ISSN: 2774-0390 (Online) Journal of Management Science, Sakon Nakhon Rajabhat University, 6(3), 2026

ISSN: 2774-0390 (Online)

NINITINYINTTAIANTT NWINYIRYSNUAYNNAUAT

Journal of Management Science, Sakon Nakhon Rajabhat University
Homepage: https:/s008.tci-thaijo.org/index. php JMSSNRU

e-mail: jmssnru@gmail.com

L 4 '

Yy Ty' a 4 .y '
HHNDIZDIHNFIR ANIRIFLLAYINUATTNTNYIATURSAITNIANAT
?uqsﬁ@ﬂ'ﬁwmuﬁﬂqma’m
Stakeholder perspectives on value creation and business differentiation

in halal tourism
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Abstract

This research examines the factors influencing the value proposition within the halal tourism sector, with
a specific focus on halal tourism attributes and tourism innovation. Utilizing a quantitative approach, data were
collected via structured questionnaires from 274 tourism entrepreneurs in Thailand selected through purposive
sampling. Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM) were employed to assess
the validity and reliability of the measurement model and to test the proposed hypotheses. The findings reveal
that halal tourism attributes have significant positive impact on both tourism innovation and differentiated value
creation. Additionally, tourism innovation significantly influences differentiated value creation, highlighting its crucial
mediating role in enhancing business competitiveness. The structural model demonstrated strong explanatory
power, accounting for 77.40 percent of the variance, which indicates that the proposed model effectively explains
the variance in the value proposition. These results suggest that integrating halal- compliant services fosters
transformative innovation, overcomes service constraints, enhance competitive advantage, and creates
differentiated value for tourism businesses. This study contributes to the literature by validating Resource-Based
Theory (RBT) and value creation frameworks within the halal tourism context, offering practical guidelines for
government agencies and entrepreneurs to develop sustainable, competitive, and Muslim- friendly tourism

services.
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(Structural Equation Modeling: SEM) ﬂ')‘iﬁﬂquﬁmmﬁuuﬂﬂm’l 200 fa819
1 1~ %
2. \n5asiafilaluns3de
A faftetunsasa s ediinnnd o . B A L
\Bpeilafle 19398 AT AN INN19RIATIZNITINNTIHLAZITWATETA 80299 1ADEI 197D
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5) apiauaunsiiin s nuaz A nUanede insesfleddalnsunisnsneaauaniissnsadaiionn
(content validity) 911 Eear1ey 3 A TaafAn 10C By 3eMans .67-1.00 (Rovinelli & Hambleton, 1977) uaz
: . L . : . : .
HAMANNE BT (relicbility) AMNANFNUTZANTEANT (Q) 52M319 743 — .917 BIgINIAYUN .70 (Tavakol &
Dennick, 2011)
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m'ﬁl,m'ﬁflxﬁ{mdﬂéf%ﬁﬁﬂﬁﬁL%qm'ﬁmm (descriptive statistics) Lﬁ@@%mﬂﬁﬂwmzﬁ"ﬁwm{@ﬁ@ I
AR (inferential statistics) g T T e e CE AT R M ch (Confirmatory Factor Analysis: CFA) Lazn1g
ARTIATHANTIATITN (Structural Equation Modeling: SEM) TeinanisAlasizinaeya wuan wisznaunistn
AHdA T UTaTaA A AT T ulssnanaesfisamata wazladeaundnnasnniameien
\aasnInmuATiuanang Fefaulanianuadanndaniug dupsefliedAgmieada dmsuanunsds
Tﬂ‘NN‘;N (construct validity) Thy%’um‘mﬁnﬁmimmwLﬁ'mmu%mﬁﬂu (convergent validity) WATAITNATFY
B9duun (discriminant validity) TagnanigUssifinanusannaestuanyadelasdnEnesn N o AilEin
ALY if(;LLﬂl ﬂlﬂ CMIN/df (;mizﬂﬂﬂ':;ﬁ 5 (Schumacker & Lomax, 2004), (ﬁﬁ p-value mﬂﬂﬂiﬁ .05 (Byrne, 2001)
fait TLI meesannan .80 (Hooper et al., 2008) CFl @B9xnnan .80 (Byrne, 2001) 39889A1 RMR WAz RMSEA
ABIWBEnIN .05 (Hair et dl., 2010) uaz .07 (Steiger, 2007) AHAFL wananil pﬁﬁﬂﬂ“ﬁ@;ﬁmﬁmqqmmw
vpefaudsfiqane mlnetmuaansdmingauds (Factor Loading) ABIlHNBENIT 4 (Guadagnoli & Velicer,
1988) WapNTaMIITRDLAMMITLIATsUaAIIBDiuasTasssseaEAAarIdeieiddlasiasng (CR) 7
HANNAT .7 WAEATAREANLITUTIMATARTR (AVE) finannan 5 iofudunaininaasiransfledde Gon
nanigUaziddasauluiduinimels %ﬁﬂﬁﬂ%ﬂﬁ'gaLL‘um"mmeﬂﬁmﬁmﬁmﬂﬁﬁﬁmiﬂ%uLuﬁﬂu
(modification indices) N8 TAAIHENIMAGHNAVNWAETRe LU aesfiAN U I ABRARDIT LT BYA

BelszanuuIndige LAY RBATHANTIN 1 LAY 2

! o ¢ o L
AN 1 ANRRY ﬂ’?LﬁEJ\‘iLU%N’WI‘jﬁ’WM BRZNIFIATIENANNNNUT

D GUSIRAT
ATLRNE HLA TIN VAP
NIP93IN

correlation estimates

AnsANEOENMBNTEIEIae (HLA) 419 45 1 - -
uinnasHANaNBTiEa (TIN) 4.04 55 69** 1 -
miﬁﬁmu@@méq (VAP) 4.08 53 7% T72%* 1

a

** AlpRNAYNNEDFATEAL .01
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M99 2 NFAATITAAITNATY L%ﬂiﬂ‘i\‘i ATNUAEANNUTDT

Factors ltems Factor Loading CR AVE
@mﬁﬂwmzmﬁv}mlﬁmmmﬂ (HLA) 99 79
Halal social environment (HLAT) 3 .53; .44; b6
Halal facilities (HLA2) 4 .51; .56; .62; .51
Halal food and beverages (HLA3) 4 .59; .54; .60; .69
Halal local and staff (HLA4) 3 57; .85; .73
Halal service (HLAB) 4 .52; .59; .70; .75
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Hypothesis path Direct effect indirect effect Note
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H1 HLA — TN .880*** - Support
H2 HLA —>» VAP A445* - Support
H3 TIN —» VAP 462 - Support
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H4 HLA —» TIN —» VAP - .406 Support

CMIN/Jf = 2.249; CFI = .971; TLI = .955; RMR = .014; RMSEA = .068
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