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Abstract: Development of Halal Tourism in Indonesia is the focus of the Indonesian government and MSMEs have an 

important role in supporting the development of halal tourism in Indonesia. This study aims to examine the relation-

ship between marketing communication and Islamic financial literacy on Islamic financial inclusion and MSMEs per-

formance in the halal tourism sector. A covariance-based SEM technique utilizing LISREL software was used to ana-

lyze the data from this investigation. Non-probability sampling was employed to collect the data, and the sample 

consists of 152 halal tourism entrepreneurs. We find that positive and significant association between Islamic financial 

inclusion and business performance. We also find that there are a positive and significant association between Islamic 

Financial Literacy and Islamic Financial Inclusion. Marketing communication and Islamic financial inlcuon a positive 

relationship but insignificant. This studi implies that to establish a halal tourist ecosystem for long-term development 

in Indonesia, commercial actors must lend their full support. This study demonstrates that they can thrive when 

MSMEs in the halal tourist ecosystem are backed by Islamic banking and Islamic rural banks. As a result, a more 

accommodating approach from Islamic banking is required to provide access to halal finance for business actors in 

Indonesia’s halal tourism ecosystem.  
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1. Introduction 

Tourism is one of the leading wheels of a country’s economy; several countries rely only on tourism to fuel their econ-

omy. Andora is one of the few countries where tourism is the principal source of state revenue, accounting for 80 percent 

of the country’s GDP (Gross Domestic Product). Not only do countries like Andora lack superior resources except in 

the tourist industry, but tourism has also become a trend of economic development of countries around the world 

because it has a significant impact on a nation’s life. According to a World Travel and Tourism Council (WTTC) assess-

ment on the global economic effects of traveling and tourism activities, the tourism and travel sector generated 3% of 

total global GDP in 2015. In 2019, this contribution increased to 10.3 percent of the total global GDP. The absorption of 

labor is the direct influence of tourism and traveling activities on GDP. In 2015, the number of workers directly absorbed 

(direct contribution) by the tourism and travel sector was 107.8 million (3.6 percent of the total workforce). In the mean-

time, the actual contribution (indirect impact) on employment reached 283.6 million (9.5 percent of the entire work-

force). While the amount of labor absorbed in 2019 gained 330 million workers, or 10.4 percent of total employment [ 1 

]. During the Covid-19 pandemic, employment from the tour and travel sector increased from 271.3 million in 2020 to 

289.5 million in 2021 [ 2 ].  

The development of GDP and employment impacts the survival of the tourist and travel business. This GDP gen-

eration is due to a rise in the number of investments, with total investment in this industry reaching USD 774.6 billion 

in 2015, accounting for 4.3 percent of total global investment. It climbed by 4.5 percent in 2016, with a total investment 

value of USD 1.3 trillion. According to the survey, it is likewise dominated by vacationers (tourism). According to the 

report, overseas tourists account for 76.6 percent of all visitors. The remaining 23.4 percent, on the other hand, was due 
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to official travel or business matters. Meanwhile, overall investment in 2019 totaled USD 948 billion, accounting for 4.8 

percent of total global investment [1]. Indonesia ranks fourth in terms of the number of international tourists visiting 

the ASEAN area. The Ministry of Tourism said that 10.87 million foreign tourists visited Indonesia in 2016, exceeding 

the target of 12 million foreign tourists set for 2016. As a result, Thailand ranked first with 27 million international 

tourists, followed by Malaysia with 17.6 million. On the other hand, Singapore ranked third, with 12 million foreign 

visitors in that month. Meanwhile, foreign tourist arrivals in 2019 totaled 16.11 million, a 1.88 percent raise over the 

previous year [3].  

They perceive the attractive function of tourism in boosting a country’s economy and the competitiveness of Indo-

nesian tourism, which is still inferior to neighboring countries as a foreign tourist destination. As a result, through the 

Ministry of Tourism and Creative Industries, the Indonesian government conducts numerous efforts to enhance na-

tional tourism to expect many foreign tourists to visit. In addition, domestic tourists may also call, boosting the economy 

of the selected tourist destination. This national tourist development comprises enhancing facilities, increasing the pro-

motion budget, and building infrastructure to host international events. Furthermore, in addition to expanding existing 

tourism, the government prioritizes halal or sharia tourism. The goal is to attract more tourists from Muslim-majority 

countries. 

According to Mardianto et al. [4], Halal tourism has recently received a lot of attention. Halal tourism is defined 

as tourism that complies with all criteria of Islamic law drawn from the Al-Qur’an and As-Sunah as guidelines. Halal 

tourism is a tourist location that has been well-planned and chosen following Sharia principles, as the atmosphere in 

this tourism environment is free of any banned contamination. Meanwhile, a halal tourist destination is a geographical 

area within one or more administrative regions that contains tourist attractions, religious and public facilities, tourism 

facilities, accessibility, and communities that are interconnected and complement the realization of a statement by the 

Sharia principle. According to Zaki et al. [5], Sharia tourism is separated into numerous components, including Islamic 

hotels, Islamic travel agents, halal restaurants, and Islamic tourism artifacts. Tourism growth has a substantial influence 

in terms of increased Original Local Government Revenue and investment in regional development. An increase in 

money from the tourism sector provides locals more power in their lives since it opens them to more work alternatives. 

