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The Impacts of Motives, Barriers, and Behaviour on the
Travel Package Attractiveness from Muslim Travelers
Perspectives

Arman Hj. Ahmad, Izian Idris, Cordelia Mason, Muhammad Asyraf Hasim, Sulaiman Sajilan

Abstract: Travel agencies have modernized the way they
communicate their package tours to travelers through digital
technology. It is however imperative to also understand travelers’
needs in order to remain competitive in the market. In particular,
it is crucial to clearly recognize the diversity in travel needs
particularly the travel desires of Muslims travelers since they hold
a different set of values and beliefs that guide their travel needs.
Hence, this research attempts to understand Islamic travel needs
among Muslim travelers and how such needs can impact the
attractiveness of package tours in Malaysia. The travel needs of
Muslim travelers i.e. travel motives, travel behavior and perceived
travel barriers will be determined against the attractiveness of
packaged tours. This paper proposes a conceptual model so that
further analyses can be conducted and marketing strategies can
be recommended to enhance the attractiveness of package tours
developed by Travel agencies for Muslim travelers. By gaining a
better understanding of Muslim traveler needs, tour operators in
Klang Valley, Malaysia will be able to enhance their marketing
strategies, increase the attractiveness and demand for their
package tours and attract more Muslim travelers to travel with
them.

Index Terms: Islamic tourism marketing; Malaysia; Muslim
traveler's needs, package tour.

I. INTRODUCTION

Travelling is one of those pastimes that most people have
tried out or intend to do. In response to the market demand,
industries and business owners have supplied travelers with
customized travel plans i.e. package tours that enable
traveling without the hassle of detail planning. Savvy travel
agencies, in particular, took advantage of today’s digital
technology to communicate their package tours via social
media. This decision not only could stimulate digital
engagement, but it also serves an advertising strategy
(Voorveld, Noort, Muntinga & Bronner, 2018 and Voorveld,
2019) as communications through interactive platforms tend
to attract wider audiences than orthodox adverts.

Traveling in modern times is possible for almost anyone
though each traveler holds a different set of values and beliefs
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that guide their travel needs. It is more so for Muslims as they
are becoming more affluent and observant of the
requirements of their religion (Alserhan, 2011). Muslim
travelers tend to take extra caution during their trips in order
to adhere to Islamic requirements. Such adherence towards
religious consumption will be more apparent moving forward
since the market specifically catering to the needs of Muslim
is expanding due to the population growth. Thomson-Reuters
(2018) reported that Islam is the fastest-growing religion
across the world and the Muslim market is composed of
approximately 23.4 percent or 1.6 billion of the global
population. The travel needs of a Muslim thus may differ
from the norm. Hence, it is imperative to grasp what exactly
are the Islamic travel needs of a typical Muslim traveler in
order to enhance the attractiveness of package tours among
Muslims.

Furthermore, it is estimated that the Global Muslim
Tourism Market (GMTM) outbound expenditure in 2011 was
approximately USD126.1 billion which constituted 12.3% of
total global outbound tourism expenditure. However, this
amount does not include those of the Hajj and Umrah market
(Malaysian Islamic Tourism Centre, 2019). In the same
research, the Malaysian Islamic Tourism Centre (2019)
reported that Muslim tourist expenditure from 2012 — 2020 is
expected to grow to be approximately 4.79% per annum on
average and by the year 2020, the growth in Muslim travel is
expected to reach 4.8%. Interestingly, this figure is
significantly higher than the global figure of only 3.8%
(Malaysian Islamic Tourism Centre, 2019). As an Islamic
country, Malaysia is one of the truly ideal Muslim-friendly
destinations which in the right direction and position to drive
the Islamic tourism sector (Malaysian Islamic Tourism
Centre, 2019). Moreover, with this status and other
advantages such as an extensive and well-develop Halal
network, good infrastructures which met the Syariah
compliances,  consistent  economic  growth rate,
government-backed business incentives as well as political
and social stability, more and more numbers of Muslim
travelers (locally and internationally) are expected to choose
Malaysia as their preferred travel destination. Therefore, it is
crucial to conduct this study to understand the true elements
that could attract those Muslim travelers in choosing any
package tours simultaneously increase the attractiveness of
those package tours to meet the needs of Muslim travelers
around the world.
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Il. RESEARCH PROBLEM, QUESTIONS AND
OBJECTIVES

Research Gap

Muslim traveler is more likely dispersed in Asian countries
since more than 60 percent of the global Muslim population
is in Asia (Cornell University Library, 2017). Furthermore,
about 25 percent of the global Muslim population resides in
Southeast Asia which is dubbed as the ‘Muslim archipelago’
(Cornell University Library, 2017). Among Southeast Asian
countries, Malaysia similarly to Brunei and Indonesia is a
country known for its dense Muslim population. Pew
Research Center (2011) estimated that 61.4 percent of
Malaysians were Muslim in 2010 and projected the number
to increase to 64.5 percent by 2030 while Kettani (2010)
estimated that roughly 60 percent of the Malaysian
population would be Muslim by 2020. The growth of the
Muslim population is parallel to the Muslim market which in
turn presents a prosperous opportunity for potential new
business ventures.

According to the Malaysian Islamic Tourism Center
(2019), Islamic tourism’s growth potential is increasingly
recognized worldwide. This sector represents the largest and
most lucrative untapped niche market in global tourism
which is the Muslim travelers market. In the past, Islamic
tourism means religious travel such as Hajj and Umrah
pilgrimage to the Holy City of Mecca but over the years, this
term has expanded to include Muslims who travel for the
purpose of business, leisure and many more purposes. This
new development in the world of Islamic tourism has given
rise to the need for industry players which include
restaurants, airlines, hotels and tour operators to understand
the needs of these travelers and adjust their products and
services so as to cater to the needs of this growing market
segment. With a market potential of more than 50 Muslim
countries and approximately 1.6 billion Muslims, remarkable
opportunities await those who are willing to meet the
demands for Muslim-friendly tourism products and services
particularly the travel operators.

