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Abstract: - The primary purpose of this study is to empirically examine and compare the effects of 
religiosity and ethnicity in influencing behavioral intention towards halal hotels concept. Is it the 
religion or ethnic values that really matters in selecting an Islamic concept of hotel such as the halal 
hotel? This study involving 492 respondents randomly selected among travelers at the Kuala Lumpur 
International Airport used SEM as the main method to test the hypotheses. Underpinned by the Theory 
of Reasoned Action (TRA), the findings of this study revealed that religiosity (represented by the 
construct of religious commitment) significantly influence behavioral intention towards halal hotels 
via attitude while ethnicity (represented by ethnic identity) has no significant influence on intention to 
patronage a halal hotel. Theoretically, this present study help extends the TRA model by incorporating 
religiosity factor in the context of Islamic tourism. With regard to practical implications, the findings 
provide inputs to the hoteliers particularly in the hotel’s positioning theme development as well as 
marketing communication strategies.  
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1 Introduction 
The tourism industry is one of the world’s 

largest and fastest growing economic sectors 
which shows the number of international 
tourists is forecasted to reach 1.8 billion by 
2030 from 1.4 billion in 2018 [1]. One of the 
rapidly expanding sub-sectors of the global 
tourism market which has started to generate 
significant academic interest is the “Islamic 
Tourism” [2,3]. According to a recent joint 
study by Mastercard and Crescent Rating, the 
Islamic tourism sector contribution to the global 
economy is projected to jump from USD180 
billion in 2018 to USD300 billion over the next 
decade (Halal Travel Frontier 2019). Thus, 
more research are required to explore the niche 
market from both service providers as well as 
consumers perspectives to better understand its 
characteristics and behavior. This article is 
focusing on one of the most fundamental 
components of the Islamic tourism, which has 

also gathered its own momentum; the so-called 
halal hotel. Since the concept of halal hotel is a 
relatively new in most parts of the world 
including the Muslim nations, very little is 
known regarding its characteristics, forms as 
well as the consumption behavior of this niche 
hotel industry [5].  

Essentially, the concept of halal refers to the 
producing of goods and services in the manner 
approved by Islamic law or shariah [6]. All 
Muslims must only consumed halal-certified 
products as Islam sets a comprehensive 
approach in its non-negotiable core; not just in 
consumption of prohibited and harmful 
ingredients (e.g. the prohibition of pork and 
alcohol) but also on the material possessions 
and services consumption including hotel 
services. As not much information is currently 
available regarding halal hotels and its ideal 
marketing strategies, it is imperative to uncover 
what are the underlying factors that influence 
purchase intention, intention to recommend as 
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well as other behavioral intention towards the 
halal hotels [2].  

Investigating behavioral intention is 
beneficial to tourism planning and marketing 
and is utmost important to understand the 
acceptance towards a new service offering [7] 
such as the halal hotels. This study was 
conducted in Malaysia as the country is claimed 
to be one of the world most popular destination 
for Islamic tourism [5]. In order for Malaysia to 
be the world hub for Islamic tourism, the 
concept of halal hotel needs to be strongly or 
wholeheartedly supported by the local people in 
the domestic market whereby almost 60 percent 
are Muslims themselves. Large majority of the 
Muslims in Malaysia are from the Malay 
ethnicity. Among the Malay Muslims society, 
there are certain behaviors that have been 
practiced primarily due to the pressure from the 
social forces (Malay culture), even though it is 
actually the requirements of the religion 
(Islam). This “confusion” does not only exist 
among the Muslim community in Malaysia but 
also in other parts of the Muslim world. 
Therefore, the findings of this study are 
generalizable to the Muslim market as a whole. 
For instance, observations showed that wearing 
the hijab or head cover has increasingly 
becoming a social expectation and a fashion 
trend for the Muslims women rather than as to 
fulfil the Islamic religious obligation [8]. In a 
similar vein, this study attempts to find the 
answer to the issue of whether intention to 
choose halal hotel is either primarily motivated 
by religiosity or ethnicity values.  

The Theory of Reasoned Action, developed 
by Fishbein and Ajzen (1975) is employed to 
underpin the framework of this research. In the 
effort to explain behavioral intention in the 
context of halal hotel, this study extends the 
TRA model by incorporating the two 
explanatory variables namely “religious 
commitment” and “ethnic identity” to represent 
the religiosity and ethnicity factors respectively. 
The findings of this study will also address the 
issue of the relative influence of personal 
(religiosity) and social (ethnicity) factors on the 
intention to purchase Islamic-oriented services 
such as in the context of this study. Review of 
the related literature indicated that no studies 

have been carried out to examine the relative 
influences of religious values and ethnic values 
on the predictive utility of the TRA in 
explaining consumers’ intentions to choose a 
halal hotel. Apart from affirming on the 
relationships between the two TRA variables 
(attitude and subjective norm) on behavioral 
intention in the context of halal hotel, the 
specific main objectives of this study are 
twofold: 
1. To examine the effect of religious 

commitment on behavioral intention in the 
context of halal hotel. 