This strategy benefits investors because the government has made it easier to open new business opportunities in the 

tourism sector [5]. 

Halal tourism becomes a distinct trend for a country since the amount of foreign exchange it can bring in for the 

country is significant. This is attributable to an increase in the number of Muslim tourists worldwide. According to the 

Global Muslim Travel Index (GMTI), the number of Muslim travelers increased to 121 million in 2016 and is expected 

to expand to 156 million in 2020 (assuming no Covid-19 epidemic), with a total expenditure of USD 220 billion and 

expected to reach USD 300 billion in 2026 [6]. To capture the hearts of potential visitors and persuade them to visit a 

place, a systematic and measurable effort is required, with the support of all stakeholders. The Indonesian government 

is working hard to compete worldwide in attracting foreign tourists by developing a sustainable halal tourism ecosys-

tem. 

The development of the Halal tourist ecosystem in Indonesia employs a Penta helix strategy, with five factors 

intended to promote the growth and development of halal tourism in Indonesia. In Halal tourism, the five elements are 

the government, media, academics, communities, and commercial actors. The Global Muslim Travel Index (GMTI) rec-

ognized Indonesia with the “World Best Halal Travel Destination” award in 2019 for the hard work of all these factors 

in the growth of halal tourism in Indonesia [7]. Tourist object managers, transport or ticketing businesses, hotels, res-

taurants, gift stores, or goods are essential components of the halal tourism development ecosystem. However, despite 

its importance in absorbing labor and investment, the tourism industry, a sub-sector of the creative economy, has gotten 

less attention from the banking industry, particularly Islamic banking. In 2017, only 6% of tourism sector actors used 

financial institutions, while 94% of tourism sector company actors continued to rely on private finance [8].  

Camara and Tuesta [9] say that financial inclusion is very important in creating a country's economic growth be-

cause every individual has the opportunity to access financial institutions. Abubakar [10] adds that MSME development 

without the support of financial institutions will be difficult to realize. Badulescu et al. [11] have studied the potential 

of banking financing to boost rural tourism. Because of a drop in agricultural real income, a lack of genuine economic 

alternatives, and demographic difficulties Small local companies that valorize natural, cultural, and anthropological 

resources could contribute to rural sustainable development. However, the majority of them require financial assistance 

from private creditors (banks).  

With the engagement of Islamic banking in the tourism industry, halal business is predicted to promote growth in 

the sector and boost its market share and Islamic banking market share in Indonesia. To date, Islamic banking has only 
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had a 6.1 percent market share. It is hoped that the penetration of this industry will boost the market share of Islamic 

banking and the incorporation of Islamic financing in the tourism sector. The performance of MSMEs in the tourism 

sector is arguably still low if the guidelines for their contribution to GDP have only reached 4.80 percent in 2019. How-

ever, there is a positive trend, namely an increase from the previous year, although in previous years the contribution 

was lower than in 2019. In 2015 the contribution of the tourism sector to Indonesia's GDP reached 4.25 percent, then in 

2016 it decreased to 4.13 percent and in 2017 it decreased again to 4.11 pecent. Although in 2018 it increased to 5.25 

percent. Kemudian pada tahun kontribusi terhadap PDB mencapai 4.7 persen pada tahun 2019, kemudian pada tahun 

2020 turun menjadi 4.05 persen [12]. Employment of MSMEs in halal tourism is also low when compared to other sec-

tors. In 2018, the tourism sector was only able to absorb a workforce of 12.7 million workers.The Covid-19 pandemic in 

2020 made the tourism sector suffer the biggest losses compared to other sectors in Indonesia. In a difficult situation 

like this, the financial sector has a crucial role in helping to restore the tourism sector in Indonesia, including Islamic 

banking. Therefore it is important for both individuals and MSMEs to increase financial inclusion.  

Several studies highlight that the determinants of Islamic financial inclusion are financial literacy [13,14,15]. Selain 

financial literasi, marketing communication juga menjadi elemen penting dalam mempromosikan produk-produk keu-

angan Islam kepada calon nasabah potensial [15, 16]. Ignorance of potential customers about the existence of Islamic 

financial products has resulted in little access to Islamic finance by entrepreneurs in the tourism sector in Indonesia. 

This study aims to investigate the role of marketing communication and Islamic financial literacy in creating financial 

inclusion for entrepreneurs in the halal tourism sector in Indonesia. This research will also investigate the role of Islamic 

banking in boosting MSMEs in the halal tourism sector in Indonesia.   

This research is an initial effort to explore the development of halal tourism from the supply side. Investigating 

the role of Islamic financial institutions in developing MSMEs in the tourism sector has never been carried out by pre-

vious researchers and this is the novelty of this research. The author finds that studies on halal tourism are still domi-

nated by the demand side, as was done by [17] and [18]. Several additional scholars, like [19, 20, 21, 22, 23 and 24], focus 

on the notion of halal tourism and the key difficulties associated with its development.  

