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Abstract – Several chapters of the Holy Quran have mentioned that tourism is a "Muslim's right." The 

Quran also revealed that Muslims could visit non-Muslim countries for entertainment, religious, and 

educational purposes; but has warned its followers to avoid indulging in any behaviors against Islamic law, 

potentially diluting their faith. Food is a significant component of tourism. However, information about 

non-Muslim country's local street food effects on Muslim tourists' intention to revisit the destination is 

somewhat limited. Therefore, this study aims to understand Muslim-friendly Japanese street food's impact 

on Malaysian Malay Muslims' intention to re-experience Japan post-Covid-19 pandemic via the extended 

Theory of Planned Behavior. The research may perhaps be part of the early initiatives toward examining 

Malaysian Malay Muslim tourists' fondness for Muslim-friendly street foods in non-Muslim nations (such 

as Japan). It may well be an indication of their desire to revisit those countries post the Covid-19 pandemic. 

Recognizing the variations of food choice behaviors, especially across cultures, denotes a vital information 

source for relevant agencies in Malaysia and Japan involved in marketing and promoting Japan as a tourist 

destination post-Covid-19. Japanese street food may well act as the catalyst to revive the tourism economy 

of both nations.  
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I. Introduction  
 

Tourism is one of the world's major economic sectors. In 2019, it was the third-largest export sector of the 

global economy (i.e.,7% of international trade) and the livelihoods of millions of people in developing and 

developed economies ("Tourism and Covid-19", 2020). In the same year, the tourism industry's global gross 

domestic product (GDP) was nearly USD 9 trillion (Constantin et al., 2021), and the international arrivals 

surpassed the 1.5 billion marks for the first time (Aburumman, 2020). However, it is among the most affected 

sectors by the Covid-19 pandemic, impacting every part of its vast value chain and around 120 million jobs 

worldwide (Constantin et al., 2021; "Tourism and Covid-19", 2020). Tourism's export revenues and (GDP) could 

fall by USD 910 billion to USD 1.2 trillion and by 1.5% to 2.8% in 2020, respectively ("Tourism and Covid-19", 

2020). International tourist arrival is likely to drop between 60 to 80 percent in 2020, with tourism spending only 

returning to the pre-Covid-19 pandemic level in 2024 (Constantin et al., 2021). The airline and hotel businesses 

are among the most severely impacted industries in Malaysia (Foo et al., 2020). Meanwhile, The Tourism, Arts, 

and Culture Ministry estimated that Malaysia's tourism business suffered losses of around RM 100 billion in 2020 

(Ragavan, 2021). 

With the arrival of Covid-19 vaccines, experts are confident that Malaysia's tourism industry will recover 

with new trends emerging; nonetheless, the tour and travel agent businesses are not out of danger until 

international tourism recovers ("Now that the Covid-19", 2021). Vinoop Goel, IATA regional director of airports 

and external relations for Asia-Pacific, mentions that vaccines will play a role in the recovery of international 

travel (Li, 2021); and expedite the return of air travel (Ariff, 2021). Similarly, aviation stakeholders opined that 

the closure of international borders had not stifled the travel demand, and people will do so when it is safe to travel 

again (Ariff, 2021).  

Traveling acts as a reminder, traveling is a privileged experience, and traveling is ummah (Khanam, 2017). 

As Imam as-Shafii says, "Leave your country in search of loftiness and travel! For, in travel, there are five 

benefits: relief of adversity, earning of livelihood, knowledge, etiquette, and noble companionship" (Khanam, 

2017). Notably, several chapters of the Holy Quran have mentioned that tourism is a "Muslim's right." (Sanad et 

al., 2010, as cited in Adidaya, 2016): Say, "Travel through the land; then observe how was the end of the deniers." 

(Al Quran 6:11). It is He who made the earth tame for you, so walk among its slopes and eat of His provision, 

and to Him is the resurrection (Al Quran, 67:15). 

The Quran also revealed that Muslims could visit non-Muslim countries for entertainment, religious, and 

educational purposes (Kessler, 2015). However, Islam has warned its followers to avoid indulging in any 

behaviors against Islamic law (or shariah), potentially diluting their faith (Adidaya, 2016). Muslims traveling to 

non-Muslim countries must abide by Islam's teachings, like consuming Halal (permissible) food and drinks, 

whenever and wherever possible. In other words, Muslims must avoid consuming any food and beverages that 

are Haram (unlawful) and Syubhah (doubtful). Food is a significant component of tourism (Ryu & Jang, 2006). 

The Prophet (peace be upon Him) has given guidance concerning Syubhah matters. As reported by Bukhari, 

Muslim, Abu Daud, Ibn Majah, and Darimi, the Prophet Muhammad (peace be upon Him) says: 

What is Halal is clear. And in between those two is a dubious area (Syubhah) in which many people do not know 

about. So, whoever distanced himself from it, he has acquitted himself (from blame). And those who fall into it, 

he has fallen into a state of Haram. 

Religion plays a significant part in an individual's personality structure (i.e., belief, values, and behaviors) 

that sequentially affects their choice behaviors (Mokhlis, 2010). Kamaruddin and Kamaruddin (2009) posit the 

Malays are warmly known as Muslims due to their close association with Islam's religion; hence, marketers should 

never ignore the significance of religion, society, and family in shaping the Malays lifestyle. From the marketing 

framework, it is highly probable to suggest that religiosity and ethnicity play some influential roles in the Malays' 

shopping behaviors (Kamaruddin & Kamaruddin, 2009).  

Malaysians love to travel to Japan. Before the Covid-19 pandemic, Japan has welcomed more and more 

tourists from Malaysia due to its visa-free travel and the availability of many Muslim-friendly facilities like prayer 

rooms and Halal-certified restaurants. YouGov, a United Kingdom based-research company, found Japanese food 

is among the top three most popular cuisines worldwide ("Survey," 2019). The study has also shown that seventy-

three percent of Malaysians liked Japanese food ("YouGov," 2018), mainly street food, which is aplenty and 

readily available throughout Japan. Street foods resonate with the local culture. One must wander the streets that 

bustle with life and the smell of street foods to experience the local culture (Halal Navi, 2017).  

