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ABSTRACT

Purpose: Identify the key factors influencing the travel intentions of Generation
Z Muslims in Bengkulu to visit halal tourism destinations, using the Theory of
Planned Behavior (TPB) model approach. The study targeted Generation Z
Muslims residing in Bengkulu Province, with respondents selected through
purposive sampling. Results: Indicate that the intention to visit halal tourist
destinations is significantly influenced by factors such as attitudes, perceived
behavioral control, subjective norms, and halal awareness. All of these
independent factors were found to have a positive effect on travel intentions.
Findings: Provide valuable insights for stakeholders in the tourism industry,
especially in developing halal tourism products and services that cater to the
specific preferences and needs of Generation Z Muslims. Originality : While
TPB has been used in past studies, applying it to the context of halal tourism
for Generation Z Muslims in Bengkulu is unique. The emphasis on halal
awareness as a key influencing factor adds an innovative layer to the existing
framework. These results can contribute to enhancing the marketing strategies
of halal tourism destinations, ensuring their appeal to this demographic group.
Conclussions: Attitude, perceived behavioral control, subjective norms, and
halal awareness all significantly influence the intention of Generation Z
Muslims to visit halal tourism destinations. Type of Paper : Empirical
Research Article
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INTRODUCTION

Halal tourism is the fastest-growing sector of the global travel industry (Rahman et al., 2020).
With an estimated growth rate of 4.8% against the 3.8% industry average, Halal tourism is the fastest
growing sector in all business domains sectors (Amadeus, 2016). In several countries, halal tourism
is also known by various terms such as Islamic tourism, Muslim-friendly tourism, Sharia tourism,
Halal Lifestyle, Halal Hospitality, and others. Despite the variations in terminology, the core concept
of halal tourism remains consistent, to respect and accommodate Islamic values to fulfill the needs
and practices of Muslim travelers. This includes providing facilities for prayer and ensuring the
availability of halal food and beverages. According to El-Gohary (2016), halal tourism is a process of
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integrating Islamic values into all aspects of tourism activities, encompassing components such as
halal hotels, halal travel packages, halal food, and halal tourism destinations.

Indonesia has the potential to develop halal tourism. The primary asset for Indonesia is its
human resources, with the majority of the population being Muslim. According to the 2020 data
from the Badan Pusat Statistik (BPS) the population of Indonesia has reached 270.20 million, with
86.9% of them being Muslim. This makes Indonesia the country with the largest Muslim population
in the world. According to Bayu & Yudhistira (2021) group Indonesia's population into six
generations, such as Post Generation Z, Generation Z, Millennials, Generation X, Baby Boomers, and
Pre-Boomers. Indonesia's population in 2020 is dominated by Generation Z and millennials. The
number of Generation Z residents born in the period 1997-2012 reached 74.93 million people or
27.94% of the total population. The population of the millennial generation born between 1981 and
1996 reached 69.38 million people or 25.87% of the total population. (Table 1).

Tabel 1. Indonesia’s Population Group
Population Group Year of Birth Percent
Post Generation Z > 2013 10,88
Generation Z 1997-2012 27,94
Milenial 1981-1996 25,87
Generation X 1965-1980 21,88
Baby Boomer 1946-1964 11,56
Pre-Boomer < 1945 1,87
Source: Badan Pusat Statistik, (2020)

The behavior of Generation Z, who are familiar with the term "Butuh Healing," indicates that
traveling has become a necessity for them (Wulandari, 2022). For choosing travel destinations,
Muslim Generation Z will be more selective by considering religious principles. The current travel
destinations offered are generally conventional and often associated with immoral activities,
resulting in a negative perception among most Muslim Generation Z, causing them to avoid visiting
these places (Azzahra, 2019). In response to this, halal tourism can be an alternative for Muslim
Generation Z when selecting travel destinations. To understand the perception of Muslim
Generation Z towards halal tourism, it is essential their interests, attitudes, and preferences (Han, et
al., 2019).

