
 

:

:

:

                                                        
ORCID: 0000-0001-8550-6673 Abdolvand_ma@yahoo.com 



                                                        
1. Halal tourism 



 

:

                                                        
1. Crescent Rating 
2. Destination Love (DL) 



  

               

                 

              

                   

         

 

              

              

             

                                                        
1. Islamic Marketing 



 

              

                  

                 

       

               

                   

                  

              

            

                  

                 

 





 

  

                                                        
1. Brand Love (BL) 
2. Place attachment 
3. Sense of place 
4. Place bonding 
5. Hotel brand love 
6. City brand love 
7. Destination brand hate 
8. Heritage destination love 



 

 
 

 
 

 

  

 

 

 

 

 

 



 

 
 

 
 

 

Food 

Republic

BreadTalk
 

 

 

 

  



 
 

 
 

 

 
 

.

 

 

.

 

 

 

 



 

 
 

 
 

 

 

TripAdvisor 

 

 

  

 
 

 

 

 

 

     



 
 

 
 

 

  

 

Tourism Management

Annals of Tourism Research

International Journal of Contemporary Hospitality Management

European Journal of Marketing 

Journal of  Destination Marketing & Management 

International Journal of Tourism Research 

Cornell Hospitality Quarterly 

Journal of Place Management and Development

International Journal of Business and Social Research 

Journal of Vacation Marketing 

Journal of Travel & Tourism Marketing 

Journal of Service Theory and Practice 

Sustainability 

Journal of Hospitality Marketing & Management 



 

International Journal of Asian Business and Information Management

International Journal of Hospitality Management 

The International Journal of Organizational Innovation 

Sukkur IBA Journal of Management and Business  SIJMB 

Internet Research 

Online Journal of Communication and Media Technologies

Journal of Administrative and Business Studies 

Contemporary Issues in Branding 

South Asian Journal of Marketing & Management Research 

International Journal of Tourism Cities 

Journal of Hospitality & Tourism Research 

Journal of Travel Research 

Current Issues in Tourism 

Journal of Product & Brand Management 

Journal of Hospitality and Tourism Management 

Journal of Consumer Behaviour 

Asia Pacific Journal of Tourism Research 

Social Behavior and Personality: an international journal

International Journal of Tourism and Hospitality Reserch 

European Journal of International Management 

International Regional Science Review 

Journal of Social and Humanities Sciences Research

Gümü hane niversitesi Sosyal Bilimler Enstitüsü Elektronik Dergisi 

Qualitative Market Research: An 

International Journal 

International Journal of Information Management 

The Service Industries Journal 

Quarterly Journal of Brand Management 

International Journal of Tourism Cities 

Technological Forecasting & Social Change 

Journal of Tourism and Services 

Russian Journal of Agricultural and Socio-Economic Sciences 

iBuss Management 

International Marketing Review 

Tourism Geographies 



.



 

.

:



.

  

 

2014, 20112018201820192019

20202020202120212021

20222022



 

2010201520182018

2019202020202020

2021202120222022

 

2019a2019b20192020

2020

20112016201620182019a

20192019201920202020

2020202020202020

2021202120212021

202220222022

201320182019b2020

20202020a20202021

20212021202220222022

2015201820182019

2020202020212021

20212022



b



 

 





 

     

    

Abrar, K. (2019). Impact of Customerization and Customer Engagement on Brand Love with the 

Mediating role of Brand Performance: Evidence from Hotel Industry of Pakistan. Sukkur IBA Journal 

of Management and Business SIJMB, Vol. 6 (1), 66-86. 

Al-Hamarneh, A. (2008). Islamic Tourism: A Long term strategy of tourist industries in the Arab 

World, Center research on the Arab World, Available at http: //www.ceraw. Unimainz. de. 



Alexander, M., Chuan Chen, C., MacLaren, A., & O'Gorman, K. D. (2010). Love motels: oriental 

phenomenon or emergent sector? International Journal of Contemporary Hospitality Management, Vol. 

22 (2), 194-208. 

Alnawas, I., & Altarifi, S. (2016). Exploring the role of brand identification and brand love in 

generating higher levels of brand loyalty. Journal of Vacation Marketing, Vol. 22 (2), 111-128. 