Recovery marketing is a critical post-crisis risk mitigation strategy for recovering the international tourism 

industry (Matiza, 2020). Japan's strategy to market the country as a safe tourist destination via outstanding disaster 

management capabilities, advanced food safety, and health care competencies successfully restores and even 

expands the Malaysian outbound tourism market share (Chew & Jahari, 2014). Marketing is undoubtedly a viable  
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intervention for influencing tourist behavior and managing risk post the Covid-19 pandemic (Matiza, 2020). 

Recognizing the variations of food choice behaviors, especially across cultures, denotes a vital information source 

for relevant agencies in Malaysia and Japan involved in marketing and promoting Japan as a tourist destination 

post-Covid-19. Japanese street food may well act as the catalyst to revive the tourism economy of both nations. 

Noteworthy, tourism is a significant contributor to a country's gross domestic product (Wee et al., 2019). 

Many studies have been conducted in Malaysia, concentrating on Muslim and non-Muslims' Halal food-

related behaviors. However, most studies centered on consuming locally manufactured Halal food products and 

restaurants/kopitiams patronages. While other studies on Halal food consumption are rather extensive, but they 

generally focused on the local Muslim populations and local Halal foods in their respective countries (e.g., 

Verbeke et al., 2013; Ahmed et al., 2014: Kamarulzaman et al., 2015; Sherwani et al., 2018). Most Halal-related 

studies about Japan concentrated on its people, industry, and local Halal food (refer to Kojima, 2014; Yusof & 

Shutto, 2014; Yamaguchi, 2019). Information on Malaysian Malay Muslim outbound tourists' behavior toward 

consuming non-Muslim countries' traditional or ethnic foods is somewhat limited, especially concerning Japan's 

street food (refer Ali et al., 2017; Hariani, 2017; AbdulElah & Lee, 2018).  

Consumers' consumption decisions and economic reasons are not aligned, as ones' food choices also involve 

other pertinent factors like identities, culture, values, and group memberships (Topcu & Kaplan, 2015). There is 

a need to explore different angles in assessing Muslim tourists' concerns, receptiveness, readiness to accept, 

willingness to buy, consumption behavior, and many others, namely on non-Muslim countries cuisines rather than 

just relying on the availability of Halal logo or Halal certification. Ambali and Bakar (2012) have warned Muslims 

against relying solely on the Halal logo (or Halal certification) due to the many fraudulent practices among 

businesses. Even though there are many fraudulent cases in the halal logo and certificate, it can still be minimised 

by strict enforcement and frequent monitoring. It is justifiable to conclude that the proposed study may be part of 

the early initiatives in examining Malaysian Malay Muslim tourists' fondness for Muslim-friendly street foods in 

non-Muslim nations (such as Japan). It may well be an indication of their desire to revisit those countries post the 

Covid-19 pandemic. 

The distinctiveness of this research is that Japanese street foods are not Halal-certified. Cuisines such as 

takoyaki, taiyaki, dango, mochi, and okonomiyaki are considered Muslim-friendly food. In layman's terms, Halal-

friendly food is the type of food that caters to Muslim tourists' needs or has considered some faith-basic need for 

Muslim tourists. Then again, the Muslim-friendly or Halal-friendly concept has no legal reference in Islamic law 

since the product will either be Halal, Halal compliant, or non-Halal ("Halal Friendly," 2015). Besides, Halal's 

consumer behavioral literature reviews suggested that information on the influences of perceived knowledge, 

distrust, and intention to re-experience constructs are somewhat limited.  

Even more so, perceived knowledge of istihalah is uncommon as a predictor in current Halal's behavioral 

studies. Aris et al. (2012) and Aris et al. (2015) are among several established works on istihalah and Muslim 

consumer behavior, while Ahmed and Nawaz's (2016) work is on university students' knowledge and 

understanding of istihalah. Apart from these, Ou and Sia (2010) warned that any studies that disregard the impact 

of distrust would be prejudiced to evaluate consumer behavior as the predictor would affect the outcome 

differently from trust. Also, information about Muslim consumers' receptiveness to non-Halal-certified street food 

products in non-Muslim countries is somewhat limited. Therefore, the study is hoping to fill these knowledge 

voids. This study aims to examine Muslim-friendly Japanese street food's impact on Malaysian Malay Muslims' 

intention to re-experience Japan post-Covid-19 pandemic. A satisfying travel experience only happens when the 

products or services meet tourists' expectations (Mahdzar et al., 2020). Customer’s intention is indeed an essential 

variable of marketing, and businesses utilize it to predict the purchase and repurchase of existing products or 

services (Ahmad et al., 2020).  

 

II. Literature Review 

 

Istihalah Principle  

 

Religion has a strong influence on the Muslims' decision-making processes since it guides them on how to 

act lawfully and ethically (Ahmad et al., 2015), for example, the Islamic law (or shariah) that prohibits Muslims 

from consuming food that is Haram or Syubhah (doubtful). However, the law provisionally provides means and 

mechanisms of turning something deemed Haram (unlawful) into something Halal (Wan Ahmad, 2010a). Islamic 

scholars have agreed that Muslims may consume food sold in non-Muslim countries without looking or inquiring 

about the ingredients if they do not contain meat, fat, and derivatives that Muslims are forbidden to eat ("Eating 

& Drinking," 2018). As a rule, Muslims should not unnecessarily be putting themselves into severe hardship in 

identifying things' lawfulness (Wan Ahmad, 2010b). The Islamic fiqh principle that may change Haram's status  
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into Halal is known as istihalah, i.e., 'switching over,' 'substantial change,' or 'transformation' (Wan Ahmad, 

2010a). The fiqh principle of istihalah that "necessity makes the unlawful lawful" has broad applications to 

conditions of illness, advanced age, pregnancy, emergencies, and even traveling as a hardship category in its own 

right (Kamali, 2012). The basis of this principle is from a verse in the Quran when Allah the Almighty says:  

"Verily, you will find in cattle an instructive sign from what is within their bodies, between excretion and blood; 

We produce, for your drink, milk, pure and agreeable to those who consume it." (Al Quran, 16: 66) 

All Muslim scholars have unanimously accepted the istihalah principle, which states that whenever "a 

substance is converted into a new substance, the lawfulness of the new substance is not determined by the 

lawfulness of the original substance" (Aris et al., 2012, p.245). Istihalah is the transformation of "a matter from a 

state of impurity or inedibility into a matter of different nature, name, properties, and characteristics (color, taste, 

and smell) (Zuhayli, 1997, as cited in Aris et al., 2012, p.245). This ruling stresses that it is impossible to know 

the sources of the food chemicals, whether from the animals, plants or formed synthetically (Aris et al., 2012). 