To explore the interests, attitudes, and preferences of tourists, researchers use the Theory
of Planned Behavior (TPB). TPB is the most commonly used socio-psychological theory to predict
human decisions and behaviors (Guerin & Toland, 2020). According to TPB, there are three
independent variables used to investigate interest or intention: attitude toward behavior, subjective
norm, and perceived behavioral control (Ajzen, 1991).

Previous studies have utilized TPB to analyze consumer behavior in purchasing products and
services (Wang, 2014). Furthermore, TPB has been specifically used to analyze consumer behavior
towards the halal concept (Khalek & Ismail, 2019), and it has also been employed to predict visitors'
intentions in choosing tourist destinations (Wang & Fu, 2015). This research aims to extend the
application of TPB in the context of halal tourism by incorporating an additional variable, namely
halal awareness.
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Figure 1. Research Framework

Based on the framework above, hypothesis 4 (Four) is built as follows:
H1: A significant and positive relationship exists between attitudes and the intention to visit halal
tourism destinations.
H2: A significant and positive relationship exists between perceived behavioral control and the
intention to visit halal tourism destinations.
H3: A significant and positive relationship exists between subjective norms and the intention to visit
halal tourism destinations.
H4: A significant and positive relationship exists between halal awareness and the intention to visit
halal tourism destinations.

METHOD

This research employs a quantitative approach to examine the factors influencing the
intention to visit halal tourism destinations among Generation Z Muslims in Bengkulu Province. The
study focuses on four independent variables: attitude (X1), perceived behavioral control (X2),
subjective norm (X3), and halal awareness (X4), while the dependent variable is intention to visit
halal tourism destinations (Y). To measure these variables, the study uses a Likert scale, ranging
from 1 (strongly disagree) to 5 (strongly agree), to capture respondents’ levels of agreement with
each statement. Respondents were selected using the purposive sampling technique, with the
sample consisting of Generation Z Muslims aged between 12 and 27 years, who are residents of
Bengkulu Province and have the intention to visit halal tourism destinations. Data collection took
place between July and August 2024, using the Google Forms application, which was distributed via
various social media platforms such as WhatsApp, Instagram, and Facebook.

Before distributing the finalized questionnaire, a pilot test was conducted with 30
respondents to assess the validity and reliability of the questions. Any questions deemed invalid or
unreliable were removed. After confirming the validity and reliability, the questionnaire was
distributed to the target respondents. The sample size, ranging from 60 to 70 respondents, was
determined based on the adequacy of data for analysis. The data were analyzed using regression
analysis with SPSS 26 software, to test the relationships between the independent variables (attitude,
perceived behavioral control, subjective norm, and halal awareness) and the dependent variable
(intention to visit halal tourism destinations). Additionally, the study ensures that the instrument is
valid and reliable through content validity and Cronbach’s Alpha testing. The findings of this study
will provide valuable insights into the factors that shape the intention of Generation Z Muslims in
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Bengkulu to engage in halal tourism, offering implications for the development of tourism products
and marketing strategies targeting this demographic.

RESULTS AND DISCUSSION

RESULTS

Respondent descriptions
A total of 70 respondents participated in this study, with seven being excluded due to

incomplete responses, resulting in a final sample size of 63 respondents, yielding an effective
response rate of 90 percent. The respondent demographics were characterized by gender, age,
marital status, education, employment, and monthly expenses. The majority of respondents were
female, aged between 16 and 25 years, single, currently studying, and had monthly expenses
ranging from 1 to 3 million rupiah, as shown in Table 2.