Alom, M., & Haque, S. (2011). Marketing: An Islamic Perspective.Wo rld Journal of Social 

Sciences. Vol. 1 (3), 71-81. 

Amaro, S., Barroco, C., & Antunes, J. (2020). Exploring the antecedents and outcomes of 

destination brand love. Journal of Product & Brand Management, Vol. 30 (3), 433-448. 

Andriotis, K., Foroudi, P., & Marvi, R. (2020). Heritage destination love. Qualitative Market 

Research, Vol. 24 (2), 240-259. 

Ardyan, E., & Susanti, A. (2018). The Effect of City Brand Love on Tourist based City Brand 

Equity: City Branding Study in Indonesia. International Journal of Asi an Business and Information 

Management, Vol. 9 (3), 44-60.  

Arkonsuo, I. R., & Leppiman, A. (2015). Young consumers and their brand love. International 

Journal of Business and Social Research, Vol. 5 (10), 33-44. 

Aro, K., Suomi, K., & Saraniemi, S. (2018). Antecedents and consequences of destination brand 

love - A case study from Finnish Lapland. Tourism Management, Vol. 67, 71-81. 

Baena, V. (2016). Online and mobile marketing strategies as drivers of brand love in sports teams: 

Findings from Real Madrid. International Journal of Sports Marketing and Sponsorship, Vol. 17 (3), 

202-218. 

Battour, M.M. & Ismail, M.N. (2015). Halal tourism: Concepts, practises, challenges and future. 

Tourism Management Perspectives, Vol. 19, 150 154. 

Battour, M.M., Ismail, M.N. & Battor, M. (2010). Toward a Halal Tourism Market. Annals of 

Tourism Research, Vol. 15 (4), 461 470. 

Bigne, E., Andreu, L., Perez, C., & Ruiz, C. (2020). Brand love is all around: loyalty behaviour, 

active and passive social media users. Current Issues in Tourism, Vol. 6, 1-18. 

positive word-of-mouth. A case study of Royal Air Maroc. Case Studies on Transport Policy, Vol. 10 

(2), 1388-1400. 

Bryan, T., & Sutrisno, D. S. (2021). The Impact of Brand Love on Consumer Repurchase Intention 

Mediated by Brand Equity in the Case of Starbucks Indonesia. iBuss Management, Vol. 9 (2).  

CAO, T. M., & TRAN, T. T. C. (2022). Distribution of Brand Love on Customers' Behavioral 

Intention: Cases of Five-star Hotels. Journal of Distribution Science, Vol. 20 (4), 21-31. 

 lu, A. D., nder, L. G & Eren B. A. (2020). Relationships between brand experience, 



 

customer satisfaction, brand love and brand loyalty: airline flight service application. Gümü hane 

niversitesi Sosyal Bilimler Enstitüsü Elektronik Dergisi, Vol. 11 (3), 888-898. 

Carroll, B. A., & Ahuvia, A. C. (2006). Some antecedents and outcomes of brand love. Marketing 

Letters, Vol. 17 (2),  79-89. 

Chen, N., Wang, Y., Li, J., Wei, Y., & Yuan, Q. (2020). Examining structural relationships among 

night tourism experience, lovemarks, brand satisfaction, and Brand Loyalty on Cultural Heritage Night 

in South Korea. Sustainability, Vol. 12 (17), 1-23. 

Christou, P. A. (2018). Exploring agape: Tourists on the island of love. Tourism Management, Vol. 

68, 13-22. 

Duman, T. (2011). Value of Islamic Offering: Perspectives from the Turkish Experience. World 

Islamic Tourism Forum,(WITF 2011), 12-13 July 2011, Kuala Lumpur, Malaysia. 

Fahmi, T. M., & Zaki, H. S. (2018). Drivers and outcomes of brand hate in the tourism sector. 

Journal of the Faculty of Tourism and Hotels-University of Sadat City, Vol. 2 (2), 130-150.  

Farnum, J., Hall, T., & Kruger, L. E. (2005). Sense of place in natural resource recreation and 

tourism: An evaluation and assessment of research findings. Portland: USDA Pacific Northwest 

Research Station. 

Filieri, R., Yen, D. A., & Yu, Q. (2021). #I Love London: An exploration of the declaration of love 

towards a destination on Instagram. Tourism Management, Vol. 85 (10), 104291. 