2. To investigate the effect of ethnic identity 
on behavioral intention in the context of 
halal hotel. 

 

 

2 Literature Review 
Various research have been conducted into 

aspects of the interconnectedness between 
religion and tourism [9] and parallels are often 
drawn between the two [10]. In this study, 
Islamic tourism is defined as to any activity, 
event, experience or indulgence undertaken in a 
state of travel that is compliant with Islam, to 
interface within an Islamic framework with one 
or all of the following: history, culture, arts, 
heritage, way of life, economy, health, 
education and any other human interests [11]. 
 
2.1 Halal Hotel 

Recently, the emergence and gradual 
development in the number of hotels intended 
to accommodate the Muslims needs such as dry 
hotel, shariah compliant hotel, and Islamic 
hotel to name a few; are exemplary scenario of 
the growth of Islamic tourism which present a 
field that is expected to be on the constant rise 
in the near future [2]. Researchers and hotel 
operators have struggled to arrive to an 
agreement as to what is the most appropriate 
term or concept that could best and 
comprehensively describe a hotel that operates 
according to the Islamic rules and regulations. 
Currently, the most common and widely used 
concept is dry hotel and shariah compliant hotel 
which are confusing and ultimately lead to 
misconceptions among academicians and 
practitioners.  

WSEAS TRANSACTIONS on BUSINESS and ECONOMICS 
DOI: 10.37394/23207.2020.17.8 Izwan Harith Md. Ithnan, Ahmad Azmi M.Ariffin

E-ISSN: 2224-2899 59 Volume 17, 2020



Dry hotel is a hotel where alcoholic 
beverages are not served or consumed or totally 
banned from the hotel premises while other 
facilities and operational aspects remain like 
other conventional ones. On the other hand, 
shariah compliant hotel is a hotel where the 
services offered and financial transactions are 
based on shariah principles and it is not only 
limited to serving halal food and beverages, but 
all parameters that have been designed for 
health, safety, environment, and the benefits on 
economics of all mankind, regardless of race, 
faith or cultures [12]. In this present study, the 
term halal hotel is used because the word 
“halal” is more understandable among the 
population under study. Specifically, halal hotel 
refers to rulings on business operations such as 
food, entertainment, and even gender-
segregated and alcohol-free hotels and 
restaurants as well as ‘Islamically’ financed and 
organised activities that must be accordance to 
the shariah rulings [13]. 
 
2.2 Religious Commitment 

Religiosity, being an integral part of culture, 
is reported to have significant influences on 
various dimensions of modern day’s consumer 
behaviors [14]. However, not much is known 
how the influence actually occurs and 
subsequently affects the consumer decision 
making process (Nazlida & Mizerski 2010). 
Religion also acts as a cultural lens through 
which a respondent decode the incoming 
message, thus directly affecting the outcome of 
marketing communication [16].  

Religiosity has been described as the degree 
to which followers of one religion accept the 
major beliefs of that religion [17]. Hence, it is 
an established fact that religion plays a 
significant role in human behavior and attitudes 
[18]. Religion also affects our goals, motivation 
and satisfaction by influencing how we live and 
experience life [19].  

Religious scholars and sociologists do not 
agree on whether adequate measures of 
individual religiosity can be developed and 
therefore such measures are subjectively 
devised by researchers to fit their research 
objectives [20]. Thus, the content and the 
number of religious dimensions vary 

considerably and may depend on the nature of 
the research, purpose and context [20]. In this 
study, the construct of religiosity is 
operationalized by using the Religious 
Commitment Inventory (RCI-10) [21]. The 
measurement is suitable for this study because it 
does not delve directly into the potentially 
sensitive and contentious theological religious 
realm, thus eliminating any possibility of 
offending participants or provoking their 
sensitivity.  
 
2.3 Ethnic Identity 

Ethnicity implies many dimensions, 
including “a sense of common customs, 
language, religion, values, morality, and 
etiquette” [22]. Even as the world’s business 
and consumer firms try to become more global, 
ethnicity remains a strong inhibiting force [23].  

Many argue that ethnicity is also a process of 
self-identification or self- labeling; whereby 
individuals define themselves and others into 
specific groups using ethnic labels [24, 25]. At 
the individual level, the process of self-
identification or ethnic identity is part of one’s 
self concept which is based on his or her 
knowledge of membership in a social group(s) 
together with emotional significance and value 
that is attached to that membership [25].  

Ethnic identity is a concept that answered 
the questions ‘‘What am I?’’ and ‘‘What am I 
not?’’ [26]. In order for such identification to 
occur, a sense of common ancestry, based on 
shared individual characteristics or shared 
socio-cultural experiences [27], or a sense of 
shared values and attitudes, or feelings of 
belonging and/or commitment must exist [28]. 
When this occurs, ethnic identity will tell a 
person the correctness of one’s actions and at 
the same time allow for one to assess the 
correctness of an outsider’s behavior [26]. 