Table 2. Socioeconomic Background of the Respondent
Demographics Criteria Frequency %
Gender Male

Female
22
41

34,92
65,08

Age <15
16-20
20-25
>26

0
26
34
3

0
41,26
53,96
4,76

Marital status Married
Single

2
61

3,17
96,83

Education Bachelor Candidate
Bachelor

48
15

76,19
23,81

Occupation Entrepreneur
ASN
Student

13
2
48

20,63
3,17
76,19

Monthly Expenses < Rp. 1.000.000
Rp. 1.000.000 - 3.000.000
> Rp. 3.000.000,00

6
43
14

9,52
68,25
22,23

Source : Data diolah, 2024

Hypothesis Testing
The primary objective of this research is to explore the influence of the variables attitude, subjective
norm, perceived behavioral control, and halal awareness in predicting the intention of Generation Z
Muslims in Bengkulu to visit halal tourism destinations. The results of the analysis indicated that the
R² value was 0.321, meaning that the model developed could explain 32.1 percent of the variance in
the intention to visit halal tourism. This finding highlights the contribution of the four variables in
understanding the travel intentions of this demographic group.

Furthermore, the statistical significance of the model confirms that the relationships between the
independent variables and the intention to visit halal tourism are robust. The findings underscore
the importance of attitude, subjective norm, perceived behavioral control, and halal awareness as
key factors influencing Generation Z Muslims' travel decisions in Bengkulu. These results provide
valuable insights for the development of targeted strategies to promote halal tourism, particularly
by addressing the attitudes, beliefs, and behaviors of this group (Table 3).
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Table 3. Test of R Square

Model R R Square
Adjusted R
Square Std. Error of the Estimate

1 ,566a ,321 ,274 ,45912
a. Predictors: (Constant), Attitude, Perceived Behavioral Control, Subjective Norm, Halal Awareness

Table 4 presents the results of a multiple regression analysis conducted to assess the strength
of the proposed relationships between the variables. Four hypotheses were formulated in this
research, and all variables were retained after testing for reliability. The individual hypotheses were
evaluated using a multiple regression prediction model, following the guidelines outlined by Hair et
al. (1998), with intention to visit halal tourism as the dependent variable. This approach ensured a
thorough testing of the relationships between the independent variables (attitude, perceived
behavioral control, subjective norms, and halal awareness) and the dependent variable.

The findings, as presented in Table 4, indicate that H1, H2, H3, and H4 were all significant in the
prediction model, supporting the proposed relationships. Specifically, the results demonstrate that
each of the independent variables plays a significant role in predicting the intention of Generation Z
Muslims in Bengkulu to visit halal tourism destinations. These findings reinforce the importance of
attitudes, subjective norms, perceived behavioral control, and halal awareness as key factors
influencing travel intentions. Consequently, the research provides strong support for the
hypotheses, confirming the robustness of the proposed model.

Table 4. Regression Result

Variable

Unstandardized
Coefficients

Standardized
Coefficients

t Sig.B
Std.
Error Beta

1 (Constant) 3,360 ,704 4,772 ,000
Attitude ,260 ,104 ,294 2,488 ,016
Perceived Behavioral
Control

-,200 ,095 -,233 -2,095 ,040

Subjective Norm -,247 ,094 -,290 -2,613 ,011
Halal Awareness ,338 ,124 ,322 2,729 ,008

a. Dependent Variable: Intention to Halal Tourism
Notes: Significance at: sig < 0.05 ; R2= 0.321, adjusted R2 = 0.274
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DISCUSSION

The results of this research demonstrate that all independent variables have a positive and
significant effect on the intention to visit halal tourism destinations. The attitude variable was found
to have a particularly strong impact on the intention to visit halal tourism. This supports the findings
of Alam & Sayuti (2011), who studied halal food purchasing behavior in Malaysia, and found that
consumer attitudes toward halal products significantly influenced their intention to purchase these
products. The same principle applies to tourism behavior, where a positive attitude toward halal
tourism destinations influences individuals’ intention to visit these destinations. Additionally,
Cahyadi et al. (2020) highlighted the crucial role of a positive attitude in determining tourists'
intentions to select halal destinations that meet their needs, aligning with the findings of this study.