Knowledge regarding the travel needs of Muslim travelers
would give travel agencies a head start of succeeding in these
new ventures. Furthermore, studies that probe on the travel
needs (e.g. Chhabra, 2012 and Chen & Shoemaker, 2014)
have been conducted through the study on travelers but study
within the boundary of religious context appears to be
lacking. This paper henceforth offers to supplement such lack
in order to provide the competitive edge needed by industry
players.

Research Questions

There are several research questions that have been listed
out in order to ensure the feasibility of this research. The
items in the research questions are based on the variables that
would be tested in this research. The research questions are as
followed:

RQ 1: What is the relationship between Travel Motives and
the Travel Package attractiveness among Muslim travelers in
Malaysia?
RQ 2: What is the relationship between Travel Barriers and
the Travel Package attractiveness among Muslim travelers in
Malaysia?
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RQ 3: What is the relationship between Travel Behaviors
and the Travel Package attractiveness among Muslim
travelers in Malaysia?

Research Objectives

In order to answer all the components in the research
questions, the research objectives that have been developed
for this research are as following:

RO 1: To study the relationship between Travel Motives and
the Travel Package attractiveness among Muslim travelers in
Malaysia.

RO 2: To study the relationship between Travel Barriers and
the Travel Package attractiveness among Muslim travelers in
Malaysia.

RO 3: To study the relationship between Travel Behaviors
and the Travel Package attractiveness among Muslim
travelers in Malaysia.

I11. LITERATURE REVIEW

The Travel Advertisement

The practice of advertising is aimed at persuading
consumers to do something although, in some instances, the
aim is simply informative; to inform the general public of the
advertised product or company. In the beginning, the practice
was a way to identify the advertised producer (William,
Sandra, John & May, 2007). Technological advancement
made it possible to reach a wider audience and thus
advertising became more focused on providing commercial
information.

Apart from visual, advertisement is infused with message
appeals that play an important role in “bright up' the
advertisements. The manner in which these messages are
communicated is crucial towards the advertising success
since one of the most important creative strategy decisions
involves the choice of an appropriate appeal. Some
promotional messages use rational appeals and are designed
to communicate information regarding a product or service
and appeal to the logical aspects of the consumer
decision-making process. With the rapid development of the
Internet and other social media platforms, advertising has
evolved into a vital communication system both consumers
and businesses. In essence, it is strategic communication
driven by objectives and these objectives can be measured to
determine whether the advertising was effective or not. The
message within an advertisement is conveyed through many
different kinds of mass media. Intertwining advertising with
media, however, comes at a cost as changes in how media are
used are challenging as well as beneficial towards adverts
(Duff & Segijn, 2019 and West, Koslow & Kilgour, 2019).

The Attractive Package Tour

A package tour is a planned trip whereby transport,
accommodation and meal arrangements are advertised and
sold together by tour operators otherwise known as travel
agencies. Package tour was originally used to travel to other
geographical regions in the 1840s and future changes in
global legislation and relaxation of border controls led to its
surge in demand (Baxter, 2013).
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Such tours were deemed the most cost-effective way of
traveling of the time and signified the popularization of
package tours as a mean of transport abroad. Years later,
travelers still opt for package tours although its role expanded
by the late 1980s. Goodall (1990) reasoned the expansion
was caused by the traveler’s preference of having a glimpse
of knowledge regarding the destination beforehand. In some
parts of the world, the group dynamics offered by package
tours became the selling point for travelers, especially among
Europeans (Quiroga, 1990).

In Europe where the environment can sometimes be
perceived as hostile, the inter-tourist social interactions in a
package tour-setting are comforting to the point that it
encourages them to explore new experiences. However, the
same reason might cause some to be less attracted to package
tours due to cultural and societal influences. This concurs
with Gholipour and Tajaddini (2014) who clarified that
travelers from countries that rather avoid uncertainties if
possible would take on a more collectivist approach and
travel in groups instead.

Technology development enables traveling options such as
holiday deals, flight and accommodation prices that were
once inaccessible to be easily compared, thus affecting the
sales of package tours (Chiappa, 2013). Travelers
nonetheless are still attracted to package tours as the
convenience, value and timesaving benefits that the tour
offers are undeniable. Alliances forged between various tour
vendors and local operational expertise have facilitated
tour-exclusive activities that manage to attract the attention
of travelers. In Malaysia, statistics estimated that 66% of
local travelers prefer package tours instead of purchasing
flights and accommodations by themselves (GFK Research,
2015). Even though today’s travelers are tech-savvy, they
still take into consideration the information provided in the
package tours for their traveling plans. Frias, Rodriguez, and
Castaneda (2008) justified that travelers regard available
information as credible as any stated destination and its
activities have been reviewed by field experts hired by travel
agencies. Hence, travelers; at least Malaysians, are still
attracted to package tours. In order to measure the
attractiveness of package tour in this study, nine items
developed by Frias, Rodriguez & Castaneda, (2008),
Nishimura, King & Waryszak (2007) and Wang, Ma, Jao &
Lin (2013) will be utilized for data collection and further
analyses.