These arguments are consistent with the fatwa from The European Council for Fatwa and Research, whose 

members are prominent Islamic scholars (Abidin, 2014; "Food Containing," 2017). The Council added that Islam 

is a religion of ease and forbids its followers from making matters inconvenient and hard ("Food Containing," 

2017).  

As Wan Ahmad (2010b) writes, the Prophet Muhammad (peace be upon Him) expresses that religion is easy 

and always prefers a more comfortable alternative from two or more options. The Prophet (peace be upon Him) 

further added that the right attitude for Muslims to hold includes the followings: 

 (i) In case of doubt and one fears that one may compromise one's religious belief and principles in doing or 

consuming anything, then one may distance oneself from such a thing.  

(ii) Any product that contains a considerable amount of a prohibited substance, or in which the properties of a 

prohibited substance are noticeable, is in itself prohibited, and thus to be avoided.  

(iii) If the amount of a prohibited substance is significantly inconsequential/infinitesimal to affect the noticeable 

properties of a thing, then the prohibition may be ignored. 

Malaysian Malay Muslims follow the Syafii version of the Sunni theology and jurisprudence ("Islam in 

Malaysia," 2019). The Shafi'i and Hanbali schools of thoughts have rigid views of the fiqh principle of istihalah 

since they only accept natural transformation without any human intervention, like the natural transformation of 

wine into vinegar (Aris et al., 2012). Even so, this principle is the "breaths of fresh air for Muslims suffering from 

the suffocation of excessive prohibition" (Aris et al., 2012, p.245). Wan Ahmad (2010c) discloses that any Muslim 

who feels that no matter what, "the process of determination is imperative," then nobody would find Halal on 

earth. Quoting from Muhammad Allan Al-Bakri's (a traditional Shafii jurist) words of wisdom, Wan Ahmad 

(2010c) said: "complete certainty that something is lawful is only conceivable about rainwater falling from the 

sky into one's hand."    

 

Theory of Planned Behavior (TPB) 

 

The Theory of Planned Behavior (TPB) formed the base for the study's theoretical framework and extended 

with the inclusion of three new variables (perceived knowledge, trust, and distrust) based on empirical evidence 

in current literature from several disciplines of studies like marketing, communication, healthcare, advertising, 

education, retail, and many others. Its usage has covered various fields of study, such as tourism, health, 

communication, information systems, consumer behavior, and many others (Alam & Sayuti, 2011). Primarily, 

"TPB is today one of the most popular social-psychological models for understanding and predicting human 

behavior" (Ajzen, 2015, p.125). TPB has been used in various food-related research and is empirically proven to 

predict the Malaysian Muslims' intentions to purchase Halal foods (Alam & Sayuti, 2011). Ryu and Jang (2006) 

posit previous experience would significantly enhance tourists' intention to consume local food. In other words, 

the country's traditional food may well be an attraction for tourists that have experienced the local cuisine at the 

same destination previously (Ryu & Jang, 2006). A rich and unique experience can add significant value to the 

goods or services (Qu, 2017, p.1).  

The TPB model suggests that there are three factors affecting consumers' behavioral intentions. These factors 

are attitude toward the behavior (the degree to which an individual has a favorable or unfavorable evaluation of 

the behavior of interest), subjective norm (the belief of whether most people approve of the act), and perceived 

behavioral control (an individual's perception of the difficulty of performing the behavior of interest) (Ajzen,1985; 

Ajzen, 1991). Current literature has recognized subjective norms as an estimation of social pressure onto oneself 

from people that they considered necessary; that is, to conform to behavior or behave in a manner that these 

significant parties would like him or her to act. Subjective norm represents social influence in the TPB (Ajzen, 

1991). Perceived behavioral control deals with the perceived easiness or perceived difficulty in performing  
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behavior under circumstances where a person may lack complete volitional control (Ajzen, 2002). According to 

Ajzen (1991), perceived behavioral control is the extent to which a person feels able to engage in the behavior. 

The more control individuals think about performing the act, the more likely they will do so (Ajzen, 1991). Thus, 

  

H1: Attitude toward Muslim-friendly Japanese street food positively impacts Malaysian Malay Muslims'  

intention to re-experience Japan. 

H2: Subjective norms positively impact Malaysian Malay Muslims' intention to re-experience Japan. 

H3: Perceived behavioral control positively impacts Malaysian Malay Muslims' intention to re- 

experience Japan. 

 

Relationships between Perceived Knowledge, Trust, Distrust, and Theory of Planned Behavior. 

 

The Association for Psychological Science (2014) describes perceived knowledge as "a person's belief about 

how much he or she knows" in contrast to actual (objective) knowledge or experience. Evidence from extant 

literature suggested perceived knowledge functions as a guide for one's actions, especially in decision-making 

behaviors. The measurement of perceived (subjective) knowledge or self-rated knowledge denotes individuals' 

self-confidence levels and knowledge levels. A person's likelihood of making a purchase is higher with more 

excellent knowledge (Awan et al., 2014). Gracia and De Magistris (2007) explain knowledge is a significant 

component in consumers' food choice behaviors. It is the sole mechanism that permits individuals to distinguish 

different foods' characteristics, facilitating positive attitudes toward these food products. Moreover, knowledge is 

a significant predictor of Malay Muslim consumption behaviors toward functional food (Hassan, 2011). 

