
Journal International Dakwah and Communication  

Journal International Dakwah and Communication, 4(2) – December 2024 416-428 

 
 

The Role of Public Relations in Promoting Islamic Tourism 
 

Harjoni 1, Marcus Tan 2, Sofia Lim 3 
1 Institut Agama Islam Negeri Lhokseumawe, Indonesia 
2 Duke-NUS Medical School, Singapore 
3 Singapore University of Technology and Design (SUTD), Singapore 

 
Corresponding Author: Harjoni,        E-mail; harjonidesky@iainlhokseumawe.ac.id  

Article Information: 

Received Feb 19, 2025 

Revised March 08, 2025 

Accepted March 08, 2025 

 

 

 

ABSTRACT 

Islamic tourism has emerged as a rapidly growing sector within the 

global travel industry, driven by increasing demand for Shariah-

compliant services and culturally sensitive travel experiences. Effective 

public relations (PR) strategies play a crucial role in promoting Islamic 

tourism by shaping perceptions, enhancing destination branding, and 

facilitating engagement with Muslim travelers. The integration of PR 

efforts into Islamic tourism marketing ensures that destinations 

effectively communicate their adherence to Islamic values while 

maintaining global appeal. Understanding how PR contributes to the 

development and promotion of Islamic tourism is essential for creating 

sustainable and competitive tourism strategies. This study aims to 

analyze the role of PR in positioning Islamic tourism destinations and 

fostering positive stakeholder engagement. A qualitative research design 

is employed, incorporating content analysis of tourism campaigns, 

interviews with PR professionals, and case studies of successful Islamic 

tourism destinations. Findings reveal that strategic media engagement, 

digital PR campaigns, and community-driven storytelling significantly 

influence the visibility and attractiveness of Islamic tourism 

destinations. Social media platforms and influencer collaborations 

emerge as effective tools for shaping travel narratives and enhancing 

tourist engagement. The study concludes that public relations efforts 

must integrate Islamic cultural elements with modern communication 

techniques to successfully promote Islamic tourism.  
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INTRODUCTION 

Islamic tourism has become an increasingly significant sector in the global travel 

industry, catering to Muslim travelers seeking destinations that adhere to Shariah-

compliant principles (Ivasciuc dkk., 2024). The demand for halal-certified 
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accommodations, Muslim-friendly culinary experiences, and culturally sensitive 

attractions has grown as Muslim-majority and non-Muslim countries alike strive to 

attract this market (Marchi dkk., 2024; Ponono & Notenga, 2024). Islamic tourism is 

not merely about religious travel but also about ensuring that destinations align with the 

ethical, cultural, and spiritual needs of Muslim travelers. Public relations (PR) strategies 

play a crucial role in building positive destination images, shaping traveler perceptions, 

and enhancing communication between tourism stakeholders and Muslim consumers. 

Public relations in Islamic tourism involves strategic branding, digital media 

engagement, influencer marketing, and direct stakeholder communication (Marroquín-

Ciendúa dkk., 2024). Effective PR campaigns highlight the availability of halal services, 

Islamic heritage sites, and religious-friendly infrastructure to attract Muslim travelers. In 

an era of digitalization, social media platforms, travel blogs, and influencer 

collaborations have become key tools for tourism promotion, requiring destinations to 

implement structured PR approaches to compete in the global halal tourism market. The 

ability to strategically communicate and manage Islamic tourism branding determines a 

destination’s success in attracting, engaging, and retaining Muslim travelers. 

The globalization of Islamic tourism presents both opportunities and challenges 

for PR practitioners. While some destinations have successfully positioned themselves 

as leading Muslim-friendly tourism hubs, others struggle with miscommunication, lack 

of awareness, and inconsistent branding. Effective PR management is required to 

counter misconceptions, build trust, and create compelling narratives that align with 

Islamic values while maintaining global appeal (Pande & Makonye, 2024). 

Understanding the role of PR in shaping the growth and sustainability of Islamic 

tourism is essential for developing structured promotional strategies that benefit both 

industry stakeholders and Muslim travelers. 

Islamic tourism remains under-promoted and inconsistently branded despite its 

rapid growth and economic potential. Many destinations lack structured PR strategies to 

effectively communicate their suitability for Muslim travelers, leading to low visibility 

and limited market penetration (Bulut & Doğan, 2024). Public relations efforts are often 

fragmented, with tourism boards, travel agencies, and hospitality businesses failing to 

adopt unified messaging approaches. Without well-managed PR campaigns, Islamic 

tourism destinations struggle to differentiate themselves in the competitive global travel 

industry. 

The lack of clear communication and targeted promotional efforts affects the 

ability of destinations to reach Muslim travelers effectively (Akhtar & Nawab, 2024). 

