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Abstract

This study quantifies the associations among Islamic attributes of destination, tourist satisfaction, and destination
loyalty. Islamic attributes of destination consists of four dimensions namely worship facilities, halalness, alcohol &
gambling free, and Islamic morality. A survey instrument is used to examine the relationships in the proposed model
by employing SEM technique. The collected primary data (n=243) from tourists in Agaba city located in Jordan is
conducted to test the relationship between exogenous and endogenous construct expressed in the proposed structural
model. The findings revealed that Islamic attributes of destination directly and tourists’ satisfactions have significant
impact on destination loyalty, besides tourists’ satisfaction has significant impact on tourists’ destination loyalty.
However, as the coefficient of determination (R?) for the research endogenous variables for tourists’ satisfaction, and
tourists’ destination loyalty were 0.41, and 0.18 respectively; this study will contribute a better understanding
towards Islamic tourism management in Agaba city.

Keywords: Islamic attributes of destination, tourist satisfaction, destination loyalty, Agaba, Jordan, SEM (Structural
Equation Modeling)

1. Introduction

Today, tourism has become a major international asset and concern. Every country has a tourism ministry and a
tourism high council. Every country counts each year the numbers of tourists, how much they spend and how many
days and nights they stay in a particular place (Al-Amin, 2002). Tourism means the exchange of cultures and learn
about the customs and traditions of the peoples, in the human while traveling to another country, it recognizes the
culture and customs and traditions, and that deepens the ties between the peoples of the world, but the traveler and
the tourist and can also be an ambassador for his country in the definition of culture and highlight the civilized image
of the behavior of its members.

Religious tourism is that form that is exclusively or strongly motivated for religious reasons (Duman, 2012). One of
the oldest types of tourism and a worldwide phenomenon of religious history, it can be differentiated into various
forms. The short-term religious tourism is distinguished by excursions to nearby pilgrimage centers or religious
conferences. The long-term describes visits of several days or weeks to national and international pilgrimage sites or
conferences (Rinschede, 1992). Some of the definitions of the concept of Islamic tourism found in literature defined
Islamic tourism that is all product development and marketing efforts designed for and directed at Muslims.
Motivations are not always or entirely religious. Participants could be pursuing similar leisure experiences as
non-Muslims, albeit within parameters set by Islam, and destinations are not necessarily locations where the shariah
or full Islamic law is enacted (Zamani-Farahani & Henderson, 2010).

Jordan are advertising “Islamic Tourism” worldwide to attract more Arab and Muslim tourists. In particular Jordan is
promoting, among others, the shrines of Mu’tah (Al-Hamarneh, 2005). In Agaba city, which is triggering a witness
historically and Islamic civilizations and ancient nations that inhabited the city, facing many of the interested who
would like to view this historical Islamic places that were constructed in the early centuries, including the Agaba
Castle and Islamic Ayla city.

The importance of this study in being a working knowledge of the concept of Islamic tourism and its importance as a
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kind of tourism has an impact on tourists in the target in the city of Agaba tourist destination, through Islamic
religious tourism is a modern tourist patterns; an important source to increase tourism income; diversify resources
the tourism product marketing in Jordan; the uniqueness of the tourism product Jordanian Islamic religious tourism
pattern at the level of the province; and specifies the number of Muslims in the world 2 billion, this tourism targeting
this category. Further, due to the value of religious and situational and environmental and historical show by Agaba
city, has become tourist center attracts tourists from all over the world, and come this study in order to detect patterns
and trends in the movement of Muslim tourists in the study area (Agaba City); in addition to identify the constraints
and services tourist and stand on the barriers to the growth of the tourism sector and its development in order to
promote its role in the Jordanian national economy. The purpose of this study is to measure the motivating factors
that influence destination loyalty among Islamic tourists.

2. Literature Review

Rahman (2014) focused on Islamic attributes; destination attributes quality of service, tourist’s satisfaction,
destination loyalty and demographic variables of the respondents. The primary objective of this study was to identify
the motivational factors that influence Islamic tourists’ satisfaction and revisit intention, and recommend and
formulate strategies to develop the Islamic tourism industry in Malaysia. A survey instrument (PLS based SEM
technique) was used to examine the relationships in the proposed model. The collected primary data (n=198) from
different tourist location in Kuala Lumpur was conducted to test the relationship between exogenous and endogenous
construct expressed in the proposed structural model. The findings revealed that Islamic attributes and quality of
service have significant relationship to Islamic tourist’s satisfaction and destination loyalty, while destination
attributes has not significant impact on it.