As the marketplace is becoming increasingly 
global, understanding culturally related 
differences in consumer behavior is becoming 
critical for market researchers [29]. Although 
there are a growing number of studies devoted 
to this area, research into the role of values has 
been largely missing from the tourism literature, 
and the extant literature has failed to investigate 
the underlying mechanism by which values 
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influence travel behavior particularly in the 
context of hotel selection. 
 
2.4 Theory of Reasoned Action (TRA)  

TRA posits that individual behavior is driven 
by behavioral intentions where behavioral 
intentions are a function of an individual's 
attitude toward the behavior and subjective 
norms surrounding the performance of the 
behavior [30]. Attitude is the evaluative effect 
of positive or negative feelings of individuals in 
performing particular behavior, which can be 
described as ‘‘the degree to which a person has 
a favorable or unfavorable evaluation or 
appraisal of the behavior in question’’ [31]. An 
individual attitude towards behavior is jointly 
determined by his/her salient beliefs that the 
behavior leads to certain outcomes and by that 
person’s evaluation of the outcomes [32, 33]. 
From another angle, a person’s belief is mostly 
influenced by subjective norms. Subjective 
norm is the perceived opinions of significant 
others who are close/important to an individual 
and who influence his/her decision-making, 
such as relatives, close friends, co-
workers/colleagues, or business partners [34]. 
In other words, it refers to the importance of 
others in affecting one’s thinking about how 
he/she should (or should not) perform the 
behavior in question [32, 33]. This also means 
that the influences of others in one’s 
environment could create pressure on how 
he/she performs the behavior in question. 

More specifically, the environment or 
servicescape of the service establishment would 
have a strong impact on the intention to 
continue patronizing the service in the future 
and it is also anticipated that the strength of the 
relationship will be contingent on the level of 
bonding developed between the two parties. In 
similar vein, the level of place attractiveness as 
well as the involvement of the customers would 
determine the quality of experience as well as 
intention to establish emotional attachment with 
the place.   

TRA is open to modification or extension by 
altering the path and including additional 
predictors if it can be shown to capture a greater 
proportion of variance in intention after the 
original constructs have been taken into account 

[31]. This theory is appropriate for this study as 
it has been shown to be applicable in various 
other contexts of Islamic marketing such as in 
the halal food purchasing [35, 36], Islamic 
insurance [37], Islamic pawn shops [38], 
Islamic home financing [39], Islamic personal 
financing [37], Islamic credit cards [40] and 
Islamic mobile phone banking [41]. 
 
 
3 Conceptual Model and Hypotheses 

The figure below shows the proposed 
conceptual framework for this present study. By 
extending the Theory of Reasoned Action, the 
behavioral intention towards halal hotel in this 
study is anticipated to be significantly explained 
not only by the two TRA constructs namely 
attitude and subjective norms but also religious 
commitment and ethnic identity.  
 

 
 

Fig.1: The Proposed Conceptual Model 
 

3.1 Attitude, Subjective Norm and 

Behavioral Intention 

The relationships between attitude, 
subjective norm and behavioral intention have 
already been widely documented by many 
scholars. Essentially, the TRA suggests that 
intention to act is determined by the favorable 
attitude towards the behavior as well as 
subjective norm or social expectation towards 
the behavior. The strong intention would then 
turn into an actual behavior [32]. In the context 
of Islamic marketing, both attitude and 
subjective norm are positively related to 
intention to purchase Islamic insurance [37]. 
Another study revealed that both attitude and 
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subjective norms were significantly related to 
behavioral intention [36]. Interestingly, 
subjective norms play the most influential 
factor in the context of multiracial and 
multicultural society. Also, both attitude and 
subjective norm strongly influence the purchase 
intention of halal meat [42]. Based on these 
arguments, the present study proposes the 
following hypotheses: 
H1a: There is a positive relationship between 
attitude and behavioral intention to choose halal 
hotel. 
H1b: There is a positive relationship between 
subjective norm and behavioral intention to 
choose halal hotel. 
 

3.2 Religious Commitment, Ethnic Identity 

and Behavioral Intention 

Firstly, religion influences consumers’ 
behavior in many societies [43,44] and is a key 
determinant of consumption behavior through 
religious laws and individual cognition and 
conation [45]. One of the main facets of religion 
frequently examined in conjunction with 
consumer behavior is religious commitment 
which is defined as the degree to which a 
person uses and adheres to his or her religious 
values, beliefs, and practices [21]. 
Theoretically, religious commitment has been 
argued to be a greater determinant of religious 
behavior as it shapes motivations and 
behavioral intentions [47,48,49].  