Finfgeld-Connett, D. (2006). Meta-synthesis of presence in nursing. Journal of Advanced Nursing, 

Vol. 55 (6), 708-714.  

Foroudi, P., & Marvi, R. (2020). SOME LIKE IT HOT: The Role of Identity, Website, Co -

Creation Behavior on Identification and Love. European Journal of International Management.  

https://eprints.mdx.ac.uk/31020. 

Fournier, S. (1998). Consumers and their brands: developing relationship theory in consumer 

research. Journal of Consumer Research, Vol. 24 (4), 343-373. 

Grégoire, Y., Tripp, T., & Legoux, R. (2009). When customer love turns into lasting hate: The 

effects of relationship strength and time on customer revenge and avoidance. Journal of Marketing, 

Vol.73 (6), 18 32. 

Hammitt, W. E., Kyle, G. T., & Oh, C. O. (2009). Comparison of place bonding models in 

recreation resource management. Journal of Leisure Research, Vol. 41 ( 1), 57-72. 

Han, H., Yu, J., & Lee, H. (2020a). Lovemarks and effect of in-flight product performance on 

airline passengers' purchase intention. Social Behavior and Personality: an international journal , Vol. 

48 ( 4), 1-10. 

Han, H., Kiatkawsin, K., Koo, B., & Kim, W. (2020b).  Thai wellness tourism and quality: 



Research, Vol. 25 (4), 424 440. 

Han, H., Yu, J., & Kim, W. (2019a). Environmental corporate social responsibility and the strategy 

to boost the 

Vol. 36,  371-383.     

Han, H., Yu, J., Chua, B.L., Lee, S., & Kim, W. (2019b). Impact of core-product and service-

encounter quality, attitude, image, trust and love on repurchase. International Journal of Contemporary 

Hospitality Management, Vol. 31 (4), 1588-1608. 

Ibrahim Sikandar, M.D., & Ahmed, Q.M. (2019). Impact of Social Media Marketing on Brand 

Love: Promoting Loyalty in the Restaurant Landscape of Pakistan, Onli ne Journal of Communication 

and Media Technologies, Vol. 9 (4), 1 15. 

Izquierdo Yusta, A., Martinez-Ruiz, M.P., & Pérez-Villarreal, H.H. (2022). Studying the impact 

of food values, subjective norm and brand love on behavioral loyalty. Journal of Retailing and 

Consumer Services, Vol. 65 ( 10), 102885. doi: 10.1016/j.jretconser.2021.102885.  

Jiang, K. (2019). An Exploration of Destination Brand Love among Theme-Park Based Tourists 

and Excursionists. A thesis exhibition presented to the University of Waterloo for the degree of Doctor 

of Philosophy. 

Jiang, K., Potwarka, L., & Havitz, M. (2017). Sub-dimensions of destination brand love and their 

influences on destination brand loyalty: A study of first-timers and repeat visitors. In 2017 ttra 

International Conference on Travel and Tourism Research Association: Advancing Tourism Research 

Globally. Canada.  

Johnson, A. R., Matear, M., & Thomson, M. (2011). A coal in the heart: Self-relevance as a post-

exit predictor of consumer anti-brand actions. Journal of Consumer Research, Vol. 38 (1), 108 125. 

Joshi, R., & Garg, P. (2021). Role of brand experience in shaping brand love. International Journal 

of Consumer Studies, Vol. 45 (2), 259-272. 

Karimi, F., & Ruhollahi, M. A. (2019). The effect of customer experience on customer engagement 

with the moderating role of brand love (Case study: Customers of hotels in Isfahan City). South Asian 

Journal of Marketing & Management Research, Vol. 9 ( 9), 4-12.  

Kim, Y.J., Park, J.S., & Jeon, H.M. (2021). Experiential Value, Satisfaction, Brand Love, and 

Brand Loyalty toward Robot Barista Coffee Shop: The Moderating Effect of Generation. 

Sustainability, 13, 12029. Vol. 13 (21), 1-16. 

Kourtit, K., Neuts, B., Nijkamp, P., & Wahlstrm, M. H. (2020). A Structural Equation Model for 

Place-based City Love: An Application to Swedish Cities. International Regional Science Review, 

Vol. 44 ( 3/4), 432-465.    