The study of Akyol & Kilinc (2014) found individual characteristics such as age, gender, education and worldview
have specific impacts on consumption. In addition to these individual characteristics, religion and belief have an
impact on consumption and consumption habits to. Humans, at the same time as a consumer, religion and the belief
guide them about how to live, how to consume, what to do or what not to do. For instance, in the context of Islam the
notion of “Halal” shows its reflections on the field of marketing because of expectations such as Islamic lifestyle,
hygiene, security and the services just for women the concept of “Halal Tourism” has become more demanded in the
world and in Turkey. The main purpose of this study is to examine and define the concept of “Halal tourism” with its
elements such as “halal hotels, halal transportation (halal airlines), halal food, halal tour packages and Halal
finance.” In this study, various examples of hotels’, which offer services in the “Halal tourism” sector, web sites and
their differentiating aspects in the tourism marketing were visually and textually analyzed and Halal holiday” are one
of the most important factors that lead to the growth of the halal market.

Addressed the study (Battour & Ismail, 2014), a total of 1,300 questionnaires were distributed in international hotels
and tourism sites in four Malaysian cities: Kuala Lumpur, Kuala Terengganu, Penang, and Johor Bahru. The
questionnaires were handed out in these cities following a convenience sampling approach. There was a scanning
question on the cover page of the questionnaire to determine whether or not the tourist was Muslim or not. If the tourist
was a Muslim, he/she was invited to proceed in filling in the questionnaire. The main purpose of this study are to test
the relationship between tourism motivations and tourist satisfaction, and to test how ‘Religion” moderates the
relationship. The variable ‘Religion’ is represented by the availability of Islamic norms and practices which are
relevant to tourism at the destination. And the results also showed that religion significantly moderates the relationship
between pull motivation and tourist satisfaction. However, the moderating effect of religion on the relationship
between push motivation and tourist satisfaction was not supported.

Duman & Tosun (2010) aimed for two folds, is to propose a framework to better understand the term Islamic Tourism
and “value” for its offering. Marketing scholars have long studied “perceived value” and proposed various
conceptualizations of the term. However, further explorations are needed to broaden the concept as they should fit to
the needs and expectations of Muslim consumers. Although Muslims make up one of the largest tourist markets in the
world, perceived value of tourism offering oriented toward this market has not been clearly defined. Therefore, a
framework to present an Islamic view to the concept constitute the first. The objective for that provide an overview of
halal tourism market in Turkey. Current developments in the Turkish halal tourism market and the value of Turkish
tourism offering are discussed in detail. Current issues and proposals for future studies are overviewed.

If we met to look at the study of (Tajzadeh, 2013), for the fast growth in the number of tourists and despite the great
Muslim population worldwide (according to 2009 statistics, over 1.571 billion Muslims live in more than 100 countries
around, the world making up 23% of the total world population. However, estimations show that by 2100, Muslims
will make up about 37% of total world population (Zamani-Farahani & Henderson, 2010). In other words, although
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Islam is considered a major tourism market globally, while Muslim countries have been performing poorly in defining
their roles and this has led to distorted views about Islam and Islamic values in non-Muslim countries. Therefore, it
seems that by the time the present study is conducted, research on Islamic tourism is still in its infancy (Al- Hamarneh,
2005). The present theory attempts to present a framework on how to create value in an Islamic approach to tourism.
This theory deals with all Muslims and supporters of Islam.

The aim of the study (Battour et al., 2011) was to explore Islamic religious attributes that may be important to
Muslim travelers. In order to achieve this objective focus group discussions (FGD) were conducted and were
followed up with interviews to explore opinions and travel experiences in more depth. This combination of the FGD
and the interviews has its advantages in identifying a range of Islamic religious attributes from the FGD, and explore
in depth, by conducting interviews using a relatively wide range of participants in order to discover more Islamic
attributes and to check the conclusions with the FGD. The FGD and the interviews are research techniques pertaining
to qualitative research. The aim of the FGD is to collect information through group interaction but the interview is
considered an opportunity to discover new information from individuals. The success of marketing destinations for
Muslim tourists could be guided by observing Islamic teachings in tourism activities. This study was a trial to
explore which Islamic attributes of destinations could be used a base for tailoring Halal tourist packages.