Religious value (Islam) plays an important 
factor for the Muslims consumers in Malaysia 
to consider in forming preferences for 
functional foods [50]. Moreover, study related 
to religious commitment on consumer behavior 
found that casually religious respondents are 
trendier and more innovative than highly 
religious individuals [49]. Furthermore, a study 
also highlighted the importance of religiosity 
dimension on preference for shariah compliant 
hotels particularly in the context of Malaysia 
and called for further research to explore into 
the issue [5].  

Beside religion, ethnicity can also affect 
a wide range of consumer behavior, such as 
eating habits, music, dressing preferences and 
choices in leisure activities [51, 52] and one of 
the key facets of ethnicity frequently examined 

in conjunction with consumer behavior is ethnic 
identity which is defined as one’s identification 
with a specific ethnic group [53, 54]. It is 
necessary to measure the intensity of 
attachment to and identification with the ethnic 
group as it determines the level of group 
influence on behaviors and attitudes [55]. 
Moreover, a study showed that the intensity of 
identification with an ethnic group is a 
significant factor in explaining purchasing 
decisions [56]. In fact, most of the researchers 
in ethnic consumer highlight the importance of 
understanding the link between ethnicity and 
consumption [57, 55]. Therefore, based on these 
arguments, the present study proposes the 
following hypotheses: 
H2a: There is a positive relationship between 
religious commitment and behavioral intention 
to choose halal hotel. 
H2b: There is a positive relationship between 
ethnic identity and behavioral intention to 
choose halal hotel. 

 
3.3 Religious Commitment, Ethnic Identity 

and Determinants of TRA 

Empirical research provides evidence in 
support of the hypothesis that religion does 
influence consumer behavior in general and 
attitude in specific. A study found that highly 
religious consumers tend to be more disciplined 
in their daily life activities [35].  The study also 
indicated that the religiosity level (religious 
commitment) of the customers plays a 
significant role towards influencing their 
intention to undertake Islamic home financing 
[35].  

Apart from the TRA, the theoretical 
explanation for the relationship between 
religious commitment and attitude, as well as 
subjective norm could be explained using the 
Behavioral Reasoning Theory [58]. The theory 
proposes that reasons serve as important 
linkages between beliefs and values, global 
motives (e.g., attitudes, subjective norms, and 
perceived control), intentions, and behavior. An 
underlying theoretical assumption in this 
framework states that reasons impact global 
motives and intentions, because they help 
individuals justify and defend their actions. 
Therefore, values (in this case is religious 
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value) will affect behavioral intention through 
the mediation of global motives (attitudes and 
subjective norm), and which in the end 
influence the intentions and behavior. 

The second factor in TRA is subjective norm 
which is referred to as one’s own perception of 
the social pressures to behave or not, in a 
particular manner [32, 36]. Empirical research 
provides evidence that religion influences 
consumer’s social values [43]. A study found 
that people with a higher degree of religiosity 
are lesser likely to visit movie theatres, pubs, 
and go shopping as compared to those who 
attach lesser cognitive importance to religion 
[59]. Another study by found that highly 
religious individuals are more influences and 
getting more social pressures from their 
respective reference groups [60]. Finally, 
another related study indicated that highly 
religious individuals are also prone to be 
influenced by the religious reference groups 
[61].  

Furthermore, a study to investigate the 
determinants of halal meat consumption in 
France, in which attitude, subjective norm and 
perceived behavioral control were tested 
empirically using Muslim self-identity and 
acculturation as a moderating variable [42]. The 
findings showed that self-identity plays a 
significant role in influencing their purchase 
decision for halal meat. As mentioned earlier, a 
person’s ethnic identity involves one’s sense of 
belonging to a group, as well as the feelings that 
go with being part of that group which is based 
on his or her knowledge of membership in a 
social group(s) together with emotional 
significance and value that is attached to that 
membership [25]. Hence, behavioral intentions 
towards halal hotel is expected to be influenced 
by how a consumer’s personal value (attitude) 
and social values (subjective norm) dictates his 
or her sense of identification with a particular 
group [62].  

Empirical research provides evidence in 
support the influence of ethnic identity on 
attitude as well as subjective norm; whereby a 
study argued that individuals with strong ethnic 
identity would manifest themselves in attitudes 
and socio-cultural practices of the specific 
ethnic group in which they belong [63]. 

Furthermore, a study found that those people 
who identify themselves with a specific ethnic 
group tend to incorporate norms, habits and 
tradition of this culture and would be 
encouraged to engage in a particular behavior in 
accordance with the shared norms of the ethnic 
group [64].  

Hence, values (ethnic value) will affect 
behavioral intention through the mediation of 
global motives (attitudes and subjective norm), 
and which in the end influence intentions and 
behaviour [58]. On the basis of the above 
discussions, the following hypotheses have 
been proposed:  
H3a: There is a positive relationship between 
religious commitment and attitude. 
H3b: There is a positive relationship between 
religious commitment and subjective norm.  
H4a: There is a positive relationship between 
ethnic identity and attitude. 
H4b: There is a positive relationship between 
ethnic identity and subjective norm.  
 