The findings of this study are likely to contribute to the growth of halal tourism in Indonesia and development of 

MSMEs in the Indonesian halal tourism ecosystem.  Furthermore, this research is expected to be able to help achieve 

the master plan of the Indonesian Islamic economy by examining the factors that influence the acceptance of Islamic 

Banks in halal tourism SMEs.  

 

2. Literature Review 

2.1. Halal Tourism Concept  

Halal tourism is a novel approach to meeting the travel needs of Muslim travelers . Most Indonesians, however, 

misunderstand the concept of halal tourism because it is confused with religious tourism, even though the two are 

distinct [25]. According to Muhammad Munir Chaudry, head of the Islamic Nutrition Council of America, halal tourism 

is a novel concept. This is not religious tourism in the same way that Umrah and Hajj are. Instead, halal tourism is 

tourism that provides vacations and vacation styles that are tailored to the needs and desires of Muslim guests. In this 

scenario, the hotel can assist the Muslim guest with Islamic compliance, such as no alcohol at the hotel [26]. There are 

numerous words used to describe halal tourism, such as Islamic tourism [27, 28, 24], Halal tourism [27,23, 21,22]. Halal 

tourism refers to the traveling activities of Muslims who are migrating from one location to another or who are residing 

in a location other than their regular residence for less than a year and engaging in activities with Islamic objectives. It 

should be mentioned that Islamic activities must adhere to universally accepted Islamic norms, i.e., halal [18]. Halal 

tourism refers to any activities related to tourism that must suit the needs of a Muslim traveler, such as the availability 

of places of worship, kosher food, or food that is classified as Muslim friendly [19, 20, 29]. Nonetheless, academics’ use 

of halal tourism or Muslim-friendly terminology is still contested and contradictory. As a result, standardization is 

required to use the same terms [30]. The Indonesian government defines halal tourism as an activity supported by a 

wide range of facilities and services supplied by communities, businesses, the government, and local governments that 

adhere to Sharia law [19].  

The Ministry of Tourism and the Creative Economy uses the Penta helix concept as a halal tourism ecosystem in 

establishing the notion of halal tourism. This halal tourism ecosystem is predicted to hasten national tourism develop-

ment, as seen by increasing the number of tourists visiting Indonesia. The Penta Helix concept evolved from the Triple 
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Helix concept proposed by Etzkowitz and Leydesdorff [31] , including government, academia, and businesses. Their 

essay stressed the importance of collaboration among government, academic, and corporate actors in creating and de-

veloping innovations on a national and regional scale.  

Arif Yahya, Indonesia’s Minister of Tourism, announced the Penta Helix plan for tourism growth. The Republic of 

Indonesia’s Minister of Tourism Regulation (Permen) No. 14 of 2016 on Guidelines for Sustainable Tourism Destina-

tions. The regulation aims to develop orchestrations to ensure the quality of activities, facilities, and services and gen-

erate experiences and value for tourism benefits. The law also aims to give advantages and benefits to society and the 

environment. As a result, it is critical to promote the tourist system by maximizing business, government, community, 

academic, and media ( BGCAM ). Arif Yahya underlined that promoting Indonesian tourism is the responsibility of all 

stakeholders in the tourism ecosystem, not only the government [32].  

According to the Penta Helix concept, the government is responsible for tourism infrastructure such as developing 

roads and airports as access to a tourism location via a GI rating. Furthermore, the government serves as a regulator 

and a facilitator for all stakeholders. Universities serve as drafters, putting together the findings of field studies and 

applied research to help accelerate the development of halal tourism. The research university will be given to the gov-

ernment in order for it to design policies and offer business persons opportunities to grow their businesses. Business 

actors, as the third component of the halal tourist ecosystem, are at the heart of tourism activities. They provide tourist 

facilities by constructing a tourist-friendly region with Muslim passengers as a halal package, halal accommodation, 

halal food and beverage, and halal financial airport service [20]. Many people work in the halal tourism industry, in-

cluding providers of tourist attractions, hotels, restaurants, travel, transportation, and other supporting businesses like 

gift shops and products. Meanwhile, community is the fourth component of the Penta helix. The community acts as a 

catalyst for the growth of halal tourism. They can mobilize their community to travel, resulting in a congested tourist 

area, which is critical in the development of halal tourism [18]. The final Penta helix is mass media, which accelerates 

the development of halal tourism in Indonesia.   

 

2.2. Financial Literacy and Marketing Communication 

Increasing the Islamic financial Literacy of business actors is one strategy to improve financial inclusion in the 

MSMEs sector. Financial Literacy is defined as the awareness, information, skills, attitude, and behavior required to 

make wise financial decisions and attain individual financial well-being [33]. The Indonesian Financial Services Author-

ity (OJK) has developed an Islamic financial literacy strategy that focuses on target groups such as students, college 

students, communities, and business actors [34]. The goal of enhancing financial Literacy is to understand Islamic fi-

nance and, of course, to be able to handle finances. Someone who is well-versed in financial Literacy is more likely to 

successfully manage their funds [35]  and to make sensible financial judgments [36, 37]. According to Abubakar [10], 

business actors that understand financial Literacy are more likely to successfully run their enterprises. Furthermore, 

multiple research have found a favorable and significant association between financial Literacy and financial inclusion 

[13, 38,39,40].  