While the study (Khaksari et al., 2014) highlights tourism development constraints with regard to religious
perceptions in a religion- dominated country, Iran. The ruling class does not want to discount any of the fundamental
social and cultural values in the process of preparing strategies for national tourism development plans. Countries
such as Iran, concerned about potential negative influences of tourism development, de-emphasize potential positive
economic impacts. In post-revolutionary Iran, tourism development and promotion follow unique, religiously-based
strategies the current five-year development plan is a first step towards a transition to the recognition of the
importance of tourism for economic development and improved international relations.

From this point of the study it is seeking to complete what was started by researchers. By focusing on the Tourism
Islamic style in the Agaba city and try to incorporate this style of tourism investment map in Agaba city in particular
and in Jordan in general for what for this type of tourist patterns is particularly important in product support and
training in Jordan.

3. Research Methodology

This section provides the methodology applied in the current study. It consists of the research model, operational
definitions of the study’s independent, mediating and dependent variables; research hypotheses, besides data
collection tool and research population and sample.

3.1 Research Model and Hypotheses

The elements of this research are established based on preceding literature, either theoretically or empirically. Indeed,
this study used variables that are common in tourism management literature. Adapted from Battour et al. (2014), the
current research considers four attitudes towards Islamic attributes of destination (the independent variable). These
dimensions are worship facilities, halalness, alcohol & gambling free, and Islamic morality; which were measured in
the research questionnaire through six, five, two, and five items respectively. Also, both variables of tourist
satisfaction and destination loyalty were adapted from Rahman (2014) and measured through five items each. Figure
1 represents a model for the study that shows the relationships among the research variables.
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Figure 1. Research Model

H1: The Islamic attributes of destination directly and positively affect tourists’ destination loyalty.
H2: The Islamic attributes of destination directly and positively affect tourists’ satisfaction.

H3: Tourists’ satisfaction directly and positively affect tourists’ destination loyalty.

3.2 Population and Sampling

Empirical data for this study was collected through paper-based survey in Agaba city in Jordan. Specifically, a
survey questionnaire was used to gather data for hypotheses testing from tourists. Before implementing the surveys,
the instrument was reviewed by five lecturers who are specialized in the hotel management discipline in order to
identify problems with wording, content, and question ambiguity. After some changes were made based on their
suggestions, the modified questionnaire was piloted on five tourists who were visiting Agaba. Based on the feedback
of this pilot study, minor edits were introduced to the survey questions, and the questionnaires were distributed to the
participants. As per ethics policies, all potential participants were briefed about the nature of the work and were
requested to provide explicit approval. The population of this study consists of all muslim tourists in Agaba located
in Jordan. Thus, a judgment sampling technique was conducted. The sample size of this study was determined based
on the rules of thumb for using SEM within AMOS 21 in order to obtain reliable and valid results. Kline (2010)
suggested that a sample of 200 or larger is suitable for a complicated path model. Furthermore, after eliminating the
incomplete surveys, our sample size 243 from tourists met the recommended guidelines of Kline (2010), Krejcie &
Morgan (1970) and Pallant (2005). The demographic data of the respondents are reported in Table 1.

Table 1. Description of the respondents’ demographic profiles

Category Category Frequency Percentage%o
Tourist’s region Europe 40 16.5
Asia Pacific 15 6.2
Americas 36 14.8
Africa 11 4.5
Middle East 141 58.0
Total 243 100
Gender Males 161 66.3
Females 82 33.7
Total 243 100
Age less than 20 11 4.5
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20 years - less than 25 43 17.7
25 years - less than 30 37 15.3
30 years - less than 40 82 33.7
More than 40 years old 70 28.8
Total 243 100
Education level Less than high school 9 3.7
High school 46 18.9
Diploma 36 14.8
Bachelor 120 49.4
Master 22 9.1
Doctorate 10 41
Total 243 100
Personal income ($) Less than 500 77 31.7
per month 500- less than 1000 97 39.9
More than 1000 69 28.4
Total 243 100

As indicated in Table 1, the demographic profile of the respondents for this study showed that they are typically
males, most of them from the middle east, 30 years old and above, the majorities hold bachelor degree earning

500-less than 1000 $ per month.
4, Data Analysis and Results

In order to explore the associations among Islamic attributes of destination, tourist satisfaction, and destination
loyalty, in which these variables have been measured using 5-points Likert scale that varies between not at all
important =1 and very important =5; reliability and validity analyses were conducted, descriptive analysis was used
to describe the characteristic of sample and the respondent to the questionnaires besides the independent and
dependent variables. Also, SEM analysis was employed to test the research hypotheses. Table 2 shows the measured
constructs and the items measuring each construct.