 
4 Research Method 

Regarding the sample size, a total of 300 
respondents are targeted for this study. This 
target was set based on the recommendation for 
studies that intend to employ Structural 
Equation Modelling (SEM) technique [65]. The 
data of this present study was primarily 
collected using questionnaire survey. Since 
there is no readily available sampling frame 
representing the population of this study 
(Muslim consumers in Malaysia), a non-
probability sampling method is employed. 
When theoretical generalizability is the main 
priority over population generalizability as in 
the case of this study, employing non-
probability sampling is an appropriate option 
[66]. The respondent must be a Muslim, Malay, 
and Malaysian as well as can be considered as a 
fairly frequent travelers (staying at least twice a 
year in hotels). 

Since purposive sampling gives the 
researcher the authority to select a more 
representative sample that can bring more 
accurate information, the data has been 
collected at the Kuala Lumpur International 
Airport (KLIA). As the main commercial airline 
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hub for Malaysia, KLIA is frequented by 
travelers from all over the country and therefore 
can be considered as a perfect field for data 
collection to intercept this segment who are 
likely to stays in hotels [67]. Respondents were 
approached inside the boarding gates of the 
departure halls while they were waiting for their 
flights. Another main reason why collecting 
tourism data at the departure halls or airports is 
appropriate is because respondents would have 
ample time to response to the survey after 
check-in. 

In order to obtain the targeted 300 samples, a 
total of 450 questionnaires were administered at 
the KLIA airport. Out of these, 392 were 
returned, recording a response rate of 87.1 
percent. Prior to conducting further analysis, the 
collected data were tested to ensure the 
assumptions of multivariate analysis were met. 
Initially, the descriptive statistics and the 
missing item analysis were conducted on all 
variables. Eighteen of the 392 returned 
questionnaires need to be discarded due to 
outliers, thus only 374 questionnaires were 
usable for further analysis.  

With regards to the measurement 
developments, the ethnic identity construct was 
designed to measure an individual’s adherence 
to a particular ethnic. In addition to four items 
adapted from the study, two new items were 
developed based on the literature review and 
personal interviews with four academicians of 
the Malay studies [68]. The construct of 
religious commitment was measured by using 
the Religious Commitment Inventory (RCI-10) 
scale [21]. The scale measures motivational and 
behavioral commitment to a religious value 
system, irrespective of the content of beliefs in 
that faith system and has been validated across 
different samples. The measurements for 
attitude (seven items), and subjective norm 
(three items) were all adapted from previous 
study [69]. All constructs were measured using 
6-point scale from 1(strongly disagree) to 
6(strongly agree). The whole instrument was 
pre-tested before conducting a pilot study 
involving 100 respondents. With Cronbach 
alphas of exceeding 0.7, the results indicated 
that all measurements were considered valid for 
further analysis. 

 
5 Research Findings 
 

5.1 Measurement Model Assessment  

In this present study, the measurement 
models were run simultaneously through CFA 
and this procedure is called ‘Pooled-CFA’. 
Figure 2 summarizes the results of the 
measurement model. The results of the Pooled-
CFA as summarized in Table 1 showed an 
adequate fit of the model. 

 
Table 1. Model Fit Indexes 

 
 

 
Fig.2: Pooled-CFA 

 
The discriminant validity of this study was 

achieved by developing the Discriminant 
Validity Index Summary as well as when all 
redundant items are either deleted or 
constrained as ‘free parameter’ and are shown 
in Table 2. The diagonal values (in bold) are the 
square root of AVE of the construct while other 
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values are the correlation between the 
respective constructs. In order to achieve the 
discriminant validity for all constructs, the 
diagonal values must be higher than the values 
in its row and column. Therefore, based on the 
results presented in Table 2, it can be concluded 
that the discriminant validity for all constructs 
in this present study was achieved. The 
convergent validity of the measurement model 
in this study was achieved by ensuring all 
values of Average Variance Extracted (AVE) 
exceed 0.50. Based on the findings summarized 
in Table 3, the convergent validity for all 
constructs in this present study was achieved as 
all values of AVE exceed 0.50. 
 

Table 2. The Discriminant Validity. 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Table 3. The CFA Report 

 
 

The reliability of a research instrument 
concerns the extent to which the instrument 
yields the same result on repeated trials and 
how reliable the instrument in measuring the 
intended latent construct. For this study, the 
following criteria were examined and must be 
fulfilled simultaneously: 
a) The AVE values > 0.50 which indicate the 

reliability of the measurement model in 
measuring the construct. 

b) The CR > 0.60 which indicates that the 
composite reliability is achieved.   

