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Abstract

The authors develop a conceptual model of consumer- based brand equity for the Shariah -compliant tourism from the international Muslim tourist
perspective in Malzyziz. This model might aid concerned uzers to understand and measure the Shariah-compliant brand image and equity developed in
the Muslim customers’ mind regarding quality from lslamic perspective, Islamic brand identity and personality, haram - halal, Makhru, and devotion to
God. Fundamentally it is Islamic value based brand image and equity development concept which is different from a platform of building image and
equity from the contemporary ethical marketing. Positive customer-based brand equity entices consumers to buy products or service and the vice versa.
Shariah- compliant brand imazge is a different set of dimensions like brand equity as supported by Shariah -law, whereas in the conventional brand
knowledge, favorableness is considered 2s an important dimension; that is, only brand image 3= 3 main slement of knowledge is conceptualizad in this
model becauze lzlam does not priotize personal favorableness violating Shariah law. Different media channels (Traditional channel- based and Modern

channel - based integrated Marketing communication) injecting Shariah - complaint message of tourism into International Muslim tourists based on

Sharizh- compliant teurism wreste Sharizh -complaint consumer- based brand equity. Instrumsnts agp = for messuring customer-based brand

equity are implied and, possible future research is discussed as well. (§) 2017 American Scentific Publishers. All rights reserved.

Author keywords

8rand squity | Brand imags | Intagrated marksting communication | Islamic country image | Malaysia | Sharizh- Compliant tourism

ISSN: 19356612
Source Type: Joumnal
Criginal language: Englizh

DOI: 10.1166/2sl. 2017.9925
Document Type: Article
Publisher: American Scientific Fublizhers

References (110}

iew in search results format »

Al Export (o Print [ E-mai 5 ibliography

Wigw all 110 referances
1 (2015)
(zcoessed July, 2016)
www.samit.com

2 [(2018)
(acoessed July, 2016)
www AiZa.com

~ View references (110}

Metrics @

O¢ % Ciaticns in Scopus

0 - Fisléweighiad Citstion

Impact

Plum Metrics v
"I" Uszge, Capturss, Mardians,

Saocial Media and Crations

[Fopee[orom™

Cited by 0 documents

Inform me when this document is cited in
Scopus:

St citation abart > | | Sat citation faed »

Related documents
Halal tourizm: Concepts, practises, challenges
and future

Battour, M. , Ismail, M.N_
(2016) Tourism Management Perspectives

Jslarmic tsurism hub
Yaakop, AY. , Ismail, S.A., Mahadi, M.
{2016) Social Sciences (Pakista

Islamic tourism in India and Pakistan:
Opportunities and challenges

Hag, F., Medhekar, A

{2014) Emerging Research on Islamic
Marketing and Tourism in the Global
Economy

view all related documents based on
references

Find more related documents in Scopus based
on:

Authors ) Keywords >



