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Abstract
[bookmark: _Hlk158829097]Muslims make a significant portion of the global tourist sector. However, the perceived image of destinations for this segment remains completely neglected. Furthermore, there is little systematic empirical data to support the impact of Muslim destination image (MDI) on value, satisfaction, and Muslim visiting behavior. As a result, the goal of the current study is to identify the different characteristics of MDI, to analyse the relationships among MDI, value, satisfaction, and Muslim visit behavior, and to develop and test a model that demonstrates how MDI influences the travel business. The hypotheses were examined using structural equation modelling. The findings show that the proposed cognitive, emotional, and Muslim-friendly characteristics may be adequate to satisfy Muslim travellers visiting Muslim-friendly places in both Islamic and non-Islamic countries. Finally, we assessed the substantial contributions to theory and practice made by the article.
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1. [bookmark: _GoBack]Introduction:
Image is an imperative topic in customer behaviour and buyer behaviour studies in general (Hamdy et al., 2023; Yang et al., 2021). Thus, in the competitive global tourism industry of today (Fernández et al., 2022), it is vital to know the habits, needs, interests, and wants of travellers from around the world. Most studies think that product positioning is an important component of an effective marketing strategy. But the lack of a good location positioning strategy is one of the major issue facing the travel industry right now (Echtner & Ritchie, 1993; Hamdy & Zhang,J, Eid, 2023; Iordanova, 2015). Destinations must build a distinct and attractive image in the eyes of customers in order to distinguish themselves from competitors and perform effectively in targeted markets (Hamdy et al., 2023; Seyhmus Baloglua & Ken W.McCleary, 1999). Moreover, Lee et al., (2010) and Gorji et al., (2023) investigated the many components that comprise a traveller’s mental image of a location. These components include the emotions, ideas, perceptions, and actions that accompany a visit to that location. 
Likewise, several studies have looked at the different factors that could affect how tourists see a place; including, age, gender, income, religion, and household status (Tasci et al., 2007). Thus, religion, especially Islam, has a big impact on how tourism is developed and marketed in Muslim countries and non-Muslim countries, as well as how tourists act and what they like. Muslim tourists' religious identities have a big effect on what they buy and where they go (Eid & El-gohary, 2015; Zamani-Farahani & Eid, 2016), as well as how much they want to stick to their cultural and religious traditions. After the 9/11 terrorist attacks, Muslim tourists tended to go to friendlier places, while some Muslim countries tried to attract Muslim tourists to make money in foreign exchange and improve their reputations as places to visit around the world. As such, the travel industry in Muslim and non-Muslim destinations needs to be more knowledgeable about and accommodating of Muslim tourists' religious needs, including halal food, no alcohol or nightclubs, gender-segregated prayer rooms, Meccah-directed markers, and etc (Han et al., 2019). When tourist spots fail to cater to their Muslim guests' religious and cultural needs, it often leads to criticism and negative feedback (Zamani-Farahani & Eid, 2016). As mentioned by Al-Ansi & Han, (2019); Stephenson et al., (2010), tourist and hospitality firms are understanding the need to appropriately reflect their clients' cultural and religious diversity. As a result, as Eid & El-gohary, (2015); El-gohary, (2016) highlight the travel business is moving away beyond mass marketing and toward more advanced strategies to appeal to particular target groups, such as Muslims. According to (Zamani-Farahani & Eid, 2016), religion is a ubiquitous and significant social institution that impacts people's and communities' worldviews and behaviours. According to Mastercard-Crescentrating, (2022), the worldwide Muslim population will grow from more than 2 billion in 2022 to 2.3 billion in 2030, with Muslims now accounting for more than 25% of the global population and predicted to reach 27% by 2030. Muslim visitors are predicted to spend $154 billion (or 12% of the global market) from their trips abroad (Gateway, 2022). Thus, Slamet et al., (2022), say Islamic tourism is a global trend that helps both Islamic and non-Islamic nations.
