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ABSTRACT

Halal tourism has become a strategic priority in Indonesia, with Lombok promoted as a leading Muslim-friendly
destination. Yet despite strong policy support, revisit intention among domestic Muslim tourists remains
constrained by uneven halal services, limited trust, and cultural underutilization. This study investigates the
determinants of revisit intention by integrating the Theory of Planned Behavior (TPB) with destination
development factors and introducing a local wisdom-based destination image, while testing halal destination
attributes as a moderator. Using a mixed-methods design, Sasak cultural values were first explored to develop
locally grounded indicators, followed by a survey of 450 Muslim tourists analyzed with PLS-SEM. Results show
that attitude, destination trust, and local wisdom-based image significantly enhance revisit intention, while
perceived non-halal risk has no meaningful effect. Halal destination attributes were not found to moderate these
relationships, highlighting the need for strategies beyond basic halal provisions. The findings advance TPB by
embedding cultural and contextual dimensions, while practically positioning Lombok as a model of halal tourism
grounded in cultural depth and sustainability.

Keywords: Destination trust, Halal tourism, Indonesia, Local wisdom, Revisit intention, Theory of Planned
Behavior.

INTRODUCTION

Tourism has become a strategic sector in Indonesia’s development agenda, particularly as global
competition intensifies and non-oil revenues decline. The country rose to 22nd in the 2024 World Economic
Forum Travel and Tourism Development Index and shares the top position in the Global Muslim Travel Index
with Malaysia. Halal tourism is central to this progress, emphasizing sharia-compliant services that align with
the global halal lifestyle trend. Lombok, designated as a halal tourism hub, combines Islamic heritage sites
.with government-backed initiatives such as the Mandalika Special Economic Zone

Yet, despite this positioning, Lombok faces persistent challenges. Domestic Muslim tourists dominate
arrivals, but revisit intentions remain limited due to weak branding compared with Bali, inconsistent halal
services, and concerns about risk, health, and environmental sustainability. Preliminary evidence suggests
gaps in trust, limited diversification of attractions, and insufficiently integrated halal facilities undermine
Lombok’.s competitiveness as a Muslim-friendly destination

This study addresses these challenges by extending the Theory of Planned Behavior (Ajzen, 1991) to
,examine revisit intention among Indonesian Muslim tourists. The model integrates attitude, destination trust
perceived non-halal risk, and a culturally grounded destination image, with halal attributes tested as a
moderating factor. It makes three contributions: first, advancing TPB by incorporating contextual and cultural
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,dimensions; second, clarifying inconsistencies in prior findings on behavioral drivers; and third
operationalizing“local wisdom—,based destination image”rooted in Sasak cultural values. Adopting a mixed-
methods design, the study develops locally grounded measures and applies PLS-SEM to provide a
.comprehensive model of revisit intention in halal tourism

LITERATURE REVIEW

Theory of Planned Behavior (TPB)

The Theory of Planned Behavior (TPB), developed by Ajzen (1991) as an extension of the Theory of Reasoned
Action (Ajzen & Fishbein, 1975), is one of the most widely applied frameworks for explaining intentional behavior.
It posits that intention—the immediate antecedent of behavior—is shaped by three factors: attitude toward the
behavior (evaluations of expected outcomes), subjective norms (perceived social pressure), and perceived
behavioral control (self-efficacy and the perceived ease or difficulty of performing the action). Although stronger
intention generally predicts behavior, external constraints may still hinder its realization.

In tourism research, TPB has been especially useful in examining revisit intention because it accounts for
personal attitudes, social influences, and contextual constraints such as accessibility. Within halal tourism, TPB
provides a comprehensive lens by incorporating halal-compliant services, social norms supporting Muslim-friendly
practices, and perceptions of accessibility to religious facilities. Empirical evidence consistently shows that positive
attitudes toward halal destinations and the availability of Muslim-oriented amenities strengthen revisit intention,
underscoring the framework’s theoretical and practical relevance.

Social Influence Theory

Social Influence Theory (Kelman, 1958, 1974) explains how individual attitudes and behaviors are shaped
through three processes: compliance (acting to gain approval), identification (aligning with admired groups or
figures), and internalization (adopting values as part of one’s belief system). Influence can therefore be temporary
or enduring, depending on its alignment with personal convictions.

In halal tourism, these mechanisms clarify how subjective norms affect attitudes and destination trust. Muslim
tourists may comply with family or community expectations, identify with influential endorsers, or internalize halal
values as intrinsic motivations. Prior studies in marketing and tourism (Confente & Vigolo, 2018; Tanford &
Montgomery, 2015) show that such influences strengthen positive perceptions and revisit intentions, highlighting
the explanatory power of this theory in contexts where social norms are central.

Tourism and Destination Development

Tourism is defined as temporary travel beyond one’s usual residence for leisure, business, or social purposes
without permanent settlement (UNWTO, 2010). More than travel itself, it is a systemic process involving
interactions among tourists, providers, governments, and communities (Goeldner & Ritchie, 2006; Wall &
Mathieson, 2006). In Indonesia, Law No. 10 of 2009 frames tourism around four dimensions: industty,
destinations, marketing, and institutions.

Destinations, as the core of this system, are competitive entities shaped by attractions, accessibility, amenities,
and ancillary services (Cooper et al., 1995; Kotler et al., 2017). Sustainable development therefore requires the
integration of natural and cultural assets with infrastructure, hospitality, and community participation (Pike & Page,
2014; Wardana et al., 2021).

Halal Tourism

Halal tourism, emerging from the growing Muslim travel market, refers to tourism products and services
designed in accordance with Islamic principles (Battour & Ismail, 2016). It encompasses halal-certified food,
Muslim-friendly accommodation, prayer facilities, and environments consistent with Islamic values (Chookaew et
al., 2015). The Global Muslim Travel Index (2019) highlights halal tourism as a benchmark for competitiveness,
emphasizing that Sharia compliance should be integrated with local cultural authenticity (Jamal et al., 2019).

Key Constructs

e Attitude. Attitude reflects cognitive, affective, and behavioral evaluations toward an object or action (Ajzen,
1991; Kotler & Keller, 2016). In tourism, positive attitudes toward destinations are strongly linked to visit and
revisit intentions (Hasan et al., 2017; Abbasi et al., 2021).

e Destination Trust. Trust denotes confidence in a destination’s reliability, integrity, and alignment with tourist
values (Morgan & Hunt, 1994; Su et al., 2017). In halal tourism, it involves assurance of halal compliance,
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safety, and reliable services, thereby reducing risk perceptions and strengthening loyalty (Al-Ansi & Han, 2019;
Zheng et al., 2021).

e Perceived Non-Halal Risk. This construct refers to concerns about exposure to haram elements—such as
food, beverages, hygiene, or environments—that may undermine comfort and trust (Quintal et al., 2010; Olya
& Al-Ansi, 2018). Higher risk perceptions are consistently linked to lower satisfaction and weaker revisit
intentions (Hasan et al., 2017; Manci, 2022).

¢ Destination Image Based on Local Wisdom. Destination image integrates cognitive, affective, and unique
evaluations of a place (Alcocer & Ruiz, 2020). In Lombok, local wisdom—embodied in Sasak values such as
Agame betetah Adat and Tindih, Maliq, and Meerang—creates a distinctive cultural foundation that enhances
authenticity and fosters loyalty (Ramseook-Munhurrun et al., 2015; Lu et al., 2020).

e Halal Destination Attributes. These encompass tangible and intangible features of Muslim-friendly
destinations, including halal dining, prayer facilities, qibla indicators, alcohol-free environments, and an Islamic
atmosphere (Battour et al., 2011; Han et al., 2018). Such attributes strengthen satisfaction, trust, and revisit
intention (Bazazo et al., 2017).

¢ Revisit Intention. Defined as tourists’ willingness and motivation to return to a destination, revisit intention
is a robust predictor of future travel behavior (Ajzen, 1991; Tosun et al., 2015). It reflects readiness to prioritize
a destination in future plans and is shaped by satisfaction, image, value, and risk perceptions (Stylos et al.,
2016; Abbasi et al., 2021).