In addition to financial Literacy, Islamic financial inclusion in business actors can be caused by Islamic banking 

marketing communication. Marketing communication in Islamic banking can be defined by researchers as how Islamic 

banks communicate with their customers and potential customers to convey their corporate values, update information 

about the bank and products, and share their advantages or objectives through various communication channels [16]. 

The goal of marketing communication is to persuade potential customers to make financial purchases. They will create 

financial inclusion through financial transactions [15]. Advertising through various media such as billboards, television, 

banners, and social media is one form of marketing communication that Islamic banking can engage in. Advertisement 

in the financial services industry delivers essential information about products and services [16]. Relationship market-

ing is another type of marketing communication that Islamic banking might use.  

Relationship marketing in the banking industry is defined as operations carried out by the bank to interact, com-

municate with, and retain more profitable or high net-worth customers [41]. It is envisaged that through implementing 

relationship marketing, marketing services will be able to persuade potential clients to undertake transactions with 

Islamic banks by delivering superior personal services [42,43]. Eldeep et al. [44] add that marketing communications 

focused on four components: first, developing a comprehensive advertising campaign to promote bank credibility, rep-

utation, and image to MSMEs; second, developing a comprehensive advertising campaign to promote bank credibility, 

reputation, and image to MSMEs; and third, developing a comprehensive advertising campaign to promote bank 
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credibility, reputation, and image to MSMEs. Second, encourage the introduction of new items and the modification of 

existing ones. The third entails ongoing public relations, regular interviews, and media events to keep MSMEs informed 

about bank activity. Employee skills and organizational knowledge were finally being scaled up.  

 

2.3. Islamic Financial Inclusion and Business Performance 

Islamic Banking and Islamic rural banking, as halal finance, play an important part in the development of the 

Islamic economy. The presence of Islamic banking and Islamic rural banks is intended to make the greatest possible 

contribution to the real sector. Islamic banking and Islamic rural banks can play this function by providing finance to 

business players as well as other services such as deposits, transfers, online banking, and mobile banking to help enter-

prises in the real sector. As a result, the incorporation of Islamic finance for business actors in the halal tourist ecosystem 

is a must. Financial inclusion is defined as “the process of ensuring vulnerable groups, such as weaker parts and low-

income groups, access to financial services and timely and enough credit where needed at an affordable cost” [45].  The 

researcher can assess financial inclusion by examining access and impediments [9]. Access to Islamic banking for busi-

nesses is still being actively pursued by all stakeholders. However, due to the lack of accessibility in Indonesia, the 

Islamic banking and regulatory industries remain underdeveloped. The provinces of Jakarta have the highest level of 

inclusion, while the provinces of East Nusa Tenggara have the lowest [46]. In general, public access to banking is limited, 

with Indonesia ranking 75th out of 137 countries [9].  

Because it is difficult to develop without financial inclusion, business actors’ access to formal financial institutions 

is likely to have an impact on their business development [10]. Financial inclusion can also increase the performance of 

businesses, according to empirical evidence [39,40,47,48]. The World Bank also urges every nation with a low degree of 

accessibility to develop financial inclusion for low-income people and Micro, Small, and Medium Enterprises (MSME) 

under the program Financial Inclusion Support Framework (FISF) (MSMEs). Through Minister of Finance Regulation 

No.22/2010 on access to finance for micro and small enterprises, the Indonesian government has also made different 

measures to ensure that business players, particularly MSMEs, can formally access financial institutions. This policy’s 

goal is to help business actors improve their business performance. One indicator of their success is the expansion of 

their firm, an increase in the number of employees, and an increase in financial and non-financial capability [49,50].  

2.4. Previous Studies and Hypothesis Development 

The authors were unable to locate any research on the function of Islamic banking in fostering business growth in 

the tourism sector, but numerous academics have undertaken similar studies. Bongomin et al. [38], for example, evalu-

ated the association between Uganda’s financial Literacy and financial inclusion. There is a positive and substantial 

association between financial Literacy and financial inclusion, according to a study including 400 samples and evaluated 

with ModGrap. Bongomin et al., [39] conducted a study involving 5000 respondents in Uganda. This study aims to 

examine the role of microfinance in increasing financial inclusion for the poor. The study was analyzed using SEM 

AMOS, where financial literacy in the poor has a positive impact on increasing financial inclusion in Uganda. Bongomin 

et al., [40] also investigate the relationship between financial literacy with financial inclusion of the poor in the rural 

area in Uganda. With the 400 respondent, they are found that there are a positif relationship.  In the context of MSMEs,  

Trianto et al., [15] investigate 198 entrepreneurs in Indonesia using the SEM Bootstrap approach found the empirical 

fact that Islamic financial literacy have a positif relationship with  Islamic financial inclusion but insignificant.  Trianto 

et al. [51] also conducted an investigation in the creative economy sector where there is a positive and significant rela-

tionship between Islamic financial literacy and Islamic financial inclusion. This study involved 62 business owners in 

the creative economy sector and analyzed using SEM GSCA. Sanistasya et al., [52] investigate the relationship between 

financial literacy and financial inclusion in Kalimantan, Indonesia. Involvep 100 MSMEs and analyze using SEM-PLS 

they found that there are positive and significant relationship for both. Thus following our hypothesis :  