IV. THE MUSLIM TRAVELERS

The notion of “self-concept” is instrumental in molding
consumer behavior (Govers & Schoormans, 2005; Lindridge,
2005; Lindridge & Dibb, 2003; Bonne, Vermeir & Verbeke,
2007). The notion supports Salamn & Siddiqui (2011)’s
claim that Muslim consumers’ have the tendency to behave in
a certain manner that is acceptable in Muslim society. This is
because members of a collectivist society are prone to be
influenced by one another as they are more perceptive of their
self-image with what they consume (Govers & Schoormans,
2005). Hence, Muslim consumption is a sensitive matter that
involves careful deliberation in the decision-making process.
Each religion has its own regulation that believers observe
and follow in their daily activities.
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Similarly, Islamic  regulation encompasses the
consumption habits of Muslims. ‘Halal’ for instance, is a
common term among Muslims. Usage of the term has been
used in the industry to attract Muslim’s attention such as
Halal tour in the tourism industry and Halal Food in the food
industry. In a multicultural nation such as Malaysia, the
indication of ‘Halal’ is sought after by Muslims in their
purchasing deliberation. Studies conducted by Ambali &
Bakar (2014) and Baharuddin, Ahmad Kassim, Nordin &
Buyong (2015) implied that Halal consumption is associated
with hygiene, safety, and quality of higher standard. For
Muslim travelers, the travel needs of a Muslim should uphold
Islamic beliefs and anything that goes against it is avoided.

As mentioned above, traditionally the Muslim traveler is
known as those engaged with traveling to perform Hajj or
Umrah to the Holy City of Mecca but nowadays, the Muslim
travelers are not only those who go to Mecca but also include
those Muslims who travel for the purpose of business, leisure
or many more purposes (Malaysian Islamic Tourism Center,
2019).

The Muslim Travelers’ Needs

Given that 84% of the global population is affiliated with
some form of religion (Pew Research Center, 2012), it is not
surprising to see that religion has been central in some
consumer studies (e.g. O'Guinn & Belk 1989; Izberk-Bilgin
2012; McAlexander, DuFault, Martin & Schouten, 2014). In
light of the Muslim population growth, this paper focuses on
Islamic travel needs and how such needs impact the
attractiveness of package tours among Muslims who travel.
This is because advertising to Muslim consumers can be
challenging as marketers must ensure that they uphold
Islamic values in their marketing communication. Yet, little
is known about the impact of package tour towards attracting
the attention of Muslim travelers. The following shall discuss
the attractiveness of package tours in relation to Muslim
travel motives, travel behavior, and travel barriers. The
discussion highlights issues and challenges that if address
properly will benefit not only marketers and the tourism
industry but the travelers themselves as well.

The Travel Motives

Muslims, like other travelers, are motivated by social
influences in their traveling decisions (Carstensen,
Isaacowitz & Charles, 1999). As reported by Malaysian
Islamic Tourism Centre (2019) Muslim tourists and travelers
chose Malaysia as their preferred travel destination because
of several motives such as the availability of Halal foods and
Halal activities, good infrastructures which met the Syariah
compliances, consistent economic stability of the country, the
availability of Halal businesses which received supports from

Malaysian government as well as political and social
stability. Thus, instead of attractive travel fares and
availability of the travel schedule throughout the vyear,
Muslim travelers are also more attracted to package tours that
highlight these motives in their travel packages.

Apart from financial and time constraints, travel motives
are influential during the decision making process. Cleaver,
Muller, Ruys & Wei (1999)
defines travel motives as the
purpose of the trip.
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Such motives can be caused by the urge to gain new
experiences (Chen & Shoemaker, 2014) or feel the real
environment of Muslim environment society especially for
those Muslim travelers who are living in a non-Muslim
country. In addition to that, travelers also look for relaxation
(Guillet, Lee, Law & Leung, 2011), thrill (Lim, Ramli, Yusof
& Cheah, 2015) or simply to escape from daily routine
(Jiang, Scott & Ding, 2014). Studies indicate that all travelers
(regardless of their religions) have shown preference to
package tours particularly in those involving social activities.
Obrador (2012) claims that families that travel on package
tours have a stronger familial bond while Kasim, Dzakiria,
Park, Nor, Mokthar & Radha (2013) added that Malaysians
travelers, in particular, are able to conveniently meet new
people despite being with relatives. Schanzel & Smith (2014)
support the claim as the surroundings facilitated by package
tours help strangers to become acquainted with one another.

Meanwhile, Mehmetoglu (2007) and Yousefi & Marzuki
(2012) mentioned that package tours revolving around
shopping, sightseeing, and dining are sometimes favored.
These sorts of activities exclude many physical activities
though the motives remain to be socially influenced. Adverts
of package tours provide travelers with information regarding
various destinations and activities that may pique their
interest. The level of attractiveness of package tours is
nonetheless dependent on whether the advertising appeal has
worked on travelers or not. As for this variable, fifteen items
will be adapted from Chen & Shoemaker (2014), Yousefi, &
Marzuki (2012) and Battour (2017). Hence, it is predicted
that,

H;: Travel motives have a significant influence on the
attractiveness of package tours

The Travel Behaviors

Travel behavior is the manner in which travelers present
themselves throughout the traveling period. Hence, the
behavior of a traveler affects the attractiveness of package
tours. Lepp and Gibson (2008) clarified that travelers’
willingness to take risks can influence the degree of package
tour appeal as some travelers are more of a risk-taker
compared to others. Averse-risk travelers tend to have more
control over their traveling as they prefer to be independent.
Regardless, Ortega, Rodriguez, and Philip (2014) emphasis
that travelers often choose package tours with a
comprehensive description by their standard that would be
complementary towards self-enhancement. Studies (Pearce,
2013 and Morrison, Hsiech & O’Leary, 1994) indicate
package tours offering similar comfort levels that allow
travelers to behave normally are more appealing. This is
because those that frequent resorts identify comfort through
the availability of amenities and facilities and those that enjoy
outdoor activities are likely to be attracted to package tours
that require them to “rough it out”. The comfort offered by
package tours nevertheless is proportional to travelers’
understanding of the advertised details.

