.pone.0245953

[38] Okoroh, M.1., Jones, C. and llozor, B.D. 2002. FM Application in the Hospitality Sector. Facilities, 20 (7/8):
239-50. DOI: https://doi.org/10.1108/02632770210435152

[39] Park, E., Kang, J., Choi, D. and Han, J. 2020. Understanding Customers’ Hotel Revisiting Behaviour: A
Sentiment Analysis of Online Feedback Reviews. Current Issues in Tourism, 23 (5): 605-11.
DOl:https://doi.org/10.1080/13683500.2018.1549025

[40] Rachmiatie, A., Rahmafitria, F., Suryadi, K. and Larasati, A. R. 2022. Classification of Halal Hotels Based on
Industrial Perceived Value: A Study of Indonesia and Thailand. International Journal of Tourism Cities, 8 (1):
244-59. DOI: https://doi.org/10.1108/IJTC-04-2021-0063

[41] Rafiki, A. 2019. Impact, Perception and Challenges Due to Halal Certification: The Case of Zulaikha Shop BT
- Management of Shari'ah Compliant Businesses: Case Studies on Creation of Sustainable Value. In , edited
by Ezlika M Ghazali, Dilip S Mutum, Mamunur Rashid, and Jashim U Ahmed, 139-53. Cham: Springer
International Publishing. DOI: https://doi.org/10.1007/978-3-030-10907-3 12

[42] Rahman, M., et al. 2019. Brand Perception of Halal Tourism Services and Satisfaction: The Mediating Role of
Tourists’  Attitudes.  International ~ Journal ~ of  Tourism  Sciences, 19  (1):  18-37.
DOl:https://doi.org/10.1080/15980634.2019.1592987

[43] Ramadan, M. A., et al. 2022. Application of Six Sigma Methodology to Enhance the Productivity and
Performance of a Hotel in the UAE. The TQM Journal ahead-of-p (ahead-of-print).
DOl:https://doi.org/10.1108/TQM-11-2021-0325

[44] Rodriguez, M. A., Ricart, J.E. and Sanchez, P. 2002. Sustainable Development and the Sustainability of
Competitive Advantage: A Dynamic and Sustainable View of the Firm. Creativity and Innovation
Management, 11 (3): 135-46. DOI: https://doi.org/10.1111/1467-8691.00246

2142


https://doi.org/10.1080/1528008X.2022.2135054
https://doi.org/10.1108/08876041011060486
https://doi.org/10.1016/j.apmrv.2017.07.006
https://doi.org/10.1108/JGR-02-2016-0003
https://doi.org/10.1108/JGR-02-2016-0003
https://doi.org/https:/doi.org/10.1016/j.tourman.2010.06.009
https://doi.org/10.1016/j.ijhm.2019.04.016
https://doi.org/10.1016/j.ijhm.2018.10.007
https://doi.org/10.1371/journal.pone.0245953
https://doi.org/10.1108/02632770210435152
https://doi.org/10.1080/13683500.2018.1549025
https://doi.org/10.1108/IJTC-04-2021-0063
https://doi.org/10.1007/978-3-030-10907-3_12
https://doi.org/10.1080/15980634.2019.1592987
https://doi.org/10.1108/TQM-11-2021-0325
https://doi.org/10.1111/1467-8691.00246

Journal of Environmental Management and Tourism

[45] Said, M. F., et al. 2022. Exploring Tourism in Muslim-Minority Countries: Muslim Travellers’ Needs and
Concerns. Journal of Islamic Marketing, 13 (4): 824-42. DOI: https://doi.org/10.1108/JIMA-07-2020-0202

[46] Setini, M., et al. 2021. The Effects of Knowledge Sharing, Social Capital and Innovation on Marketing
Performance. International ~ Journal ~ of  Data  and  Network  Science, 257-66.
DOl:https://doi.org/10.5267/}.ijdns.2021.6.008

[47] Suartina, | W., et al. 2022. The Role of Brand Love in Mediating the Effect of Intensive Distribution and Social
Media Promotion on Brand Loyalty and E-WOM. International Journal of Data and Network Science, 6 (2):
335-46. DOI: https://doi.org/10.5267/].ijdns.2022.1.004

