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enrichment and practical guidance for

Abstract — This study investigates how digital
halal literacy and digital marketing strategies
influence destination image and destination
loyalty, while also assessing the moderating
role of government support in Banda Neira as a
National Tourism Strategic Area. Using a
quantitative research design, data were
collected through structured questionnaires,
yielding 197 valid responses. The analysis
employed Structural Equation Modeling (SEM)
with SmartPLS 3.0 to test direct, indirect, and
moderating relationships, alongside
comprehensive assessments of measurenent
and structural model validity and relig

These results highlight the importance of
integrating digital halal literacy and digital
marketing strategies to reinforce destination
image and foster visitor loyalty. They further
demonstrate that government support plays a
critical role in improving competitiveness and
promoting the long-term sustainability of halal
tourism development. By combining digital
halal literacy and digital marketing strategy
within a single analytical framework, this study
contributes to the halal tourism literature by
clarifying the mediating role of destination
image and the contingent effect of institutional
support. It thus offers both theoretical

advancing competitiveness and sustainability in
emerging halal tourism destinations.
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emerged as a rapidly
of the global tourism
ven by the sustained growth in
ravel demand. Hamdy and Eid (2024)
ported that the number of Muslim
rnational travelers is projected to reach
approximately 230 million by 2028. The same
study further estimated that Muslim travel
expenditure will rise to around USD 225 billion
by 2028, underscoring the increasing economic
significance of this market segment. These
trends reinforce earlier evidence showing that
Muslim travelers constitute one of the fastest-
growing segments in global tourism and an
increasingly important source of tourism
revenue for many destinations (Azali et al.,
2023; Moshin et al., 2020). The rapid growth of
the halal tourism market has consequently
heightened the need for destinations to
understand the determinants of Muslim
travelers’ evaluations and behavioral responses
(Hamdy & Eid, 2024; Sodawan & Hsu, 2022).
Collectively, these developments reflect a
growing emphasis on destinations’ capacity to
deliver comprehensive halal-friendly
experiences.

As the country with the largest Muslim
population in the world, Indonesia possesses
substantial strategic potential to further advance



its halal tourism sector. The Global Muslim
Travel Index (GMTI, 2024) positions
Indonesia, together with Malaysia, as the
world’s leading halal tourism destination.
Statistics Indonesia (2024) reports that the
country recorded 13.90 million international
tourist arrivals, with Muslim travelers
accounting for more than 20% of the total
(Ministry of Tourism and Creative Economy,
2024). This highlights the strategic urgency of
developing halal-friendly destinations,
particularly in regions designated as National
Tourism Strategic Areas (KSPN).

Within this national framework, Banda Neira in
Central Maluku Regency has been designated
as a KSPN under Government Regulation of the
Republic of Indonesia No. 50 (2011)
concerning the National Tourism Development
Master Plan 2010-2025. The region is widely
recognized for its historical, cultural, and
natural heritage, with its cultural landscape
deeply rooted in the legacy of the global spice
trade and the preservation of local cultural
identity (Isnaeni et al., 2025). Despite this
considerable =~ potential,  halal-suppgiting
infrastructure in Banda Neira remain
particularly in terms of halal-certi

the need for dev
beyond physical
strengthening destinati
halal literacy and digital

to include
age through digital
eting.

In the digital era, destination image formation is
increasingly influenced not only by on-site
facilities but also by the digital capabilities of
both tourists and tourism stakeholders. Digital
halal literacy—defined as individuals’ ability to
identify, interpret, and critically evaluate halal-
related information across digital channels—
has been found to shape consumer decision-
making and strengthen confidence in halal-
oriented services (Abror et al., 2025; Gaffar et
al., 2024). At the same time, digital marketing
strategies broaden promotional reach, improve
communication effectiveness, and enhance

tourist trust in destination offerings (Armutcu et
al., 2023; Khan et al., 2022). The integration of
digital halal literacy and digital marketing
initiatives is therefore increasingly viewed as a
critical driver in shaping a favorable image of
halal tourism destinations.