Knowledge showed no association with perceived behavioral control (Bates et al., 2007). In organic food 

consumption studies, perceived knowledge has proven to be a significant predictor of consumers' trust toward 

organic foods (O'Fallon et al., 2007). Gbadamosi (2016) posits that Chinese goods' receptiveness among Nigerian 

consumers is mainly due to their availability countrywide and it is sold at lower prices than local and other foreign 

products (Gbadamosi, 2016). These arguments provide ample support to suggest that perceived knowledge, which 

examines the consumers' "perception of their knowledge" (Gyulavari & Dornyei, 2012, p.48), is a predictor of 

intention and other food-related behaviors of Malaysian Malay Muslim consumers. Hence, 

H4: Perceived knowledge of the fiqh principle of istihalah positively impacts Muslim-friendly Japanese street 

food attitude. 

 

H5: Perceived knowledge of the fiqh principle of istihalah positively impacts subjective norms. 

H6: Perceived knowledge of the fiqh principle of istihalah positively impacts perceived behavioral control. 

H7: Perceived knowledge of the fiqh principle of istihalah positively impacts the trust of information on  

Muslim-friendly Japanese street food. 

H8: Perceived knowledge of the fiqh principle of istihalah negatively impact the distrust of information on  

Muslim-friendly Japanese street food. 

H9: Perceived knowledge of the fiqh principle of istihalah positively impacts Malaysian Malay Muslims'  

intention to re-experience Japan. 

 

Relationships between Trust, Distrust, and Behavioral Intention 

 

Ou and Sia (2010) postulate trust is reflected by many as a belief that would eventually manifest into purchase 

intention. The decision to purchase new products is profoundly associated with one's trust that the merchandise 

does not in any way violate or contradict one's religious belief (Yun et al., 2008). Earlier literature has also 

established the coexistence of trust and distrust constructs, and any theoretical frameworks that omitted or 

excluded one of these variables are considered incomplete (Benamati et al., 2006). Empirically, trust and distrust 

do not belong in the opposite ends of a bipolar continuum (Chang & Fang, 2013), but they are two different and 

coexisting antecedents (Mcknight & Chervany, 2001). Discovery in cognitive neuroscience studies revealed trust 

and distrust are from other parts of the human brain, i.e., the caudate and medial prefrontal cortex and the amygdala 

and right insular cortex, respectively (Dimoka et al., 2007). Benamati et al. (2006) found that trust and distrust are 

specific and significant determinants of intention to use. Essentially, distrust and trust have asymmetric influences 

on behavior intention, where the former is more dominant than the latter in changing consumers' behavior 

intentions (Ou & Sia, 2010).  

In recent years, communication has evolved into an essential medium in the food industry. Both buyers and 

sellers search for information that would guarantee the quality and safety of food products that they are eating and 

traded, respectively (Verbeke, 2008). Verbeke (2008) stresses that consumers' choices rely heavily on the  
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information they received because it could significantly influence their knowledge, attitude, and decision-making 

processes, specifically on food choices and dietary behaviors. Issues of whom and what to trust and distrust have 

manifested into a significant phenomenon plaguing online users for many years (Dubois et al., 2011). The 

trustworthiness of information would assist them in the decision-making processes and sorting and filter a broad 

range of data; amid the growing tendency among various parties to distribute both information and misinformation 

over the internet because of their underlying economic reasons (Guha et al., 2004). False information would 

eventually result in the loss of consumers' confidence in products or services and, subsequently, their buying 

intentions (Mohamed et al., 2013). Therefore, 

 

H10: The trust of information on Muslim-friendly Japanese street food positively impacts Malaysian Malay  

   Muslims' intention to re-experience Japan. 

H11: The distrust of information on Muslim-friendly Japanese street food negatively impacts Malaysian  

  Malay Muslims' intention to re-experience Japan. 
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                         Figure 1: The Theoretical Framework 

 

III. Methodology 

 
The study is using a self-administered (voluntary basis) online survey or e-questionnaire via Google Forms. 

The target population is the Malaysian Malay Muslims who intend to visit Japan post Covid-19 pandemic, using 

the convenience and snowball sampling methods. The circulation of the survey website's hyperlink is through the 

social media platform, namely Facebook and WhatsApp Messenger. The questionnaire consists of two sections. 

Section A revolves around the respondent's personal information or demographic profiles. It consists of general 

questions and more specific questions are on their frequency of travel to Japan, favorite Japanese traditional food, 

frequency of eating traditional Japanese food in a month, and the total money spent on traditional Japanese food 

in a month. The design for questions in Section B is to gather the respondent's responses about the independent 

variable (perceived knowledge), mediating variables (trust, distrust, attitude, subjective norm, and perceived 

behavioral control), and the dependent construct (intention to re-experience).  

The study adopts a six-point Likert scale to measure all variables in which every item encompassed the following 

answer categories: 1 (strongly disagree) to 6 (strongly agree). Twenty-five Malaysian Malay Muslim respondents 

will involve in the pilot test. The Statistical Package for the Social Sciences (SPSS) and Structural Equation 

Modelling (SEM) are the study's statistical procedures. SEM (via SmartPLS 3) is the most useful analytical 

instrument to measure human behavior (Limpanitgul, 2009).  
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IV. Conclusion 

 
Limited knowledge in the existing literature on Muslims' behavioral intention to non-Halal-certified street 

foods in non-Muslim countries, especially among Malaysian Malay Muslim consumers from Malaysia's 

collectivist society and emerging economy countries has led to fill the knowledge void. Muslims' food choices 

hinge on the lawfulness or permissibility of food as explained in the Islamic law; however, the law (via the 

istihalah principle) also briefly discussed the situations where Haram (unlawful) food can become Halal, 

particularly when Muslims traveling to non-Muslim countries. In theory, the Muslims' level of receptiveness to 

Muslim-friendly food (i.e., food without Halal logo or Halal certification) would affect their consumption 

decisions.  

