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Abstract. This study aimed to examine the effect of Muslim-Friendly Destina-
tion Attribute (MFDA) on Environmentally Sustainable behavior (ESTB) and the
moderating role ofMFDA on the effect of Religious Values (RGV) on ESTB. This
research employs a descriptive quantitative method. It involved 313 respondents
by using purposive sampling of Muslim travelers who visited Muslim-friendly
tourist destinations around Malang Raya. Data were analyzed by structural model
assessment with Partial Least Square (PLS) analysis method. The results indicated
that Muslim Friendly Destination Attribute (MFDA) and Environmental Attitude
(EA) affect ESTB, yet RGV exerts no direct effect on ESTB. RGV affects ESTB
through EA. These results suggested that the government and tourism companies
develop Muslim-friendly tourist facilities in the tourist destinations, such as more
comfortable worship facilities and infrastructure. Besides, it is advisable that they
concern a better sanitation around the natural tourist destination.

Keywords: Muslim-friendly destination attribute · Religious value ·
Environmental attitude · Environmentally sustainable tourist behavior

1 Introduction

According to the Global Muslim Travel Index data, international Muslim tourist arrivals
reached up to 160 million in 2019 from around 108 million in 2013, a 7.5% increase
during the period. The number of Muslim arrivals fell down to 42 million in 2020 as the
pandemic hit the travel sector hard. More than 90 of these trips were made in the first
quarter of 2020 before most destinations closed their borders. With the bank expected to
open gradually by the end of 2021, Muslim visitors were expected to reach 26 million by
2021. The Muslim tourism market will also recover in 2023 and reach an 80% recovery
level in 2019 [1]. Indonesia with a majority Muslim population, approximately 237.53
million people as of December 31, 2021. That number is equivalent to 86.9% of the
country’s population which reaches 273.32 million people. Therefore, Muslim-friendly
tourism is highly potential to develop. In addition, there has been a change in tourists’
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behavior after the Covid-19 pandemic, that they put more concern about health and the
tourist destinations they visit.

In theory, values canmotivate and influence behavior [2]. Religious values are differ-
ent from personal values. Faith-based values are ethical principles derived from religious
traditions, based on scriptures such as the Qur’an and Hadith for Muslims, which are
embedded in the lives of individuals [3]. Previous research has suggested a correlation
between religion and consumer behavior [4]. There is an indirect effect of religious val-
ues on environmental attitudes and green purchase behavior [3]. Another study noted a
significant effect of environmental attitude on the purchase of environmentally friendly
products. Besides, consumers who have a higher religious value are more likely to buy
environmentally friendly products, but they do not show a better environmental attitude
than the non-religious consumers [5]. The previous studies advised a gap between atti-
tude and behavior in the environmentally friendly tourist behavior [6, 7]. In South Korea,
the halal-friendly destination attributes affects tourists’ behavioral intention [8]. In the
context of tourism in general or halal tourism in particular, Destination Attributes (DA)
plays a vital role in influencing tourist behavior. Halal Destination Attributes (HDA) are
prominent for Muslim tourists because they can support the teachings and customs of
Muslims when traveling [9].

Researchers agree that environmental sustainability issues are manageable through
environmentally friendly behavior [10]. Therefore, during the last few decades, a topic
on environmentally sustainable behavior has reached the uptrend with more attention in
the consumer markets and researchers [11]. Therefore, the researchers are interested in
developing an understanding of the environmentally friendly behavior ofMuslim tourists
around Malang Raya. According to the data on the development of regional Muslim-
friendly tourism in 2019–2020, East Java (Malang Raya) is ranked the 5th nationally
with a total score of 70 in terms of access, communication, environment, and services.
Malang Raya is one of the regencies/cities in East Java appointed by the Indonesian
Ministry of Tourism to be a halal tourist destination not to mention Batu City which has
been successfully awarded as a leading halal tourist destination by the IndonesiaMuslim
Travel Index (IMTI) [12].