A favorable destination perception is widely
recognized as a crucial driver of destination
loyalty, as it influences visitors’ intentions to
return and to recommend the destination to
other potential travelers (Lin, 2024; Qiu et al.,
2024).  However, research  examining
moderating factors in this relationship remains
limited, particularly with respect to government
interventions—such as
evelopment, halal
and  official
en identified as
ancing destination
g tourist loyalty (Adel et
al., 2021; Rahaman et al.,
ss, empirical evidence
e moderating role of government
alal tourism contexts remains

hough previous studies have explored digital

rketing, destination image, and tourist
loyalty, comprehensive research integrating
digital halal literacy and digital marketing
strategies in shaping halal destination image—
particularly in strategically important small-
island destinations such as Banda Neira—
remains limited. Most extant studies have
focused on more established destinations such
as Mataram, Bali, and Yogyakarta (Halim &
Baroroh, 2021; Supiani et al., 2025).
Accordingly, this study contributes by
developing and empirically testing a conceptual
model that positions digital halal literacy and
digital marketing strategies as antecedents of
destination image, which in turn influences
destination loyalty, with government support
serving as a moderating variable.

From a practical perspective, the findings of this
study provide actionable insights for regional
governments, tourism practitioners, and
policymakers in strengthening Banda Neira’s
competitive position as a halal tourism
destination. Enhancing digital halal literacy,
optimizing digital marketing strategies, and



reinforcing government support are expected to
accelerate Banda Neira’s transformation into a
reputable halal tourism destination with global
competitiveness.

Given the limited understanding of how digital
halal literacy, digital marketing strategies,
destination image, and government support
jointly shape destination loyalty in halal tourism
destinations, a comprehensive review of the
relevant literature is necessary. The following
discussion synthesizes existing theoretical and
empirical evidence and develops the hypotheses
underpinning the proposed conceptual
framework.

The concept of halal literacy refers to an
individual’s awareness and understanding of
what Islamic teachings classify as permissible
(halal) and prohibited (haram), particularly in
the context of tourism (Gaffar et al., 2024; Khan
et al., 2022). In the digital era, halal literacy has
become increasingly important as tourists rely
on technology to obtain information concerning
the halal attributes of destinations. Previous
studies indicate that halal literacy contrib

their image in
Alversia, 2021;

A higher level of digit lal Titeracy enables
tourists to more effectively’identify, interpret,
and evaluate halal-related attributes available at
a destination. When tourists possess sufficient
knowledge of halal services, facilities, and a
destination’s  compliance =~ with  Islamic
principles, they are better able to form favorable
cognitive and affective evaluations of the
destination. According to Abror et al. (2025)
and Rostiani et al. (2024), such evaluations
contribute to the formation of a positive
destination image because tourists perceive the
destination as trustworthy, appropriate, and
capable of fulfilling their religious needs.
Therefore, greater digital halal literacy is
expected to strengthen tourists’ perceptions of

destination image. Based on the preceding
arguments, the following hypothesis is
proposed:

HI: Digital halal literacy is expected to exert a
positive effect on destination image.

Previous tourism studies suggest that
destination image is a critical antecedent of
tourist loyalty because favorable perceptions
encourage revisit intentions and positive word-
of-mouth communication (Rostiani et al., 2024;
Wang, 2025; Zulfiqar et al., 2024). Digital halal
literacy may indirectly influence destination
loyalty by first shaping tourists’ perceptions of
destination image. Tousists with stronger halal-
related knowledg likely to evaluate
halal tourism des itively, resulting
in  greater gme tisfaction, and

increase  the
oyalty-related  behaviors
Hsu, 2022). Accordingly,
age may function as a mediating
through which digital halal literacy
influences destination loyalty. Based on the

idence discussed, the following hypothesis is
proposed:

H2: Destination image is proposed to mediate
the association between digital halal literacy
and destination loyalty.

Digital marketing strategy refers to the use of
various digital platforms—such as social media,
websites, travel applications, and search
engines—to disseminate information and
establish effective communication with tourists
(Mwalukasa, 2024). In the tourism context, this
strategy is particularly important because it
enables destinations to reach wider audiences,
increase interactivity, and foster emotional
engagement with tourists through relevant,
personalized, and preference-based content
(Sakas et al., 2022). Evidence from empirical
studies highlights the role of digital marketing
in shaping positive tourist perceptions, trust,
and service evaluations (Armutcu et al., 2023;
Khan et al., 2022).