Therefore, based on the findings presented in 
Table 3, it can be concluded that the reliability 
assessment of the measurement model in this 
present study was achieved. 
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5.2 Structural Model Assessment 

After the assessment of the measurement 
model, the next step is to model these constructs 
into the structural model for analysis using 
SEM as presented in Figure 3. The analysis 
showed that the correlation between exogenous 
constructs of religious commitment and ethnic 
identity is 0.78 (correlation is below 0.85). This 
value is crucial as it indicates that the 
discriminant validity between exogenous 
constructs is achieved and ultimately confirmed 
that both exogenous constructs are not 
redundant [70]. The result also revealed that the 
value of the coefficient of determination or R2 
is 0.54 indicating that the contribution of 
religious commitment and ethnic identity in 
estimating the endogenous construct of 
behavioral intention towards halal hotel is 54 
percent. 

 

 
Fig.3: Structural Model 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

The results of path analysis as summarized in 
Table 4 showed four out of eight direct path 
coefficients were statistically insignificant. The 
four involved the paths between religious 
commitment and behavioral intention, ethnic 
identity and behavioral intention, ethnic identity 
and attitude, as well as ethnic identity and 
subjective norm. The path or relationship 
between attitude and behavioral intention was 
found to be statistically significant with 
standardized coefficient value of 0.103, at p < 
.05. The other three paths which were found to 
be significant were from subjective norm to 
behavioral intention (0.721, p < .05), religious 
commitment to attitude (0.270, p < .05), and 
religious commitment to subjective norm 
(0.279, p < .05).   

 
 
 

 
Table 4. Path Coefficients 

 
 
 
6 Discussions 
 

6.1 The Relationships between the TRA 

Variables (Attitude and Subjective Norm) 

and Behavioral Intention in the Context of 

Halal Hotel. 

With regard to the relationships between the 
TRA variables (Attitude and Subjective Norm) 
and Behavioral Intention in the context of halal 
hotel, the findings show significant effects of 
the relationships between TRA variables and 
behavioral intention in the context of halal 
hotel, which is consistent with the TRA and 
previous empirical and meta-analysis studies 
which utilized TRA; especially in the context of 
Islamic marketing research [40, 36, 30].     
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In relation to TRA variables and behavioral 
intention in the context of halal hotel, the Malay 
Muslims’ actual behavior towards halal hotel 
can be predicted through behavioral intention 
towards halal hotel, which is a function of two 
basic determinants [30, 71]. First determinant 
includes individuals’ favorable and unfavorable 
evaluation about staying in a halal hotel or 
“attitude” towards halal hotel. Second 
determinant is the subjective norm which is 
defined as “the individuals’ beliefs about what 
are important referents think he/ she should do 
about staying in a halal hotel”. 

Specifically, the findings showed that 
although both TRA variables significantly 
effects Behavioral Intention of the Malay 
Muslims in the context of halal hotel, 
Subjective Norm was slightly a more powerful 
determinant of behavioral intention compared to 
Attitude. Hence, the finding is consistent with 
the Theory of Reasoned Action and previous 
empirical and meta-analysis studies [32, 33, 
72]. More specifically, according to the TRA, a 
person’s belief is mostly influenced by 
subjective norms; which refers to the 
importance of others in affecting one’s thinking 
about how he/she should (or should not) 
perform the behavior in question [30]. 

Theoretically, the findings can also be 
explained based on the Social Identity Theory 
[73]. According to the theory, individuals aim 
to develop and enhance their self-image and 
self-esteem by a process of self-categorization, 
classifying themselves and others into particular 
groups, which in turn manifest into behavior 
that appropriate to that particular group identity. 
Therefore, in the context of halal hotel services 
which is publicly visible, the Malay Muslims’ 
feel that social factor (external factor) such as 
the social pressure and expectation has a 
substantially higher effect compared to personal 
factor (internal factor). Thus, social factor 
(subjective norm) is more influential in 
motivating the Malay Muslims to stay in a halal 
hotel as a way to confirm with the social 
pressure and expectation. 

However, as mentioned earlier, attitude is 
also significantly influencing behavioral 
intention in the context of halal hotel, indicating 
that although subjective norm is more 

influential, it might need to be triggered from 
one inner-self. They need to have the right 
attitude with a strong faith or belief in the first 
place. Thus, a Malay Muslim might be 
influenced by people who are close and 
important to him or her to stay in a halal hotel, 
but the intention to stay in a halal hotel is likely 
to increase if he or she have the right attitude 
with a strong belief that as a Muslim, he or she 
should choose to stay in a halal hotel. As a 
result, the decision to choose halal hotel by a 
Malay Muslim is a reflection of him or her of 
having the right attitude as a Muslim towards 
halal hotel and simultaneously fulfilling the 
expectation of others who are close and 
important to him or her. Future studies might 
want to investigate the causal relationship 
between attitude and subjective norm in the 
context of halal hotel.   

 
6.2 The Relationship between Religious 

Commitment and Behavioral Intention in the 

Context of Halal Hotel. 