The variable of perceived behavioral control also has a positive relationship with the
intention to visit halal tourism destinations. This indicates that the greater the perceived control an
individual feels over their ability to visit a halal destination, the more likely they are to intend to visit.
Ajzen’s (1991) Theory of Planned Behavior suggests that perceived control can directly affect
behavior by motivating individuals to put more effort into achieving their goals. This theory is
supported by the findings of Bashir (2019), who confirmed the positive relationship between
attitudes and the intention to purchase or use halal services. Further research into halal tourism in
Indonesia by Haque et al. (2019) and Sudarsono et al. (2021) also confirms that consumers' positive
attitudes towards halal destinations significantly influence their intention to visit these locations,
demonstrating the role of perceived control in shaping behavioral intentions.

Another important variable in the model is subjective norm, which also shows a significant
positive relationship with the intention to visit halal tourism destinations. This suggests that social
influence plays a crucial role in shaping individuals' intentions. Kartono & Tjahjadi (2021) also
support this finding, arguing that consumer intentions to behave in a certain way are often
influenced by the perceptions and expectations of those around them. In line with this, Hanafiah &
Hamdan (2020) found that social norms, based on the expectations of close circles, positively impact
consumers' intention to choose halal tourist destinations. This finding highlights how individuals
often consider the opinions and expectations of their social environment when deciding to visit a
tourist destination that aligns with their religious values.

Moreover, subjective norms play a key role in understanding consumer behavior related to
halal tourism. This aligns with the study by Syahirah & Mohammed (2016), who emphasized that
subjective norms are a primary driver in influencing behavior related to the consumption of halal
products and services, including halal tourism. They argued that social support, or even group
pressure, can strengthen an individual’s intention to engage in specific behaviors, such as visiting
destinations that comply with Sharia principles. In this context, the influence of social norms
highlights the importance of community and cultural values in decision-making, which is particularly
relevant in a religiously motivated decision like visiting halal tourism destinations.

The variable of halal awareness also plays an essential role in influencing the intention to
visit halal tourism destinations. Several studies have shown that greater awareness and
understanding of the halal concept lead to stronger purchase intentions, particularly in sectors like
halal food and services, and this extends to tourism. For instance, Fitria et al. (2019) demonstrated
that consumers with high halal awareness are more likely to prefer products or services that meet
halal standards. Similarly, Majid et al. (2015) and Nurhasanah & Hariyani (2017) found that halal
awareness positively encourages consumers to select products that comply with halal principles.
This is particularly important in the context of halal tourism, where a better understanding of what
constitutes halal tourism can increase consumer interest and intention to visit halal-certified
destinations.
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Setyaningsih & Marwansyah (2019) also emphasized the role of halal awareness in
influencing consumer decisions. They argued that halal awareness involves understanding the
concepts, processes, and assumptions that define halal products, and that consuming halal
products is an obligation for Muslims. This awareness is not just about knowing what is halal, but
also about recognizing the importance of living in accordance with religious principles. As a result, a
better understanding of halal principles can encourage individuals to make decisions that align with
their religious values, including the choice of halal tourism destinations. This suggests that
increasing halal awareness could play a critical role in promoting halal tourism by influencing
consumer behavior and intentions.

In summary, the findings of this research underscore the importance of the four key
factors—attitude, perceived behavioral control, subjective norms, and halal awareness—in shaping
the intention of Generation Z Muslims in Bengkulu to visit halal tourism destinations. These factors
not only help predict intention but also provide valuable insights for stakeholders in the halal
tourism industry to develop targeted marketing strategies and tourism products that resonate with
the values and preferences of Muslim travelers. By addressing these variables, tourism providers
can better cater to the needs of Muslim tourists, particularly in regions where halal tourism is still
growing, and thereby contribute to the growth of the halal tourism sector.

CONCLUSION
Based on the results of hypothesis testing on the independent variables, the following

conclusions can be drawn:

1. Attitude has a significant and positive relationship with the intention to visit halal tourism
destinations. This means that individuals with a more positive attitude towards halal tourism
are more likely to express the intention to visit these destinations.

2. Perceived behavioral control also shows a significant and positive relationship with the
intention to visit halal tourism. This indicates that the greater the control individuals perceive
over their ability to visit halal destinations, the stronger their intention to do so.