In the tourism literature, destination image is
largely formed through the information tourists



receive prior to visiting a destination (Sodawan
& Hsu, 2022). Effective digital marketing
strategies enable destinations to communicate
their distinctive  characteristics, tourism
offerings, and halal-related attributes in a
consistent and appealing manner (Mursid &
Anoraga, 2022). Through social media content,
destination websites, and online promotional
activities, tourists can develop favorable
perceptions of destination quality, authenticity,
and value (Khan et al., 2022; Liu et al., 2024).
Consequently, well-executed digital marketing
strategies are expected to strengthen destination
image among potential tourists. Accordingly,
the following hypothesis is proposed:

H3: Digital marketing strategies are anticipated
to positively shape destination image.

Existing tourism literature  consistently
demonstrates that destination image plays a
significant role in shaping tourists’ loyalty-
related behaviors, including revisit intentions
and destination recommendations (Hu & Xu,
2021; Li & Jiang, 2025). While digital
marketing strategies provide informationga

stimulate tourist interest, their infl
destination loyalty may operatg
through the formation of a favorable
image. Repeated exposure to engag
credible destination-related content can
favorable destination perceptions, which in
strengthen tourists’  tru d emotional
et al., 2025;

Liu et al,
subsequently
outcomes. Therefo
expected to mediate t lationship between
digital marketing strate and destination
loyalty. Based on the preceding discussion, the
following hypothesis is proposed:

loyalty-related
jon image is

H4: Destination image is posited to mediate the
linkage between digital marketing strategies
and destination loyalty.

Destination image is commonly defined as the
collective mental representations, evaluations,
and interpretations that individuals associate
with a specific destination (Tang et al., 2025).
This process can be divided into three distinct
phases: priori, in situ, and posteriori (Qian et al.,
2022). In addition, tourists co-create

experiences through interactions with other
travelers, which further enriches collective
perceptions of a destination (Sthapit et al.,
2023). This construct is critical because a
positive image shapes tourist preferences,
reinforces trust, and strengthens attachment to
destinations. Several studies have confirmed
that destination perception significantly
influences loyalty, particularly in terms of
revisit intentions and the likelihood of
generating positive word-of-mouth (Duan &
Wu, 2024; Hung et al., 2021; Marques et al.,
2021; Wang, 2025). However, prior studies
have largely focused on conventional
destinations, leaving halal tourism relatively
underexplored. Gro d in this conceptual
reasoning, the owi hypothesis is
articulated:

H5: Destination
positivel

hypothesized to
ation loyalty.

refers to the various forms
on and policy implemented to
. quality, attractiveness, and
susta ty of tourism destinations (Mousavi,
2025; Verduzco et al.,, 2023). Such support
ludes regulations, infrastructure provision,
standard certification, official promotion, and
cross-agency coordination to ensure effective
and competitive destination development
(Kubickova & Martin, 2020; Ulinnuha et al.,
2024; Wight, 2002; Zhang et al., 2024). Beyond
providing physical facilities and policy
frameworks, government support also plays an
important role in building credibility, trust, and
positive perceptions among tourists (Detotto et
al., 2021; Nunkoo & Smith, 2013).

From a theoretical standpoint, government
support has the potential to strengthen the
influence of destination image on tourist
loyalty. A positive destination image is more
likely to translate into loyalty when reinforced
by clear regulations, halal certification, and
credible promotional campaigns. In other
words, government support can amplify the
effectiveness of positive perceptions in
encouraging revisit intentions and destination
recommendations. In line with this theoretical
rationale, the following hypothesis is advanced:



H6: Government support is expected to
moderate the relationship between destination
image and destination loyalty.