This study aims to examine the direct effect of RGV on EA and ESTB, the indirect
effect of RGV on ESTB through EA, and MFDA on ESTB. In addition, this study
examines the moderating role of MFDA in the effect of RGV on ESTB. The study
results are expected to provide scientific contributions in the field of environmentally
sustainable behavior and a reference for policymakers in the tourism industry.

2 Research Hypothesis

2.1 Religious Value (RGV) Affects Environmentally Sustainable Tourist
Behavior (ESTB)

Religious value is defined as an environmental ethic, especially personal values such as
self-transcendence which includes universalism, altruism, and the command of virtue to
positivelymobilize ethical obligations and social norms [13] Religion teaches values that
guide one’s life. However, it is very personal, and it depends on the level of individual
piety. Individual commitment to comply with religious values affects their behavior [3].
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The eco-friendly behavior of tourists has a significant influence on the sustainability of
the tourism industry. This study shows that intrinsic religiosity poses a positive and direct
effect on the behavioral intentions of tourists’ environments, while extrinsic religiosity
has no significant direct effect [14]. Religious values can also have a significant effect
on the behavior of pro-environment individuals [15]. Based on this description, the
following research hypothesis is proposed:

H1: Religious Value has a positive effect on Environmentally Sustainable Tourist
Behavior.
H1: Religious Value has a positive effect on Environmentally Sustainable Tourist
Behavior.

2.2 Religious Value (RGV) Affects Environmental Attitude (EA)

Environmental attitudes refers to the belief, affective and behavioral intentions of indi-
viduals about activities or problems related to the environment [16]. In the marketing
literature, research demonstrated that religion strongly influences attitudes, which in turn
leads to buying behavior [17–19]. In the context of this research, the better the religious
values, the better the environmental attitude. Therefore the next hypothesis is:

H2: Religios Value Positively Affects Environmental Attitude

2.3 Environmental Attitude (EA) Affects Environmentally Sustainable Tourist
Behavior (ESTB)

Attitudes related to pro-environmental behavior are consumer responses to the environ-
ment. Various studies have focused on the relationship between environmental attitudes
and environmentally friendly behavior [20, 21]. The better the environmental attitudes
of an induvial, the more environmentally friendly he/she will be once visiting tourist
destinations. Therefore, the following hypothesis is proposed:

H3: Environmental Attitude positively affects Environmentally Sustainable Tourist
Behavior (ESTB)

2.4 Muslim-Friendly Destination Attribute (MFDA) Affects Environmentally
Sustainable Tourist Behavior (ESTB)

Several tourist destinations encounter issues in development, such as environmental
degradation, landfilling, and the depletion of natural resources. Therefore, all stakehold-
ers in a tourist destination have a social responsibility to achieve sustainable tourism
[22]. A positive relationship between tourism destination attributes and travel decision-
making has been suggested in the previous research [23], however, another research
suggested that tourism destination attributes encourage the re-emergence of behavioral
intentions [24]. Thus, the tourismdestination attributes not only affect the travel decision-
making process but also condition the behavior of tourists after decision-making, thereby
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building the success of the tourism destination. Tourism destination attributes have a
positive impact on the relationship between tourists and destinations, which in turn
affects tourist behavior [25]. Halal destination attribute or Muslim friendly destination
attribute (MFDA) will regulate the experience of visiting Muslim tourists, so experi-
ence can greatly influence the attitudes that tourists prefer, which will lead to behavioral
intentions [26, 27]. Therefore, it is hypothesized that:

H4: Muslim Friendly Destination Attributes positively affects Environmentally Sustain-
able Tourist Behavior.

2.5 Muslim Friendly Destination Attribute (MFDA) Moderated Religios Value
Towards Environmentally Sustainable Tourist Behavior (ESTB)

Destination social responsibility (DSR), especially the environmental dimension, neg-
atively moderates the effect of personal norms on pro-environmental behavior [28].
This study implies that the effect of personal norms on pro-environmental behavior
decreases when environmental DSR increases. When customers have better religiosity,
their understanding of the concept of halal tourism will also be better, and it will affect
their satisfaction with halal tourism services [27]. Tourists with higher religiosity will
have a better standard ofMuslim-friendly tourism attributes. Tourist religiosity will have
a significant impact on their perception of Muslim-friendly tourism attributes. There-
fore, Muslim-friendly destination attribute can improve the environmentally sustainable
behavior of tourists, which is influenced by their religious values. Hence, the following
research hypothesis is proposed:

H5: Muslim Friendly Destination Attribute (MFDA) moderates the effect of Religious
Value on Environmentally Sustainable Tourist Behavior (ESTB)

EA

RGV ESTB

MFD
A

H1

H2 H3

H4

H5

Fig. 1. Conceptual Framework
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The conceptual framework of the current study includes exogen and endogen vari-
ables. The exogen variables are Religious Value (RGV) and Muslim Friendly Destina-
tion Attribute (MFDA) while the endogen ones are Environmental Attitude (EA) and
Environmentally Sustainable Tourist Behavior (ESTB) (Fig. 1).

3 Method

This research adopted purposive sampling selected based on certain criteria that have
been set by the researcher. The criteria included: 1) Muslim tourists with a minimum
age of 17 years, 2) Tourists who are currently/have visited one of the Muslim-friendly
destinations in Malang. The samples were 313 respondents. The data were analyzed
using Partial Least Square (PLS) approach with a measurement model (Outer Model)
and structural model (Inner Model). The measurement model consisted of a validity test
with a validity scale divided into two, namely convergent validation and discriminant
validation [29]. Meanwhile, the structural model was evaluated using the R2 value for
the dependent construct; the path coefficient value was evaluated for each path to test
the significance among the constructs in the structural model.

4 Results and Discussion

4.1 Convergent Validity

In the finding section, the convergent validity was verified beforehand, and the statistics
indicated that there is a high correlation among the items and that the convergent validity
is valid. The findings indicated that loadings and AVE are greater than 0,50 while alpha
and CR are greater than 0.70. Table 1 and Fig. 2 display these numbers.

The test after elimination in Fig. 2 concluded that all instruments pose outer loading
values above 0.60, as well as composite reliability values, Cronbach’s alpha values, and

Fig. 2. Measurement model assessment
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Table 1. Convergent Validity

Items Loadings Alpha CR AVE

RGV2 0.765 0.784 0.853 0.537

RGV3 0.787

RGV4 0.731

RGV5 0.704

RGV6 0.670

MFDA1 0.672 0.912 0.925 0.509

MFDA2 0.601

MFDA3 0.628

MFDA4 0.767

MFDA5 0.722

MFDA6 0.744

MFDA7 0.637

MFDA8 0.658

MFDA9 0.714

MFDA10 0.797

MFDA11 0.805

MFDA12 0.781

EA1 0.796 0.866 0.905 0.657

EA2 0.663

EA3 0.883

EA4 0.888

EA5 0.804

ESTB1 0.789 0.854 0.895 0.630

ESTB2 0.812

ESTB3 0.729

ESTB4 0.845

ESTB5 0.789

Source: 2022

AVE values which are already over 0.50. All of the tools used in this investigation were
therefore considered genuine and reliable for use in the convergent validity test and
discriminant validity for the measurement model test (Outer Loading).

The statistical analysis of the findings indicates that there is no significant correlation
between the variables and the discriminant validity, which has been tested twice. The
cross-loading value between the reflection indicator and its construct can show the reflec-
tion indicator’s discriminant validity, and the different constructmeasures shouldn’t have
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a lot of correlation with one another. The findings demonstrate that HTMT ratios are not
over 0.90. Table 2 displays these numbers.

4.2 Hypothesis Test

To determine the significance of the interaction among variables, path coefficient is
used. The following Table 3 and Fig. 3 provide the outcomes of the bootstrapping data
processing.

The results in Table 3 can be interpreted by looking at the original sample value
to determine the relationship between the variables studied. Furthermore, the level of
significance of the relationship effect among the variables can be seen in the T-Statistic.
In this study, using a significant level of 5% with a true confidence level of 95%, the
t-table result is 1.976. If the T-statistic value is higher than that of the T-table, the result
is significant [29].