RESEARCH FRAMEWORK

Research Rationale

Despite Lombok’s designation as a leading halal destination, tourist arrivals remain below expectations.
Government initiatives such as the Mandalika Special Economic Zone and MotoGP events have not substantially
improved revisit rates, suggesting that halal-based innovations alone may be insufficient. At the same time, local
businesses and government emphasize integrating local wisdom into destination development, highlighting culture,
traditions, and social values.

Existing research on revisit intention has rarely integrated halal tourism with local wisdom in the context of
Muslim domestic tourists in Lombok. Given the destination’s relatively low repeat visitation, a contextualized
framework is required. Building on TPB, this study positions attitude as a central predictor of revisit intention,
incorporates destination trust and perceived non-halal risk as key antecedents, and highlights destination image
rooted in local wisdom. Halal destination attributes are conceptualized as moderators that may strengthen or
weaken these relationships.

Conceptual Framework

Revisiting intention in Lombok emerges from a network of interrelated factors. Positive attitudes and
destination trust reinforce loyalty, while perceived non-halal risk undermines it. Destination image—particularly
when enriched by local wisdom—enhances authenticity and attractiveness. Halal destination attributes,
encompassing religiously compliant facilities and services, are expected to moderate these relationships by
amplifying positive influences (attitude, trust, image) and buffering negative ones (risk).

Halal Destination
Attributes (ADH)

Destination Trust [DT]

Revisit
Intention

Non-HalalRisk
Perception [PRINH]

Local Wisdom-Based
Destmation
Image[CDEL]

Figure 1. Conceptual Framework (Authot’s Design)

© 2025 by Authot/s 1035



Journal of Cultural Analysis and Social Change, 11(1), 1033-1048

Research Hypotheses
Attitude and Revisit Intention

Ajzen’s (1991) Theory of Planned Behavior (TPB) positions attitude as a central determinant of behavioral
intention. In tourism, positive attitudes are consistently associated with repeat visitation and destination loyalty
(Ervina & Octaviany, 2022; Hasan et al., 2019; Meng & Choi, 2019; Quintal et al., 2015; Soliman, 2019). However,
mixed findings from various contexts (Jung et al., 2014; Batoteng et al., 2019; Abbasi et al., 2021; Yuniarti et al.,
2023) suggest that contextual factors may condition this effect.

H1: Tourist attitude positively and significantly affects revisit intention.

Destination Trust and Revisit Intention

Trust fosters loyalty across digital, social, and service contexts (Le & Denny, 2013; Amoako et al., 2019; Van
Huy et al., 2019). Within tourism, trust reflects perceptions of reliability and safety, shaped by destination
management and communication, and is linked to repeat visitation (Abubakar et al., 2017; Afolabi et al., 2020;
Trius et al., 2023). Although some studies suggest indirect rather than direct effects (Zhai et al., 2020), most confirm
a positive relationship.

H2: Destination trust positively and significantly affects revisit intention.

Perceived Non-Halal Risk and Revisit Intention

Risk perception often reduces consumer intentions (Park et al., 2019; Jun, 2020) and negatively influences
tourism-related trust and image (Chahal & Devi, 2017; Afolabi et al., 2020). For Muslim travelers, exposure to
non-halal food, inadequate worship facilities, or non-Islamic environments represents a salient risk (Law No.
33/2014; Cupian et al., 2023). Such risks can discourage repeat visitation to halal destinations (Ramadhanti &
Marsast, 2023).

H3: Perceived non-halal risk negatively and significantly affects revisit intention.

Local Wisdom—Based Destination Image and Revisit Intention

Destination image is a robust predictor of revisit intention across tourism contexts (Fatimah, 2019;
Mahfudhotin et al., 2020; Suandari et al., 2023). Embedding local wisdom—adat, culture, and community values—
can enhance authenticity and loyalty among Muslim tourists in Lombok. Despite occasional contradictory results
(Handayani et al., 2021), the dominant evidence supports a positive influence.

H4: Lombok’s local wisdom—based destination image positively and significantly affects revisit intention.

Moderating Role of Halal Destination Attributes

Halal attributes (e.g., halal food, prayer facilities, moral environment) shape Muslim-friendly perceptions and
strengthen behavioral intentions (Battour et al., 2011; Al-Ansi & Han, 2019; Riyanto, 2022). However, findings
regarding their moderating role are mixed—sometimes insignificant (Sulasih et al., 2022), yet in other cases
reinforcing image—intention or trust—intention links (Kim et al., 2012; Sudigdo & Khalifa, 2020).

Accordingly, this study proposes:

H5: Halal destination attributes moderate the relationship between attitude and revisit intention.

Ho6: Halal destination attributes moderate the relationship between destination trust and revisit intention.

H7: Halal destination attributes moderate the relationship between perceived non-halal risk and revisit

intention.

HS8: Halal destination attributes moderate the relationship between Lombok’s local wisdom—based destination

image and revisit intention.

Synthesis
This study integrates TPB with contextual factors by examining Indonesian Muslim tourists’ revisit intentions in
Lombok. It addresses inconsistencies in prior findings by testing the moderating role of halal destination attributes
across multiple antecedents. The inclusion of a local wisdom—based destination image further enriches the
model, offering a novel contribution to culturally embedded tourism research.

RESEARCH METHODOLOGY

This study investigates the revisit intentions of Indonesian Muslim tourists to Lombok by integrating
behavioral and destination development factors, with Lombok as the unit of analysis.
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Research Design

The research adopts an explanatory mixed-methods design (Creswell, 2009). The qualitative phase explored
Sasak local wisdom to generate indicators of a local wisdom—based destination image, which were then
incorporated into the quantitative phase for survey-based testing of the structural model.

Population and Sampling

The population comprises domestic Muslim tourists who had visited Lombok at least once. Due to limited
population data from informal and micro-scale tourism activities, purposive sampling was applied. Following the
10-times rule in PLS-SEM (Hair et al., 2017), a minimum of 200 respondents was required; 450 were ultimately
surveyed to ensure robustness.

Data Collection

Data were gathered through structured questionnaires distributed online and offline at major Lombok
destinations (e.g., Senggigi, Mandalika, Gili Islands). A pilot test was conducted beforehand to refine wording and
establish content validity.

Measurement of Variables

All constructs were measured using established indicators adapted to the Lombok context and rated on a five-
point Likert scale (1 = strongly disagree, 5 = strongly agree). Key variables included:
e Attitude, trust, non-halal risk perception, and revisit intention (adapted from TPB, trust-based theory, and
tourism studies).
e Local wisdom-based destination image (derived from the qualitative phase on Sasak culture).
e Halal destination attributes (halal food, worship facilities, Islamic morality, and Muslim-friendly services).

Data Analysis

Data analysis involved two stages. The qualitative data were thematically analyzed to derive Sasak-based
indicators. Quantitative data were analyzed with PLS-SEM (SmartPLS), assessing:
e The outer model (convergent/discriminant validity, reliability).
e The inner model (hypotheses and moderating effects).
e Bootstrapping procedures were employed for significance testing.
Results and Discussion

General Description of the Research Location

Lombok, a 5,435 km? island in West Nusa Tenggara, Indonesia, is home to nearly five million people (BPS,
2022). Administratively divided into Mataram City, West, Central, East, and North Lombok, the island has gained
international visibility as a super-priority destination, particularly through the Mandalika MotoGP circuit, and is
often compared with Bali for its coastal attractions (Ioannides et al., 2019; Sary et al., 2022; Fallon, 2001).

The Sasak people, a Muslim majority, form Lombok’s cultural identity, enriched by Balinese, Javanese,
Chinese, and Arab minorities. The Sasak language, with distinct dialects, reflects this cultural wisdom.
Geographically, the island is marked by the Lombok Strait—one of the world’s major biogeographical divides—
and Mount Rinjani (3,726 m), Indonesia’s third-highest active volcano and a conservation site. Economically,
agriculture, forestry, and fisheries remain vital, producing rice, maize, soybeans, coffee, and marine products, while
trade, construction, and tourism drive regional growth. Educational attainment remains modest, with most
residents completing only primary or lower-secondary schooling, and just 4.66% reaching higher education
(bpmpntb.kemdikbud.go.id; Databoks). These socio-cultural, economic, and geographic characteristics form the
contextual backdrop for analyzing Lombok’s tourism development and Muslim visitors’ revisit intentions.