II. METHODS

This study adopts an explanatory
research design to examine the effects of digital
halal literacy and digital marketing strategies on
destination image and destination loyalty, while
also considering government support as a
moderating variable. The study population
comprised active followers of the Instagram
account @explorebandaneiraofficial, who were
selected because they were regularly exposed to
digital information related to Banda Neira and
represented potential visitors to the destination.
As the study specifically emphasizes the role of
digital information disseminated through this
account, respondents were recruited exclusively
from its follower base. Data were gathered
myxnKR2 an online questionnaire administered
through Google Forms. The survey link was
distributed individually via direct messages
(DMs) to followers of the Instagram account. A
purposive sampling technique was e
based on two inclusion criteria: (1)

items measuring the res
assessed on a five-point
from 1 (strongly@disagr

Of the 228 respo
inclusion criteria
subsequent analysis, re
response rate of 86.4%.

ing in an effective

The study incorporates five principal
constructs, each operationalized through
measurement indicators adapted from well-
established scholarly sources to ensure
conceptual rigor and contextual relevance. The
research indicators and their corresponding
measurement items are presented in Table 1.
Digital halal literacy is defined as individuals’
capability to interpret and utilize halal-related
information on digital platforms and was
measured using eight indicators adapted from
Abror et al. (2025). Digital marketing strategy

reflects the use of digital platforms to
disseminate information, strengthen
communication, and foster  emotional
engagement with tourists, and was assessed
through four indicators adopted from Ali et al.
(2025), Kannan and Li (2017), and Sharabati et
al. (2024). Destination image is defined as the
set of perceptions and evaluative impressions
held by tourists toward a particular destination
and was measured using five indicators derived
from Jeong and Kim (2020) and Zulvianti et al.
(2023). Destination loyalty refers to tourists’
propensity to revisit a destination and their
willingness to recommend it to others. This
construct was assessed using three indicators
adapted from Chi a u (2008) and Hung et
al. (2021). Fi support
encompasses th governmental
interventio d facilities that
credibility and
as measured using four
Hassan (2017), Jayeola
a and Md Johar (2024).

zbel 1 Research Indicators

Construct Research Indicator

Digital Halal Literacy
Abror et al., 2025)

Knowledge
Digital usage
Information search
Interpretation
Evaluation
Utilization
Understanding
Awareness

Digital Marketing
Strategy

(Ali et al., 2025;
Kannan & Li, 2017;
Sharabati et al., 2024)
Destination Image
(Jeong & Kim, 2020;
Zulvianti et al., 2023)

Destination Loyalty
(Chi & Qu, 2008;
Hung et al., 2021)
Government Support
(Hassan, 2017,
Jayeola et al., 2022;
Xia & Md Johar,
2024)

Digital Promotion
Digital Content

Digital Interaction
Digital Data Utilization

Hospitality
Accommodation
Safety and Security
Natural Beauty
Cultural Uniqueness
Word of Mouth
Recommendation
Revisit Intention

Service Quality Regulation

Protection and Security

(including halal certification)
Scope of Local Government

Services

Government Support Efficiency

To examine the hypothesized model, the data
were analyzed using SmartPLS 3.0 with the

Partial Least Squares

Structural Equation


Author
Please add another column with the references

Author
Thank you for the valuable suggestion. We have added the relevant references below each construct in the table to clearly indicate the sources of the measurement indicators while maintaining the table format and readability. 


Modeling (PLS-SEM) approach, which is well
suited for evaluating complex frameworks
involving latent constructs and moderating
relationships. Consistent with the procedures
outlined by Sarstedt et al. (2022), the analysis
began with an assessment of the measurement
model. This stage included evaluating indicator
reliability, internal consistency reliability
through Cronbach’s Alpha and Composite
Reliability, and convergent validity through
outer loadings and the Average Variance
Extracted (AVE). Discriminant validity was
subsequently established using the Heterotrait—
Monotrait (HTMT) ratio to ensure that the
constructs were empirically distinct. After
confirming the adequacy of the measurement
model, the structural model was assessed by
examining path coefficients, calculating the
coefficient of determination (R?), assessing
predictive relevance (Q?), and estimating effect
sizes (f?) to determine the relative contribution
of each predictor. In addition, moderation
analysis was conducted to test whether
government support strengthens the
relationship between destination image and
destination loyalty. This systematic analytical
procedure enhances methodological u
reinforces the credibility and genera

III. RESULTS AND DISCUSSION

The demographic profile of the study
participants (Table 2) presents an overview of
the characteristics of the respondents involved
in this research. Of the 197 valid respondents,
the gender distribution shows that 102
respondents (51.8%) were female, while 95
respondents (48.2%) were male. In terms of age
distribution, respondents were predominantly
concentrated in the 25-34 age group,
comprising 84 respondents (42.6%), followed
by 63 respondents (31.9%) in the 18-24 age
category, 28 respondents (14.2%) in the 35-44
group, 12 responde .1%) under the age of
18, and 10 respoadents %) aged over 44
ent background,

the sample osed of students,
accounti ondents (37.1%),
followed rs with 56 respondents