 

H1 : Islamic financial literacy positive impact on Islamic financial inclusion 

 

 Marketing communication has a very vital role in promoting a product. The purpose of marketing communica-

tions is to motivate potential customers [15]. Prospective potential customers can be influenced through various appro-

priate promotional activities [53,54]. Hoque et al., [10]  added that Islamic banking must increase the intensity of its 

marketing communications so that potential customers can become customers. Empirical facts also show that it will 
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influence someone in making decisions ( Laverin and Liljander; 2006). Companies that do relationship marketing in the 

long term will be able to attract customers and retain customers [55].  Wahyuni [56] interviewed 198 people in Sura-

karta, Indonesia about purchasing Islamic banking products, and the most important aspects were product knowledge 

and social context. Meanwhile, Trianto et al. [15] discovered that marketing communication influences the inclusivity 

of Islamic finance for business actors. Based on the above explanation, following is our next hypothesis : 

 

H2 : Marketing communication positive impact on Islamic financial inclusion 

 

 Company performance can be influenced by several factors, including financial literacy and access to financial 

institutions. Trianto et al. [51] have explored the influence of Islamic banking in promoting business actors in the crea-

tive economy sector. The study’s findings indicate that the varied incorporation of Islamic finance has a favorable and 

significant impact on the growth of enterprises in the creative economy sector. According to the findings of the preced-

ing study, financial inclusion is critical to business development. What variables impact business players ready to buy 

products from formal financial institutions such as Islamic banking is no less essential. The study also found that entre-

preneurs who have good financial literacy are able to develop their businesses well. More precisely, Riwayati [ (2017) 

discovered that business actors that have access to financial institutions are more likely to succeed in their endeavors. 

The study included 90 business actors in Malang, Indonesia’s MSMEs sector, and was analyzed using Partial Least 

Squares (PLS). Sanistasya et al. (2019) discovered the same thing in Kalimantan, Indonesia where financial inclusion 

plays a critical role in the development of enterprises in the MSMEs sector. Purnomo (2018) investigate 375 small crea-

tive business in Yogjakarta, Indonesia the relationship between financial literacy and business performance. He found 

that there are positive relationship for boths.   Based on the aforementioned description, the authors offer the following 

study hypotheses : 

 

H3 : Islamic financial literacy positive impact on business performance 

H4 : Islamic financial inclusion positive impact on business performance  

 

3. Method 

3.1. Information 

This study employs peer data, including information gathered from respondents using an online questionnaire. 

The Indonesian Hotel and Restaurant Association (IHRA), the Association Tourism Halal Indonesia (PPHI), the Con-

sortium Halal We, Risen Muslim Entrepreneurs (BPM), and the Generation of Productive Muslim Entrepreneurs (BPM) 

have all sent out online questionnaires to the business community (Genpro). Therefore, this study’s sample consists of 

Indonesian entrepreneurs who support halal tourism, such as hotels and homestays, restaurants, tours and travel, trans-

portation, and souvenirs. We obtained feedback from 274 respondents who completed the online questionnaires that 

we sent. After screening, there were only 152 responders who satisfied the study’s criteria hence the sample size was 

152 MSMEs. We employed four variable delay variables and twelve indicator variables in this investigation. Financial 

Literacy, marketing communication, financial inclusion, and company performance are the four latent variables. There 

are three indicator variables for financial Literacy: awareness (X1), knowledge (X2), and skill (X3) (X3). Relationship 

marketing (X4) and advertising are two indicator variables in marketing communication (X5). Access (X 6), utilization 

(X 7), obstacles (X 8), and quality are the four indicator variables for financial inclusion (X 9 ). Finally, there are two 

indicator variables for business performance: sales growth (X1 0 ) and profit growth (X1 1 ).  

 

3.2. Empirical Model 

This research aims to examine the role of Islamic banking on the development of MSMEs in Indonesia’s halal tourist 

ecosystem. This contribution is visible in the level of Islamic financial inclusion for MSMEs, which is projected to im-

prove their business performance. Therefore, this study will investigate the relationship between financial inclusion 

and MSME business performance in Indonesia’s halal tourism environment. In addition, this study will examine the 

causality of the relationship between exogenous variables, such as financial Literacy, marketing communication, and 

financial inclusion, and endogenous variables, such as business performance. The empirical model used in this study is 

as follows : 
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3.3. Information 

This research conduct SEM for analysis method. SEM is a powerful method for estimating multiple and concurrent 

relationships involving several dependent and explanatory factors, and it allows for the inclusion of latent variables 

that cannot be measured directly but may be described as a function of other measurable variables. This brief definition 

of SEM does not do credit to the intricacy of the processes needed in building a structural equation model, but it does 

highlight SEM's distinction from statistical methodologies (Mazzocci, 2011). Hair et al., (2006) state that an appropriate 

method to examine the latent variables is use SEM Method. A single dependent variable is related to one or more inde-

pendent (explanatory) factors in linear regression, with the premise that these explanatory variables are fixed, inde-

pendent of each other, and exogenous (which means that they are determined outside the relationship).  