Research Findings
Qualitative Phase

The qualitative phase was designed to explore issues raised in Chapter I, focusing on how local wisdom shapes
destination image and influences Muslim tourists’ revisit intentions. Data were collected through semi-structured
interviews with cultural leaders (tokoh adat) and community members, supplemented by field observations. This
approach generated rich descriptions of Sasak traditions, allowing deeper insights into values not easily captured
through quantitative methods (Moleong, 2017).

Key informants comprised respected Sasak figures—educators, authors, and members of the Majelis Adat
Sasak (MAS the Council of Sasak Customs)—with long-standing knowledge of Sasak traditions. Their perspectives
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were triangulated with community members representing diverse occupations (e.g., retired teachers, farmers,
homemakers, youth), ensuring both cultural authority and grassroots validation. Interviews were conducted in
Indonesian and the Sasak language, reinforcing contextual accuracy and credibility.

Emergent Dimensions of Sasak Local Wisdom

Analysis revealed four interrelated dimensions forming the basis of LomboR’s local wisdom—based destination image:

o Agame betatah Adat (religion rooted in custom): Integration of Islam with cultural traditions and social practices, reflected
in mosques as religious centers, Sasak culture aligned with Islamic law, and customs serving as cultural identity markers.

o Tindih (Discipline and Integrity): Emphasis on orderliness and firmness in words and actions, reflecting consistency and
moral responsibility.

o Maliq (Moral restraint and ethics): Promotion of politeness, respect for elders, and professionalism, cultivating constructive
shame and social propriety.

e Meerang (Solidarity and communality): Values of tolerance and loyalty, reinforcing collective responsibility,
empathy, and social cohesion.

Table 5.1. Indicators of Local Wisdom—Based Destination Image in Lombok

Dimension / Concept Key Indicators

1. Mosque as religious center

2. Sasak culture linked to Islamic law

agame betatah Adat (Religion— 3. Customs as cultural identity

custom) 4. Traditions aligning religion, custom, and culture
1. Orderliness

Tindih (Discipline / Order) 2. Firmness
1. Politeness

Maliq (Moral restraint / Ethics) 2. Professional conduct

1. Tolerance
Meerang (Solidarity / Communality) | 2. Loyalty

Together, these dimensions illustrate how local wisdom embeds religious, ethical, and communal values into
Lombok’s cultural identity, forming the foundation of a distinctive destination image that resonates with Muslim
tourists.

Quantitative Findings

This section reports the results of instrument testing (validity and reliability), descriptive analysis using SPSS,
and model testing with SEM-PLS. Descriptive statistics outline respondent characteristics and response
distributions, while SEM-PLS evaluates the measurement and structural models. Findings are then discussed in
relation to theories and prior empirical evidence to address the research hypotheses.

Instrument Validity and Reliability

The research instrument, developed as a structured questionnaire, was first pilot-tested on 30 respondents
outside the main sample. Following Sugiyono (2020:189), a Pearson correlation coefficient above 0.30 was adopted
as the validity threshold, while Cronbach’s alpha = 0.60 was used to assess internal consistency.

As summarized in Table 5.X, all indicators across six constructs—Attitude, Destination Trust, Non-Halal
Risk Perception, Local Wisdom-Based Destination Image, Halal Destination Attributes, and Revisit Intention—
exceeded both thresholds. Specifically, Pearson’s 7 values ranged from 0.438 to 0.957, while Cronbach’s a ranged
from 0.813 to 0.914. These results confirm that the instrument is both valid and reliable for SEM-PLS analysis.
Table 5.2. Summary of Instrument Validity and Reliability

No. of
Variable Items Pearson r (Range) Cronbach’s « | Conclusion
Attitude 4 0.763 — 0.957 0.892 Valid & Reliable
Destination Trust 4 0.881 — 0.923 0.914 Valid & Reliable
Non-Halal Risk
Perception 8 0.438 — 0.811 0.813 Valid & Reliable
Local Wisdom—Based
Destination Image 10 0.629 — 0.861 0.906 Valid & Reliable
Halal Destination
Attributes 7 0.694 — 0.825 0.890 Valid & Reliable
Revisit Intention 5 0.803 — 0.931 0.913 Valid & Reliable
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Source: Processed primary data (2024).
Interpretation: All constructs demonstrated Pearson’s r > 0.30 and Cronbach’s a > 0.60, confirming the suitability of the instrument for further
analysis.

Respondent Characteristics

The study surveyed 450 Indonesian domestic Muslim tourists, defined as Muslim individuals from across
Indonesia who visited Lombok for tourism purposes and were at least 18 years old. Data collection employed a
combination of manual distribution (200 questionnaires, 120 valid) and online forms (350 distributed, 330 valid),
yielding a total of 450 usable responses. Sampling followed a non-probability purposive technique targeting
respondents who fit the study criteria.

Table 5.Y presents the demographic profile. The sample was dominated by females (63.6%) and young
tourists aged 18-25 (85.3%). Most had senior high school education (75.1%) and were students (39%). A large
proportion reported monthly incomes between IDR 2 and 8 million (78%). All respondents were first-time visitors
to Lombok, highlighting a strong base of new Muslim tourists. In terms of origin, the majority came from Java
(73.8%), followed by Bali-Nusa Tenggara (9.6%), Sumatra (8.7%), Sulawesi (5.1%), Kalimantan (1.8%), and Papua
(1.1%). The strong representation from Java reflects demographic realities as well as cultural-religious ties, such as
pilgrimage traditions associated with Lombok’s Islamic heritage sites (e.g., Sunan Prapen and Syeikh Gaus

Abdurrazak).
Table 5.Y. Summary of Respondent Distribution and Characteristics (N = 450)
Category Subcategory n %
Questionnaire Distribution | Manual (valid) 120 | 60.0
Online (valid) 330 | 94.0
Gender Male 164 | 36.4
Female 286 | 63.6
Age 18-25 years 384 | 85.3
26-33 years 41 9.1
3441 years 10 | 2.2
4249 years 7 1.6
250 years 2 0.4
Education Senior High School 338 | 75.1
Bachelor (S1) 100 | 22.2
Postgraduate 8 1.8
Diploma 4 0.9
Marital Status Married 164 | 36.4
Unmarried 286 | 63.6
Occupation Student 174 | 39.0
Private Employee 153 | 34.0
Entrepreneur 61 14.0
Housewife 30 7.0
Government/State Enterprise | 12 3.0
Unemployed 20 | 4.0
Monthly Income IDR 2-8 million 351 | 78.0
IDR 8-14 million 86 19.0
IDR 14-20 million 9 2.0
> IDR 20 million 4 1.0
Visit Frequency First-time Visitor 450 | 100
Region of Origin Java 332 | 73.8
Bali—-Nusa Tenggara 43 9.6
Sumatra 39 8.7
Sulawesi 23 5.1
Kalimantan 8 1.8
Papua 5 1.1

Source: Processed primary data (2024—2025).
Descriptive Analysis of Research Variables

The descriptive analysis shows that all constructs scored within the moderate to high range, indicating generally
favorable perceptions of Lombok as a halal tourism destination. Attitude and revisit intention recorded particularly
strong means, suggesting that tourists evaluate Lombok positively and are inclined to recommend or return.
Destination trust was also high, though concerns related to health and safety remain visible.
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Meanwhile, non-halal risk perception was moderate, reflecting tourists’ cautiousness despite Lombok’s
predominantly Muslim context. Local wisdom—based destination image scored highly, affirming the significance
of Sasak cultural and religious identity in shaping perceptions, while halal destination attributes were rated
positively but revealed gaps in the provision of clear information and supporting facilities.

Taken together, these findings underscore that while Muslim tourists hold favorable evaluations of Lombok’s
cultural, religious, and halal attributes, targeted improvements in cleanliness, halal guidance, and health-related
safety measures are necessary to sustain and strengthen revisit intentions.

Interpretation:

All constructs achieved mean scores in the moderate to high range, indicating that Muslim tourists generally hold
favorable perceptions of Lombok’s halal tourism attributes, cultural image, and revisit intention, though
improvements are needed in cleanliness, halal information provision, and health-related trust factors.