49 with 31 respondents

occupational categories with

ents (18.8%). Overall, these

characteristics  indicate a

group that is broadly representative

f tourists who possess both experience with
interest in Banda Neira.

ndent Demographics (n = 197)

Categor Sub-category Frequency Precentage (%)
Gender 95 48.2
102 51.8
ears 12 6.1
63 31.9
84 42.6
28 14.2
>44 10 5.1
Occupation Student 73 371
Freelancer 56 28.4
Employee 31 15.7
Others 37 18.8

Source: Data processed by author (2025)

The measurement model was validated
through examinations of construct reliability,
convergent validity, and discriminant validity,
guided by the procedures suggested by Sarstedt
et al. (2022). To determine the reliability of
each construct, both Composite Reliability
(CR) and Cronbach’s Alpha (o) were utilized,
demonstrated that all constructs attained CR
scores ranging from 0.867 to 0.912 and «

coefficients between 0.795 and 0.888 (Table 4),
exceeding the recommended thresholds of 0.60
to 0.95, thereby confirming that the
measurement instruments demonstrate
satisfactory internal consistency.

Convergent validity was evaluated by
analyzing the magnitude of the indicator
loadings along with the Average Variance
Extracted  (AVE), guided by  the



recommendations of Hair et al. (2019),
Hamadamin and Atan (2019), and Kurniawan et
al. (2021). All measurement items exhibited
adequate loading values exceeding the 0.60
benchmark (Table 3), with coefficients ranging
from 0.639 to 0.874, indicating strong
alignment with their respective constructs. The
AVE scores, which fell between 0.566 and
0.731 (Table 3), also exceeded the minimum
criterion of 0.50, indicating that each latent
construct explains a substantial proportion—
over fifty percent—of the variance in its
corresponding measurement items. Taken
together, these findings confirm that the model
satisfies the requirements for convergent
validity.

Table 3 Assessment of Validity

Construct Indicator  Loading AVE
Digital Halal DHLI 0.803 0.566
Literacy DHL2 0.792

DHL3 0.783

DHL4 0.812

DHLS 0.809

DHL6 0.705

DHL7 0.639

DHLS 0.649
Digital DMS1 0.689
Marketing DMS2 0.822
Strategy DMS3 0.789

DMS4 0.845
Destination DIl 0.826 0.
Image DI2 0.794

DI3 0.822
Destination
Loyalty
Government
Support

Source: Smart-PLS 3.0 Output (2025)

Table 4 Assessment of Reliability

Composite  Cronbach's

Construct Reliability _ alpha(a)
Digital Halal Literacy  0.912 0.888
Digital Marketing 0.867 0.795
Strategy

Destination Image 0.895 0.854
Destination Loyalty 0.891 0.815
Government Support  0.903 0.856

Source: Smart-PLS 3.0 Output (2025)

Furthermore, following the guidance of
Sarstedt et al. (2022), discriminant validity was
examined using the Heterotrait-Monotrait
Ratio (HTMT), which requires inter-construct
correlations to remain below the 0.90
benchmark to be deemed satisfactory. The
findings showed that all HTMT estimates in this
study fell within the acceptable range (Table 5),
demonstrating that the constructs are
empirically separate and not overlapping.
Taken together, these outcomes confirm that the
measurement model fulfills the established
statistical requirements for both reliability and
validity.

Table 5 Heterotrait- otrait (HTMT) Ratio
DHL DI DL DMS GS

DHL

DI 0.847

DL 0.671 0.634

DMS 0.735 0.792 0.770

GS 0.750 0.671 0.897 0.820

Note(s): DHL-Digital Literacy Halal,
‘ DMS—Digital Marketing Strategy, DI—Destination

Image, DL—Destiantion Loyalty, GS—Government

Support

Source: Smart-PLS 3.0 Output (2025)

valuating the structural model, this study
followed the procedural framework proposed
by Sarstedt et al. (2022), which comprises five
principal stages: assessing multicollinearity
using the Variance Inflation Factor (VIF),
analyzing path coefficients, measuring R-
square, evaluating predictive relevance through
PLSpredict, and assessing model fit using the
Standardized Root Mean Square Residual
(SRMR).