The findings of this study showed no direct 
relationship between Religious Commitment 
and behavioral intention in the context of halal 
hotel. Instead, the relationship is indirect 
through both of the TRA variables (attitude and 
subjective norm). The Malay Muslims would 
not likely to choose a halal hotel or recommend 
the hotel to others just simply because they are 
considered as strongly committed Muslims. 
Specifically, the findings indicated that even 
though the religious commitment (religious 
value) is strong, it would not going to have an 
impact on the Malay Muslims intention to 
choose a halal hotel if they do not have 
favorable attitude (personal factor) and strong 
subjective norm (social factor) towards a halal 
hotel.  

The results of this study indicate that 
religious commitment is positively related to 
both attitude and subjective norm and both of 
these variables then are significantly related to 
behavioral intention in the context of halal 
hotel. Those Malay Muslims with strong 
religious commitment hold a religious belief 
that as Muslims, they must always choose halal 
offerings over other conventional offerings. In 
the context of this study, apart from having the 
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strong faith by following the Shariah Law, 
highly committed Muslims also belief that a 
halal hotel is not only the right thing to do but 
also actually a better choice accommodation, as 
well as beneficial to them. In sum, they would 
consider staying in a halal hotel as a good 
practice and have a favorable evaluation about 
staying in a halal hotel.  

Subjective norm refers to consumers’ 
perception towards social normative push. In 
the Muslim community, family and relatives, 
friends and colleagues, neighbors and 
communities are playing important roles in one 
consumption behavior. The Islamic values and 
teaching form the foundation of the Malay 
Muslims community where Islam encourages 
its followers to take collective actions. The 
more religious an individual, the more likely he 
or she will act according to the social norm or 
practice. As the Malay Muslims hold a strong 
social value, choosing a halal hotel is perceived 
to be a consumption decision which could not 
only prevent sinful action but also help enhance 
the social acceptance towards an individual. 

The findings demonstrated the mediating 
role of Attitude in linking religious commitment 
and behavioral intention to choose halal hotel. 
The mediating role of Attitude is consistent 
with the Behavioral Reasoning Theory, which 
states that reasons serve as important linkages 
between beliefs (e.g., attitudes), global motives, 
intentions, and behavior [58]. This study proves 
that personal/internal factor (Attitude) serves as 
the reason that would solidify the global 
motives and confidently form the intentions to 
pursue (or not pursue) the behavioral intention 
to choose halal hotel among the Malay Muslims 
in Malaysia. Thus, the stronger the attitude (eg. 
desirableness and favorableness) of the Malay 
Muslims have towards a halal hotel, the more 
likely they would develop strong reasons to 
support the behavioral intention to choose a 
halal hotel. 

The mediating role of subjective norm on the 
relationship between religious commitment and 
behavioral intention to choose halal hotel could 
also be explained using the Social Identity 
Theory. According to this theory, people 
develop a sense of self from the groups to 
which they belong and this membership has a 

significant value [64]. Therefore, the 
individual’s sense of identification with a group 
encourages participation towards a brand or in a 
brand community [62]. In this study, behavioral 
intention towards an Islamic tourism “brand” 
which gathers much attention in the Islamic 
marketing domain which is known as halal 
hotel is proving to be influenced by social 
factor (subjective norm) as the Malays 
community may on some occasions evaluates 
and judges certain behavior as a social 
expectation rather than as to fulfill the Islamic 
religious obligation such as in the case of 
wearing the hijab or head cover [8]. Thus, the 
stronger the subjective norm (e.g. social 
pressure and expectation) of the Malay Muslims 
have towards a halal hotel, the more likely they 
would choose to stay in a halal hotel. 

As mentioned earlier, the relationship 
between religious commitment and behavioral 
intention to choose halal hotel does not occur 
directly but indirectly through attitude and 
subjective norm. Subjective norm is slightly 
more powerful compared to Attitude as a 
mediator influencing the relationship between 
religious commitment and behavioral intention 
in the context of halal hotel. However, the 
difference is very minimal. Thus, it can be 
concluded that both attitude and subjective 
norm are equally important. Attitude and 
subjective norm are the variables that were fully 
responsible in explaining the relationship 
between religious commitment and behavioral 
intention to choose halal hotel. 
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6.3 The Relationship between Ethnic Identity 

and Behavioral Intention in the Context of 

Halal Hotel. 

The findings of this study revealed no direct 
relationship between ethnic identity and 
behavioral intention in the context of halal 
hotel. Furthermore, the study also found no 
mediating effect of attitude and subjective norm 
in the relationship between ethnic identity and 
behavioral intention to choose halal hotel. In 
general, it is not wrong to conclude that ethnic 
identity (ethnic value) or ‘Malayness’ in the 
context of this present study has nothing to do 
with the decision to choose a halal hotel directly 
as well as indirectly. In other words, the 
concept of ethnic identity (ethnic value) or 
‘Malayness’ in the perspective of this study is 
totally separated and different from the 
Religious Commitment (religious value) in 
influencing the behavioral intention towards a 
halal hotel.  