The path coefficients shows that religious value on sustainable tourist behavior pose
an original sample value of 0.013. On the other hand, the results and the t-statistic value
are 0.215 < 1.976, so they show insignificant results. Therefore, H1 is not supported,
the religious values do not affect ESTB. It implies that the better the religious values
used as guidelines, the better their environmentally friendly behavior towards Muslim-
friendly destinations in Malang Raya. The results of the insignificant coefficient test
provide an additional interpretation that not all tourists who hold fast to religious values
and make them a guideline within the limits of right and wrong will directly affect their

Table 2. Heteroit Monotrait (HTMT) Ratio

ESTB EA MFDA Moderating Effect 1 RGV

ESTB

EA 0,400

MFDA 0,644 0,480

Moderating Effect 1 0,064 0,433 0,074

RGV 0,311 0,703 0,424 0,634

Source: 2022

Table 3. Path Coefficient Result

Relationship Beta S.D. t-statistics p-values

RGV -> ESTB 0.013 0.061 0.215 0.830

RGV -> EA 0.584 0.055 10.544 0.000

EA -> ESTB 0.142 0.062 2.276 0,023

MFDA -> ESTB 0.531 0.056 9.450 0,000

MFDA Moderated RGV -> ESTB 0.027 0.049 0.556 0.578

Source: 2022
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Fig. 3. Structural Model Assessment.

environmentally friendly behavior in Muslim-friendly tourist destinations. The result of
this study contradicts to that of the research by Chowdhury, et al. [15]. The reason why
the religious value does not directly affect the environmentally friendly behavior in this
study is the fact that the commitment of the religious value of tourists is not a strong
predictor of their environmentally friendly behavior.

The result of the path coefficients shows that religious value on environmental attitude
has an original sample value of 0.584. It indicates that this variable exerts a positive
effect. On the other hand, the results and the t-statistic value are 10,544 > 1,976, so H2
is supported, that Religious Value positively affects Environmental Attitude. This result
implies that the better the commitment to the religious value of Muslim tourists, the
higher their environmental awareness. It means that the relationship between religious
values and environmental attitudes is unidirectional. These results indicate that the better
the religious values used as guidelines for the lives of Muslim tourists will increase the
psychological tendencies expressed by these Muslim tourists in ecological attitudes that
are formulated through their beliefs, concerns, and values in the form of an evaluative
response to the environmentwith a level of like or dislike onMuslim-friendly destinations
in Malang Raya. The result of the significant coefficient test provides an additional
interpretation that Muslim tourists who hold fast to religious values and make them a
guideline within the limits of right and wrong will directly affect their ecological attitude
in halal tourism destinations in Malang. This study supports the previous research that
religious values affect environmental attitudes which ends up with purchasing behavior
[17], and religiosity affects consumer attitudes in the consumption process [19].

The results of the path coefficients shows that environmental attitude towards envi-
ronmentally sustainable tourist behavior has an original sample value of 0.142, which
indicates that the variable has a positive effect. On the other hand, the results and the
t-statistic value are 2,276> 1,976, so H3 is supported, that environmental attitude has a
positive effect on environmentally sustainable tourist behavior. This result indicates that
the psychological tendencies by evaluative responses to the natural environment with
some level of likes or dislikes of Muslim tourists will increase their environmentally
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friendly behavior in Muslim-friendly destinations in Malang Raya. The significant coef-
ficient test result provides an additional interpretation that tourists with a good ecological
attitudewill directly affect their environmentally friendly behavior in halal tourism desti-
nations. Environmental attitude is an assessment of the natural and artificial environment
and the factors that affect its quality [31]. Environmentally sustainable tourist behavior
does not harm the natural environment (or may even be beneficial to the environment)
both locally and globally [32]. The result of this study indicates that environmental atti-
tudes with attitude indicators of the importance of increasing environmental awareness
and attitudes of increasing knowledge of Muslim tourists affect their behavior while in
Muslim-friendly destinations, especially behavior about cleanliness, health, safety, and
environmental sustainability.