Muslims as travelers are unique travelers as they not only
look at the comfortability of the whole tour programs but also
seek behavioral elements beyond what is norm such as
praying five times a day, reciting Quran, reciting Do’a while
traveling and many more. Thus they look for facilities offered
by the travel packages such as apps that they can download in
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their smartphones before traveling such as giblah direction,
interactive Do’as and prayers mobile apps and many more.
This kind of behavioral aspect if available and offered by
travel operators will be considered as attractive by Muslim
travelers (Engku Alwi, & Saany, 2019). Therefore, based on
the above explanation, it is hypothesized that there is a
significant relationship between travel behavior and the
attractiveness of package tours from the Muslim travelers’
perspectives. In order to test this relationship, the ten items
developed by Chen & Shoemaker (2014), Gokovali, Bahar &
Kozak (2007) and Battour (2017) will be adapted.

H2: Travel behaviors have a significant influence on the

attractiveness of package tours

The Travel Barriers

Law, Leung, Lo, Leung, and Fong (2015) highlights the
success of package tours in Asia was due to overcoming
travel barriers. Travel barriers hinder travelers to make a
conclusive say for their travels and consequently lessen the
appeal of advertised package tours. Such barriers are often
caused by time and financial constraints (Shoemaker, 2000;
Lee & Tideswell, 2005 and Tretheway & Mak, 2006) though
younger travelers might be vulnerable to them more.

These barriers also applied to and faced by Muslim
travelers (Battour, 2017). As an example, a travel or tour
package to perform Umrah by tour operators is considered
attractive by Muslim travelers (pilgrims) if the price of the
package is reasonable and affordable (Khabibulina, 2016).
Hence, the package tours should appeal to the cost-benefits of
package tours in order to downplay the travel barriers.
Furthermore, the distance of the destination will also
important to be considered in developing an attractive tour
package for Muslim travelers as it is related to the difficulties
of travel among some aging travelers. The travel operators
need to think of a suitable way to shorten the time of travel
due to the distance of the destination. The mode of
transportation will solve this problem as well as the direction
of the travel and the time that the travelers will spend
throughout the journey. Travel by air with direct flight to the
destination will be more attractive than those which involve
transit stops (Hambali, 2016). Therefore, the package tours
should appeal to distance and travel duration-benefits of
package tours in order to reduce the travel barriers. Physical
barriers that pose a limitation in travelers’ activities also
affect package tour appeal.

Studies such as Dolnicar (2005), Anderson and Harrison
(2010) and Chen and Shoemaker (2014) agreed that the
barrier though seems less appealing to younger travelers
increases the attractiveness of package tours for aging
travelers due to health and dietary requirements or safety and
security purposes. Gonzalez, Rodriguez, Miranda, and
Cervantes (2009) however noted that there are some who
disregard this in order to feel young again. Consequently,
attractive package tours should be able to overcome these
barriers to attract more Muslim travelers to join the package.

Another barrier is related to the fear of hassling which
according to Chen and Shoemaker (2014) has led to the
increased attractiveness of package tours. Travelers on tours
are able to avoid the fear with
more convenience as they can
enjoy without hassles such as
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lack of companionship (Shoemaker, 2000 and Lee &
Tideswell, 2005) and language restriction (Lepp & Gibson,
2008 and Mancini-Cross, Backman & Dennis, 2009). An
attractive package tour should eliminate this barrier by
offering a hassle-free tour package to Muslim travelers. The
lesser the barrier of the travel, the more attractive the package
tour will be. As for this variable, ten items developed by Chen
& Shoemaker (2014), Battour (2017), Hambali (2016) and
Khabibulina (2016) will be adapted to test the proposed
hypothesis which predicts that there is a significant influence
between the travel barriers and the attractiveness of package
tours from the Muslim travelers’ perspectives.

Hs: Travel barriers have a significant influence on the
attractiveness of package tours

V. METHODOLOGY

Conceptual Framework

In order to understand the Islamic travel needs of Muslim
travelers and how such needs can impact the attractiveness of
package tours in Malaysia, this study adapts Chen and
Shoemaker’s (2014) travel needs model. Chen and
Shoemaker (2014) introduce the three dimensions of travel
needs, which include travel motives, travel behavior, and
travel barriers. This study will try to see the subsequent
impact of those elements on package tours attractiveness. The
conceptual framework in Figure 1 outlined travel motives,
travel behavior and perceived travel barriers as the Islamic
travel needs that affect the attractiveness of package tours
offered Muslim travelers in this study.

ISLAMIC TRAVEL NEEDS
(TRAVEL MOTIVES)

ATTRACTIVENESS
OF PACKAGE
TOURS

ISLAMIC TRAVEL NEEDS
(TRAVEL BEHAVIORS)

ISLAMIC TRAVEL NEEDS
(TRAVEL BARRIERS)

INDEPENDENT
VARIABLES

DEPENDENT
VARIABLE

Fig. 1 Conceptual Framework

This study shall be quantitative in nature. Bryman & Bell
(2011) supported this approach as it is more suitable for data
tabulation and statistical analysis. Primary data will be
collected from Muslim travelers through the use of a
questionnaire survey. Bernard (2011) justified that
questionnaires are suitable to collect data from a large pool of
respondents to prove that the research is theoretically
important. Potential respondents are aged between 15 to 80
years old who are residing within the Klang Valley in
Malaysia and the sample population will be based on several
pre-determined selection criteria. This study targeted the
Klang Valley residents because they are shaped by similar
social environments and would have equal opportunity to be
exposed to similar package tour offerings. Once the response
rate for the survey is deemed sufficient, data collected will be
analyzed using SPSS software for descriptive statistics and
variables testing. For statistical consistency, age groups of
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travelers will be defined according to the standard prescribed
by the United Nation.

V1. EXPECTED OUTCOMES (RESULT)

As for the survey that would be carried out to aid the
development of this research, it is expected that all the
predicted independent variables will significantly influenced
and have a significant relationship with the dependent
variable. The reason is that all the variables have been tested
earlier in past literature. In addition to that, all the variables
are acknowledged and received a lot of validation regarding
their significance level among each other from the past
academicians and scholars in the related fields. Hence, it is
wise to assume the outcome of this experiment would be
positive. Therefore, based on the above explanation and all
hypotheses, it is predicted that all the Islamic travel needs
elements (travel motives, travel behavior, and travel barriers)
are significant in predicting and influencing the attractiveness
of package tours in Malaysia.