[bookmark: _Hlk128330693]To this day, Muslims have grown into one of the travel industry's most significant subsets of consumers (Al-Ansi et al., 2022; Jafari & Scott, 2014). Thus, religious beliefs about travel are a better way to divide audiences than demographic factors like the age and stage of life, which were used before (Eid & El-gohary, 2015; Gardiner et al., 2013). Consequently, 29 places inside the Organization for Islamic Cooperation and 81 places outside were chosen because they have products that Muslims can use. Singapore, UK, Spain, Taiwan, Belgium, Hong Kong, Thailand, the US, France, and South Africa are among the most common tourist destinations outside the Organization of Islamic Cooperation that have lately started to draw Muslim travellers (Han et al., 2019). According to Han et al., (2019), nations such as Japan, China, South Korea, and Australia have begun to attract Muslim visitors. The Muslim market is looking promising for the hotels and travel industries (Begum et al., 2021). Because of this, many cities around the world have put money into halal tourism infrastructure (Al-Ansi et al., 2022). However, service deficiencies result from a lack of comprehension of the religious beliefs of Muslim visitors. While visiting non-Muslim destinations, Muslim visitors have complaints about food, lodging, transportation, and shopping (Han et al., 2019; Suwanan et al., 2021).
Therefore, the goals of this study are to find MDI dimensions and make items to measure them; create and clarify a conceptual model that includes MDI, perceived value, customer satisfaction, and their effects on Muslim visit behaviour; and define and test hypothesized associations that come from the conceptual model. The subsequent segments discuss how the conceptual model and the study's hypotheses were made. The analysis and results are presented after discussing the study's methodology. In particular, the conceptual model is evaluated with the help of path analysis, AMOS-23 structural equation modelling, and research data from a mail questionnaire of 576 Muslim travellers. Lastly, the implications and their conclusions are deliberated.
2. Conceptual model and Hypotheses development:
In a context of heightened market saturation, destinations with a competitive edge ought to restructure their marketing approaches to enhance customer perception of value and foster enduring customer relationships (Baloglu, 2001). Hence, in recent years, marketing managers and researchers have paid a lot of attention to perceived value because it is a key indicator of customer satisfaction and loyalty (Eid, 2015; Ramseook-Munhurrun et al., 2015). The service image of tourist destinations can play a crucial role in shaping customers' perceptions of value and subsequent behavioural intentions (Kim, S.H., Holland, S. & Han, 2013). According to Chen & Tsai's (2007) research, individuals with a positive perception of their intended destination are likely to have a positive perception of their on-site experiences, which is perceived value. On the other hand, the incorporation of Islamic characteristics can exert a considerable influence on the perceived worth of tourism offerings and amenities among Muslim travellers. Muslim tourists will probably endeavour to locate destinations and engage in experiences consistent with their religious convictions and principles. Incorporating Islamic attributes such as segregated prayer rooms, halal food and drinks, the absence of alcohol, conservative staff dress, and etc (El-gohary, 2016), into tourism products and services may enhance their appeal to Muslim tourists and increase their perceived value, in addition to the traditional affective and cognitive attributes for the destination. Consequently, a pivotal inquiry pertains to the potential impact of MDI on perceived value. A hypothesis has been formulated regarding the influence of MDI on perceived value.
H4: The cognitive attributes will have a positive impact on Perceived value
H5: The affective attributes will have a positive impact on Perceived value
H6: The Muslim-friendly attributes will have a positive impact on Perceived value
[bookmark: _Hlk131877053]Previous research (Eid et al., 2019; Ragab et al., 2019) shows that the image of a destination directly predicts satisfaction. A more positive image of a destination will likely lead to more happiness and satisfaction (Wang & Hsu, 2010). However, none of these metrics contain elements related to Muslim-friendly attributes. Based on earlier research on the multi-dimensional nature of destination images (Iordanova, 2015), we may expect positive and negative destination image attributes to impact the MDI construct. As a result, we choose the two research aspects Echtner & Ritchie, (1991, 1993); Hamdy & Zhang,J, Eid, (2023), functional and emotional attributes. Nevertheless, we will add one positive aspect to the traditional destination image (Muslim-friendly attributes) because Muslim visitors are different. Consequently, the following hypothesis is established about the effect of MDI on satisfaction:
H4: The cognitive attributes will have a positive impact on Muslim customer satisfaction
H5: The affective attributes will have a positive impact on Muslim customer satisfaction
H6: The Muslim-friendly attributes will have a positive impact on Muslim customer satisfaction
According to tourism research, perceived value has a favourable impact on satisfaction (Jeong & Kim, 2020; Mohd-Any et al., 2015; Prebensen et al., 2014). For example, Williams & Soutar, (2009) they discover that emotional and novelty values significantly impact satisfaction and argue that they will become even more essential than value for money as customers become more experienced and intelligent. Moreover, Kim, S.H., Holland, S. & Han, (2013) say that how people think about value affects what they do before and after buying something. According to  Ravald & Grönroos, (1996), value is a crucial concept in relationship marketing and one of the most effective competitive tactics. As the most critical way to gain a competitive edge, perceived value is a crucial predictor and driver of customer satisfaction and loyalty. On the other hand, understanding the sources of value in an offer is a critical marketing strategy component (Mencarelli & Lombart, 2017). Thus, the perceived value construct may aid in explaining customer behaviour (Peña et al., 2012). Moreover, Marketing practitioners and academic scholars have long recognized the importance of perceived value in explaining consumer behaviour; and also it has recently been recognized that consumer behaviour is better understood when examined through the lens of perceived value (Gallarza & Saura, 2006).  Additionally, understanding the value that consumers perceive towards something-whether it is goods, services, or behaviours-provides an additional factor to consider as a predictor of consumer behaviour beyond attitudes (Butler et al., 2016). According to social exchange theory, customers are more inclined to acquire a product or service if they consider it worth more than its cost. Therefore, the perceived value of the product or service determines consumer behaviour. Consumers are more likely to buy a product if the perceived value is high, while consumers are less likely to purchase a product if the perceived value is low (Ward & Berno, 2011). In the marketing literature Ramseook-Munhurrun et al., (2015), the value is a critical factor in customer satisfaction, and determining how customers to act. As a result, the hypothesis is as follows:
H7. Muslim consumer satisfaction positively associated to perceived value.
[bookmark: _Hlk131964722]H8: Muslim visit behaviour positively associated to perceived value. 
Liu et al's 2022 research on social commerce and e-commerce shows that customer satisfaction positively affects customer engagement and buying behaviour. Nevertheless, our focus is on satisfaction, which is a feeling that comes from thinking about the experience of going to a place. Customers pleased with their experience are more likely to revisit to the place. Destination satisfaction is a tourist's emotional or behavioural response to the benefits of a service and product in a travel destination (Durmaz et al., 2022). Research on satisfaction show that travellers are usually gratified with one portion of a destination (culture, nature, or services), which leads to overall satisfaction (Durmaz et al., 2022). It is important to figure out which predictor leads to positive behaviour. The process of organizing and receiving information after a buying choice and utilizing and assessing items and services is called "consumer behaviour." This process also includes selecting, purchasing, using, assessing, and disposing of products and services. According to Rezaei et al., (2017), customer satisfaction is connected to real spending behaviour. The customer is happy or unhappy with the organization's services because they meet or do not meet their expectations. Also, the researcher says that tourist satisfaction is how well tourists think their needs and wants are met when they need help or service at a tourist destination (Al Muala et al., 2013). However, few studies look at real visitor behaviours, such as (Alhroot, 2007; Castro et al., 2007; Hong et al., 2009). As a result, the hypothesis is as follows:
[bookmark: _Hlk131595166]H9: Muslim visit behaviour positively associated to tourist Satisfaction.
The theoretical framework for this article is based on two-fold categories of research: hospitality and travel literature and modern marketing theory. The theoretical framework is shown in Figure 1, along with the predicted relationships between the components. 
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Figure 1. study model.
3. Methodology
3.1 Data Collection
The study's applicability depended on the extent to which the participants represented the general population. To ensure statistical accuracy, a database of Muslim travellers was utilized to obtain a valid sample of Muslim tourists. Our company secured visitor data by contacting three major international travel groups in Egypt, the United Arab Emirates, and the United Kingdom. The completed questionnaires and data provided by the three universities will remain confidential and accessible solely to study team members. The creation of a registry for Muslim travellers aimed to gather useful statistics. Participants were selected based on simple criteria, including the confirmation that they were practicing Muslims, had previously visited a Muslim-friendly destination, and represented a diverse range of countries. As a result, a database consisting of 7,200 Muslim tourists' details was generated. A random sample of 1,200 travellers was chosen methodically. Systematic random sampling (SRS) utilizes similar statistical concepts as basic random sampling; confidence intervals and p-values are designed similarly. Nevertheless, SRS does not include selecting each unit at random. As a result, SRS is frequently used to choose large samples from many units. A study package with a cover letter and an anonymous [self-administering] survey was emailed to clients, along with a web link to the questionnaire online. A total of 598 individuals completed the questionnaires. However, 22 were left out of the analysis because of missing data. This left 576 usable responses or an overall response rate of 48%. Furthermore, the numbers of data and variables was SEM-friendly via Amos-23.
3.2 Questionnaire instrument:
A survey was intended to acquire the data needed; to assure accuracy and translation quality. The survey was originally written in English and then translated into different languages like Arabic using translation-back-translation processes (Brislin, 1983). The survey was divided into four groups: The first portion assessed demographic variables such as educational level, gender, monthly income, nationality group, and age. The second part examined MDI using the measurement scale made during the qualitative study. This scale had 31-items (15 items for functional and psychological; 4 items for affective; 12 items for Muslim-friendly attributes) that were used to measure MDI; all dimensions measured using Likert-type scale ranging from 1 (not at all important) to 5 (extremely important). The third section measured perceived value and satisfaction using three items for each construct from (Chen & Tsai, 2007; Kozak & Rimmington, 2000; Prayag & Ryan, 2012; Ramseook-Munhurrun et al., 2015); and finally the fourth section measured Muslim actual visit behavior by four items were borrowed and adapted from (Al Muala et al., 2013); through a 5-point Likert scale (ranging from 1= totally disagree to 5 = totally agree).
4. Research Analysis and Findings:
4.1 Common Method Bias (CMB):
This article employed Harman's single-factor approach to examine CMB. Our analysis revealed a significant difference of 37.857 percentage points (ranging from 15.521 to 37.857 percentage points), with the primary factor contributing to this difference being 37.857. However, no single factor reported for more than 50% of the observed variation. The article's results suggest that the inherent bias in commonly used methods is not a significant concern.
4.2 Measurement Model
Firstly, alpha coefficient and the items-total association were used to figure out the psychological properties of the concepts (Nunnally & Bernstein, 1978).  As shown in Table 1, all research’s scales exhibit reliability coefficients ranging from .906 to .970, above the basic investigation cut-off threshold of 0.70 (Hair et al., 2016). Furthermore, we computed composite reliability (CR) and found that all concepts were very consistent (with values among 0.907 and 0.970); This indicates all the measuring items are reliable.
Table 1  alpha and items-total association
	Items
	Item-total association
	alpha