The result of the path coefficients shows that Muslim-friendly destination attributes
on environmentally sustainable tourist behavior has an original sample value of 0.531,
which indicates that this variable has a positive influence. On the other hand, the results
and the t-statistic value are 9,450 > 1,976, so H4 is supported that Muslim-friendly
destination attributes has a positive influence on environmentally sustainable tourist
behavior. It implies that Muslim-friendly destination attributes by proxy that the tourist
destinations they visit implement special programs to minimize any negative impacts
on the environment that affect their environmentally friendly behavior in the tourist
destinations they visit, such as disposing the wastes into the right place and maintaining
facilities and infrastructure, worship facilities, and maintaining the cleanliness of the
environment of the Muslim-friendly tourist destinations they visit.

The result of the path coefficients shows that Muslim-friendly destination attribute
moderates the effect of religious value on environmentally sustainable tourist behavior
with an original sample value of 0.027. It indicates that this variable is not significantly
moderating. On the other hand, the results and the p-value are 0.057 > 0.05, so H5
is not supported. It concludes that MDFA does not affect the environmentally friendly
behavior of Muslim tourists in the tourist destinations they visit. This is quite logical as
the religious value of Muslim tourists is not a good predictor of ESTB, as evidenced by
the insignificant results. The result of this study does not support the research results by
Battour that tourists with high religiosity will behave environmentally friendly in tourist
destinations reinforced by good Muslim-friendly tourism attribute standards [27].

5 Conclusion and Implication

The factors affecting environmentally sustainable behavior based on the analysis results
and the discussion are as follows: RGVhas no effect on ESTBbut does affect EA;MFDA
and EA affect ESTB; and MFDA does not moderate the effect of RGV on ESTB.

The results of this study suggested thatMuslim-friendly tourismmanagers inMalang
Raya should pay attention to the facilities and infrastructure they provide, especially san-
itation facilities, which usually receive complaints from tourists. Besides, maintenance
of facilities for worship should also be improved. The facilities for prayer which are not
regularly washed bring about inconvenience. Some Muslim tourists are willing to pay
for maintenance fees as long as the worship facilities comfort them.

This limitation of the current study lies on the fact that the respondents in this study do
not fully understand the concept of environmentally friendly behavior inMuslim-friendly
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tourist destinations, which might let their answers less appropriate for each destination.
Therefore, further research onMuslim-friendly tourist destinations following the context
of ESTB is highly recommended.

References

1. Mastercard & Cresentrating, Global Muslim Travel Index (GMTI) 2021.
2. R. M. Williams Jr. “Change and stability in values and value perspectives: a sociological

perspectives”, in Rokeach, M., (Ed.), Understanding Human Values: Individual and Societal,
Free Press, New York, 1979

3. S. H. Hassan, The role of Islamic Values on Green Purchase Intention. Journal of Islamic
Marketing, 5(3), 379–396, 2014

4. Y. Choi, Religion, Religiosity, and South Korean consumer switching behaviors. Journal of
Consumer Behaviour, 9 (3), 157–171, 2010.

5. R. Felix,&K.Braunsberger, IBelieveTherefore ICare: TheRelationship betweenReligiosity,
Environmental Attitudes, and Green Product Purchase in Mexico. International Marketing
Review, 33 (1), 137–155, 2016, https://doi.org/10.1108/IMR-07-2014-0216

6. Z. Zuriyati, M. T. Rahimah, T. Arifin, M. Farhana, A. S. Samsuri, & M. B. Munir, Intention
to Visit Green Hotel in Malaysia: The Impact of Personal Traits and Marketing Strategy.
International Journal of Business and Social Science, 5(7), 167–173, 2014.

7. A. Mas’od, and T. A. Chin, Determining Sociodemographic, Psychographic and Religiosity
of Green Hotel Consumer in Malaysia. Procedia – Social and Behavioral Sciences, 130:
479–489, 2014

8. H.Han,A.Al-Ansi,H.G.T.Olya,&W.Kim,ExploringHalal-FriendlyDestinationAttributes
in South Korea: Perceptions and Behaviors of Muslim Travelers toward a Non-Muslim Des-
tination. Tourism Management, 71, 151–164, 2019, https://doi.org/10.1016/j.tourman.2018.
10.010