Kwon, E., & Mattila, A. S. (2015). The effect of self brand connection and self-construal on brand 

itality Quarterly, Vol. 56 ( 4), 427-435. 



 

Lee, K., & Hyun, S. (2016). The effects of perceived destination ability and destination brand love 

-disaster tourism destinations: The case of Korean tourists to Japan. Journal 

of  Travel & Tourism Marketing, Vol. 33 ( 5), 613-627. 

Lee, W. S., Tang, R., Moon, J., & Song, M. (2022). The structural relationship between a low-cost 

Southwest Airlines. Journal of Air Transport Management, 102(11),102216. doi: 

10.1016/j.jairtraman.2022.102216. 

Lightfoot, H., Baines, T., & Smart, P. (2013). The servitization of manufacturing: A systematic 

literature review of interdependent trends. International Journal of Operations and Production 

Management, Vol. 33 (11/12), 1408-1434.  

Linan, F., & Fayolle, A. (2015). A systematic literature review on entrepreneurial intentions: 

Citation, thematic analyses, and research agenda. International Entrepreneurship and Management 

Journal, Vol. 11 ( 4), 907-933. 

Liu, C. R., Wang, Y. C., Chiu, T. H. & Chen, S. P. (2018). Antecedents and outcomes of lifestyle 

hotel brand attachment and love: the case of Gen Y. Journal of Hospitality Marketing and Management, 

Vol. 27 ( 3), 281-298. 

Lv, X., & Wu, A. (2021). The role of extraordinary sensory experiences in shaping destination 

brand love: an empirical study, Journal of Travel & Tourism Marketing, Vol. 38 ( 2), 179-193. 

Lykoudi, D. M., Zouni, G., & Tsogas, M. M. (2022). Self-love emotion as a novel type of love for 

tourism destinations. Tourism Geographies, 1-22.  

Lykoudi, D.M., Zouni, G., & Tsogas, M. (2020). Destination love, brand love and interpersonal 

love; an exploratory, comparative study of love across different contexts. Proceedings of the European 

Marketing Academy, 49th, (62921). 

Ma, L. (2020). When love becomes hate: How different consumer-brand relationships interact with 

crises to influence consumers' reactions. Corporate Communications: An International Journal, Vol. 25 

( 3), 357-375. 

McKibbon, A. (2006). Systematic reviews and librarians. Library Trends, Vol. 55 (1), 202-215. 

Mody, M., & Hanks, L. (2020). Consumption authenticity in the accommodations industry: the 

keysto brand love and brand loyalty for hotels and Airbnb. Journal of Travel Research, Vol. 59 (1), 

173-189. 

Mohammad Shafiee, M. M., Foroudi, P., & Tabaeeian, R. A. (2021). Memorable Experience, 

Tourist-Destination Identification and Destination Love. International Journal of Tourism Cities, Vol. 

7 (2), 1-26. 

Mohsin, A., Ramli, N. & Abdulaziz Alkhulayfi, B. (2015). Halal tourism: Emerging opportunities. 

Tourism Management Perspectives, Vol. 19, 137 143. 



Morando M, & Platania S. (2022). Luxury Tourism Consumption in the Accommodation Sector: 

The Mediation Role of Destination Brand Love for Potential Tourists. Sustainability, Vol. 14 (7),  

4007. https://doi.org/10.3390/su14074007. 

Creating the Unique 

-Heinemann. 

Pittaway, L., Robertson, M., Munir, K., Denyer, D., & Neely, A. (2004). Networking and 

innovation: A systematic review of the evidence. International Journal of Management  Reviews, Vol. 5 

( 3/4), 137-168.  

Prayag, G., S. Hosany, S. & Odeh, K. (2013). The Role of Tourists  Emotional Experiences and 

Satisfaction in Understanding Behavioral Intentions. Journal of Destination Marketing & Management, 

Vol. 2 ( 2), 118-127. 

Putri, W. R. I. A., & Gde, S. I. P. (2021). The role of brand love mediates the influence of brand 

experience and self-expressive brand on brand loyalty: a case study on Starbucks consumers in 

Denpasar. Russian Journal of Agricultural and Socio-Economic Sciences, Vol. 114 (6), 182-189. 