This study was evaluated with LISREL 8.7 software and a covariance-based Structural Equation Model (SEM) tech-

nique (CB-SEM). Several researchers [57,58] indicate that research undertaken to test theory should utilize CB-SEM, 

whereas research conducted to forecast a construct should use PLS-SEM. This study employs CB-SEM with LISREL 

software to evaluate and corroborate assumptions concerning financial inclusion, financial Literacy, marketing commu-

nication, and business success. The analyst is CB-SEM, and among the evaluations are the loading factor values for each 

construct and the Goodness of Fit (GOF) models. According to Hair et al. [58] the loading factor for each relationship 

between the latent variable and an indicator variable is 0.5, while the loading factor for the Goodness of Fit Model is as 

follows : 

 

Table I. Goodness of Fit Model Criteria 

No The goodness of Fit Model Category Criteria 

1 Chi-Square Small is better 

2 Probability > 0.05 

3 Goodness of Fit Index (GFI) > 0.90 

4 Average of Goodness of Fit Index (AGFI) Usually below of GFI 

5 Root Mean Square Errors of Approximation (RSMEA) < 0.08 

Source : Hair et al., (2006). 

 

4. Results 

4.1. Respondent Profile 

Respondents in this study were dominated by men with a total of 87 or 57.24 percent and the level of education 

was dominated by college graduates who reached 81 or 53.29 percent with an average of very productive or mature age 

of 53 people or 34.87 percent. Hotels and homestays are essential components that must exist to accommodate guests 

on vacation. Respondents who tried on the field hotel & homestay reached 29 or 19:08 percent in this survey. Meanwhile, 

respondents with a restaurant company accounted for 85 people or 55.92 percent of the total. This is the highest amount 
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among other firms. One of the key elements encouraging halal tourism is 12 or 07.89 percent of transportation, tour, 

and travel companies. In this analysis, companies involved in souvenirs accounted for 20 percent or 13.16 percent. Sou-

venirs are one of the key auxiliary goods in tourism that travellers can use as souvenirs. In Table IV, information on the 

number of workers is also shown, with the entire workforce successfully absorbed in the halal tourist ecosystem reach-

ing 713 persons, with six enterprises employing more than 20 people. Meanwhile, the number of enterprises employing 

6-20 employees reached 19 (or 12.50). Table II further demonstrates that micro-scale organizations dominate this re-

search’s respondents, accounting for 104 companies or 68.42 percent. 

  

4.2. SEM Evaluation 

4.2.1. Descriptive Statistic 

Table III shows the data from this study where the mean value of all variables is greater than three and the standard 

deviation is more significant than 0.5. In the meantime, the minimum value is 0.912, and the maximum value is 5,204. 

Table V also displays the P-value for each indicator variable’s skewness and kurtosis. These values are greater than 0.05, 

indicating that the data is regularly distributed. The data must be periodically distributed, which is one of the most 

important conditions in the CB-SEM analysis. In contrast to PLS-SEM, where data are not required to be regularly dis-

tributed[58.59]. 

 

Table II. Respondent Profile  

No Descriptions Total Percentage 

1 Gender   

 a. Male 

b. Female 

87 

65 

57.24 

42.76 

2 Education   

 a. Elementary & Junior High School 

b. Senior Hight School 

c. University 

27 

44 

81 

17.76 

28.95 

53.29 

3 Age   

 a. 20 – 29 years old 

b. 30 – 39 years old 

c. 40 – 59 years old 

d. 60 years old and above 

51 

44 

53 

4 

33.55 

28.95 

34.87 

02.63 

4 Business Type   

 a. Hotel & Home Stay 

b. Restaurant 

c. Transportation, Tour & Travel 

d. Tourism Object 

e. Souvenir Firm 

29 

85 

12 

6 

20 

19.08 

55.92 

07.89 

03.95 

13.16 

5 Business Sales Per Years   

 a. Under Rp. 300 million 

b. Rp.300 million  - Rp. 1 billion 

c. Above Rp. 1 billion 

104 

35 

13 

68.42 

23.03 

08.55 

6 Number of Employees   

 a. 1 – 5 

b. 6 – 20 

c. > 20 

127 

19 

6 

83.55 

12.50 

03.95 

Source : Authors Calculation, 2023 
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Table III. Descriptive Statistic 

Variabel Mean St.Dev Min Max 
Skewness & Curtosis 

Chi-Square P-Value 

X1 3.339 0.709 1.340 5.074 0.662 0.718 

X2 3.289 0.657 20001 5.169 0.081 0.961 

X3 3.250 0.702 1983 5.034 0.086 0.958 

X4 2,947 0.744 0.994 5.018 0.360 0.835 

X5 3.151 0.735 0.912 5.204 0.117 0.943 

X6 3.645 0.694 1.476 5.185 2,797 0.247 

X7 3.566 0.851 1.012 4.977 0.284 0.868 

X8 3.395 0.862 1.399 5.154 0.085 0.958 

X9 3.395 0.870 1.252 5.118 0.181 0.914 

X10 3,599 0.730 1.366 5.083 0.534 0.766 

X11 3.447 0.717 1.414 5.022 0.584 0.747 

Source : Authors Calculation, 2023 

 