	Cognitive attributes (15-items)

	CA1
	.749
	.970

	CA2
	.822
	

	CA3
	.833
	

	CA4
	.796
	

	CA5
	.743
	

	CA6
	.748
	

	CA7
	.834
	

	CA8
	.834
	

	CA9
	.852
	

	CA10
	.836
	

	CA11
	.857
	

	CA12
	.801
	

	CA13
	.838
	

	CA14
	.785
	

	CA15
	.851
	

	Islamic attributes (12-items)

	IA-1
	.732
	.949

	IA-2
	.779
	

	IA-3
	.777
	

	IA-4
	.768
	

	IA-5
	.782
	

	IA-6
	.756
	

	IA-7
	.779
	

	IA-8
	.742
	

	IA-9
	.738
	

	IA-10
	.765
	

	IA-11
	.768
	

	IA-12
	.740
	

	Affective attributes (4-items)

	AA-1
	.789
	.906

	AA-2
	.785
	

	AA-3
	.805
	

	AA-4
	.777
	


Discriminant validity was also calculated, as shown in Table 2. Using the confidence interval around the link between concepts, the largest association was again across cognitive and emotional attributes (0.437), with a matching standard error of 0.046. Second, a discriminant validity test was performed according to recommendations by Fornell & Larcker, (1981). This test demands that the average variance extracted for each concept be more than the squared structural route coefficient amongst the two concepts when taking any pair of constructs. In this case, all pairings of constructs met these conditions, and the extracted average variance ranged from .606 to .709. This exceeded the squared path coefficient in all situations since the highest value of the squared path was 0.50. These findings show that the model's concepts differ even when measurement error is considered. In the end, these results support discriminant and convergent validity.
Following the measurement, the theoretical's framework was evaluated using confirmatory factor analysis (CFA). Before making a framework that takes into account all of the parts of a destination's image as a whole, it is important to remember, from a methodological point of view, that a customized analysis of each of those parts (the measurement framework) will be done to improve the things that are used to measure them. After establishing the three dimensions of the scale, a CFA was conducted. We used the structural model (which incorporates all concepts into one framework) and the measurement framework for this study. a separate framework for each concept. Firstly, as numerous studies have suggested (Bollen, (1989); Čater & Čater, (2010); Eid & El-Gohary, (2015); Fornell & Larcker, (1981), a null approach in which no aspects were measured to motivate the observed indicators meant that associations among the observed indicators were zero. The variances of the observed indicators were not limited and were verified against a series of frameworks, namely, a one-factor approach (indicating that the observed indicators signify a single destination image element), a two-factor approach (in which functional, psychological, and Muslim-friendly attributes are suggested to signify a single cognitive element rather than two elements, and affective attributes are suggested to signify a single emotional element), and a three-factor approach (in which the elements are as projected in the previous discussion).
The proposed three-factor approach was again evaluated for reliability and validity in this step. As seen in Table 3, the three-factor approach was preferred above the two-factor and null approaches. In a travel setting, the three-factor MDI model was supported. Table 3 summarizes the data supporting the proposed three-factor approach, which includes the cognitive, emotional, and Muslim-friendly qualities of destination image dimensions. This method produced the best improved goodness-of-fit index (GFI) and the lowest root mean square residual. It also had the greatest CFI and the lowest root mean square residual. Many acceptable measurements were applied to assess how well each factor strategy performed. The GFI was utilized, as  Hair et al., (2010) indicated, and it was judged suitable if it was more than the traditional value of 0.90. In addition, the CFI was employed, and CFIs greater than 0.90 designate that the model fits well enough to be judged appropriate. The root mean square residual and adjusted GFI were also provided. Table 2 shows the standard cut-offs experts (Hair et al., 2010) came up with for the above criteria.
4.3  Structure Model
Finally, since the research purposes to explore the predicted causal links among the model's components (MDI, perceived value (PV), satisfaction (CS), and their influence on Muslim visit behaviour (MAVB)), Figure 2 depicts the causal model's route diagram. It also shows the estimated standardized parameters for the causal routes, their levels of significance, and the multiple square associations for each concept. In Table 4, the outcomes and metrics for model fit are looked at more deeply. Because there is no global criterion of fit, several indexes and suggestions are supplied. The model's chi-square value was relatively tiny (X2= 7.239) and non-significant (p= 0.065), suggesting an excellent fit. Furthermore, the findings of the rest measures, together with the squared multiple associations, show that the model's overall fit to the data is fairly good.
As shown in Table 4, the results of our nine model hypotheses. The projected path coefficients for each concept are listed below, as well as the effects of CA on PV (B = 0. 277, T = 6.813, S.g.P = 0.00), AA on PV (B = .144, T = 3.682, S.g.P = 0.00), MFA on PV (B =.248; T = 6.167, S.g.P = 0.00), CA on CS (B =.118, T = 4.280, S.g.P = 0.00), AA on CS (B=0. 120, T = 4.662, S.g.P. = 0.00), MFA on CS (B=.0.107, T = 3.945, S.g.P = 0.00).  PV on CS (B= .665, T = 24.482, S.g.P = 0.00), PV on MAVB (B=.228, T = 3.955, S.g.P = 0.00), CS on MAVB (B=.357, T = 6.195, S.g.P = 0.00). Thus, H1, H2, H3, H4, H5, H6, H7, H8, and H9 were supported. Hence, our findings generally support our theoretical framework. 
Table 2 Hypothesis Testing
	Hypothesis
	Relationship
	Beta
	T statistics
	S.g.P 
	R2
	Decision