The theoretical framework is constructed based on the literature reviews on Halal's behavioral studies, which 

found information on perceived knowledge, distrust, and intention to re-experience constructs are scarce. Previous 

studies have suggested that trust and distrust can coexist simultaneously. Both are distinct constructs, where 

distrust has a much higher negative effect than just degradation of trust toward individuals' consumption behaviors 

(Ou & Sia, 2010). This study's outcomes would undoubtedly benefit government-related agencies, travel agencies, 

and Japanese street food vendors. The significance of this investigation to relevant agencies is enormous. Various 

promotional and recovery marketing strategies could be tailored-made to cater to the needs, desires, and 

expectations of target markets, aside from further enhancing existing plans to suit future programs better, both in 

Japan (e.g., Japan Tourism Agencies, Japan National Tourism Organization) and Malaysia (e.g., Japan Travel 

Bureau and various Travel and Tour companies).  

The study hopes to be a source of information for the media to create a greater awareness within the Muslim 

community of the fiqh principle of istihalah when traveling to Muslim-minority countries. The findings could 

also furnish international policymakers, marketers, brand owners, and market researchers with improving 

knowledge on the significance of Halal food to Muslim consumers. This year, Japan will host the Olympic and 

Paralympic Games, where these events will present a global stage for its people, culture, and landmarks 

(McKinsey Japan and Travel, 2016). In theory, major sporting events like the 2021's Tokyo Summer Olympics 

may well court vast numbers of tourists from Muslim-majority countries (Husain, 2018). Additionally, the 

increasing Halal awareness of Japanese businesses is the significant catalyst for Japan's push to capture the 

lucrative Muslim travel and hospitality markets (Benner, 2015), post-Covid-19 pandemic to revive its tourism 

economy. 
 

References  

 

AbdulElah, H. & Lee, H. (2018). Understanding Muslim visitors' attitudes towards Korean Street food. 

International Journal of Tourism Sciences. 18 (3), 215-235. 

Abidin, M.S.Z. (2014). Pulau syubhat untuk galakkan industri Halal. Retrieved from 

https://www.malaysiakini.com/news/265340 

Aburumman, A.A. (2020). Covid-19 impact and survival strategy in business tourism market: the example of the 

UAE MICE industry.  Humanities and Social Sciences Communications. 7(141). doi: 10.1057/s41599-

020-00630-8 

Adidaya, Y.A. (2016). Halal in Japan: history, issues, and problems (Master thesis). Retrieved from 

https://www.duo.uio.no/handle/10852/52149 

Ahmad, A.N., Rahman, A.A. & Rahman, S.A. (2015). Assessing knowledge and religiosity on consumer behavior 

towards Halal food and cosmetic products. International Journal of Social Science and Humanity. 5(1), 

10-14. 

Ahmad, N., Ghazali, N., Abdullah, M.F., Nordin, R., Nasir, I.H.M. & Farid, N.A.M. (2020). Green marketing and 

its effect on consumers' purchase behavior: an empirical analysis. Journal of International Business, 

Economics, and Entrepreneurship. 5(2), 46-55. 

Ahmed, I. & Nawaz, M. (2016). An exploration of students' knowledge and understanding of Istihalah. Journal 

of Islamic Marketing. 7(2), 213-231. DOI:10.1108/jima-09-2014-0059 

Ahmed, Z.U., Al-Kwifi, O.S., Saiti, B. & Othman, N. (2014). Consumer behavior dynamics of Chinese minorities. 

Journal of Technology Management in China. 9(1), 6-23. 

Ajzen, I. (1985). From intentions to actions: A theory of planned behavior. Retrieved from 

http://link.springer.com/chapter/10.1007%2F978-3-642-69746-3_2#page-1 

Ajzen, I. (1991). The Theory of Planned Behavior. Organizational Behavior and Human Decision Processes. 50, 

179-211. 

https://www.malaysiakini.com/news/265340


 

 

75                                                            Journal of International Business, Economics and Entrepreneurship 

                                                                                                            e-ISSN :2550-1429 Volume 6, (1) June 2021 
 

Ajzen, I. (2002). Perceived behavioral control, self-efficacy, locus of control, and the Theory of planned behavior. 

Journal of Applied Social Psychology. 32(4), 665-683. 

Ajzen, I. (2015). Consumer attitudes and behavior: The Theory of planned behavior applied to food consumption 

decisions. Rivista di Economia Agraria. LXX (2), 121-138. 

Alam, S.A., & Sayuti, M.M. (2011). Applying the Theory of Planned Behavior (TPB) in Halal food purchasing. 

International Journal of Commerce and Management. 21(1), 8-20. 

Ali, A., Xiaoling, G., Sherwani, M. & Ali, A. (2017). Factors affecting Halal meat purchase intention from 

international Muslim students in China. British Food Journal. 119(3), 527-541. 

Ambali, A.R. & Bakar, AN (2012). People's awareness on Halal foods and products: potential issues for 

policymakers. Paper presented at International Halal Conference (INHAC 2012). Kuala Lumpur. 

Malaysia. 

Ariff, I. (2021). Standard global travel rules needed to reassure travelers, revive tourism. Retrieved from 

https://www.freemalaysiatoday.com/category/nation/2021/02/23/standard-global-travel-rules-needed-

to-reassure-travellers-revive-tourism/ 

Aris, A., Zzaman, W., Yang, T. and Harivaindaran, K. (2015). Is there a market for Istihalah food product in 

Indonesia? Knowledge, attitude and practices toward Istihalah among students in an Indonesian 

university, Journal of Islamic Marketing. 6 (3), 377-387. 

Aris, A.T., Nor, N.M., Febrianto, N.A., Harivaindaram, K.V. & Yang, T.A. (2012). Muslim attitude and awareness 

towards Istihalah. Journal of Islamic Marketing. 3(3), 244-254. 