Table 2. Constructs and measurement items

Construct

Measurement Items

Worship Facilities (WF)

WEF1: Availability of Mosque (Masjid).

WF2: Availability of prayer facilities at tourism sites, airport, shopping malls,
hotels, conference halls, parks.

WE3: The possibility of hearing the Azan to refer to the time of prayer.

WF4: Placement of Qibla direction (Qibla stickers/direction point towards
Makkah city) in your hotel room.

WEFS5: Provision of a copy of the Holy Qur’an in each hotel room.

WEF6: Availability of water supply in toilets at tourism sites, airport, shopping
mall, hotel, parks.

Halalness (HL)

HL1: Availability of Halal food at tourism sites, airport, shopping malls,
hotels, parks, etc.

HL2: Availability of segregated Halal kitchen in hotels and restaurants.

HL3: Availability of segregated areas for women at beaches.

HL4: Availability of hotels with segregated swimming pools and gymnasium
for men and women.

HL5: Ban porn recreational places of hotels.

Alcohol & Gambling Free (AG)

AG1: Banning of alcoholic drinks at public places (such as tourism sites,
hotels, parks).
AG2: Banning of gambling activities at public places (such as tourism sites,
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hotels, parks).

Islamic Morality (IM) IM1: Prevalence of Islamic dress code by hotel and restaurant staff.
IM2: Prevalence of Islamic dress code (e.g. Hijab) at public places.
IM3: Banning of sex by the hotel or place of accommodation.
IM4: Banning of some inappropriate behavior between the sexes (such as
kissing) in public places.
IM5: Banning views indecent films that appear on TV.

Tourist’s Satisfaction (TS) TS1: Spending enjoyable time with my travel companions.
TS2: Enhance communication with the local community.
TS3: Compared to my last visit to Agaba, | stay longer period in the current
visit. "Don't answer the question if this is your first visit".
TS4: To fulfill my dream of visiting Jordan.
TS5: To satisfy the desire to be somewhere else.

Destination Loyalty (DL) DL1: I am willing to return to Agaba city in the future.
DL2: I am willing to recommend friends and family the Agaba city as a
tourist destination.
DL3: I have a wonderful idea about Agaba as a tourist destination.
DL4: | feel that | am sincere to return to the Agaba city as a tourist
destination.
DL5: I always return to the same places that | already had in Agaba.

4.1 Descriptive Analysis

In order to describe the responses and thus the attitude of the respondents toward each question they were asked in
the survey, the mean and the standard deviation were estimated. While the mean shows the central tendency of the
data, the standard deviation measures the dispersion which offers an index of the spread or variability in the data
(Pallant, 2005; Sekaran & Bougie, 2013). In other words, a small standard deviation for a set of values reveals that
these values are clustered closely about the mean or located close to it; a large standard deviation indicates the
opposite. The level of each item was determined by the following formula: (highest point in Likert scale - lowest
point in Likert scale) / the number of the levels used = (5-1) / 5 = 0.80, where 1-1.80 reflected by “very low”,
1.81-2.60 reflected by “low”, 2.61-3.40 reflected by “moderate”, 3.41-4.20 reflected by “high”, and 4.21-5 reflected
by “very high”. Then the items were being ordered based on their means. Tables 3 and 4 show the results.

Table 3. Overall mean and standard deviation of the study’s variables

Type of

. Variables Mean  Standard Deviation Level Order
Variable
Indep(_andent Islamic Attributes of Destination 4.00 0.88 High
Variable
Worship Facilities 4.10 0.88 High 2
Halalness 4.07 1.01 High 3
Alcohol & Gambling Free 4.22 1.18 Very high 1
Islamic Morality 3.62 0.98 High 4
Medl_atlng Tourist’s Satisfaction 4.03 0.60 High
Variable
Dependent Destination Loyalt 4.21 0.72 Very high
Variable yaity ' ' yhg