9. M. Battour & N. M. Ismail, N. M. (2015). Halal Tourism: Concepts, Practises, Challenges
and Future. Tourism Management Perspective, 19: 150–154, 2015. https://doi.org/10.1016/j.
tmp.2015.12.008

10. H. Han, (2020). Theory of Green Purchase Behavior (TGPB): A New Theory for Sustainable
Consumption of Green Hotel and Green Restaurant Products. Business Strategy and the
Environment, 29(6), 2815–2828. 2020. https://doi.org/10.1002/bse.2545

11. X. Dong, S. Liu, H. Li, Z. Yang, S. Liang, & N. Deng, Love of Nature as a Mediator
betweenConnectedness toNature and SustainableConsumptionBehavior. Journal of Cleaner
Production, 242, 1–12, 2020.

12. KNEKS, Laporan Perkembangan Ekonomi Syariah Daerah 2019–2020. Penerbit Komite
Nasional Ekonomi dan Keuangan Syariah (KNEKS), Jakarta, 2020.

13. S. Padel & C. Foster, Exploring the Gap between Attitudes and Behaviour: Understanding
Why Consumers Buy or Do not Buy Organic Food. British food journal, 107(8), 606–625,
2005

14. S. Wang, J. Wang, J. Li, K. Zhou, How and When Does Religiosity Contribute to Tourists’
Intention to Behave Pro-environmentally in Hotels? Journal of Sustainable Tourism, 2020
https://doi.org/10.1080/09669582.2020.1724122

15. R. Chowdhury, A. Ramond, L.M. O’Keeffe, S. Shahzad, S.K. Kunutsor, T.Muka, J. Gregson,
P.Willeit, S.Warnakula, H. Khan, S. Chowdhury, R. Gobin, O.H. Franco, E. Di Angelantonio,
Environmental Toxic Metal Contaminants and Risk of Cardiovascular Disease: Systematic
Review and Meta-Analysis. BMJ, 2018

https://doi.org/10.1108/IMR-07-2014-0216
https://doi.org/10.1016/j.tourman.2018.10.010
https://doi.org/10.1016/j.tmp.2015.12.008
https://doi.org/10.1002/bse.2545
https://doi.org/10.1080/09669582.2020.1724122


662 N. A. Solekah et al.

16. P. W. Schultz, C. Shriver, J. J. Tabanico, & A. M. Khazian, (2004). Implicit Connections with
Nature. Journal of Environmental Psychology, 24(1), 31–42, 2004, https://doi.org/10.1016/
s0272-4944(03)00022-7

17. N. Essoo, & S. Dibb, Religious Influences on Shopping Behaviour: An Exploratory Study.
Journal of Marketing Management, 20(7–8), 683–712, 2004

18. N. Delener, Religious Contrasts in Consumer Decision Behavior Patterns: Their Dimensions
and Marketing Implications. European Journal of Marketing, 28 (5), 36–53, 1994

19. E. C. Hirschman, Religious Affiliation and Consumption Processes: An Initial Paradigm.
Research in Marketing, 6, 131–170, 1983

20. M. M. Mostafa, Gender Diferences in Egyptian Consumers Green Purchase Behaviour:
The Efects of Environmental Knowledge, Concern and Attitude. International Journal of
Consumer Studies, 31(3), 220–229, 2007

21. A. K. Singh, and M. Bansal, Green Marketing: A Study of Consumer Attitude & Environ-
mental Concern. Indian Journal of Commerce, 65(2), 273–283, 2012

22. P. J. Sheldon, & S. Y. Park, An Exploratory Study of Corporate Social Responsibility in the
U.S. Travel Industry. Journal of Travel Research, 50(4), 392–407, 2011, https://doi.org/10.
1177/0047287510371230

23. R. M. Jalilvand, and N. Samiei, The Impact of Electronic Word of Mouth on a Tourism
Destination Choice: Testing the Theory of Planned Behavior (TPB), Internet Research, 22(5),
591–612, 2012, https://doi.org/10.1108/10662241211271563

24. Y. Chen and X. Li, Does a Happy Destination Bring You Happiness? Evidence from Swiss
Inbound Tourism. TourismManagement. Elsevier Ltd, 65, pp. 256–266. 2018, https://doi.org/
10.1016/j.tourman.2017.10.009.