Association for Psychological Science. (2014). Knowledgeable consumers are more likely to buy when given 

fewer options. Retrieved from https://www.psychologicalscience.org/news/releases/knowledgeable-

consumers-are-more-likely-to-buy-when-given-fewer-options.html 

Awan, H.M., Siddiquei, A.N. & Haider, Z. (2014). Factors affecting Halal purchase intention – evidence from 

Pakistan's Halal food sector. Management Research Review. 38(6), 640-660. 

Bates, B.R., Mazer, J.P., Ledbetter, A.M. & Norander, S. (2007). The DO difference: an analysis of causal 

relationships affecting the degree-change debate. Journal of the American Osteopathic Association.109 

(7), 359-369. 

Benamati, J.S., Serva, M.A. & Fuller, M.A. (2006). Are trust and distrust distinct constructs? An empirical study 

of the effects of trust and distrust among online banking users. Proceedings of the 39th Hawaii 

International Conference on System Sciences. Hawaii. USA. 

Benner, T. (2015). Halal products draw more Muslim tourists to Japan. Retrieved from 

https://japantoday.com/category/features/lifestyle/halal-products-draw-more-muslim-tourists-to-japan 

Chang, Y.S. & Fang, S.R. (2013). Antecedents and distinctions between online trust and distrust: predicting high-

and-low risk Internet behaviors. Journal of Electronic Commerce Research. 14(2), 149-166. 

Chew, E.Y.T. & Jahari, S.A. (2014). Destination image as a mediator between perceived risks and revisit 

intention: a case of post-disaster Japan. Tourism Management. 40, 382-393. 

Constantin, M., Saxon, S. & Yu, J. (2021). Reimagining the $9 trillion tourism economy – what will it take?. 

Retrieved from https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-

insights/reimagining-the-9-trillion-tourism-economy-what-will-it-take 

Dimoka, A., Pavlou, P.A. & Davis, F.D. (2007). Neuro-IS: the potential of cognitive neuroscience for information 

systems research. Twenty-Eight International Conferences of Information Systems. Montreal, Canada. 

DuBois, T., Golbeck, J. & Srinivasan, A. (2011). Predicting trust and distrust in social networks. Retrieved from 

https://www.cs.umd.edu/~golbeck/pubs/Dubois,%20Golbeck,%20Srinivasan%20-%202011%20-

%20Predicting%20Trust%20and%20Distrust%20in%20Social%20Networks.pdf 

Eating & Drinking. (2018). Retrieved from https://www.al-islam.org/a-code-of-practice-for-muslims-in-the-west-

ayatullah-sistani/eating-drinking 

Foo, L-P, Chin, M-Y, Tan, K-L. & Phuah, K-T. (2020). The impact of Covid-19 on tourism industry in Malaysia. 

Current Issues in Tourism. doi: 10.1080/13683500.2020.1777951 

Food containing E-numbers additives: Halal? (2017). Retrieved from 

https://aboutislamver2.aboutislam.net/counseling/ask-the-scholar/food-slaughter/food-containing-e-

number-additives-halal/ 

Gracia, A. & de Magistris, T. (2007). Organic food product purchase behavior: a pilot study for urban consumers 

in South Italy. Spanish Journal of Agriculture Research. 5(4), 439-451. 

Gbadamosi, A. (2016). Handbook of Research on Consumerism and Buying Behavior in Developing Nations. 

Business Research Reference. Hershey: IGI Global. 

Guha, R., Kumar, R., Raghavan, P. & Tomkins, A. (2004). Propagation of trust and distrust. Retrieved from 

http://www.shibbo.ethz.ch/CDstore/www2004/docs/1p403.pdf 

https://www.freemalaysiatoday.com/category/nation/2021/02/23/standard-global-travel-rules-needed-to-reassure-travellers-revive-tourism/
https://www.freemalaysiatoday.com/category/nation/2021/02/23/standard-global-travel-rules-needed-to-reassure-travellers-revive-tourism/
https://www.emerald.com/insight/search?q=Aadam%20T.%20Aris
https://www.emerald.com/insight/search?q=Wahidu%20Zzaman
https://www.emerald.com/insight/search?q=Tajul%20A.%20%20Yang
https://www.emerald.com/insight/search?q=K.V.%20Harivaindaran
https://www.emerald.com/insight/publication/issn/1759-0833
https://www.psychologicalscience.org/news/releases/knowledgeable-consumers-are-more-likely-to-buy-when-given-fewer-options.html
https://www.psychologicalscience.org/news/releases/knowledgeable-consumers-are-more-likely-to-buy-when-given-fewer-options.html
https://japantoday.com/category/features/lifestyle/halal-products-draw-more-muslim-tourists-to-japan
https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/reimagining-the-9-trillion-tourism-economy-what-will-it-take
https://www.mckinsey.com/industries/travel-logistics-and-infrastructure/our-insights/reimagining-the-9-trillion-tourism-economy-what-will-it-take
https://www.cs.umd.edu/~golbeck/pubs/Dubois,%20Golbeck,%20Srinivasan%20-%202011%20-%20Predicting%20Trust%20and%20Distrust%20in%20Social%20Networks.pdf
https://www.cs.umd.edu/~golbeck/pubs/Dubois,%20Golbeck,%20Srinivasan%20-%202011%20-%20Predicting%20Trust%20and%20Distrust%20in%20Social%20Networks.pdf
https://doi.org/10.1080/13683500.2020.1777951
https://aboutislamver2.aboutislam.net/counseling/ask-the-scholar/food-slaughter/food-containing-e-number-additives-halal/
https://aboutislamver2.aboutislam.net/counseling/ask-the-scholar/food-slaughter/food-containing-e-number-additives-halal/
http://www.shibbo.ethz.ch/CDstore/www2004/docs/1p403.pdf


 

 

76                                                            Journal of International Business, Economics and Entrepreneurship 

                                                                                                            e-ISSN :2550-1429 Volume 6, (1) June 2021 
 

Gyulavari, T. & Dornyei, K.R. (2012). Antecedents of loyalty for food products – investigating the effects of 

subjective constructs. Journal of Economics and Business Research. 2, 43-58. 