Inferential Statistical Analysis

The conceptual model was tested using SEM-PLS with reflective measurement, where causal flows run from
latent variables to their indicators. The exogenous constructs were attitude (SK), destination trust (KD), non-halal
risk perception (PRNH), and local wisdom—based destination image (CDKL). Halal destination attributes (ADH)
served as a moderator, while revisit intention (Y) was the endogenous outcome. The analysis focused on a single
respondent group—Muslim tourists visiting Lombok.
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Figure 2. PLS Estimation Analysis Model

Measurement Model Evaluation

Convergent validity was established as most indicator loadings exceeded 0.70, with a few between 0.50 and
0.69 still acceptable (Chin & Newsted, 1999). Discriminant validity was confirmed through the Fornell-Larcker
criterion, cross-loadings, and HTMT ratios, all within recommended thresholds (<0.90). Reliability was supported
by Cronbach’s alpha and composite reliability values were above 0.70, while AVE scores were acceptable (>0.50,
with PRNH slightly lower but still valid). Collinearity tests showed all VIF values <5, indicating no multicollinearity
concerns.
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Figure 3. PLS Bootstrapping Process Analysis Model
Table X. Measurement Model Evaluation Summary
Convergent Validity Discriminant Validity Reliability (« Collinearity
Construct / Test (Loadings) (FLC / HTMT) / @c) AVE (VIF) Conclusion
Halal Destination Attributes
(ADH) >0.70 N FLC, HTMT < 0.90 0.897 / 0.919 0.618 | 3.138 Valid
Local Wisdom—Based
Destination Image (CDKL) >0.70 N FLC, HTMT < 0.90 0.933 / 0.944 0.626 | 3.377 Valid
Destination Trust (KD) >0.70 N FLC, HTMT < 0.90 0.910 / 0.937 0.788 | 3.690 Valid
Revisit Intention (NBK) >0.70 N FLC, HTMT < 0.90 0.898 / 0.925 0.711 | 3.0-3.3* Valid
Non-Halal Risk Perception
(PRNH) 0.58-0.74 (acceptable) | Y FLC, HTMT < 0.90 0.862 / 0.893 0485 | 1.310 Valid
Attitude >0.70 N FLC, HTMT < 0.90 0.917 / 0.941 0.801 | 2.506 Valid

*Source: Processed data (SmartPLS, 2025). *Note: VIF range for interaction terms = 2.7—3.4, all < 5.
Interpretation

Opverall, the measurement model demonstrates strong validity and reliability, confirming that the constructs
are psychometrically sound. These results provide a robust basis for evaluating the structural relationships and
testing the research hypotheses.

DISCUSSION

Effect of Attitude on Revisit Intention

Attitude emerged as a strong and significant predictor of revisit intention, consistent with the Theory of
Planned Behavior (Ajzen, 1991, 2005). Muslim tourists who evaluated Lombok positively—appreciating its natural
beauty, cultural richness, safety, and hospitality—were more likely to plan return visits. These findings align with
prior research (Ervina & Octaviany, 2022; Hasan et al., 2019; Meng & Choi, 2019; Quintal et al., 2015; Soliman,
2019), reaffirming attitude as a central driver of behavioral intention in tourism.
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Effect of Destination Trust on Revisit Intention

Destination trust also significantly influenced revisit intention, underscoring its role in fostering loyalty and
long-term tourist—destination relationships. Respondents generally perceived Lombok as reliable, safe, and aligned
with Islamic values, despite noting some gaps in halal certification and facilities. This result supports both TPB
and Social Influence Theory, while confirming prior evidence on the importance of trust in shaping revisit
decisions (Abubakar et al., 2017; Setiawan et al., 2021; Sultana et al., 2022; Suardana & Kiristianto, 2022).

Eftect of Non-Halal Risk Perception on Revisit Intention

Although the relationship between non-halal risk perception and revisit intention was positive, it was not
significant. This suggests that concerns about halal compliance did not outweigh other factors such as attractions,
comfort, and culture. The finding reflects the subjective nature of risk in tourism (Cui et al., 2016) and echoes
prior work showing that Muslim tourists may continue visiting destinations despite limited halal infrastructure
(Battour et al., 2014; Zamani-Farahani & Henderson, 2010; Henderson, 2016).

Effect of Local Wisdom—Based Destination Image on Revisit Intention

Local wisdom—based destination image significantly boosted revisit intention. The integration of Sasak cultural
values into tourism services enhanced Lombok’s distinctiveness and appeal, complementing its natural attractions.
This supports destination image theories and resonates with prior studies (Fatimah, 2019; Mahfudhotin et al., 2020;
Suandari et al., 2023; Sukaatmadja et al., 2024), though it differs from research that found weaker effects
(Handayani et al., 2021; Fadiryana & Chan, 2019).

Moderating Role of Halal Destination Attributes

Across all tested paths, halal destination attributes did not significantly moderate the relationships between
attitude, trust, non-halal risk perception, or local wisdom—based image and revisit intention. This indicates that
revisit decisions were shaped more by intrinsic evaluations of Lombok—such as positive attitudes, trust, and
cultural image—than by the presence of halal facilities alone. While some tourists noted gaps in certified restaurants
and prayer spaces, these were secondary to overall experiences. These results diverge from studies that found
moderating effects of halal certification (e.g., Chaudhary & Islam, 2023; Kristanto et al., 2023), but align with
evidence showing that attributes are not always decisive (Kim et al., 2012; Sulasih et al., 2022).

5.4. Novelty of the Study

This study makes three key contributions. First, it develops an integrated model of revisit intention grounded
in the Theory of Planned Behavior (TPB), enriched with risk theory, tourism concepts, and halal destination
attributes as a moderating variable. By positioning halal attributes as a moderator, the study addresses prior
limitations (Schlesinger et al., 2020; Singh & Tiwari, 2016; Mohd, 2019) and responds to inconsistent evidence on
the role of attitude in shaping revisit intentions (Jung et al., 2014; Batoteng et al., 2019; Abbasi et al., 2021). This
integration advances behavioral research by extending TPB beyond individual cognition to include contextual
factors such as culture, environment, and resource access (Chen & Slade, 2024).

Second, the study highlights Indonesian domestic Muslim tourists as the dominant segment in Lombok and a
decisive consumer base for halal tourism in Indonesia. Their preferences, especially sensitivity to non-halal risk,
emerge as a crucial determinant of revisit behavior.

Third, it introduces and empirically validates the construct of local wisdom—based destination image,
demonstrating its significant influence on revisit intention. This operationalization provides a conceptual and
methodological framework for future research on culturally embedded tourism dimensions.

Research Implications
Theoretical Implications

The findings reinforce TPB’s relevance in predicting revisit intention while showing that complementary
petspectives are needed to capture contextual dynamics. Social Influence Theory enriches TPB by clarifying how
social referents shape trust, while Risk Theory remains pertinent in explaining behavioral responses to perceived
non-halal risks. The study also shows that halal attributes do not function as a consistent moderator, underscoring
that destination performance depends not only on facilities but also on leveraging intangible assets. Local wisdom
emerges as a critical internal resource, offering a culturally grounded lens for advancing behavioral and tourism
theory.

Practical Implications

For policymakers and industry stakeholders, the results indicate that strengthening attitudes, destination trust,
and cultural image is more decisive than relying solely on halal infrastructure. Enhancing visitor experience requires
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investment in facilities, human resource quality, and engaging cultural programs. Building trust demands consistent
attention to service quality, safety, cleanliness, and hospitality, while sensitivity to Islamic values can mitigate
perceptions of non-halal risk.

The study also identifies Lombok’s cultural wisdom—agame betatah adat, Tindib, Maliq, and Meerang—as a
unique competitive advantage. Embedding these values into destination branding, community-based tourism,
ecotourism initiatives, and cultural preservation efforts can strengthen authenticity and differentiation. Such
strategies not only enhance revisit intention but also support sustainable development and local community
welfare, positioning Lombok as a distinctive player in the global halal tourism market.

CONCLUSION AND RECOMMENDATIONS

Conclusion

This study demonstrates that attitude and destination trust exert positive and significant effects on revisit
intention, reaffirming their central roles in behavioral decision-making. In contrast, perceived non-halal risk shows
a positive but insignificant relationship, indicating that concerns over halal assurance do not substantially deter
Indonesian domestic Muslim tourists from revisiting Lombok. The local wisdom—based destination image,
reflected in religious values, cultural practices, and social norms, significantly shapes revisit intention, underscoring
the importance of cultural embeddedness in sustaining destination loyalty. Meanwhile, halal destination attributes
were not found to moderate any of the proposed relationships, suggesting that their influence remains supportive
rather than decisive.