A multicollinearity assessment (Table 6) was
conducted to detect potential high correlations
among the exogenous variables that could affect
the accuracy of the model estimations.
According to the criteria established by Sarstedt
et al. (2022), VIF values of 5 or below indicate
that multicollinearity does not pose a concern.
The results showed that the VIF values for
Digital Halal Literacy (DHL) and Digital
Marketing Strategy (DMS) in relation to
Destination Image (DI) and Destination Loyalty
(DL) ranged from 1.603 to 1.679 (Table 5),
indicating that the relationships among the



€x0genous constructs are relatively

independent.
Table 6 Multicollinearity Test

DI DL
DHL 1.611
DMS 1.611
DI 1.603
GS 1.679

Note(s): DHL—Digital Literacy Halal, DMS—Digital
Marketing  Strategy, DI—Destination Image,
DL-Destiantion Loyalty, GS—Government Support
Source: Smart-PLS 3.0 Output (2025)

The structural model assessment (Table 7
and Figure 1) was conducted by analyzing the
path coefficients, which allowed for an
evaluation of the strength and direction of the
relationships among the constructs. The results
indicate that Digital Halal Literacy significantly

enhances Destination Image (H1: O = 0.540, T
=17.708, p < 0.001) and, through this construct,
indirectly  contributes to  strengthening
Destination Loyalty (H2: O =0.100, T = 3.370,
p = 0.001). Likewise, Digital Marketing
Strategy exhibits a significant positive effect on
Destination Image (H3: O =0.326, T=5.057, p
< 0.001) and subsequently fosters Destination
Loyalty via the mediating role of Destination
Image (H4: O = 0.060, T = 2.733, p = 0.006).
Furthermore, the results indicate that
Destination Image exerts a significant positive
effect on Destination Loyalty (H5: O =0.185, T
=3.638, p <0.001). The analysis also confirms
that Government Support functions as a
moderator, amplifyi relationship between
Destination Ima,
(H6: 0=0.071,

Table 7 Analysis of Structural Relati

(o) 1 TS

] riginal tatistics

Hypothesis Sample (O |0/STDEV)) P-Value

H1 Digital Halal Literacy — Destination 708 0.000
Image

H2 Digital Halal Literacy — Desti 3.370 0.001
Image — Destination Loy,

H3 Digital Marketing Stratg 5.057 0.000
Image

H4 Digital Marketing Stratcg 2.733 0.006
Image — Destination Loya

H5 Destination Image — Destina 0.185 3.638 0.000

H6 Destination Image*Government 0.071 2.368 0.018

Support Destination Loyalty
Source: Smartw (2025)
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Figure 1. Bootsraping Model
Source: Smart-PLS 3.0 Output (2025)

The coefficient of determination (R?) was
employed to evaluate how effectively the
exogenous variables within the structural model
explain the variance of the endogenous
constructs. The analysis revealed that
Destination Image achieved an R? value of
0.615 (adjusted R*> = 0.611), whereas
Destination Loyalty obtained an R* of 0.594
(adjusted R2=0.588) (Table 8). Referring to the

0.50 threshold suggested by Hair et al. (2019),
these values indicate that the model possesses a
moderate explanatory capability. This implies
that the integrated influence of Digital Halal
Literacy, Digital Marketing Strategy, and
Government Support meaningfully shapes
tourists’ evaluations of the destination and their
subsequent loyalty.

Table 8 R-Square

R-Square
IR Adjusted ’
Destination Image 0.615 0.611
Destination Loyalty 0.594 0.588

Source: Smart-PLS 3.0 Output (2025)

Results from the predictive evaluation
reveal that all measures of the endogenous
constructs, Destination Image and Destination
Loyalty, produced positive Q?predict values
(0.328-0.431), demonstrating adequate
predictive relevance (Table 9). In additig
PLS-SEM model produced RMSE
values that were consistently lowg

superior e performance. These results

] ate that th€’structural model not only

( < d standards for statistical

it also offers strong predictive

e endogenous constructs, thereby

the credibility of the study’s
mpirical conclusions (Guenther et al., 2023).