25. C. F. Chen, and S. Phou, ‘A Closer Look at Destination: Image, Personality, Relationship and
Loyalty’. Tourism Management. Elsevier, 36, pp. 269–278, 2013

26. T.M. Cheng, C.C. Lu, Destination Image, Novelty, Hedonics, PerceivedValue, and Revisiting
Behavioral Intention for Island Tourism. Asia Pac. J. Tour. Res. 18, 766–783, 2013

27. M. Battour, N. A., Noviyani, R. T. Ratnasari, M. Aboelmaged, R. Eid, The Impact of HDA,
Experience Quality, and Satisfaction on Behavioral Intention: Empirical Evidence fromWest
Sumatra Province, Indonesia. Sustainability, 14, 4674, 2022, https://doi.org/10.3390/su1408
4674

28. L. Su, Q. Gong, Y. Huang, How Do Destination Social Responsibility Strategies Affect
Tourists’ Intention to Visit? An Attribution Theory Perspective. Journal of Retailing and
Consumer Services, 54(3):102023, 2020, https://doi.org/10.1016/j.jretconser.2019.102023

29. I. Ghozali, and H. Latan, Partial Least Squares; Konsep, Teknik dan Aplikasi Menggunakan
ProgramSmartPLS 3.0. Semarang: Badan Penerbit Undip, 2015

30. J. F. Hair, C. M. Ringle, & M. Sarstedt, PLS-SEM: Indeed a Silver Bullet. The Journal of
Marketing Theory and Practice, 19(2), 139–152, 2011.

31. A. McIntyre & T. L. Milfont, Who Cares? Measuring Environmental Attitudes. In Research
Methods for Environmental Psychology (pp. 93–114), 2016 John Wiley & Sons, Inc. https://
doi.org/10.1002/9781119162124.ch6

32. E. Juvan, S. Dolnicar, Measuring environmentally sustainable tourist behaviour. Annals of
Tourism Research. 59, 30–44, 2016

https://doi.org/10.1016/s0272-4944(03)00022-7
https://doi.org/10.1177/0047287510371230
https://doi.org/10.1108/10662241211271563
https://doi.org/10.1016/j.tourman.2017.10.009
https://doi.org/10.3390/su14084674
https://doi.org/10.1016/j.jretconser.2019.102023
https://doi.org/10.1002/9781119162124.ch6


Understanding Muslim Friendly Destination Attribute 663

Open Access This chapter is licensed under the terms of the Creative Commons Attribution-
NonCommercial 4.0 International License (http://creativecommons.org/licenses/by-nc/4.0/),
which permits any noncommercial use, sharing, adaptation, distribution and reproduction in any
medium or format, as long as you give appropriate credit to the original author(s) and the source,
provide a link to the Creative Commons license and indicate if changes were made.

The images or other third party material in this chapter are included in the chapter’s Creative
Commons license, unless indicated otherwise in a credit line to the material. If material is not
included in the chapter’s Creative Commons license and your intended use is not permitted by
statutory regulation or exceeds the permitted use, you will need to obtain permission directly from
the copyright holder.

http://creativecommons.org/licenses/by-nc/4.0/

	Understanding Muslim Friendly Destination Attribute Towards Environmentally Sustainable Behavior
	1 Introduction
	2 Research Hypothesis
	2.1 Religious Value (RGV) Affects Environmentally Sustainable Tourist Behavior (ESTB)
	2.2 Religious Value (RGV) Affects Environmental Attitude (EA)
	2.3 Environmental Attitude (EA) Affects Environmentally Sustainable Tourist Behavior (ESTB)
	2.4 Muslim-Friendly Destination Attribute (MFDA) Affects Environmentally Sustainable Tourist Behavior (ESTB)
	2.5 Muslim Friendly Destination Attribute (MFDA) Moderated Religios Value Towards Environmentally Sustainable Tourist Behavior (ESTB)

	3 Method
	4 Results and Discussion
	4.1 Convergent Validity
	4.2 Hypothesis Test

	5 Conclusion and Implication
	References