 

Table IV shows the covariance matrix for each latent variable, wherein the matrix shows a positive value for the whole 

relationship. Meanwhile the loading factor values are shown in Table V, which all have a loading factor value greater 

than 0.5. Table VI also shows the Cronbach alpha value’s reliability, with a composite Cronbach alpha value of 9.26, 

indicating that it is dependable with an explained variance of 41,197 – 46,912. Whereas, the goodness of fit models can 

be seen in Table VII. In the first evaluation, not all criteria were met, so it was necessary to modify the model. After 

adjusting the model, Table VII shows that all the requirements for the goodness of fit model have met the model’s 

feasibility test standard.  

 

Table IV. Covariance Matrix Among Laten Variables 

Variables Financial Inclusion Business Performan Financial Literacy Marketing Comm 

Financial Inclusion 1.00    

Business Perform 0.90 1.00   

Financial Literacy 0.78 0.78 1.00  

Marketing Comm 0.64 0.63 0.79 1.00 

Source : Authors Calculation, 2023 

 

Table V. Loading Factor and Cronbach Alpha 

Variables Loading Factor Cronbach Alpha Composite Alpha Variance Explained 

X1 0.50 0.926  46.430 

X2 0.66 0.919  44.906 

X3 0.52 0.921  45.070 

X4 0.50 0.927  46.912 

X5 0.65 0.922 9.26 45.127 

X6 0.60 0.928  47.209 

X7 0.70 0.917  42.490 

X8 0.53 0.924  44.197 

X9 0.54 0.915  41.992 

X10 0.73 0.917  43.834 

X11 0.64 0.921  44.877 

Source : Authors Calculation, 2023 
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Table VI. Goodness of Fit Statistic Evaluation 

Categoty Criteria Result Remarks 

Chi-Square Small is better 56.42 FIT 

Profitabiliy >0.05 0.01 Marginal FIT 

GFI >0.90 0.94 FIT 

AGFI Below GFI 0.88 FIT 

RSMEA <0.08 0.06 FIT 

Source : Authors Calculation, 2023 

 

4.2.2. Correlation Matrix of Laten Variables 

Table VIII depicts the association between latent factors, with all latent variables having a positive relationship and 

a correlation value of 0.7 8 for the relationship between financial literacy and marketing communication. While the 

association between financial literacy variables and financial inclusion is 0.78, the relationship between financial literacy 

variables and company performance is 0.77. The association between marketing communication and financial inclusion 

is 0.62, and the link between marketing communication and business performance is 0.70. Financial inclusion and busi-

ness performance have a 0.90 link. 

 

Table VIII. Correaltions Matrix Among Laten Variables 

Variables Financial Inclusion Business Performan Financial Literacy Marketing Comm 

Financial Inclusion 1.00    

Business Perform 0.90 1.00   

Financial Literacy 0.78 0.78 1.00  

Marketing Comm 0.64 0.63 0.79 1.00 

Source : Authors Calculation, 2023 

 

4.2.3. Structural Model evaluation 

Table IX displays the structural model findings so that you can see the effect of each variable. Table IX demonstrates 

a positive and substantial link between financial literacy and financial inclusion variables. As a result, we accept H1. 

Meanwhile, marketing communication has a beneficial but non-significant impact on financial inclusion. According to 

estimate 0.06, and hence on the beginning of H2. With a coefficient of 0. 21, variable financial Literacy has a positive but 

non-significant effect on variable business success, and we reject H3. The following relationship is a positive and signif-

icant between financial inclusion and business performance. H4 was also acceptable. 

 

Table IX. Structural Model 

Relationships 
Path Coefficients 

Estimate SE CR 

Marketing Communication on Financial Inclusion 0.06 0.18 0.36 

Financial Literacy on Financial Inclusion 0.73 0.19 3.83* 

Financial Literacy on Business Performance 0.21 0.11 1.90 

Financial Inclusion on Business Performance 0.73 0.13 5.67* 

CR* = Significant at 0.5 level 
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Figure 2. Structural Model Evaluation. 

5. Discussions 

Halal finance is one of the locomotives propelling Islamic finance’s genuine industry. The structural model results 

reveal that Islamic banking, has a positive and significant association with the performance of MSME in the halal tour-

ism ecosystem. This study’s findings are consistent with Trianto et al. [15, 51], Sanistasya et al. [52].  Badulescu et al. 

[14] also outlined the steps these enterprises must take to obtain financial resources from banks, namely the diversifica-

tion of income sources, the association and adherence to recognized brands, and the maintenance of a sustainable lev-

erage ratio. In addition, it was discovered that the size of the bank is unimportant, but the kind of the bank’s capital is: 

private domestic banks are more ready to finance such firms. 