Dependent Variable Independent variables

Travel Motives

Attractiveness of Package Tours | Travel Behaviors

Travel Barriers

Travel

Motives
Package Travel
Tour Attract Behaviour

Travel
Bamier

VII. CONCLUSION, IMPLICATION, AND
SUGGESTION FOR FUTURE RESEARCH

Conclusions

Fundamentally, this paper serves as a basis for conceptual
understanding of the issue pertaining to Islamic tourism
particularly the relationship between travel motives, travel
barrier and travel needs and the attractiveness of Islamic
tourism tour packages so that the owverall study is
comprehended better. This paper proposes a conceptual
framework to study the needs of traveling from a Muslim’s
standpoint and how their needs impact the attractiveness of
package tours.

The Muslim population growth resulted in the market
expansion for Muslim travelers. These travelers may have
different traveling needs since Islamic requirements
encompassed its believers wholly including daily
consumption.

Thus, Muslim travelers’ attraction towards package tours
may vary as they hold a
different set of values and
beliefs. In order to provide a
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better understanding, the literature highlights the role of
advertising in attracting Muslim travelers towards package
tours while the Islamic travel needs were discussed in terms
of travel motive, travel behavior, and travel barriers. The
outcome from this paper can bring huge benefits to
government agencies, tourism operators, stakeholders in the
industry as well as the public at large.

The implication to Islamic Marketing Theory and
Practices

This paper enhances the existing works of literature by
offering a different outlook on the study of travelers
particularly by exploring the effectiveness  of
religious-oriented advertisement for package tours. The
outlook provides a better understanding of what Muslim
travelers want when traveling. Outcomes from this study
foreshadow future directions to flourish the market for Halal
tours and Halal tourism parallel to the growth of the Muslim
population inside and outside of Malaysia. This study shall
reveal the perceived as well as the expectation of Muslim
travelers towards package tours in terms of marketing
communication and advertising messages. Advertisers and
marketers thus can apply knowledge gained from this study
to create more attractive and Islamic oriented marketing
campaigns that are more appealing to Muslims. Brands and
companies, especially Halal-certified brands will gain many
benefits from the findings of this study as they will
understand the needs of Muslim travelers better and will be
able to effectively tailor their adverts. Furthermore,
government agencies that are responsible for the Halal
industry in Malaysia [e.g. Halal Industry Development
Corporation (HDC)] could treat this paper as supplementary
guidance on what they are supposed to do in relation to Halal
consumption.

The implication to Islamic Tourism Industries

This paper contributes insights regarding Muslim
travelers’ needs and highlights possible gaps in tour
operators’ current offerings particularly the contents of the
package tour advertisement. Hence, tour operators will be
able to be more creative in their advertising and eventually
demonstrate that they can put together better packages than
travelers can independently speak on the Muslim travelers’
needs. Subsequently, this study could potentially aid travel
agencies and tour operators to gain benefits from a rise in
demand for their service, increases customer satisfaction and
a more positive outlook on the industry. In the long run,
government bodies and policymakers could also utilize the
results of this study to upgrade tourism policies and practices
in Malaysia. This will not only increase travel and tourism in
Malaysia but could also encourage more international
travelers, which indirectly helps build better international
relationships. Nevertheless, the understanding gained from
this paper is beneficial to travelers themselves as they can
better grasp their own traveling needs and maximize the
convenience and value for their money when traveling.

Suggestions for Future Research

This study nonetheless is investigative in nature and thus
bare apparent limitations. The specific group within a limited
area will be targeted as rich qualitative data is desired instead.
Therefore, further study should include non-Muslim travelers
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and its coverage broadens to investigate differing perceptions
among cities or states. The researchers would also like to
recommend future researches to conduct empirical
research using the proposed framework and attest to
the predicted assumptions on the hypotheses to see the
real answers and verify the predictions.

ACKNOWLEDGMENT

This research was supported by the Centre for Research &
Innovation, Universiti Kuala Lumpur and Universiti Kuala
Lumpur Business School. We would also like to show our
gratitude to the Management of Universiti Kuala Lumpur, the
Dean of Universiti Kuala Lumpur Business School, the
Management of Sunway University Business School, the
Management of International University of Malaya-Wales as
well as all citizen of Universiti Kuala Lumpur, International
University of Malaya-Wales and Sunway University
Business School for their endless support and assistance
towards the completion of this research. Our special thanks
also go to the organizer, publication editors and also to
everyone in the impact hub. Thanks for all your support and
encouragement! Finally, to Mak (Hjh. Normah Hj. Hashim)
and Bak (Hj. Ahmad Hj. Akib), may Allah grant both of you
with His Jannah. Aamiin Ya Rabb.

REFERENCES

1. Alserhan, B. A. (2011). The Principles of Islamic Marketing.
Burlington, VT: Gower.

2. Ambali, A. R., & Bakar, A. N. (2014). People’s awareness on Halal
foods and products: Potential issues for policy-makers. Procedia-Social
and Behavioral Sciences, 121, 3-25.

3. Anderson, B., & Harrison, P. (2010). Taking-place:
Non-representational Theories and Geography. England: Ashgate
Publishing Limited.

4. Baharuddin, K., Ahmad Kassim, N., Nordin, S. K., & Buyong, S. Z.
(2015). Understanding the Halal concept and the Importance of
Information on Halal food business needed by potential Malaysian
entrepreneurs. International Journal of Academic Research in Business
and Social Sciences, 5(2), 170-180.