Recommendations

Several practical implications emerge from these findings. First, destination managers should strengthen
positive attitudes by continuously innovating tourism products, services, and experiences, informed by market
analyses that anticipate opportunities and threats. Second, destination trust must be reinforced through consistent
service quality, transparent communication, and structured collaboration between government and industry to
ensure coherent destination branding. Third, strategies to reduce perceived non-halal risk should prioritize clear
separation of halal and non-halal products, transparent labeling, and easy-to-access information via signage and
digital platforms. Fourth, embedding Sasak cultural values such as Agame betatah Adat (religion rooted in custom),
Tindih (self-restraint), Malig (tolerance), and Meerang (mutual cooperation) into tourism services and experiences
can differentiate Lombok, while partnerships with educational institutions can enhance cultural awareness among
industry stakeholders.

For future research, the model should be validated across different destinations and tourist segments to
improve generalizability. Further exploration of local wisdom-based destination image is also recommended,
particulatly its potential role in shaping human resource development rooted in Sasak cultural identity, thereby
strengthening authenticity and competitiveness in global halal tourism.

REFERENCES

Abbasi, G. A., Kumaravelu, J., Goh, Y. N., and Dara Singh, K. S. (2021). Understanding the intention to revisit a
destination by expanding the theory of planned behaviour (TPB). Spanish Journal of Marketing - ESIC, 25(2),
282- 31 1. https://doi.org/10.1108/SJME-12-2019-0109

Abubakar, A. M., Ilkan, M., Meshall Al-Tal, R., and Eluwole, K. K. (2017). eWOM, revisit intention, destination
trust and  gender.  Jowmal  of  Hospitality — and  Towrism  Management, 31,  220-227.
https://doi.org/10.1016/.jhtm.2016.12.005

Adinugraha, H. H., Andrean, R., Ikhrom, W. A., Setyani, R. A. G., Sibyani, H., Mukarromah, F., Fauzi, U. H.,
Ifiandri, A., Masruroh, 1, Safitri, A., and Ikhlas, S. (2022). Perkembangan Industri Halal di Indonesia (A. T. Surur
(ed.)). SCIENTIST PUBLISHING. publishing.iainpekalongan.ac.id

Ajzen, 1. (1991). Theory of Planned Bebaviour. Organizational Bebavior and Human Decision Processes, 50(1 ), 179-211.
https://doi.org/10.47985/dcidj .475

Ajzen, 1. (2005). Attitudes, Personality and Bebavionr. Open University Press.

Al-Ansi, A., and Han, H. (2019). Role of halal-friendly destination performances, value, satisfaction, and trust in
generating destination image and loyalty. Journal of Destination Marketing and Management, 13 (December 2018),
51-60. https://doi.org/10.1016/.jdmm.2019.057

© 2025 by Authot/s 1043



Journal of Cultural Analysis and Social Change, 11(1), 1033-1048

Alcocer, N. H., and Ruiz, V. R. L. (2020). The role of destination image in tourist satisfaction: the case of a heritage
site. Economic Research-Ekonomska Istrazivanja, 33(1), 244424061.
https://doi.org/10.1080/1331677X.2019.1654399

Alves, H., Camp6n-Cerro, A. M., and Hernandez-Mogol16n, J. M. (2019). Enhancing rural destinations' loyalty
through  relationship  quality.  Spawish  Journal — of  Marketing -  ESIC, 23(2), 185-204.
https://doi.org/10.1108 /SJME-09-2018-0041

Anggraeni, P. D., and Sabrina, T. A. (2021). Pengaruh Harga, Citra Merek dan Cita Rasa Terhadap Minat Beli
Oleh-Oleh Tempat Wisata di Semarang. Jurnal limiah Pariwisata, 26(2), 153—-160

Battour, M., and Ismail, M. N. (2014). The Role of Destination Attributes in Islamic Tourism. SHS Web of
Conferences, 12(May), 01077. https://doi.org/10.1051/shsconf/20141201077

Battour, M., and Ismail, M. N. (2016). Halal tourism: Concepts, practices, challenges, and future. Tourism
Management Perspectives, 19, 150-154. https:/ /doi.org/10.1016/j.tmp.2015.128

Battour, M., Ismail, M. N., and Battor, M. (2011). The Impact of Destination Attributes on Muslim Tourist's
Choice. International Journal of Tonrism Research, 13, 527-540.

Bazazo, 1., Elyas, T., Awawdeh, L., Faroun, M., and Qawasmeh, S. (2017). The Impact of Islamic Attributes of
Destination on Destination Loyalty via the Mediating Effect of Tourist Satisfaction. International Journal of
Business Administration, 8(4), 65-78. https://doi.org/10.5430/ijba.v8n4p65

Beerli-Palacio, A., and Martin-Santana, J. D. (2018). Cultural sensitivity: An antecedent of the image gap of tourist
destinations. Spanish Journal of Marketing - ESIC, 22(1), 103-118. https://doi.org/10.1108/SJME-03-2018-002

Bogan, E. (2020). Halal Tourism: The Practices of Halal Hotels in Alanya, Turkey. Journal of Tourism and Gastrononzy
Studies, 8(1), 29-42. https:/ /doi.org/10.21325/jotags.2020.534

Chahal, H., and Devi, A. (2015). Destination Attributes and Destination Image Relationship in Volatile Tourist
Destination: Role of Perceived Risk. Metamorphosis: A Journal of Management Research, 14(2), 1-19.
https://doi.org/10.1177/0972622520150203

Chahal, H., and Devi, A. (2017). How perceived risk influences image and loyalty relationship in a tourist
destination? an Indian perspective. International Journal of —Leisure and  Tourism  Marketing,  5(2), 100.
https://doi.org/10.1504/ijltm.2017 .10005601

Chaudhary, M., andIslam, N. U. (2023). Tourists’ risk perception towards Kashmir valley: An analysis using
Tourism  Risk Index.  Jowrnal —of  Tourism, — Heritage —and  Services — Marketing, 9(1), 48-57.
https://doi.org/10.5281/zenodo.8054889

Chen, X. X,, and Slade, E. (2024). Theory of Planned Behaviour Participation. In TheoryHub Book.

Chin W, M. G. (1998). The Partial Least Squares Approach to Structural Formula Modeling. Adpances in Hospitality
and Leisure, 8 (2) (January 1998), 5.

Chookaew, S., Chanin, 0., Charatarawat, J., Sriprasert, P., and Nimpaya, S. (2015). Increasing Halal Tourism
Potential at Andaman Gulf in Thailand for Muslim Country. Journal of Economics, Business and Management, 3(7),
739-741. https://doi.org/10.7763/joebm.2015.v3.277

Confente, 1., and Vigolo, V. (2018). Online travel behaviour across cohorts: The impact of social influences and
attitude on hotel booking intention. International ~ Journal of Tourism  Research, 20(5), 660-670.
https://doi.org/10.1002/jtr.2214

Cong, L. C. (2021). Perceived risk and destination knowledge in the satisfaction-loyalty-intention relationship: An
empirical study of European tourists in Vietnam. Journal of Outdoor Recreation and Tourism, 33 (February 2020),
100343. https://doi.org/10.1016/j.jort.2020. 1 00343

Cooper, C., Fletcher, J., Gilbert, D., Shepherd, R., and Wanhill, S. (1985). Tourism: Principles and practice. London:
Longman.