This finding shows that MSMEs in Indonesia’s halal tourism ecosystem requires access to Islamic finance institu-

tions to improve and expand their operations. Furthermore, MSMEs must be educated on the importance of company 

development through financial institutions. On the other side, Islamic banking must expand its operations as halal 

finance by focusing on the MSME market, particularly MSMEs in the halal tourist ecosystem. Furthermore, due to the 

merging of three state banks, Bank Syariah Indonesia must become a locomotive committed to the development of halal 

tourism in Indonesia. This study also demonstrates a favorable and statistically significant association between financial 

literacy and financial inclusion. The outcomes of this study support earlier researchers’ conclusions [38,39,40, 13]. As a 

result, both parties must increase their Islamic financial Literacy. Sharia banking can work with the entrepreneur com-

munity in the halal tourist ecosystem to teach Islamic Financial Literacy, increasing the prospects for sharia financial 

inclusion. 

The structural model also discovered a positive but insignificant association between financial Literacy and busi-

ness success. This finding contradicts the findings with [40, 15, 13, 39, 47 and 48]. Although not considerable, this asso-

ciation has had a favorable impact on incorporating Islamic finance and improving MSME business performance in 

Indonesia’s halal tourist ecosystem. As a result, initiatives to improve Islamic financial Literacy must be pursued indef-

initely in order to have a greater impact. Improving Islamic financial Literacy can be accomplished by honing Islamic 

financial skills. Such as the notion of syirkah in building their business and enhancing their knowledge of halal financial 

products to have a stronger impact on the development of MSMEs in the Indonesian halal tourism ecosystem.  

This study also provides information that there is a positive but not significant relationship between marketing 

communication and financial inclusion. The results of this study are not in line with [43, 59, 51]. However, although not 

significant, the relationship is positive. This means that marketing communications run by Islamic banking as halal 

finance has attracted interest for MSMEs. For this reason, Islamic banking needs to improve marketing communication 

to the entrepreneur community in the halal tourism ecosystem because marketing communication is a pivotal strategy 

for banking industries. Customers are not only interested in the products offered but also in how they are offered, which 

is the most important thing in marketing communication [60]. Furthermore, [61] said that banks must carry out inte-

grated marketing communication so that prospective customers can buy the products offered. Scholars such as [53, 54] 

said that potential customers are as important as existing customers so an intense approach is needed. In Islamic 
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banking, they must carry out integrated marketing communication through various programs and inform the media 

channels they have. Meanwhile, [62] recommends that marketing communication carried out by banks emphasizes 

more on adopting personal selling.  

Therefore, to improve the performance of SMEs in halal tourism, it is necessary to pay attention to the above var-

iables. The marketing communication variable is a variable that needs attention from Islamic banking. Islamic banking 

needs to improve its marketing communication through promotion to MSMEs on halal tourism by taking a more inten-

sive approach, so that they are interested and decide to use Islamic banking services.  The decision of MSMEs to use 

services in Islamic banking will certainly make it easier for them to conduct business transactions, such as the use of 

financing, the use of e-banking, mobile banking and internet banking. MSMEs in halal tourism also need to improve 

Islamic financial literacy in order to be able to manage finances well. Thus, their business performance can also improve 

well. Financial knowledge and financial skills which are part of financial literacy seem to need special attention for 

them. Financial knowledge such as knowledge about Islamic financial products will help entrepreneurs in halal tourism 

to develop their business portfolios. Meanwhile, financial skills such as the ability to manage debt, the ability in budg-

eting will help them in maintaining the company and in developing their business. 

6. Conclusion and Recommendations 

6.1. Conclusion 

Sustainable halal tourism necessitates concerted efforts and commitment from all stakeholders, including business 

actors and the financial industry, particularly halal finance. This study demonstrates that Islamic banking, as halal fi-

nancing, has a meaningful contribution to the development of halal tourism in Indonesia. However, it is not optimal in 

terms of providing access to business actors involved in tourism for a variety of reasons. MSMEs have a significant duty 

to promote halal tourism in Indonesia as one of the components in the halal tourism ecosystem in Indonesia thus they 

should have the bravery to build their business, even more, using various financing schemes supplied by Islamic bank-

ing. Halal finance, on the other hand, such as Islamic banking, Islamic rural banks, and Islamic microfinance, must be 

made available to MSMEs in the halal tourist ecosystem. As a result, the role of Islamic finance in the development of 

MSMEs in the halal tourist ecosystem maybe even more critical. This study has limitations that this study has not in-

cluded conventional financial institution variables as control variables. The results of this study may be different if the 

existence of conventional financial institutions is included in the model. We recommend further researchers to include 

conventional financial institution variables for more comprehensive research results. 

 

6.2. Recommendations 

We recommend MSME development policies in the halal tourism sector in Indonesia. First, for Government or 

Regulator. The government can encourage Islamic financial institutions to penetrate the Halal Tourism MSME actors 

market in Indonesia. In this case, the government needs to provide rewards for Islamic financial institutions that focus 

on halal MSME actors. For example, a liquidity policy is more specific for Islamic banks with consumers who are SMEs. 

Second, for Islamic bankers. Islamic bankers should think about and implement strategies explicitly made for halal 

MSMEs because they have different socioeconomic conditions from other consumers and have their characteristics. 
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