3. Subjective norms significantly influence the intention to visit halal tourism. This finding
highlights the role of social influence, suggesting that individuals are more likely to intend to
visit halal tourism destinations if their social environment, such as family or peers, approves or
encourages this behavior.

4. Halal awareness is found to have a significant and positive relationship with the intention to
visit halal tourism. Individuals with higher awareness of halal principles are more likely to be
inclined to visit halal tourism destinations, aligning their travel choices with their religious
values.

REFERENCES

Ajzen, I. (1991), “Theory of planned behavior”, Organization Behavior and Human Decision Process,
Vol. 50, pp. 179-211.

Alam, S. S & Sayuti. 2011. Applying the theory of Planned Behavior (TPB) in halal food purchasing.
International Journal of Commerce and Management, 1:8-20.

Amadeus Traveller Trend Observatory. (2016). Halal Travellers 2016. In Amadeus-commissioned
report conducted by Context Consulting (pp. 1–21).
Madrid.https://amadeus.com/documents/en/retail-travel-agencies/research-report/halal-
travel-report-2016.pdf. Diakses pada 10 Oktober 2024



ISSN : 2721-2971 e-ISSN : 2721-267X

148 | Romadon, T., Hendri., Parwito (2024). Impact of halal awareness on intention toward ....

Azzahra, S. (2019). Pariwisata Tempat Tadabbur, Bukan Maksiat!.
https://www.remajaperubahan.com/2019/03/pariwisata-tempat-tadabbur-bukan-
maksiat.html . Diakses pada 12 Oktober 2024.

Badan Pusat Statistik (2020). Jumlah Penduduk Indonesia Tahun 2020.
https://sensus.bps.go.id/main/index/sp2020#:~:text=Jumlah%20penduduk%20Indonesia%20p
ada%20tahun%202020%20adalah%20sebanyak%20270.203.917%20jiwa. diakses pada 18
Oktober 2024

Bashir, A. M. (2019). Halal Tourism: Emerging Opportunities. Tourism Management Perspectives, 31,
138–144.

Bayu, D. A. ., & Yudhistira, A. W. . (2021). Indonesia Didominasi Milenial dan Generasi Z Aria W.
Yudhistira. https://katadata.co.id/infografik/6014cb89a6eb7/indonesia-didominasi-milenial-
dan-generasi-z. Diakses pada 02 Oktober 2024

Cahyadi, H., Agustina, T., & Arief, S. (2020). The Influence of Attitudes on Halal Tourism Intention.
Journal of Environmental Management & Tourism, 11(3), 455-468.

El-Gohary, H. (2016), “Halal tourism, is it really Halal?”, Tourism Management Perspectives, Vol. 19,
pp. 124-130.

Fitria, M. R., Aji, H., and Heryawan, A. Y. 2019. The Effect of Halal Awareness, Halal Certification, and
Marketing Toward Halal Purchase Intention of Fast Food Among Muslim Millenials
Generation.Russian Journal of Agricultural and Socio-EconomicSciences, 90(6), 76–83.

Guerin, R. J., & Toland, M. D. (2020). An application of a modified theory of planned behavior model
to investigate adolescents’ job safety knowledge, norms, attitude and intention to enact
workplace safety and health skills. Journal of Safety Research, 72, 189–198.

Hair, J.F. Jr, Anderson, R.E. and Black, W.C. (1998), Multivariate Data Analysis, Prentice-Hall, Upper
Saddle River, NJ, pp. 233-40.

Han, H., Yu, J., & Kim, W. (2018). Youth travelers and waste reduction behaviors while traveling to
tourist destinations. Journal of Travel & Tourism Marketing, 35(9), 1119–1131.

Hanafiah, M. H., & Hamdan, N. A. (2020). Determinants of Muslim Travelers’ Halal Food
Consumption Attitude and Behavioral Intentions. Journal of Islamic Marketing, 11(1), 105–120.

Haque, A., Sarwar, A., Yasmin, F., Tarofder, A. K., & Hossain, M. A. (2019). Non-Muslim Consumers’
Perception Toward Purchasing Halal Food Products in Malaysia. Journal of Islamic Marketing,
10(3), 874–890.