	H1
	CA -> PV
	0.277
	6.813
	0.000
	.270
	

	H2
	AA -> PV
	[bookmark: _Hlk131610492]0.144
	[bookmark: _Hlk130397907]3.682
	0.000
	
	

	H3
	MFA -> PV
	0.248
	6.167
	0.000
	
	

	H4
	CA -> CS
	0.118
	4.280
	0.000
	.691
	

	[bookmark: _Hlk123843829]H5
	AA -> CS
	0.120
	[bookmark: _Hlk123843747]4.662
	0.000
	
	

	H6
	MFA -> CS
	0.107
	3.945
	0.000
	
	

	H7
	PV -> CS
	0.665
	24.482
	0.000
	
	

	H8
	PV -> MAVB
	0.228
	3.955
	0.000
	.310
	

	H9
	CS -> MAVB
	0.357
	6.195
	0.000
	
	



In the setting of mediation, the aggregate impact of the factors that were suggested was determined because they may have both direct and indirect effects that are mediated by other variables. Multiplying the standardized path coefficients yielded the indirect impacts, and adding the indirect and direct impacts yielded the total impacts. Table 7 displays the statistically significant indirect effect of the MDI on Muslim customer satisfaction and Muslim visit behaviour.
Table 3 total, direct and indirect impacts results of MDI concepts
	Predictor concepts
	Criterion concepts
	Total impact
	Direct impact 
	Indirect impact 