Rahman, M. K. (2014). Motivating factors of islamic tourists destination Loyalty: an empirical 

investigation in malaysia. Journal of tourism and hospitality management, Vol. 2 (1), 63-77. 

Richardson, R. B. (2021). The role of tourism in sustainable development. In Oxford Research 

Encyclopedia of Environmental Science. 

https://doi.org/10.1093/acrefore/9780199389414.013.387. 

Robertson, J., Botha, E., Ferreira, C., & Pitt, L. (2022). How deep is your love? The brand love-

loyalty matrix in consumer-brand relationships. Journal of business research, 149, 651-662. 

Sadeque, S., Swapan, M.S.H., Roy, S.K. & Ashikuzzaman, M. (2021). City brand love: modelling 

and resident heterogeneity analysis. Journal of Product & Brand Management, Vol. 31 (2), 322-337. 

Sarkar, A. (2019). Validating a theoretical model for hotel brand love amongst young Indian 

tourists. Journal of Administrative and Business Studies, Vol. 5 (4), 228-243.   

Seo, G. D., Lee, J. E. (2022). A study on the structural relationship between resource attraction, 

entertainment experience, love mark and attachment in tourist Destination. Journal of Digital 

Convergence, Vol. 20 (5), 261-268. 

Seyyedamiri, N., Hamedanian Pour, A., Zaeri, E., & Nazarian, A. (2021). Understanding 

Destination Brand Love using Machine Learning and Content Analysis method. Current Issues in 

Tourism, 1-16. https://doi.org/10.1080/13683500.2021.1924634. 

Shen, Y., Huang, S., Choi, H. S. C., & Morrison, A. M. (2021). Does brand love matter to casual 

restaurants? A multi-group path analysis. Journal of Hospitality Marketing & Management, Vol. 30 

(5), 630-654  

Shimp, T. A., & Madden, T. J. (1988). Consumer-object relations: A conceptual framework based 



 

nsumer Research, Vol. 15 (1), 

163 168. 

Shin, M., & Back, K. J. (2019). Effect of Cognitive Engagement on the Development of Brand 

Love in a Hotel Context. Journal of Hospitality & Tourism Research, Vol. 44 (2), 328-350. 

Song, M., Lee, W.S., & Moon, J. (2020). Antecedents and consequences of Southwest Airlines' 

brand love. International Journal of Tourism and Hospitality Research, Vol. 34 (4), 25-34. 

Sreejesh, S., Sarkar, J. G., Sarkar, A., Eshghi, A., & Anusree, M. R. (2018). The impact of other 

customer perception on consumer-brand relationships. Journal of Service Theory and Practice, Vol. 

28. No. 2. 130-146.  

Sternberg, R. J. (1986). A triangular theory of love. Psychological Review, Vol. 93 (2), 119-135.  

ve got to do with it? Place brand love and viral 

videos. Internet Research, Vol. 30 (1), 23-43.  

Swanson, K. (2015). Place brand love and marketing to place consumers as tourists. Journal of 

Place Management and Development, Vol. 8 (2), 142-146.  

Swanson, K. (2017). Destination brand love: managerial implications and applications to tourism 

businesses. Journal of Place Management and Development, Vol. 10 (1), 88-97. 

Tranfield, D., Denyer, D., & Smart, P. (2003).Towards a methodology for developing evidence-

informed management knowledge by means of systematic review.British Journal of Management, 

Vol.14 (3), 207-222.  

Tranfield, D., Denyer, D., Marcos, J., & Burr, M. (2004). Co-producing management knowledge. 

Management Decision, Vol. 42 (3/4), 375-386.  

 Trivedi, J., & Sama, R. (2020). Determinants of consumer loyalty towards celebrity-owned 

restaurants: The mediating role of brand love. Journal of Consumer Behaviour, Vol. 20 (3), 1-14. 

Tsai, S. P. (2011). Strategic relationship management and service brand m arketing. European 

Journal of Marketing, Vol. 45 (7/8), 1194-1213.   

Tsai, S. P. (2014). Love and satisfaction drive persistent stickiness: investigating international 

tourist hotel brands. International Journal of Tourism Research, Vol. 16 (6), 565-577. 