Kartono, R., & Tjahjadi, J. K. (2021). Investigating Factors Affecting Consumers’ Intentions to Use
Online Food Delivery Services During Coronavirus (COVID-19) Outbreak in
Jabodetabek Area. The Winners, 22(1), 1–14.

Khalek, A. A. and Ismail, S. H. S. (2015), “Why are we eating halal – Using the theory of planned
behavior in predicting halal food consumption among Generation Y in Malaysia”, International
Journal of Social Science and Humanity, Vol. 5, No. 7, pp. 608-612.

Kleinbaum, D.G., Kupper, L.L. and Muller, K.E. (1988), Applied Regression Analysis and Other
Multivariate Methods, PWS, Boston, MA.

Majid, M. B., Sabir, I., and Ashraf, T. 2015. ConsumerPurchase Intention towards Halal Cosmetics and
Personal Care Products in Pakistan. Global of Research in Business and Management, 1(1),
45–53.

Nurhasanah, S. and Hariyani, H. F. 2017. Halal PurchaseIntention on Processed Food. Tazkia Islamic
Fi-nance and Business Review, 11(2), 187–209.

Rahman, M., Moghavvemi, S., Thirumoorthi, T. & Rahman, M.K. (2020). The impact of tourists’
perceptions on halal tourism destination: a structural model analysis. Tourism Review, Vol. 75
No. 3, pp. 575-594.

Setyaningsih, E. D. and Marwansyah, S. 2019. The Effect of Halal Certification and Halal
Awarenessthrough Interest in Decisions on Buying Halal Food Products. Journal of
IslamicEconomics, Finance, and Banking, 3(1), 64–79.



ISSN : 2721-2971 e-ISSN : 2721-267X

Journal Bima (Busiiness, Management And Accountiing), Vol. 5 No. 2 2024 page: 141 – 150| 149

Sudarsono, H., Wibowo, T., & Effendi, N. (2021). The Impact of Halal Awareness and Attitudes on the
Intention to Visit Halal Tourism Destinations. Journal of Environmental Management &
Tourism, 12(6), 1529–1541.

Syahirah, N., & Mohammed, S. (2016). Religiosity as a Moderator in the Effect of Subjective Norms on
Intention to Visit Halal Tourism Destinations. Journal of Tourism Management Research, 8(2),
127–135.

Wang, S. and Fu, Y. Y. (2015), “Applications of planned behavior and place image to visit intentions: A
casino gaming context”, Advances in Hospitality and Leisure, Vol. 11, pp. 67-87.

Wang, Y. (2014), “Consumers' purchase intentions of shoes: Theory of planned behavior and desired
attributes”, International Journal of Marketing Studies, Vol. 6, No. 4, pp. 50-58.

Widyaningrum, P. W. 2019. Pengaruh Label Halal, Kesadaran Halal, Iklan, dan Celebrity
Endorserterhadap Minat Pembelian kosmetik melaluivariabel Persepsi sebagai Mediasi
(Studi PadaCivitas Akademika Universitas MuhammadiyahPonorogo). Capital: Jurnal
Ekonomi Dan Manajemen, 2(2), 74

Widyaningrum, P. W. 2019. Pengaruh Label Halal, Kesadaran Halal, Iklan, dan Celebrity
Endorserterhadap Minat Pembelian kosmetik melaluivariabel Persepsi sebagai Mediasi
(Studi PadaCivitas Akademika Universitas MuhammadiyahPonorogo). Capital: Jurnal
Ekonomi Dan Manajemen, 2(2), 74

Wulandari, N. (2022). Generasi Z Si Paling Healing. http://upbk.unp.ac.id/news/read/54/generasi-z-si-
paling-healing. Diakses pada 12 Oktober 2024.



ISSN : 2721-2971 e-ISSN : 2721-267X

150 | Romadon, T., Hendri., Parwito (2024). Impact of halal awareness on intention toward ....


	INTRODUCTION