As presented in Table 3, data analysis results have shown that Islamic attributes of destination in Agaba is applied to
a high level in which the mean score is 4.00. Further, alcohol & gambling free, worship facilities, halalness, and
Islamic morality do exist highly and respectively; besides both of tourist satisfaction and destination loyalty are
applied to a greater extent. Table 4 demonstrates the mean, standard deviation, level, and order scores for items to
each variable.
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Table 4. Mean and standard deviation of the study’s variables

Worship Facilities Mean SD Level Order
Availability of Mosque (Masjid) 4.35 1.14 Very high 2
Availability of prayer facilities at tourism sites, airport, shopping malls, 4.35 1.11 Very high 2
hotels, conference halls, parks

The possibility of hearing the Azan to refer to the time of prayer 411 1.05 High 3
Placement of Qibla direction (Qibla stickers/direction point towards 3.72 1.09 High 4
Makkah city) in your hotel room

Provision of a copy of the Holy Qur’an in each hotel room 3.50 1.14 High 5
Availability of water supply in toilets at tourism sites, airport, shopping 4.60 0.91 Very high 1
mall, hotel, parks

Halalness Mean SD Level Order
Availability of Halal food at tourism sites, airport, shopping malls, hotels, 4.23 1.03 Very high 2
parks, etc

Availability of segregated Halal kitchen in hotels and restaurants 3.87 1.24 High 4
Availability of segregated areas for women at beaches 3.83 1.31 High 5
Availability of hotels with segregated swimming pools and gymnasium for 401 129 High 3
men and women

Ban porn recreational places of hotels 442 116 Very high 1
Alcohol & Gambling Free Mean SD Level Order
Banning of alcoholic drinks at public places (such as tourism sites, hotels, 4.07 1.33 High 2
parks)

Banning of gambling activities at public places (such as tourism sites, 4.37 1.17 Very high 1
hotels, parks)

Islamic Morality Mean SD Level Order
Prevalence of Islamic dress code by hotel and restaurant staff 3.37 1.13 Moderate 4
Prevalence of Islamic dress code (e.g. Hijab) at public places 3.12 1.22 Moderate 5
Banning of sex by the hotel or place of accommodation 4.19 1.32 High 1
Banning of some inappropriate behavior between the sexes (such as 3.87 1.29 High 2
kissing) in public places

Banning a views indecent films that appear on TV 3.58 1.37 High 3
Tourist’s Satisfaction Mean SD Level Order
Spending enjoyable time with my travel companions 4.28 0.84 Very high 3
Enhance communication with the local community 429 0.79 Very high 2
Compared to my last visit to Aqgaba, | stay longer period in the current 3.38 1.05 Moderate 5
visit. "Don't answer the question if this is your first visit"

Am here in Agaba to fulfill my dream of visiting Jordan 3.92 0.93 High 4
Am here in Agaba to satisfy the desire to be somewhere else 4.31 1.03 Very high 1
Destination Loyalty Mean SD Level Order
I am willing to return to Agaba city in the future 4.24 1.02 Very high 4

I am willing to recommend friends and family the Agaba city as a tourist 4.39 0.88 Very high 1
destination

I have a wonderful idea about Agaba as a tourist destination 4.33 0.87 Very high 2

| feel that | am sincere to return to the Agaba city as a tourist destination 428 0.85 Very high 3

| always return to the same places that | already had in Agaba 3.83 1.15 High 5
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4.2 Measurement Model

Confirmatory factor analysis (CFA) was conducted to check the properties of the instrument items. Indeed, the
measurement model indicates how latent variables or hypothetical constructs are assessed in terms of observed
variables; and embodies the validity and reliability of the observed variables responses for the latent variables
(Bagozzi & Yi, 1988; Hair et al., 2006). Because the initial CFA model did not provide an acceptable fit, two items
(Compared to my last visit to Agaba, | stay longer period in the current visit. "Don't answer the question if this is
your first visit"; and | always return to the same places that | already had in Agaba) were eliminated to obtain a better
fitting measurement model. The results of the revised CFA indicated that the chi-square (X3 value of the model was
912.216, with 248 degrees of freedom (p < 0.05), which implies that the measurement did not fit the data well. The
other model fit indices used for this study were the xZdf (912.216/248 = 3.21; threshold less 3 for a serious
viewpoint or less 5 for acceptable criteria), the Incremental Fit Index (IFI) of 0.93, Tucker- Lewis Index (TLI) of
0.91, Comparative Fit Index (CFI) of 0.93, the Goodness-of-Fit Index (GFI) of 0.91, the Adjusted Goodness-of-Fit
Index (AGFI) of 0.90, the Normed Fit Index (NFI) of 0.94, the Root Mean Square Error of Approximation (RMSEA)
of 0.049, and the Standardized Root Mean Square Residual (SRMR) of 0.046. Based on these fit indices, the
measurement model appeared to fit the sample data well (Hair et al., 2010).