Halal Navi. (2017). 10 Muslim Friendly Street Foods You Should Not Miss in Japan. Retrieved from 

https://blog.halal-navi.com/en/10-muslim-friendly-street-food-not-miss-japan/ 

Halal-friendly not recognized in Shariah; MJCHT. (2015). Retrieved from https://www.vocfm.co.za/halal-

friendly-not-recognised-in-shariah-mjcht/ 

Hariani, D. (2017). Halal Japanese culinary as attraction for Muslim travelers to visit Japan. Paper presented at 

the International Conference on Tourism, Gastronomy, and Tourist Destination, Jakarta, Indonesia. 

Retrieved from 

https://www.researchgate.net/publication/312865468_Halal_Japanese_Culinary_as_Attraction_for_Mu

slim_Travellers_to_Visit_Japan 

Hassan, S.H. (2011). Managing conflicting values in functional food consumption: the Malaysian experience. 

British Food Journal. 113(8), 1045-1059. 

Husain, O. (2018). Halal travel expected to shoot up to US$300B by 2026, with millennials leading the way. 

Retrieved from https://ecommerceiq.asia/halal-travel-industry-millennials/ 

Islam in Malaysia. (2019). Retrieved from https://itc.gov.my/tourists/discover-the-muslim-friendly-

malaysia/islam-in-malaysia/ 

Kamali, M.H. (2012). Tourism and the Halal industry: a global shariah perspective. Islamic and Civilsational 

Renewal. 3(3). 

Kamaruddin, A. R., & Kamaruddin, K. (2009). Malay culture and consumer decision making styles: an 

investigation on religious and ethnic dimensions. Jurnal Kemanusiaan. 14, 37-50. 

Kamarulzaman, Y., Veeck, A., Mumuni, A.G., Luqmani, M. & Quraeshi, Z.A. (2015). Religion, markets, and 

digital media: seeking Halal food in the US, Journal of Macromarketing.36(4), 400-411. 

Kessler, K. (2015. Theoreticalizing mosque tourism: a central feature of Islamic and religious tourism. 

International Journal of Religious Tourism and Pilgrimage. 2(3), 11-32. 

Khanam, S. (2017). Why you should travel, according to Islam. Retrieved from 

https://www.havehalalwilltravel.com/why-you-should-travel-islam 

Kojima, H. (2014). Halal food consumption among Muslim immigrants in Tokyo, Seoul, and Taipei: a 

comparative analysis of correlates. Paper presented at XVlll ISA World Congress of Sociology, 

Yokohama,Japan.Retrieved from 

https://www.researchgate.net/publication/268090936_Halal_Food_Consumption_Among_Muslim_Im

migrants_in_Tokyo_Seoul_and_Taipei_A_Comparative_Analysis_of_Correlates 

Li. K.S. (2021). Malaysia is considering Covid-19 immunity passport to revive travel. Retrieved from 

https://www.theedgemarkets.com/article/malaysia-considering-covid19-immunity-passport-revive-

travel 

Limpanitgul, T (2009). Methodological consideration in a quantitative study examining the relationship between 

job attitudes and citizenship behaviors. 18th EDAMBA Summer Academy, Soreze, France. July 2009. 

Retrieved from http://www.edamba.eu/userfiles/file/ Limpanitgul %20Thanawut.pdf 

Mahdzar, M., Raznan, A.M.S., Jasmin, N.A. & Aziz, N.A.A. (2020). Exploring relationships between experience 

economy and satisfaction of visitors in rural tourism destinations. Journal of International Business, 

Economics, and Entrepreneurship. 5(1), 69-75. 

Matiza, T. (2020). Post-COVID-19 crisis travel behaviour: towards mitigating the effects of perceived risk. 

Journal of Tourism Futures. doi:10.1108/jtf-04-2020-0063  

McKinsey Japan and Travel, Transport, and Logistics Practice. (2016). The future of Japan: Path for sustainable 

growth towards 2020. Retrieved from 

https://www.mckinsey.com/~/media/mckinsey/industries/travel%20transport%20and%20logistics/our

%20insights/can%20inbound%20tourism%20fuel%20japans%20economic%20growth/the%20future%

20of%20japans%20tourism%20full%20report.ashx  

McKnight, D.H. & Chervany, N.L. (2001). Trust and distrust definitions: one bite at a time. Retrieved from 

https://www.msu.edu/~mcknig26/Trust%20and%20Distrust%20Definitions.pdf 

Mohamed, Z., Shamsudin, M.N. & Rezai, G. (2013). The effect of possessing information about Halal logo on 

consumer confidence in Malaysia. Journal of International Food & Agribusiness. 25(1), 73-86. 

Mokhlis, S. (2010). Religious contrasts in consumer shopping styles: a factor analytic comparison. Journal of 

Business Studies Quarterly. 2(1), 52-64. 

Now that the Covid-19 vaccines are here, is the worst over for the battered tourism industry? (2021). Retrieved 

from https://www.theedgemarkets.com/article/now-covid19-vaccines-are-here-worst-over-battered-