5. Battour, M. (2017). Muslim Travel Behavior in Halal Tourism.
10.5772/intechopen.70370.

6. Baxter, S. A. (2013). Brief History of the Package Holiday. The
Guardian Online. Retrieved 28 May 2015from
http://www.theguardian.com/travel/2013/jun/14/brief-
history-package-holidays.

7. Bernard, H. R. (2011). Research Methods in Anthropology: Qualitative
and Quantitative Approaches. United Kingdom: AltaMira Press.

8. Bryman, A., & Bell, E. (2011). Business research methods. 3rd ed.
Oxford: Oxford University Press.

9. Bonne, K., Vermeir, |., &Verbeke, W. (2009). Impact of Religion on
Halal Meat Consumption Decision Making in Belgium. Journal of
International Food & Agribusiness Marketing, 21(1), 5-26.

10. Carstensen, L. L., Isaacowitz, D. M., & Charles, S. T. (1999). Taking
Time Seriously, A Theory of Socioemotional Selectivity. The American
Psychologist, 54(3), 165-181.

11. Chen, S. C. & Shoemaker S. (2014). Age and Cohort Effects: The
American Senior Tourism Market. Annals of Tourism Research, 48,
58-75.

12. Chhabra, D. (2012). What Do Student Travelers Really Want?
Revisiting the Buyer’s Black Box. Journal of Hospitality Marketing &
Management, 21(3), 344-355.

13. Chiappa, G. D. (2013). Internet versus travel agencies: The Perception
of Different Groups of Italian Online Buyers. Journal of Vacation
Marketing, 19(1), 55-66.

Published By:
Blue Eyes Intelligence Engineering

www.ijitee.org

Exploring Innovation'




14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31

32.

33.

34.

International Journal of Innovative Technology and Exploring Engineering (IJITEE)

Cleaver, M., Muller, T. E., Ruys, H. F. M., & Wei, S. (1999). Tourism
Product Development for the Senior Market, Based on Travel-Motive
Research. Tourism Recreation Research, 24(1), 5-11.

Cornell University Library (2017). Exhibition: Islam in Asia: Diversity
in Past and Present: Muslim Populations, An Exhibition organized by
The Division of Asia Collections at Kroch Library, November
2016-April 2017. Retrieved 23 May 2019 from
https://guides.library.cornell.edu/Islam Asia Exhibit

Dolnicar, S. (2005). Understanding Barriers to Leisure Travel: Tourist
Fears as a Marketing Basis. Journal of Vacation Marketing, 11(3),
197-208.

Duff, B. R. L., & Segijn, C. M. (2019). Advertising in a Media
Multitasking Era: Considerations and Future Directions, Journal of
Advertising, 48(1), 27-37.

Engku Alwi, E. A. Z. & Saany, |. (2019). Using Smartphone Application
to Notify Muslim Travelers the Jama’ Qasar Pray, Azan Times and
Other Facilities. International Journal of Engineering and Advanced
Technology (IJEAT) ISSN: 2249 — 8958, Volume-8, Issue-252.366-370.
Frias, D. M., Rodriguez, J. & Castaneda, A. (2008). Internet vs. Travel
Agencies on Pre-visit Destination Image Formation: An Information
Processing View.Tourism Management, 29, 163-179.

GFK Research (2015). A Third of Malaysian Travelers Go Online For
Their Travel Booking From Start to Finish: GFK. [press release] 31
March 2015. Auvailable
at:http://www.gfk.com/sg/news-and-events/press-room/press-releases/p
ages/a-third-of-malaysian-travelers-go-online-for-their--travel-booking-
from-start-to- finish-gfk-.aspx

Gholipour, H. F. & Tajaddini, R. (2014). Cultural Dimensions and
Outbound Tourism. Annals of Tourism Research, 49, 203-205.
Gokovali, U., Bahar, O., and Kozak, M. (2007), ‘Determinants of
length of stay: a practical use of survival analysis’, Tourism
Management, Vol 28, No 3, pp 736-746

Gonzalez, A. M., Rodriguez, C., Miranda, M. R., & Cervantes, M.
(2009). Cognitive age as a criterion explaining senior tourists’
motivations. International Journal of Culture Tourism and Hospitality
Research, 3(2), 148-164.

Goodall, B. (1990). How Tourists Choose Their Holidays: An
Analytical Framework. In: Goodall, B. and Ashworth, G., ed. 1990.
Marketing in the Tourism Industry: The promotion of destination
regions. London: Routledge. pp. 1-17.

Govers, P., & Schoormans, G. (2005). Product personality and its
influence on consumer preference. Journal of Consumer Marketing,
22(4), 189-197.

Guillet, B. D., Lee, A, Law, R. & Leung, R. (2011). Factors Affecting
Outbound Tourists’ Destination Choice: The Case of Hong Kong.
Journal of Travel & Tourism Marketing, 28, 556-566.

Hambali, F. (2016). What Makes Muslim Travellers Satisfied an
Empirical Study of Indonesian Muslim Travelers to West Europe on a
Group Tour. In International Conference on Tourism, Gastronomy, and
Tourist Destination (ICTGTD 2016). Atlantis Press.

Izberk-Bilgin, E. (2012). Infidel Brands: Unveiling Alternative
Meanings of Global Brands at the Nexus of Globalization, Consumer
Culture, and Islamism. Journal of Consumer Research, 39, 663 -687.
Jiang, S., Scott, N. & Ding, P. (2014). Using Means-end Chain Theory to
Explore Travel Motivation: An Examination of Chinese Outbound
Tourists. Journal of Vacation Marketing, 21(1), 87-100.

Khabibulina, Z.R.. (2016). From the Ural to Hejaz: Muslims' travel to
Islamic holy places. 51. 105-112.

Kasim, A., Dzakiria, H., Park, C., Nor, N. A. M., Mokthar, M. F. &
Radha, J. R. R. R. R. (2013). Predictors of Travel Motivations: The Case
of Domestic Tourists to Island Destinations in Northwest of Malaysia.
Anatolia: An International Journal of Tourism and Hospitality
Research, 24(2), 188-205.