Table 5 shows the factor loadings, Cronbach alpha, composite reliability, and Average Variance Extracted (AVE) for
the variables. All of the indicators of the factor loadings exceeded 0.50, thus constitute evidence of convergent
validity (Bagozzi & Yi, 1988; Creswell, 2009). Indeed, while the measurement reached convergent validity at the
item level because all of the factor loadings went above 0.50, all of the composite reliability values exceeded 0.60,
demonstrating a high level of internal consistency for the latent variables. In addition, since each value of AVE
exceeded 0.50 (Bagozzi & Yi, 1988; Hair et al., 2006), the convergent validity was proved.

Table 5. Properties of the final measurement model

Constructs and Factor Cronbach Composite AVE
Indicators Loadings Alpha Reliability

Worship Facilities 0.899 0.84 0.59
WF1 0.942

WF2 0.955

WF3 0.839

WF4 0.733

WF5 0.622

WF6 0.599

Halalness 0.892 0.82 0.53
HL1 0.734

HL2 0.757

HL3 0.752

HL4 0.829

HL5 0.866

Alcohol & Gambling 0.880 0.85 0.55
Free

AG1 0.882

AG2 0.898

Islamic Morality 0.836 0.82 0.57
IM1 0.636

IM2 0.577

IM3 0.879

IM4 0.794

IM5 0.565

Published by Sciedu Press 72 ISSN 1923-4007 E-ISSN 1923-4015



http://ijba.sciedupress.com International Journal of Business Administration \ol. 8, No. 4, Special issue; 2017

Tourist’s Satisfaction 0.618 0.79 0.55
TS1 0.555
TS2 0.708
TS4 0.509
TS5 0.503
Destination Loyalty 0.861 0.84 0.54
DL1 0.651
DL2 0.817
DL3 0.857
DL4 0.826

Also, as noticed from Table 6, all of the intercorrelations between pairs of constructs were less than the square root
of the AVE estimates of the two constructs, providing discriminant validity (Hair et al., 2006). Consequently, the
measurement results indicating that this study had adequate levels of convergent and discriminant validity.

Table 6. AVE and square of correlations between constructs

Constructs WF HL AG IM TS DL
WF 0.59

HL 0.37 0.53

AG 0.35 0.37 0.55

IM 0.43 0.30 0.41 0.57

TS 0.29 0.38 0.22 0.26 0.55

DL 0.21 0.22 0.28 0.33 0.29 0.54

Note: Diagonal elements are the average variance extracted for each of the six constructs. Off-diagonal elements are
the squared correlations between constructs.

4.3 Structural Model

The SEM analysis revealed that the Islamic attributes of destination directly, positively, and significantly affected the
tourists’ destination loyalty (B = 0.220, t = 4.112, p = 0.000); thus, H1 was accepted. The Islamic attributes of
destination found to be directly and positively impacted tourists’ satisfaction (B = 0.143, t = 3.233, p = 0.001);
consequently, H2 was accepted. Also, tourists’ satisfaction directly, positively, and significantly affected tourists’
destination loyalty (B = 0.230, t = 3.017, p = 0.003); thus, H3 was accepted. Furthermore, the coefficient of
determination (R?) for the research endogenous variables for tourists’ satisfaction, and tourists’ destination loyalty
were 0.41, and 0.18 respectively, which indicates that the model does moderately account for the variation of the
proposed model.