[48] Sutono, A. 2019. Supply Chain Management: Implementation Issues and Research Opportunities in Tourism
Industry. Uncertain Supply Chain Management, 427-38. DOI: https://doi.org/10.5267/.uscm.2018.12.004

[49] Tian-Cole, S., Crompton, J. L. and Willson, V. L. 2002. An Empirical Investigation of the Relationships
Between Service Quality, Satisfaction and Behavioral Intentions among Visitors to a Wildlife Refuge. Journal
of Leisure Research, 34 (1): 1-24. DOI: https://doi.org/10.1080/00222216.2002.11949957

[50] Tiawon, H., and Supartha, | W. G. 2021. Implementing a Business Strategy with Supply Chain Management
in a Management System and Management Control to Improve the Performance of the Hotel Business.
Uncertain Supply Chain Management, 9 (3): 687-95. DOI: https://doi.org/10.5267/j.uscm.2021.4.010

[51] Ullah, N., et al. 2022. Gastronomic Tourism and Tourist Motivation: Exploring Northern Areas of Pakistan.
International ~ Journal of  Environmental Research and Public Health, 19 (13). 7734.
DOl:https://doi.org/10.3390/ijerph19137734

[52] Wahyudin, U., Randa, A. R., El Karimah, K. and Santoso, I. M. 2021. The Misunderstanding of Halal Tourism
in Bandung City - Indonesia: Muslim Tourist Arrivals Are Increasing in the Obscurity of Concepts. Journal of
Islamic Marketing ahead-of-p (ahead-of-print). DOI: https://doi.org/10.1108/JIMA-07-2020-0204

[63] Waluyo, Tri. 2020. Pengaruh Citra Perusahaan Dan Kualitas Pelayanan Terhadap Kepuasan Pelanggan
Untuk Membangun Minat Berkunjung Kembali: Studi Pada Hotel X Kota Pekalongan. Jurnal limu Dan
Budaya, 41 (71). (in Indonesian)

[54] Wangchan, R., and Worapishet, T.2019. Factors Influencing Customer Loyalty in Hotel Business: Case Study
of Five-Star Hotels in Bangkok, Thailand. Asian Administration & Management Review, 2 (1).

[65] Xiang, Z., Magnini, V. P and Fesenmaier, D. R 2015. Information Technology and Consumer Behavior in
Travel and Tourism: Insights from Travel Planning Using the Internet. Journal of Retailing and Consumer
Services, 22: 244-49. DOI: https://doi.org/https://doi.org/10.1016/j.jretconser.2014.08.005

[56] Zhu, Mingfang, J. G., Zhang, L. and Jin, S. 2020. Exploring Tourists’ Stress and Coping Strategies in Leisure
Travel. Tourism Management, 81: 104167. DOI: https://doi.org/10.1016/j.tourman.2020.104167

2143


https://doi.org/10.1108/JIMA-07-2020-0202
https://doi.org/10.5267/j.ijdns.2021.6.008
https://doi.org/10.5267/j.ijdns.2022.1.004
https://doi.org/10.5267/j.uscm.2018.12.004
https://doi.org/10.1080/00222216.2002.11949957
https://doi.org/10.5267/j.uscm.2021.4.010
https://doi.org/10.3390/ijerph19137734
https://doi.org/10.1108/JIMA-07-2020-0204
https://doi.org/https:/doi.org/10.1016/j.jretconser.2014.08.005
https://doi.org/10.1016/j.tourman.2020.104167

JASERS

Publishing

Web: www.aserspublishing.eu

URL: http://www.journals.aserspublishing.eu/jemt

E-mail: jemt@aserspublishing.eu

ISSN 2068 - 7729

Journal DOI: https://doi.org/10.14505/jemt

Journal’s Issue DOI: https://doi.org/10.14505/jemt.v13.8(64).00




	coperta şi cuprins JEMT 8(64) Winter 2022
	JEMT 8(64) Winter 2022
	coperta 4 JEMT_8(64)