Creswell, J. W. (2009). Research Design (3td ed.). SAGE Publications Inc. https://www.worldcat.org/title /research-
design-qualitative-quantitative-and mixed-methods-approaches/oclc/269313109

Cui, F,, Liu, Y., Chang, Y., Duan, |., and Li, J. (2016). An overview of tourism risk perception. Natural Hazards,
82(1), 643—658. https://doi.org/10.1007/s11069-016-2208-1

Cupian, Fajri, M., Noven, S. A., and Nurfitriani, S. R. (2023). Determinan Minat Wisatawan Muslim Dalam
Berkunjung Ke Negara Non-Muslim (Studi Kasus: Masyarakat Muslim Jawa Barat). Jurnal Iimiah Ekonomi Lsiam,
9(01), 78-86. http://dx.doi.org/10.29040/jiei.v9i1.7795

Davlembayeva, B. D., and Papagiannidis, S. (2025). Social Influence Theory (S. Papagiannidis (ed.)). Theoryhub Book,
Available at https://open.ncl.ac.uk / ISBN: 9781739604400

Ervina, E., and Octaviany, V. (2022). The Role of Tourist Attitude Toward Destination Awareness, Destination
Personality And Future Visit Intention. Asia Pacific Management and Business Application, 011(01), 1 -18.
https://doi.otg/10.21776/ub.apmba.2022.011.01.1

1044 © 2025 by Authot/s


http://www.worldcat.org/title/research-design-qualitative-quantitative-and
http://www.worldcat.org/title/research-design-qualitative-quantitative-and

Journal of Cultural Analysis and Social Change, 11(1), 1033-1048

Fadiryana, N. A., and Chan, S. (2019). Pengaruh Destination Image and Tourist Experience Terhadap Revisit
Intention Yang Dimediasi Oleh Perceived Value Pada Destinasi Wisata Halal Di Kota Banda Aceh. Jmi, 10(2),
1-23. http://www.jurnal.unsyiah.ac.id/JInoMan

Fallon, F. (2001). Conflict, power and tourism on Lombok. Current Issues in Tourism, 4(6), 481-502.
https://doi.org/10.1080/13683500108667899

Fatimah, S. (2019). Analisis Pengaruh Citra Destinasi dan Lokasi Terhadap Minat Berkunjung Kembali. Majalah
Ilmiah Bahari Jogia, 17(2), 28—41. https://doi.org/10.33489 /mibj.v17i2.207

Fishbein, M., and Ajzen, 1. (2010). Predicting Changing Bebhavior. In Taylor and Francis Group.

Fornell, C., and Larcker, D. (1981). Structural equation models with unobservable variables and measurement
error: Algebra and statistics. Journal of marketing research. Advances Methods of Marketing Research, 18(3), 382-388.

Goeldner, C.R., and Ritchie, J].R.B. (2012). Tourism. John Wiley and Sons, Inc.,.

Hair, J. F., Black, W. C,, Babin, B. J., and Anderson, R. E. (2010). Multivariate data analysis (7th ed.). Pearson
Education.

Hair, J. F., Hult, G. T. M., Ringle, C. M., and Sarstedt, M. (2021). A primer on partial least squares structural equation
modeling (PLS-SEM) (3rd ed.). Sage Publications.

Hair, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., and Ray, S. (2021). Partial I east Squares Structural
Eguation Modeling (PLS-SEM) Using R (8th ed., Vol. 21 , Issue 1). Springer International Publishing

Han, H., Al-ansi, A., Olya, H. G. T., and Kim, W. (2018). Exploring halal-friendly destination attributes in South
Korea : Perceptions and behaviors of Muslim travelers toward a non-Muslim destination. Towurism Management,
71 (July), 151-164. https://doi.org/10.1016/j.tourman.2018.10.010

Handawan, Y. G. (2013). Pengaruh Citra Destinasi Pariwisata Wadnk Sermo Terhadap Minat Wisatawan Berkunjung Ulang.
Thesis , 53(9), 1689—1699. https://doi.org/10.1017/CBO9781107415324.004

Harjito, D. A., and Haryandi, D. (2021). “Dampak pandemi Covid-19 terhadap sektor pariwisata di Pulau
Lombok.” Jurnal Tambora, 5(2), 105-115.

Hasan, M. K., Abdullah, S. K., Lew, T. Y., and Islam, M. F. (2019). The antecedents of toutrist attitudes to revisit
and revisit intentions for coastal tourism. International Journal of Culture, Tourism, and Hospitality Research, 13(2),
218-234. https://doi.org/10.1108 /IJCTHR-11-2018-0151

Hasan, M. K., Ismail, A. R., and Islam, M. F. (2017). Tourist risk perceptions and revisit intention: A critical review
of literature. Cogent Business and Management, 4(1 ). https://doi.org/10.1080/233 11975.2017.1412874

Henderson, J. C. (2016). Muslim travellers, tourism industry responses and the case of Japan. Tourism Recreation
Research, 41(3), 339-347. https:/ /doi.org/10.1080/02508281.2016.1215090

loannides, D., Réslmaier, M., Van Der Zee, E. (2019).Airbnb as an instigator of ‘tourism bubble’ expansion in
Utrecht’s Lombok neighborhood. Tourism Geographies, 21(5): 822-840.

Jamal, M., Zarkasyi, H.F., Akmal, H., and Mellina, T. (2019). Implementasi Wisata Syariah Lombok dalam
Perspektif Maqashid Syariah. Al-Istinbath: Jurnal Hufkum Islam, 4(2), 143.
https://doi.org/10.29240/jhi.v4i2.1002

Juliana, J., Syiva, A. N., Rosida, R., Permana, E., Zulfikar, R. M., Muhamad, A., and Quadratov, 1. (2024). Revisit
Intention Muslim Tourists to Halal Tourism in Yogyakarta: Analysis of Facilities, Promotion, Electronic Word
of Mouth, and Religiosity. Review of Islamic Economics and Finance (RIEF), 7(1), 1-22.

Jung, N. Y., Kim, S.S., and Kim, S.S. (2014). Influence of consumer attitude toward online brand community on
revisit intention and brand trust. Jowrnal of Retailing and Consumer Services, 21(4), 581-589.
https://doi.org/10.1016/j.jretconser.2014.042

Kadafi, P. A., Hasudungan, R. T., and Yusrini, L. (2024). Pengaruh Atraksi Wisata, Citra Destinasi, dan Pengalaman
Wisatawan Terhadap Minat Wisatawan Generasi Z Berkunjung Kembali ke Kota Tua Jakarta. Journal of
Tourism and Hospitality Horizon, Xxx-Yyyy, 1(1).

Kim, K., Hallab, Z., and Kim, J. N. (2012). The Moderating Effect of Travel Experience in a Destination on the
Relationship Between the Destination Image and the Intention to Revisit. Journal of Hospitality Marketing and
Management, 21(5), 486-505. https://doi.org/10.1080/19368623.2012.626745

Kotler, P., and Keller, K. L. (2016). Marketing Management, Pearson Prentice Hall.

Kotler, P., Bowen, J. T., Makens, J. C., and Baloglu, S. (2017). Marketing for Hospitality and Tourism, 7/ e.

Lestari, S., Yulita, I. K., and Prabowo, T. H. E. (2022). Pengaruh Citra Destinasi, Fasilitas Wisata terhadap Minat
Berkunjung Ulang (Studi kasus Wisatawan Pantai Klayar Pacitan). EXERO : Journal of Research in Business and
Economics, 5(1), 1-35. https://doi.org/10.24071/exero.v5i1.5037

Liu, Y., Hong, Z., Zhu, J., Yan, J., Qji, J., and Liu, P. (2018). Promoting green residential buildings: Residents'
environmental attitude, subjective knowledge, and social trust matter. Energy Policy, 112(June 2017), 152-
161. https:/ /doi.org/10.1016/j .enpol.2017 .10.020

© 2025 by Authot/s 1045



Journal of Cultural Analysis and Social Change, 11(1), 1033-1048

Loi, L. T. I, So, A. S. I, Lo, I. S., and Fong, L. H. N. (2017). Does the quality of tourist shuttles influence revisit
intention through destination image and satisfaction? The case of Macao. Journal of Hospitality and Tourism
Management, 32, 115-123. https:/ /doi.org/10.1016/j.jhtm.2017.062

Lu, C. Y., Dean, D., Suhartanto, D., Hussein, A. S., Suwatno, Kusdibyo, L., Chen, B. T., and Gunawan, A. L.
(2021). Predicting Tourist Loyalty toward Cultural Creative Attractions: the Moderating Role of Demographic
Factors.  Journal — of  Quality — Assurance  in  Hospitality — and — Towrism,  22(3),  293-311.
https://doi.org/10.1080/1528008X.2020.1773371

Mahfudhotin, S., Nurfarida, I. N., and Hidayat, C. W. (2020). Analisis Pengaruh Citra Destinasi, Lokasi, dan Media
Sosial Terhadap Minat Berkunjung Kembali Di Objek Wisata Kampoeng Heritage Kajoetangan Malang. Jurnal
Riset Mahasiswa Manajemen (JRMM), 6(2), 1-06.