o PLS-
Q?predict PLS-SEM_RMSE SEM MAE LM RMSE LM MAE

DIl 0.5\ 0.441 0.620 0.460
DI2 0.603 0.474 0.629 0.480
DI4 513 0.379 0.539 0.415
DI3 27 0.485 0.657 0.518
DI5 0.475 0.343 0.485 0.349
DL3 0.704 0.480 0.756 0.536
DL2 0.701 0.485 0.696 0.506
DLI 0.745 0.536 0.782 0.585

Source: Smart-PLS 3.0 Output (2025)

To assess model fit, the Standardized
Root Mean Square Residual (SRMR) was
employed to evaluate the degree of alignment
between the structural model and empirical
data. SRMR was deemed appropriate given the
moderate complexity of the model and
sufficient sample size, consistent with the
guidelines outlined by Sarstedt et al. (2022). As
shown in Table 10, the SRMR values were
0.067 for the saturated model and 0.068 for the

estimated model, both below the recommended
threshold of 0.08, thereby confirming an
acceptable model fit (Guenther et al., 2023).

Table 10. Model Fit (SRMR)

Saturated Model Estimated Model
SRMR 0.067 0.068
d ULS 1.335 1.398
dG 0.585 0.608
Chi-Square 637.131 672.847




NFI 0.785 0.773 as a crucial mechanism connecting knowledge
Source: Smart-PLS 3.0 Output (2025) and loyal behavior in halal tourism (Qureshi et
al., 2025; Sodawan & Hsu, 2022).

This section presents an in-depth discussion of

the empirical findings by situating the statistical The results also show that Digital Marketing
results within relevant theoretical perspectives Strategy positively affects Destination Image
and prior empirical studies. The empirical (H3: 0=0.326; T =5.057; p =0.000). In Banda
evidence confirms that Digital Halal Literacy Neira, this is reflected in digital promotional
exerts a positive and significant effect on activities that emphasize the destination’s
Destination Image (H1: O = 0.540; T =7.708; p historical heritage, marine attractions, and halal
= 0.000). In the context of Banda Neira, this facilities, thereby reinforcing its image and
finding is reflected in tourists’ experiences of enhancing its appeal as a leading tourist
increasingly convenient access to digital destination.  Effective  digital marketing
information concerning halal facilities, such as strategies, such as highlighting the availability
halal culinary offerings and Muslim-friendly of halal food, prayer facilities, and Muslim-

accommodations. As a result, such accessibility
reinforces Banda Neira’s image as an inclusive
and trustworthy destination. These findings are
consistent with earlier studies emphasizing the : Wibawa et al.,
importance of tourists’ understanding of halal and accessible
principles in shaping destination perceptions i i rmation through official
(Humairah & Alversia, 2021; Rostiani et al., ite 1 edia further fosters tourist
2024). The underlying mechanism of this i on, particularly when the
relationship lies in tourists’ knowledge and communicates the destination’s
awareness of halal attributes available at the d halal values (Gaffar et al., 2024;
destination, which strengthen their confidence et al., 2020; Maulana et al., 2025).

in the destination’s quality and credibj Conceptually, this mechanism illustrates that
Muslim trayelers, halal.attr.lbut.es G igital interaction serves as a vital medium
key determinant of destination i through  which  destinations can  build

and word-of-mouth recommendatio engagement and shape favorable tourist
et al., 2025; Soonsan & Jumani, 2024; V perceptions.

et al.,, 2023). Meanwhile, for non-M
tourists, a positive u tanding
perception of halal servi

ave been shown to
, revisit intention,
Armutcu et al.,

. Furthermore, the analysis indicates that
nrich travel Destination Image mediates the relationship

experiences  a d value, between Digital Marketing Strategy and
thereby contribu ction and loyalty Destination Loyalty (H4: O = 0.060; T = 2.733;
(Rahman et al., 202 al., 2022). p = 0.006), suggesting that digital strategies do