tourism-industry 

https://blog.halal-navi.com/en/10-muslim-friendly-street-food-not-miss-japan/
https://www.vocfm.co.za/halal-friendly-not-recognised-in-shariah-mjcht/
https://www.vocfm.co.za/halal-friendly-not-recognised-in-shariah-mjcht/
https://www.researchgate.net/publication/312865468_Halal_Japanese_Culinary_as_Attraction_for_Muslim_Travellers_to_Visit_Japan
https://www.researchgate.net/publication/312865468_Halal_Japanese_Culinary_as_Attraction_for_Muslim_Travellers_to_Visit_Japan
https://itc.gov.my/tourists/discover-the-muslim-friendly-malaysia/islam-in-malaysia/
https://itc.gov.my/tourists/discover-the-muslim-friendly-malaysia/islam-in-malaysia/
https://www.havehalalwilltravel.com/why-you-should-travel-islam
https://www.researchgate.net/publication/268090936_Halal_Food_Consumption_Among_Muslim_Immigrants_in_Tokyo_Seoul_and_Taipei_A_Comparative_Analysis_of_Correlates
https://www.researchgate.net/publication/268090936_Halal_Food_Consumption_Among_Muslim_Immigrants_in_Tokyo_Seoul_and_Taipei_A_Comparative_Analysis_of_Correlates
https://www.mckinsey.com/~/media/mckinsey/industries/travel%20transport%20and%20logistics/our%20insights/can%20inbound%20tourism%20fuel%20japans%20economic%20growth/the%20future%20of%20japans%20tourism%20full%20report.ashx
https://www.mckinsey.com/~/media/mckinsey/industries/travel%20transport%20and%20logistics/our%20insights/can%20inbound%20tourism%20fuel%20japans%20economic%20growth/the%20future%20of%20japans%20tourism%20full%20report.ashx
https://www.mckinsey.com/~/media/mckinsey/industries/travel%20transport%20and%20logistics/our%20insights/can%20inbound%20tourism%20fuel%20japans%20economic%20growth/the%20future%20of%20japans%20tourism%20full%20report.ashx


 

 

77                                                            Journal of International Business, Economics and Entrepreneurship 

                                                                                                            e-ISSN :2550-1429 Volume 6, (1) June 2021 
 

O’Fallon, M.J., Gursoy, D., and Swanger, N. (2007). To buy or not to buy: impact of labelling on purchasing 

intentions of genetically modified foods. International Journal of Hospitality Management. 26(1), 117-

130. 

Ou, C. X. J., & Sia, C. L. (2010). Consumer trust and distrust: An issue of website design. The International 

Journal of Human-Computer Studies, 68(12), 913–934. 

Qu, K. (2017). The impact of experience on satisfaction and revisit intention in theme parks: An application of 

the experience economy. Graduate Theses and Dissertations. 15609 

Ragavan, N.A. (2021). Electronic vaccine passports may just be what the tourism sector needs. Retrieved from 

https://www.nst.com.my/opinion/columnists/2021/03/671373/electronic-vaccine-passports-may-just-

be-what-tourism-sector-needs 

Ryu, K., & Jang, S. (Shawn). (2006). Intention to experience local cuisine in a travel destination: the modified 

Theory of Reasoned Action. Journal of Hospitality & Tourism Research. 30(4), 507–

516. doi:10.1177/1096348006287163  

Sherwani, M, Ali, A., Ali, A., Hussain, S. & Zadran, H.G. (2018). Determinants of Muslim consumers' Halal meat 

consumption; applying and extending the Theory of planned behavior. Journal of Food Products 

Marketing. 24(8), 960-981. 

Survey: Malaysians are #1 fans of their food, but the rest of the world don't like it as much. (2019). Retrieved 

https://says.com/my/news/survey-malaysians-are-1-fans-of-their-food-but-not-the-rest-of-the-world 

Topcu, U.V. & Kaplan, M, (2015). Willingness to buy foreign product in relation to ethnocentric tendencies and 

worldminded attitudes of consumers. Procedia – Social and Behavioral Sciences. 207, 157-164. 

Tourism and Covid-19 – Unprecedented economic impacts. (2020). Retrieved from 

https://www.unwto.org/tourism-and-covid-19-unprecedented-economic-impacts 

Tunku Ahamad, T.B. & Nordin, M.S. (2014). University students' subjective knowledge of green computing and 

pro-environmental behavior. International Education Studies. 7(2), 64-74. 

Verbeke, W. (2008). Impact of communication on consumers' food choices. Proceedings of the Nutrition Society. 

67, 281-288. 

Verbeke, W., Rutsaert, P. Bonne, K. & Vermier, I. (2013). Credence quality coordination and consumers' 

willingness-to-pay for certified Halal labelled meat. Meat Science. 95(4), 790-797. 

Wan Ahmad, W.A. (2010a). When harm can become Halal? Retrieved from http://www.ikim.gov.my/new-

wp/index.php/2010/12/07/when-haram-can-become-halal/ 

Wan Ahmad, W.A. (2010b). Be guided by the natural senses. http://www.ikim.gov.my/new-

wp/index.php/2010/12/14/be-guided-by-the-natural-senses/ 

Wan Ahmad, W.A. (2010c). Opinion:  When harm can become Halal – part II. Retrieved from 

http://halalrc.blogspot.com/2010/ 

Wee, M., Ahmad, N.H., Sadik, M.Z., Abd Razak, N. & Marmaya, N.H. (2019). Coaching millennial entrepreneurs 

in the tourism industry: a glimpse of political skill. Journal of International Business, Economics, and 

Entrepreneurship. 4(2), 1-7. 

Yamaguchi, H.K. (2019). The potential and challenge of Halal foods in Japan. Journal of Asian Rural Studies. 

3(1), 1-16. 

YouGov- global cuisine survey. (2018). Retrieved from https://says.com/my/news/survey-malaysians-are-1-fans-

of-their-food-but-not-the-rest-of-the-world 

Yun, Z., Verma, S., Pysarchik, D.T., Yu, J. & Chowdhury, S. (2008). Cultural influences on new product adoption 

of affluent consumers in India. The International Review of Retail, Distribution & Consumer Research. 

18(2), 203-20. 

Yusof, SM & Shutto, N. (2014). The development of Halal food market in Japan; an exploratory study. Procedia 

– Social and Behavioral Sciences. 121,253-261 

 

 

https://www.nst.com.my/opinion/columnists/2021/03/671373/electronic-vaccine-passports-may-just-be-what-tourism-sector-needs
https://www.nst.com.my/opinion/columnists/2021/03/671373/electronic-vaccine-passports-may-just-be-what-tourism-sector-needs
https://says.com/my/news/survey-malaysians-are-1-fans-of-their-food-but-not-the-rest-of-the-world
http://halalrc.blogspot.com/2010/
https://says.com/my/news/survey-malaysians-are-1-fans-of-their-food-but-not-the-rest-of-the-world
https://says.com/my/news/survey-malaysians-are-1-fans-of-their-food-but-not-the-rest-of-the-world