Mahgpiroh, A. (2017). Analisis Pengarubh Electronic Word Of Mouth and Citra Destinasi terbadap Minat Berkunjung serta
Dampaknya Terhadap Keputusan Berkunjung ke Taman Nasional (Studi Kasus pada Pengunjung Taman Nasional Gunung
Gede Pangrango). UIN Jakarta.

Manci, A. R. (2022). Determining destination risk perceptions, their effects on satisfaction, revisit and
recommendation intentions: Evidence from Sanliurfa/Turkey. Journal of Multidisciplinary Academic Tourism, 7(1),
81-96. https://doi.org/10.3 1 822 /jomat.2022-7-1-81

Marlinda, A. P., Al-Fadhat, F., Cipto, B., and Jubba, H. (2023). Halal tourism as a strategic option for South Korean
tourism. Journal of Islamic Marketing, 14(5), 1276-1290. https://doi.org/10.1 108 /JIMA-03-2021-0074

MAS, S. P. (2022). Anggaran Dasar Majelis Adat Sasak. Majelis Adat Sasak, Lombok.

Meng, B., and Choi, K. (2018). An investigation on customer revisit intention to theme restaurants: the role of
servicescape and authentic perception. International Journal of Contemporary Hospitality Management, 34(1), 1-5.

Meng, B., and Choi, K. (2019). Tourists ' intention to use location-based services (LBS) and the elaboration
likelihood model (ELM). International Journal of Contemporary Hospitality Management, 31 (8), 3097-3115.
https://doi.org/10.1108 /IJCHM-09-2018-0734

Mohd, R., Zainuddin, A., Noranee, S., Mokhtar, M., and Kamaruddin, B. H. (2019). Does Islamic attributes matter
to all age group of muslim tourists in their preferences of destination? International Journal of Recent Technology
and Engineering, 7(6), 1020-1022.

Morgan, R.M., and Hunt, S.D. (1994). The commitment-trust theory of relationship marketing. Journal of Marketing,
58 (3), 20-38.

Mursid, A. and Anoraga, P. (2022), "Halal destination attributes and revisits intention: the role of destination
attractiveness and perceived value," International Journal of Tourism Cities, Vol. 8 No. 2, pp. 513-528.

Nazir, M. U., Yasin, 1., and Tat, H. H. (2021). Destination image's mediating role between perceived risks ,
perceived constraints, and behavioral intention. Heliyon, 7(March), e07613.
https://doi.org/10.1016/j.heliyon.202 1.e07613

Ngoc, K. M., and Trinh, N. T. (2015). Factors Affecting Tourists' Return Intention towards Yung Tau City,
Vietnam- A Mediation Analysis of Destination Satisfaction. Journal of Advanced Management Science, October,
292--298. https://doi.org/10.12720 /joams.3 .4.292-298

Nguyen Viet, B., Dang, H. P., and Nguyen, H. H. (2020). Revisit intention and satisfaction: The role of destination
image, perceived risk, and cultural contact. Cogent Business and Management, 7 (1). https:/ /doi.org/10.1080/233
11975.2020.1796249

Olya, H. G. T., and Al-ansi, A. (2018). Risk assessment of halal products and services : Implication for tourism
industry. Tourism Management, 65, 279-291. https:/ /doi.org/10.1016/j.tourman.2017.10.015

Park, J., Amendah, E., Lee, Y., and Hyun, H. (2019). M-payment service: Interplay of perceived risk, benefit, and
trust in service adoption. Human Factors and  Ergonomics In  Manufacturing, 291 ), 31-
43.https:/ /doi.org/10.1002/hfm.20750

Permadi, L. A., Asmony, T., Widiana, H., and Hilmiati, H. (2018). Identifikasi Potensi Desa Wisata di Kecamatan
Jetowaru, Lombok Timut. Jurnal Pariwisata Terapan, 2(1), 33. https://doi.org/10.22146/jpt.35380

Permadi, L.A., Ula, L. V., and Sakti, D. P. B. (2020). Pengaruh E-Wom dan Citra Destinasi terhadap Niat
Berkunjung Kembali ke Pantai Senggigi di Tengah Wabah Covid-19. JMM Unram - Master of Management Journal,
9(2), 212. https://doi.org/10.29303 /jmm.v9i2.550

Pike, S., and Page, S. J. (2014). Destination Marketing Organizations and Destination Tourism Management, 41,
202-227.

Prakoso, D. B., Pujiastuti, E. E., and Sadeli. (2020). Pengaruh Pengalaman Wisatawan Terhadap Kepuasan dan
Kepercayaan Serta Niat Berkunjung Kembali (Studi Pada wisatawan di Wisata Alam Posong Temanggung).
Jurnal Ekonomi dan Lmn Sosial, 5(2), 185-201.

Prawiro, A. (2021). Sosial Budaya dan Pariwisata Halal Indonesia: Studi Sosial Budaya Destinasi Pariwisata Halal di Lombofk
Niusa Tenggara Barat, Thesis , Universitas Negeri Islam Syarif Hidayatullah Jakarta.

1046 © 2025 by Authot/s


https://www.emerald.com/insight/search?q=Ali%20Mursid
https://www.emerald.com/insight/search?q=Pandji%20Anoraga
https://www.emerald.com/insight/publication/issn/2056-5607

Journal of Cultural Analysis and Social Change, 11(1), 1033-1048

Puspita, M. 1. (2018). Pengarub Atribut Pariwisata Halal Terbadap Citra Destinasi, Minat Berkunjung Kembal, dan Minat
Untuk Merekomendasikan , Thesis , UIl Yogyakarta.

Quintal, V. A,, Lee, J. A., and Soutar, G. N. (2010). Risk , uncertainty and the Theory of Planned Behavior: A
tourism example q. Tourism Management, 31(6), 797-805. https:/ /doi.org/10.1 Ol 6/j.tourman.2009.086

Quintal, V. A., Thomas, B., and Phau, I. (2015). Incorporating the winescape into the theory of planned behaviour:
Examining new world wineries. Tourism Management, 40, 596 09.
https://doi.otg/10.1016/j.tourman.2014.08.013.

Raga, M. (2020). Peran Atribut Destinasi Terhadap Pembentukan Citra Kota Bandung Sebagai Destinasi MICE di
Indonesia.  Jurnal  Kepariwisataan: — Destinasi, — Hospitalitas ~ dan  Perjalanan, — 3(1),  41-53.
https://doi.org/10.34013/jk.v3i1.31

Ramadhanti, D., and Marsasi, E. G. (2023). The Influence of Attitudes and Halal Perceptions on Intention to Visit
Halal Toutism Destinations. JEST (Jurnal Ekonomi Syariah Indonesia), 13(1 ), 54. https://doi.org/10.21927
/jesi.2023.13(1 ).54-7

Reza, V. (2020). Pariwisata Halal Dalam Pengembangan Ekonomi Indonesia. Jurnal An-Nabl, 7(2), 106-112.
https://doi.org/10.54576/annahl.v7i2.20

Rindrasih, E. (2018). Tourist’s Perceived Risk and Image of the Destinations Prone to Natural Disasters: The Case
of Bali and Yogyakarta, Indonesia. Jurnal Humaniora, 30(2), 192. https://doi.org/10.22146/jh.v30i2.32239

Riyanto, K. B. (2022). Awnteseden dan konsekuensi citra destinasi wisata halal. Bandar Lampung, Universitas Lampung.

Santoso, L., and Cahyani, Y. T. (2020). Pengaturan Wisata Halal untuk Pembangunan Daerah: Transformasi
Industri Halal di Era Disrupsi. In Supremasi Hukum: Jurnal Kajian Iimn Hukum (Nol. 9, Issue 1, p. 73).

Sari, W. P., Irena, L., and Oktavianti, R. (2024). Lombok Tourism Sentiment Analysis With Social Media
Monitoring. ASPIRATION Journal, 5(2), 149-168. https://doi.org/10.56353 /aspiration.v5i2.102

Sary, F.P., Putri, I.P., Prasetio, A., Disastra, G.M. (2022).Analysis of e-learning success factors (Study on MSMEsin
super priority destination of Yogyakarta and Lombok). In Acceleration of Digital Innovation and Technology towards
Society 5.0, pp. 233-237.