not directly generate loyalty but rather operate
The mediation analysis Hagther confirms that through tourists’ perceptions of destination
Destination Image functions as a mechanism image. This is evident in the way historical
linking Digital Halal Literacy to Destination narratives, marine richness, and halal attributes,
Loyalty (H2: O =0.100; T =3.370; p = 0.001). communicated through digital promotions, not
In the Banda Neira context, tourists who access only introduce the destination but also construct
digital information regarding halal facilities and perceptions that encourage repeat visits and
services develop favorable perceptions of the recommendations. The present findings support
destination, which subsequently encourage prior studies that underline the mediating role of
loyalty-related  behaviors such as repeat destination image in linking marketing efforts
visitation and positive recommendations. This to loyalty behaviors (Nazir et al., 2021; Yang et
finding suggests that digital halal literacy al., 2025; Zheng & Rahman, 2025). Moreover,
operates not only as a perceptual antecedent but when  destination image is perceived
also as a driver of loyalty through the mediating positively—both cognitively through
role of destination image. Theoretically, this knowledge and facts, and affectively through
supports the view that tourist cognition serves emotions and feelings—it amplifies the impact

10



of marketing strategies on tourist satisfaction
and loyalty. Hence, cultivating a strong image
through digital channels is a prerequisite for
enhancing revisit intention and positive
recommendations.

Subsequent analysis confirms the positive
effect of Destination Image on Destination
Loyalty (H5: O =0.185; T =3.638; p = 0.000),
reinforcing the argument that favorable
destination  perceptions are a central
determinant of tourist loyalty. The theoretical
implication is that destination image functions
as a core mechanism integrating tourists’
cognitive and affective experiences, thereby
shaping their decisions to revisit and
recommend the destination. This finding is
consistent with prior literature highlighting the
importance of cultivating a positive image to
strengthen loyalty in the tourism sector (Lopez-
Sanz et al., 2021; Tahir et al., 2024).

Finally, the moderation analysis demonstrates
that Government Support positively moderates
the effect of Destination Image on Destination
Loyalty (H6: O =0.071; T =2.368; p = 0.0

highlighting the strategic
support in strengthening

and regulation,
marketing, infrast
stakeholder collabora to ‘ensure service
sustainability (Sitepu et al.;2024; Zaenuri et al.,
2022). Accordingly, targeted  policy
interventions contribute to enhancing tourist
trust, improving service quality, and
accelerating economic growth in the halal
tourism sector.

IV. CONCLUSION

This study demonstrates that digital halal
literacy and digital marketing strategies
significantly contribute to the formation of a
positive destination image, which in turn
enhances destination loyalty. The findings
further reveal that destination image serves as a

significant mediating mechanism linking both
digital halal literacy and digital marketing
strategies to destination loyalty, while
government support strengthens the positive
influence of destination image on loyalty
outcomes. From a theoretical standpoint, this
study extends the halal tourism literature by
integrating digital halal literacy and digital
marketing  strategies within a unified
framework and by  highlighting the
complementary roles of destination image and
government support in explaining loyalty
formation. These findings enrich the existing
tourism literature by offering empirical
evidence from the context of a small-island
halal tourism destimation, which remains
relatively undere in prior studies.

en the significant roles of

destination image, and
in fostering destination
ts to improve tourists’ digital halal

support mechanisms are essential. For local

horities in Banda Neira, strategic priorities
should include expanding halal-certified
tourism services, improving the accessibility of
digital information related to halal facilities,
and fostering collaboration with local tourism
businesses to strengthen destination promotion
through digital platforms. Furthermore, tourism
stakeholders may utilize social media and other
digital communication channels to disseminate
reliable halal-related information, thereby
strengthening tourists’ confidence in and
perceptions of the destination. Collectively,
these initiatives may enhance destination
competitiveness and support the sustainable
development of emerging halal tourism
destinations such as Banda Neira.

Several limitations should be acknowledged.
First, the study focused exclusively on
followers of the Instagram  account
@explorebandaneiraofficial, =~ which  may
constrain the generalizability of the findings.
Second, the research was conducted within a
single destination context and employed a
cross-sectional design. Future studies are
therefore encouraged to examine multiple halal

11



tourism destinations, compare different tourist
segments, and adopt longitudinal approaches to
capture changes in tourist perceptions and
loyalty over time. In addition, future research
may incorporate emerging constructs related to
digital tourism experiences and technology-
enhanced tourism environments, which have
increasingly been recognized as important
drivers of destination competitiveness and
tourist behavior (Qian et al., 2022; Sthapit et al.,
2023).
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