	Cognitive attributes
	Perceived Value
	.277
	.277
	0.000

	Affective attributes
	
	.144
	.144
	0.000

	Islamic attributes
	
	.248
	.248
	0.000

	Cognitive attributes
	Satisfaction
	.302
	.118
	 0.184

	Affective attributes
	
	.216
	.120
	 0.094

	Islamic attributes
	
	.272
	.107
	 0.165

	Perceived Value
	
	.665
	.665
	 0.000

	Perceived Value
	Muslim visit Behaviour
	.466
	.228
	0.238

	Satisfaction
	
	.357
	.357
	0.000



5. Discussion 
The goal of this study is to: (1) give travel companies and other industries useful and actionable guidelines for understanding MDI; and (2) learn more about how MDI affects perceived value, customer satisfaction, and Muslim visit behaviour. This research provides new theoretical foundations for destination image studies by focusing on the study of new frameworks through studying MDI for gaining a strong competitive position in the global tourism industry. So, in a world that is always changing, the destination's strategies and goals should match the consumers' changing needs and wants. Hence, the goal of this research is not only to give objective assessments by looking at how the destination is seen from an Islamic point of view, but also to look at what makes up the mental image of this market. These dimensions include all of the standard dimensions of a destination's image, like the cognitive and emotional attributes, in addition to the Muslim-friendly attributes that comply with Islamic law, specifically because no destination offers completely halal products, even if it is an Islamic destination, and because it makes sense that destinations serve both Muslims and non-Muslim visitors. Therefore, we focus on friendly destinations with Muslims. Also, the previous empirical studies have yet to look at the destination image from an Islamic point of view. On the other hand, the travel and hotel industries are based on providing intangible experiences, so what fits one consumer group might not fit another. Therefore, it is essential to explore the image of the destination based on the perception of this market to acquire a competitive advantage over the other rivals. The empirical results show that the MDI has 15 cognitive, 4 emotional, and 12 Muslim-friendly attributes. Because Islamophobia is worsening, this sector has chosen destinations that is friendly to them and provides them products and services that comply with Islamic laws and also respecting their religious values and beliefs. Because Muslims make up a big part of the tourism industry, the study's results show that places need to rebuild and constantly update their positions to stay competitive in a global market that is always changing. Thus, destinations tried to get this part of the market to come to them so they could be more competitive and achieve a competitive edge over their rivals ( e.g.; Echtner and Ritchie's (1991, 1993; Eid et al., 2019; Hamdy & Zhang,J, Eid, 2023; Millar et al., 2017; Ragb et al., 2020). In general, the reliability, factor structures, and validity tests show that the 31-item scale and its three dimensions have good and stable psychometric qualities. The scale reveals that Muslim consumers evaluate destination images not only in cognitive and emotional terms of anticipated performance but also in terms of Muslim-friendly features that correspond with Islamic standards.
Moreover, the outcomes indicate that the total perceived value positively influences the satisfaction of Muslim tourists with the visit, which in turn positively influences the actual visit behaviour of this sector on the global travel market, which is influenced by MDI dimensions. These findings corroborate previous research indicating that perceived value increases consumer satisfaction, thereby increasing actual visitation behaviour for Muslim visitors. (Durmaz et al., 2022; Jeong & Kim, 2020; Mohd-Any et al., 2015; Prebensen et al., 2014).
6. Implications
In terms of what this research means for businesses, it can help managers of tourist destinations in two different but complementary ways. According to (Echtner & Ritchie, 1991, 1993) indicate that a site needs to build a good image of itself before it can be used to find locations or make a plan for locations. This indicates that locations will need to rebuild their respective sites. Adapt to shifts and advancements in the tourism sector and make an effort to expand your consumer base by paying attention to demographic aspects such as religious affiliation in your marketing efforts. Hence, in order to appeal to this sector of the market, places must offer products and services that follow Islamic law, like halal food and drink, halal lodging, and other things that are needed for religious ceremonies. The second side of the results of this article is that managers and directors of destination marketing should change their marketing strategies, let people know that their destination has Muslim-friendly products and services in order to attract this segment of the market, and use Muslim-friendly marketing techniques in order to build their beliefs about the destination around whether or not this destination offers products and services that are halal.
On the other hand, destination marketers should be able to develop more sophisticated positioning strategies if they realize how important the different parts of a destination's image are. Our results show the importance of Muslim-friendly attributes on consumers' actual visit behaviour. This has substantial implications for marketing strategy. For example, the number of visitors to many destinations has decreased because consumers, especially Muslim visitors, have lost confidence in destinations that do not offer products and services in line with Islamic law and also because Islamophobia is on the rise. In light of recent events, destination planners should investigate whether a certain location is suitable for Muslims before determining the most effective way to target this market.
7. Limitations and Prospective Research
As with any other research study, several limitations should be considered when dealing with the current research results. First, we assessed MDI utilizing only three dimensions; cognitive, emotional, and Muslim-friendly attributes. There is evidence that MDI is a much broader phenomenon that might involve pleasure (Bigné, Andreu, & Gnoth, 2005), travel constraints (Chen, Chen, & Okumus, 2013), political (in) stability (Eid, El-Kassrawy, & Agag, 2019), and tourists' experiences and tourist intrinsic motives (Hamdy, Zhang, & Eid, 2023). Second, we collected cross-sectional data, so testing causal relationships is not possible. Finally, while a proper sample size was utilized and the data analysis techniques used in the current article gave robust results, the generalizability of the results is limited to the participating countries. Thus, we encourage other studies to do the research again, get answers from more destinations, and especially use the concepts from this study to test how well they work. The suggestion for future studies, which resulted from our conclusions, is to enhance our understanding of the MDI in other services sectors. For example, each MDI explained in the current research calls for more in-depth research in other sectors, such as retailing and banking. Given how important the MDI is, it could be a good idea to suggest that the MDI be turned into an "index of practice" so that managers in different places can measure how well the MDI is being met over time. The outputs from a review could highlight areas that need enhancements. 
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