Schiffman, L. G., and Wisenblit, J. (2019). Consumer Bebavior (11th ed.). Pearson Education, Inc.

Schlesinger, W., Cervera-Taulet, A., and Pérez-Cabafiero, C. (2020). Exploring the links between destination
attributes, quality of service experience and loyalty in emerging Mediterranean destinations. Tourism Management
Perspectives, 35(May), 100699. https://doi.org/10.1016/j.tmp.2020.100699

Singh, A., and Tiwari, R. (2016). The Role of Destination Attributes in Promoting a Tourist Destination. Pacific
Business Review International, 8(10), 9—20.

Sintha, T. I. D. (2017). Pengaruh Sikap, Citra Destinasi, dan Constraints Terhadap Niat Mengunjungi Pulau
Lombok Sebagai Destinasi Patiwisata Syariah Pada Karyawan Di Kawasan Sudirman Jakarta. Univ Negeri
Jakarta.

Sodawan, A., and Hsu, R. L. W. (2022). Halal-Friendly Attributes and Muslims’ Visit Intention: Exploring the
Roles  of  Perceived Value and  Destination  Trust.  Sustainability — (Switzerland), — 14(19).
https://doi.org/10.3390/su141912002

Sohn, H. K., Lee, T. J., and Yoon, Y. S. (2016). Relationship between Perceived Risk, Evaluation, Satisfaction, and
Behavioral Intention: A Case of Local Festival Visitors. Journal of Travel and Tourism Marketing, 33(1), 2845.
https://doi.org/10.1080/10548408.2015.1024912

Soliman, M. (2019). Extending the Theory of Planned Behavior to Predict Tourism Destination Revisit Intention
Extending the Theory of Planned Behavior to Predict. International Journal of Hospitality and Tourism
Administration, 00(00), 1-26. https://doi.org/10.1080/15256480.2019.1692755

Stylos, N., Vassiliadis, C. A., Bellou, V., and Andronikidis, A. (2016). Destination images, holistic images and
personal normative beliefs: Predictors of intention to revisit a destination. Towurism Management, 53, 40-60.
https://doi.org/10.1016/j.tourman.2015.096

Su, L., Lian, Q., and Huang, Y. (2020). How do toutists' attribution of destination social responsibility motives
impact trust and intention to visit? The moderating role of destination reputation. Towurism Management,
77(August 2019), 103970. https://doi.otg/10.1016/j.tourman.2019.103970

Suandari, N. P. K., Yasa, N. N. K., and Sukaatmadja, I. P. G. (2023). Peran Citra Destinasi Berkearifan Lokal
Memediasi Atribut Destinasi dan Kualitas Layanan Terhadap Niat Berkunjung Kembali. Ekuitas: [urnal
Pendidikan Ekononi, 11 (2), 2362 48. https://doi.org/10.23887 /ekuitas.vl 12.6781 0

Sudigdo, A., and Khalifa, G. S. A. (2020). The impact of islamic destination attributes on Saudi Arabians' decision
to visit Jakarta: Tourism destination image as a mediating variable. International Journal of Religions Tourism and
Pifgrimage, 8(3), 15--30.

Sugiyono. (2020). Metode Penelitian Kuantitatif, Knalitatif dan R dan D. PT Alfabet.

© 2025 by Authot/s 1047


https://doi.org/10.3390/su141912002
https://doi.org/10.3390/su141912002

Journal of Cultural Analysis and Social Change, 11(1), 1033-1048

Sulasih, S., Novandari, W., & Munawaroh, A. (2022). Memprediksi Niat Beli Produk Fashion Melalui Aplikasi
Marketplace dengan Theory Planned Behaviour dan Product Knowledge sebagai Variabel Moderasi dengan
Analisa Partial Least Square ( PLS). E/[igya : Jurnal Ekonomi Islam, 10, 1-20.

Sulistyafani, A., and Sastrawan, 1. G. A. (2021). Pengaruh Citra Destinasi Terhadap Minat Kunjungan Ulang
Wisatawan Di Pantai Pandawa, Bali. Jurnal Destinasi Pariwisata, 9(1), 96.
https://doi.org/10.24843 /jdepar.2021.v09.i01.p11

Sultana, N., Amin, S. and Islam, A. (2022), "Influence of perceived environmental knowledge and environmental
concern on customers' green hotel visit intention: mediating role of green trust", Asia-Pacific Journal of Business
Administration, Vol. 14 No. 2, pp. 223-243. https:/ /doi.org/10.1108/APJBA-08-2021-0421

Suyatman, U., Ruminda, R., & Yatmikasari, 1. (2018). Pulan Lombok : Pengembangan Wisata Halal dalam Bingkai
Kearifan Lokal (S. Sulasman (ed.)). LPP UIN Sunan Gunung Djat.

Tanford, S., and Montgomery, R. (2015). The Effects of Social Influence and Cognitive Dissonance on Travel
Purchase Decisions. Journal of Travel Research, 54(5), 596—610. https://doi.org/10.1177/0047287514528287

Tosun, C., Dedeoglu, B. B., and Fyall, A. (2015). Destination service quality, affective image and revisit intention:
The moderating role of past expetience. Journal of Destination Marketing and Management, 4(4), 222-234.
https://doi.otg/10.1 016/j.jdmm.2015.082

Trius, N. V., Agustina, N. K. W., and Yudhistira, P. G. A. (2023). The Effect of Travel Experience, Destination
Image, and Destination Trust on Revisit Intention at Ubud Monkey Forest. International Journal of Social
Science and Business, 7(3), 680—689. https://doi.org/10.23887 /ijssb.v7i13.50231

Veronika. (20106). Pengaruh Iklan dan Brand Image Terhadap Minat Beli Konsumen, Dengan Brand Image Sebagai
Variabel Mediasi Kasus Calon Konsumen Shampoo Dove di Pusat Perbelanjaan: Gardena Department Store
dan Supermarket Yogyakarta: Vol. X

Wall, G., and Mathieson, A. (2006). Tourism: change, impacts and opportunities. Harlow, England, Pearson
Prentice Hall.

Wardana, I. M., Sukaatmadja, I. P. G., Ekawati, N. W., Yasa, N. N. K., Astawa, I. P., and Setini, M. (2021). Policy
models for improving ecotourism performance to build quality tourism experience and sustainable tourism.
Management Science Letters, 11, 595-608. https://doi.org/10.5267 /.ms1.2020.9.007

Yoeti, 0. (19906). Pengantar Ilmu Pariwisata (Edisi Revisi). Bandung, Penerbit Angkasa.

Yuliviona, R., Alias, z., Abdullah, M., and Azliyanti, E. (2019). The Relationship of Halal Tourism , Islamic
Attributes , Experiential Value , Satisfaction and Muslim Revisit Intention in Framework : a Systematic
Literature Review. International Journal of Tourism and Hospitality Reviews, 6(1), 50-57.
https://doi.otg/doi.org/10.18510/ijthr.2019.614

Zamani-Farahani, H., and Henderson, ]. C. (2010). Islamic tourism and managing tourism development in Islamic
societies: The cases of Iran and Saudi Arabia. International Journal of Tourism Research, 12(1), 79-89.
https://doi.org/10.1002/jtr.741

Zhai, X., Luo, Q., and Wang, L. (2020). Why tourists engage in online collective actions in times of crisis: Exploring
the role of group relative deprivation. Journal of Destination Marketing and Management, 16 (August 2019),
100414. https://doi.org/10.1016/j.jdmm.2020.100414

Zheng, D., Luo, Q., and Ritchie, B. W. (2021). The Role of Trust in Mitigating Perceived Threat, Fear, and Travel
Avoidance after a Pandemic Outbreak: A Multigroup Analysis. Journal of Travel Research. https://doi.org/1
0O.1177/ 0047287521995562

1048 © 2025 by Authot/s


https://www.emerald.com/insight/search?q=Nafia%20Sultana
https://www.emerald.com/insight/search?q=Sanjida%20Amin
https://www.emerald.com/insight/search?q=Azharul%20Islam
https://doi.org/10.1108/APJBA-08-2021-0421