Specifically, the decision on halal hotels is 
totally a different scenario from the earlier 
study  in the case of wearing the hijab or head 
cover among the Malay Muslims women in 
Malaysia [8].  In the context of halal hotel, the 
Malay Muslims in Malaysia do not choose or 
recommend a halal hotel because they are of 
Malay ethnicity but because they are Muslims. 
Being a Malay who strongly identify him or 
herself with the Malay values and identity does 
not influence the consumption decision whether 
to choose and talk positively about a halal hotel 
or not. Although Malay and Islam seem to be 
almost inseparable, the two actually have 
distinct values altogether when it comes to the 
decision-making on hotels patronage.     

The insignificant result on the relationship 
between ethnic identity (Malayness) and 
Attitude as well as subjective norm showed 
that, being Malay does not mean the individual 
would have a certain belief (eg. favourable or 
not favourable) towards a halal hotel. Also, 
being a Malay does not mean the individual is 
expected to conform to the social expectation of 
the Malay community to choose a halal hotel. 
Perhaps, the Malays perceived the issue on 
halal and haram as not that relevant in the 
context of hotel patronage as compared to the 
contexts of food consumption and dressing. 

Almost 98 percent of hotels in Malaysia are 
conventional or dry hotels and the Malays have 
been staying and utilizing these hotels without 
any notification from the related local Muslim 
authorities. They do not see staying at the 
conventional hotels without consuming the 
haram food and drink as unlawful from the 
Islamic perspective. 
 
 
7 Limitations and Suggestions for 

Future Research 
This study identifies several key points as the 

research limitations and suggestions for future 
research. This study relies solely on the survey 
instrument to capture the factors in influencing 
the state of consumers’ behavior intention to 
choose a halal hotel. Survey method may be 
subjected to responses bias as respondents 
might provide their own opinion which is 
sometimes does not reflect the actual case [74]. 
In seminal text entitled “Sociological Paradigms 
and Organizational Analysis” the notion of 
paradigm were applied to the social sciences 
and described quantitative and qualitative 
methodologies are generally associated, 
respectively, with the two principal research 
paradigms which are generally labeled 
positivism and phenomenology [75]. 
Consequently, in order to achieve the 
comprehensive view of research data, 
combination of survey and unstructured 
interviews is suggested to be implemented for 
data gathering in the future study as the 
research would yield better insights of the 
relatively new concept called halal hotel. 

The study focuses only on the Malays ethnic 
in Malaysia. In Malaysia, although the Malays 
are the dominant ethnic group in the country 
and Islam is regarded as an inseparable part of 
Malay ethnicity and practiced by around 60% of 
the population, there are other main ethnic 
groups (Chinese and Indian). Therefore, future 
studies should implement comparative study 
which also includes other ethnic groups as well. 
Furthermore, ethnic divisions are obviously 
visible in Malaysia which individual ethnicities 
having their own perception of social reality 
[8]. This could enrich the research findings and 
perhaps offer better understanding of behavioral 
intention to choose a halal hotel in the context 
of multi-racial country such as Malaysia. 
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8 Conclusion 

This present study is expected to fill the gap 
in understanding of Islamic tourism issue that 
has yet to be examined - the relative influences 
of religious values and ethnic values on the 
predictive utility of the TRA in explaining 
consumers’ intentions to choose or visit a halal 
hotel. The present study has contributed in 
explaining the extent to which the two 
explanatory variables (religious commitment 
and ethnic identity) are related to behavioral 
intention as well as how they are linked to the 
two variables of TRA namely attitude and 
subjective norm.  

The present study proposed the TRA to 
explain the mechanism linking religious 
commitment and ethnic identity to behavioral 
intention to choose a halal hotel. Consequently, 
it has made several findings. First, there is a 
direct relationship between attitude and 
subjective norm on behavioral intention to 
choose a halal hotel. Second, there is a direct 
relationship between religious commitment on 
both attitude and subjective norm. Third, 
attitude and subjective norm fully mediates the 
relationship between religious commitment and 
behavioral intention to choose a halal hotel. 
Finally, attitude and subjective norm do not 
mediate the relationship between ethnic identity 
and behavioral intention to choose a halal hotel.  

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

 
 
 
From the theoretical perspective, this 

research has extended the existing studies by 
putting together religious values, ethnic values 
and TRA’s variables in one model. In terms of 
managerial implication, this study has provided 
evidence that religious value (religious 
commitment) has the significant effect on 
behavioral intention to choose a halal hotel. 
Hence, managers or hotel operators should 
emphasize on the religious value rather than 
ethnic value when designing marketing plan 
and outlining the positioning strategy of a halal 
hotel. Some relevant studies can be found in 
[76]. The main articles used to underpin this 
present study are [77, 78, 79, 80, 81 and 82].    
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