Kettani, H. (2010). Muslim Population in Asia: 1950-2020.
International Journal of Environmental Science and Development.
1(2),143-153.

Law, R., Leung, R., Lo, A, Leung, D., & Fong, L. H. N. (2015).
Distribution channel in hospitality and tourism: Revisiting
disintermediation from the perspectives of hotels and travel agencies.
International Journal of Contemporary Hospitality Management, 27(3),
431-452.

Lee, S. H., & Tideswell, C. (2005). Understanding Attitudes towards
Leisure Travel and the Constraints Faced by Senior Koreans. Journal of
Vacation Marketing, 11(3), 249-263.

Retrieval Number: C9231019320/2020©BEIESP
DOI: 10.35940/ijitee.C9231.019320

35.

36.

37.

38.

39.

40.

41.

42.

43.

44.

45.

46.

47.

48.

49.

50.

51.

52.

53.

54.

55.

56.

57.

2720

ISSN: 2278-3075, Volume-9 Issue-3, January 2020

Lepp, A., & Gibson, H. (2008). Sensation Seeking and Tourism: Tourist
Role, Perception of Risk and Destination Choice. Tourism Management,
29, 740-750.

Lindridge, A. (2005). Religiosity and the construction of a cultural
consumption identity. Journal of Consumer Marketing, 22(3), 142-151.
Lindridge, A., & Dibb, S. (2003). Is “culture' a justifiable variable for
market segmentation? A cross-cultural example. Journal of Consumer
Behaviour, 2(3), 269-286.

Lim, K. C., Ramli, K. I., Yusof, N. S. & Cheah, S. T. (2015). Examining
Young Malaysians Travel Behaviour and Expenditure Patterns in
Domestic Tourism. Asian Social Science, 11(9), 77-88.

Malaysian Islamic Tourism Centre. (2019). Islamic Tourism. Retrieved
25 August 2019 from https:/itc.gov.my/industry/industry-introduction/.
Mancinni-Cross, C., Backman, K. F., & Dennis, E. (2009). The Effect of
the Language Barrier on Intercultural Communication: A Case Study of
Educational Travel in Italy. Journal of Teaching in Travel & Tourism,
9(1-2), 104-123.

McAlexander, J. H., DuFault, B. L., Martin, D. M., & Schouten, J. W.
(2014). The marketization of religion: Field, capital, and consumer
identity. Journal of Consumer Research, 41(3), 858 -875.

Mehmetoglu, M. (2007). Nature-based Tourists: The Relationship
Between their Trip Expenditures and Activities. Journal of Sustainable
Tourism, 15(2), 200-215.

Morrison, A. M., Hsieh, S., & O’Leary, J. T. (1994). A Comparison of
the travel arrangements of international travelers from France, Germany,
and the UK. Tourism Management, 15(6), 451-463.

Nishimura, S., King, B. and Waryszak, R., (2007). The Use of Travel
Guidebooks by Packaged and Non-packaged Japanese Travelers: A
Comparative Study. Journal of Vacation Marketing, [e-journal]
13(4), pp. 291-310. Retrieved 5 September 2014 from
http://onesearch.lancs.ac.uk.

Obrador, P. (2012). The Place of the Family in Tourism Research:
Domesticity and Thick Sociality by the Pool. Annals of Tourism
Research, 39(1), 401-420.

O'Guinn, T. C., & Belk, R. W. (1989). Heaven on Earth: Consumption at
Heritage Village, USA. Journal of Consumer Research, 16(2), 227-238.
Ortega, E., Rodriguez, B., & Philip, J. (2014). The Effects of
Information at Tourism Destinations: A Model Proposal. The Marketing
Review, 14(2), 111-129.

Pearce, P. L. (2013). The Social Psychology of Tourist Behaviour:
International Series in Experimental Social Psychology. 3rd ed.
[e-book] Oxford: Pegamond Press.

Pew Research Center (2011). The future of the global Muslim
population: Region Asia-Pacific. Retrieved 23 May 2019 from
https://www.pewforum.org/2011/01/27/future-of-the-global-muslim-po
pulation-regional-asia/

Pew Research Center (2012). The Global Religious Landscape: New
Population Estimates. Paper presented at Pew Research Center’s Forum
on Religion & Public Life on December 2012.

Quiroga, 1. (1990). Characteristics of Package Tours in Europe. Annals
of Tourism Research, 17(2), 185-207.

Salamn, F., & Siddiqui, K. (2011). An exploratory study for measuring
consumers’ awareness and perceptions towards halal food in Pakistan.
Interdisciplinary Journal of Contemporary Research in Business, 3(2),
639-651.

Schanzel, H. A. and Smith, K. A. (2014). The Socialization of Families
Away from Home: Group Dynamics and Family Functioning on
Holiday. Leisure Sciences: An Interdisciplinary Journal, 36(2),
126-143.

Shoemaker, S. (2000). Segmenting the Mature Market: 10 Years Later.
Journal of Travel Research, 39, 11-26.

Thomson-Reuters. (2018). Outpacing the Main Stream: State of the
Global Islamic Economy Report 2017/18. Retrieved 25 March 2018
from https://www.zawya.com/ifg-publications/report/20
180102062522832.pdf/?refKey=1FG-c8017912-c896-4774-94ae-6641d
2f20cf5

Tretheway, M., & Mak, D. (2006). Emerging Tourism Markets: Ageing
and Developing Economies. Journal of Air Transport Management,
12(1), 21-27.

Voorveld, H. A. Van Noort, G., Muntinga D. G., & Bronner, F. (2018).
Engagement with Social Media and Social Media Advertising: The
Differentiating Role of Platform Type. Journal of Advertising, 47(1),
38-54.