5. Discussion and Conclusions

The purposes of this paper were to propose a conceptual framework for Islamic tourism concept and comment on
Agaba Islamic tourism industry. Our analysis of previous literature shows that there seems to be an ambiguity on the
definition of Islamic tourism concept. Commentators and authors fail to agree on the definition and the purview of
the concept. In this paper, we propose an inspirational approach to the concept and argue that Islamic tourism is more
of a philosophical discussion. Moreover, clearly the word “Islamic” provide the question of “what is Islamic and
what is not?” so, we come up with a definition that takes Islamically acceptable inspirations as the reference point.
We also propose to use the title “Halal” to represent the economy and the sector where halal goods and services give
to the markets. Briefly, Islamic tourism describe the demand side (i.e. participant and his/her motivations) while
halal tourism represent the supply side with districts, goods and services offered for consumption. Islam and tourism
are multidisciplinary areas. Therefore, a united effort is needed to deepen the discussion on Islam and tourism.
Academicians from Islam and tourism as well as other related areas should get together and comprise an edited book
to discuss different sides of the concept and offer conceptualizations from their own perspectives. There is too much
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information pollution about Islam, Muslims and Islamic way of life today and proper academic work will diminish
the effects of this pollution. On the practitioners’ side, certification and accreditation practices are important to
provide standard, high quality halal goods and services for market.

An additional conclusion related to ‘Halalness’, which was found to be most necessary Islamic attribute could help
destination marketers to satisfy Muslim tourists By give Halal ‘Islamic’ products/services, a specific destination may
be able to separate itself from other destinations For example, the availability of Halal food in hotels and restaurants
could show a high priority for Muslim tourists in destination choice. So, when marketers promote a destination to
Muslim tourists, promotional movement should focus more on the availability of Halal food more, and the
availability of isolated entertainments.

It is familiar that Muslim customers create a broad market, which has special conditions and culture, which cannot be
forgotten. In reply to these, ‘worship facilities’, represent important elements identified by the current study so could
be used by destination marketers as a way to satisfy Muslim tourist needs on their vacation. For example, the
provision of maps indicating the locations of mosques/ prayer facilities could be made available in areas, such as
tourist information centers, airports, hotels and parks to please and satisfy Muslim tourists. Providing worship
facilities for Muslim tourists may motivate them to travel to a specific destination. However, the other factor:
‘alcohol- and gambling-free zones’ identified by this study might create a challenge to destination marketers in
Muslim countries, which, at the same time, are also trying to satisfy the non-Muslim tourist’s needs. Therefore,
managers might be encouraged to design creative programs to build the unique characteristics of tourist products to
satisfy this attribute. For example, the hotel might design a special section for those wishing to drink alcohol because
Muslims prefer there not to be any public consumption of alcoholic drinks and gambling activities. So, Muslim
tourists prefer alcoholic drinks not to be provided in the hotel room refrigerator, if not requested. This study provides
some new insights into the impact of 1ADs on in general tourist satisfaction; however, the results reported here
should be interpreted in the light of certain limitations that suggest further possibilities for empirical study. The main
limitation concerns the environment of the study (Agaba), which applies constraints on the generalizability of the
results to other countries. Therefore, no claim can be made for the generalizability of the findings beyond these
contexts.

In addition, scholars (e.g. Masa’deh et al. 2008; Hunaiti et al., 2009; Masa’deh & Kuk, 2009; Alshurideh et al., 2012;
Hajir et al., 2015; Kannan & Gharibeh, 2013; Masa'deh & Shannak, 2012; Masa’deh et al. 2013; Masa’deh et al.
2015a, 2015b, 2015¢; Masa’deh et al. 2017; Obeidat et al., 2012, 2016; Shannak & Alkour, 2012; Tarhini et al.,
20154, 2015b) emphasize the need for large corporations to integrate their Information Technology (IT) systems with
their Knowledge Management (KM) strategies and processes in order to survive in their highly competitive business
environments, which in turn could accelerate the managerial decisions as well. Also, several researchers consider the
information systems and in particular the information technology (IT) and its flexibility as an enabler to achieve the
desired competitive advantages, and as a crucial support to operational and strategic business decisions (Al Azmi et
al., 2012; Alenezi et al., 2015; Alkalha et al., 2012; Almajali & Tarhini, 2016; Altamony et al., 2012; Kateb et al.,
2015; Maqableh & Karajeh, 2014a, 2014b; Masa’deh, 2012, 2013a, 2013b; Masa’deh et al., 2016; Obeidat, et al.,
2013; Shannak et al., 2010, 2012a, 2012b; Tarhini et al., 2016; Vratskikh et al., 2016); thus further research is
required to examine the role of such IT applications in enhancing the managerial decisions regarding Islamic
attributes of destination, tourist satisfaction, and destination loyalty.
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