Williams, D. R., & Vaske, J. J. (2003). The measurement of place attachment: Validity and 

generalizability of a psychometric approach. Forest Science, Vol. 49 (6), 830-840. 

Yadav, R., Paul, J., & Mittal, A. (2021). Impact of nation brand experience on nation brand loyalty, 

and positive WOM in a changing environment: the role of nation brand love, International Marketing 

Review, Vol. 20 (5), 35-47. 

Yang, J., & Mundel, J. (2022). Effects of brand feedback to negative eWOM on brand love/hate: an 

expectancy violation approach. Journal of Product & Brand Management, Vol. 31 (2), 279-292. 



Journal of Social and Humanities Sciences Research, Vol. 7 (61), 3033-3041. 

Yoon, Y., & Uysal, M. (2005). An examination of the effects of motivation and satisfaction on 

destination loyalty: A structural model. Tourism Management, Vol. 26 (1), 45 56. 

Yuksel, A., Yuksel, F., & Bilim, Y. (2010). Destination attachment: Effects on customer 

satisfaction and cognitive, affective, and conative loyalty. Tourism Management, Vol. 31 (2), 274-

284. 

Zhang, H., Xu, H., & Gursoy, D. (2020). The effect of celebrity endorsement on destination brand 

love: A comparison of previous visitors and potential tourists. Journal of Destination Marketing & 

Management, Vol. 17 (3), 1-14. 

 



Vol. 1, No.1, 2023 

Designing and Developing a Model of Halal Tourism Destination Love with a 
Sustainable Development Approach 

 
 
Abas Fallah Nezhad1, Mohammad Ali Abdolvand2, Kambiz Heidarzadeh Hanzai3, Mohsen Khounsiavash4  
1 Ph.D. Student in Marketing Management, Department of Business Management, Faculty of Management and Accounting, Qazvin 
Branch, Islamic Azad University, Qazvin, Iran. 
2 Assistant Prof. Department of Business Management, Faculty of Management and Economics, Science and Research Branch, Islamic 
Azad University, Tehran, Iran. 
3 Associate Prof. Department of Business Management, Faculty of Management and Economics, Science and Research Branch, 
Islamic Azad University, Tehran, Iran. 
4 Assistant Prof. Department of Business Management, Faculty of Management and Accounting, Qazvin Branch, Islamic Azad 
University, Tehran, Iran. 
 
 
 

Received: 2023-03-21 Accept: 2023-05-01 Online Publish: 2023-05-22 

Abstract  
Purpose: Today, branding for tourist destinations and attracting the attention and creating the love 

and interest of tourists for these destinations is considered a strategy for tourist destinations, which 

plays a vital role in the performance of destination management, to expand the tourism opportunities, to 

differentiate destinations from competitors, and finally, to achieve a competitive advantage. Therefore, 

establishing a strong emotional link between tourists and tourist destinations can be very effective in 

attracting more tourists, increasing income, and sustainable development as a result of tourism 

industry. Destination love is a phenomenon experienced by a group of satisfied visitors who later 

become loyal tourists, thereby reducing several costs. Since the importance of this construct has today 

increased as an emerging issue for academics and professionals, the purpose of this review article is to 

draw a clear and comprehensive picture of the phenomenon of destination love and also to present a 

model of Halal tourism destination love with a sustainable development approach.  
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Methodology: In this research, meta-synthesis and thematic content analysis have been used for 

the comparative and bibliographic study of love literature in the field of tourism and hospitality with 

a systematic review approach. 

Findings: After studying 68 valid scientific articles in this field and examining their antecedents 

and consequences, it can be seen that destination satisfaction, destination experience, destination 

image, destination loyalty, revisiting intention, and word of mouth (WOM) are the most common 

variables, which describe the benefits of destination love for tourism destinations.  

Conclusion: This scientific review attempts to provide an interdisciplinary platform for research 

on destination love. It also provides this opportunity for academics, professionals,  and managers 

active in the field of tourism and halal hospitality to study and get to know this construct and 

management concepts in this field in order to become aware of the required actions and trends to 

improve the destination love for the field of tourism and halal hospitality. 

Keywords: Islamic Marketing, Halal Tourism, Destination Love, Islamic Countries, Iran.  