Published By:
Blue Eyes Intelligence Engineering
& Sciences Publication



http://www.gfk.com/sg/news-and-events/press-room/press-releases/pages/a-third-of-malaysian-travelers-go-online-for-their--travel-booking-from-start-to-%20finish-gfk-.aspx
http://www.gfk.com/sg/news-and-events/press-room/press-releases/pages/a-third-of-malaysian-travelers-go-online-for-their--travel-booking-from-start-to-%20finish-gfk-.aspx
http://www.gfk.com/sg/news-and-events/press-room/press-releases/pages/a-third-of-malaysian-travelers-go-online-for-their--travel-booking-from-start-to-%20finish-gfk-.aspx
https://itc.gov.my/industry/industry-introduction/
http://onesearch.lancs.ac.uk/
https://www.pewforum.org/2011/01/27/future-of-the-global-muslim-population-regional-asia/
https://www.pewforum.org/2011/01/27/future-of-the-global-muslim-population-regional-asia/

The Impacts of Motives, Barriers, and Behaviour on the Travel Package Attractiveness from Muslim
Travelers Perspectives

58. Voorveld, H. A. (2019). Brand Communication in Social Media: A
Research Agenda. Journal of Advertising, 48(1), 14-26.

59. Wang K. C., Ma, A. P., Hsu, M. T., Jao, P. C. and Lin, C. W., (2013).
Seniors” Perceptions of Service Features on Outbound Group Package
Tours. Journal of Business Research, [e-journal] 66, pp. 1021-1027.
Available through: Lancaster One Search Library
<http://onesearch.lancs.ac.uk> [12 September 2014].

60. West, D., Koslow, S., & Kilgour, M. (2019). Future Directions for
Advertising Creativity Research, Journal of Advertising, 48(1),
102-114.

61. William, W., Sandra, M., John, B., & May, L. (2007). Advertising-
Principles and Effective IMC Practice. Singapore: Pearson Prentice
Hall.

62. Yousefi, M. & Marzuki, A. (2012). Travel Motivations and the
Influential Factors: The Case of Penang, Malaysia. Anatolia: An
International Journal of Tourism and Hospitality Research, 23(2),
169-176.

AUTHORS PROFILE

Arman Hj Ahmad, is a Coordinator and lecturer at the
Department of Marketing and International Business,
Universiti Kuala Lumpur Business School. He is
pursuing his Doctoral Degree in Marketing at Asia e
University. His specialization is in pure marketing
specifically in consumer psychology, behavioral
marketing, tourism marketing, and Islamic marketing.
He completed his undergraduate degree in Marketing from UiTM and
Master of Management (Marketing) from IIUM. He holds a Diploma in
International Trade with a specialization in International Marketing from
Sultan Zainal Abidin Islamic College (KUSZA). Most of his publications are
in the area of marketing and behavioral science. He has 19 years of industry
and academic experience. He has presented papers at many marketing
conferences. He teaches and supervises both undergraduate and postgraduate
studies.

Izian Idris, is a Senior Lecturer at the Department of
Marketing, Sunway University Business School. She
completed her Ph.D. at the University of Liverpool, UK.
Her specialization is in advertising and marketing
communications. She completed her undergraduate and
MA in Marketing from Liverpool John Moores,
Liverpool UK. Most of her publications are in the area
of marketing communications and other marketing areas such as branding,
consumer behavior and retailing. She has also published a book on celebrity
endorsement. She has industry experience both in the UK and Malaysia
before deciding to join academia. She has presented papers at many
marketing conferences. She teaches and supervises both undergraduate and
postgraduate studies.

o

Cordelia Mason, is an Associate Professor and Director
of Yayasan UniKL. She completed her Doctorate
studies (Doctor of Business Administration) at
Multimedia University, Malaysia. Her specialization is
in strategic management, creative problem solving, case
writing and cooperative learning. She completed her
undergraduate in BSc Business Administration at the
University of Pacific, California USA and holds a
Master of English as Second Language from UM. Most of her publications
are in the area of strategic management, entrepreneurship, conflict
management, and other business management areas. With over 30 years of
experience in the learning industry, Cordelia has written case-studies,
textbooks for the Malaysian school systems, book chapters, curriculum
manuals for business and management programs, research reports, journal
articles, lyrics, and other literary work. She is deeply inspired by the diverse
social missions which have been emerging strongly across industries and see
some ray of light for sustainability. She teaches and supervises both
undergraduate and postgraduate studies.

Muhammad Asyraf Hasim, is a Senior Lecturer at the
Department of Marketing and International Business,
Universiti Kuala Lumpur Business School, Malaysia.
He completed his Ph.D. in Management at Universiti
Kuala Lumpur, Malaysia. His specialization is in
advertising, sales management, branding, and consumer

Retrieval Number: C9231019320/2020©BEIESP
DOI: 10.35940/ijitee.C9231.019320

2721

behavior. He completed his undergraduate in Business Technology at UniKL
and MSc in International Business from Brunel University, UK. Most of his
publications are in the area of marketing communications and advertising.
He has presented papers at many marketing conferences. He teaches and
supervises both undergraduate and postgraduate studies.

Sulaiman Sajilan, is a Professor at the Department of Management and
Entrepreneurship,  Universiti  Kuala  Lumpur
Business School, Malaysia. He completed his Ph.D.
in Organizational Communication at UPM. His
specialization is in Business Management, Rural
Entrepreneurship, Rural Development, SME
Marketing, Leadership, and General Management.
He completed his undergraduate degree in
Agriculture Education and Master in Agriculture
Extension at lowa State University, USA. Most of his publications are in the
area of entrepreneurship, rural development, and business management. He
has presented papers at many entrepreneurship and business management
conferences. He teaches and supervises both undergraduate and postgraduate
studies.

Published By:
Blue Eyes Intelligence Engineering
& Sciences Publication



http://onesearch.lancs.ac.uk/
https://www.researchgate.net/publication/338547820