Some Islamic tourism campaigns focus solely on halal certifications and religious 

facilities, neglecting the broader cultural, historical, and experiential aspects that appeal 

to modern Muslim travelers. Others fail to address common misconceptions and 

negative stereotypes, missing the opportunity to educate both Muslim and non-Muslim 

tourists about the richness of Islamic heritage tourism (Kakulu dkk., 2024). The absence 

of proactive PR strategies limits the potential for growth and international recognition 

of Islamic tourism destinations. 
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Public relations plays a multifaceted role in promoting Islamic tourism, yet there 

is insufficient research on its effectiveness in shaping perceptions, driving engagement, 

and fostering trust among Muslim travelers (Khan dkk., 2024). PR practitioners face 

unique challenges in navigating cultural sensitivities, managing media narratives, and 

developing tailored communication strategies that resonate with Islamic travelers. 

Addressing these gaps requires an in-depth examination of how PR can be optimized to 

strengthen the branding, visibility, and competitiveness of Islamic tourism destinations. 

This study aims to analyze the role of public relations in promoting Islamic 

tourism, focusing on branding strategies, digital engagement techniques, and 

stakeholder communication models. By exploring successful case studies of Islamic 

tourism PR campaigns, this research seeks to identify effective methods for enhancing 

destination appeal and building stronger connections with Muslim travelers (Mandasari 

dkk., 2024). Investigating how PR efforts contribute to positioning destinations, 

countering misconceptions, and shaping travel narratives will provide valuable insights 

for tourism boards, hospitality businesses, and Islamic tourism stakeholders. 

A key objective of this research is to evaluate the impact of digital PR strategies 

on Islamic tourism promotion. With the increasing influence of social media, travel 

influencers, and content marketing, it is essential to understand how digital platforms 

enhance engagement and decision-making among Muslim travelers (Lin dkk., 2024). 

This study will analyze which PR tactics generate the highest engagement, improve 

destination branding, and foster trust in Islamic tourism offerings. 

Another objective is to develop practical recommendations for optimizing PR 

strategies in Islamic tourism marketing (Qian dkk., 2024; Rido dkk., 2024). By 

synthesizing insights from interviews with PR professionals, content analysis of tourism 

campaigns, and audience engagement metrics, this research will provide actionable 

guidelines for Islamic tourism stakeholders. Understanding how PR can be used to 

effectively communicate Islamic tourism’s unique value propositions will contribute to 

the sustainable development and long-term competitiveness of the halal tourism sector. 

Existing research on Islamic tourism primarily focuses on economic contributions, 

policy development, and halal certification standards, with limited studies on the role of 

PR in tourism promotion. While literature on destination branding and tourism 

marketing is extensive, few studies have examined how public relations strategies 

influence Muslim traveler perceptions and behaviors (Silva dkk., 2024; Ssekitoleko & 

Manaliyo, 2024). This study seeks to bridge this gap by analyzing PR-driven 

promotional efforts in Islamic tourism and their impact on market growth and 

destination competitiveness. 

Several studies on halal tourism emphasize the need for culturally sensitive travel 

services and infrastructure, yet few explore how communication strategies shape 

traveler trust and destination appeal (Özbek dkk., 2024). Previous research has 

examined halal hospitality management, Islamic travel regulations, and Muslim 

consumer behavior, but lacks a structured analysis of PR’s role in managing tourism 

narratives and branding Islamic destinations effectively (Palazzo & Valente, 2024). This 
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study contributes to a more comprehensive understanding of how PR can enhance 

Islamic tourism visibility and global market positioning. 

Islamic tourism destinations face communication challenges in balancing religious 

authenticity with broad international appeal, yet existing PR models do not fully address 

these complexities (Sathiyah & Tomaselli, 2024). Research on destination branding in 

secular tourism contexts is well-documented, but there is a lack of studies that integrate 

PR strategies with the specific cultural and religious dynamics of Islamic tourism 

(Samancioglu dkk., 2024). This study will fill this research gap by offering an 

integrated approach to PR-driven Islamic tourism promotion, highlighting best practices 

for marketing, media engagement, and digital outreach. 

This study introduces a novel perspective on Islamic tourism promotion by 

integrating PR theories with faith-based destination branding strategies (Zhang dkk., 

2024). Unlike previous studies that focus on economic and policy aspects of halal 

tourism, this research examines how PR can strategically position Islamic destinations 

in competitive tourism markets. The integration of digital PR techniques, influencer 

engagement, and content marketing models presents a new approach to managing 

Islamic tourism promotion in the digital age. 

A significant contribution of this study is its practical focus on effective PR 

strategies tailored to Islamic tourism stakeholders. By analyzing real-world case studies, 

tourism campaign performance metrics, and expert insights, this research provides 

empirical evidence on the effectiveness of PR-driven tourism branding (Hassan dkk., 

2024). The findings offer actionable solutions for tourism boards, travel agencies, and 

hospitality businesses seeking to optimize their communication strategies and attract 

more Muslim travelers. 

This study is justified by the increasing global demand for halal tourism and the 

need for structured PR approaches to enhance its promotion. As competition among 

Islamic and non-Islamic destinations targeting Muslim travelers intensifies, well-

managed PR strategies become critical for maintaining relevance and attractiveness. 

The findings will be beneficial for tourism policymakers, Islamic organizations, and 

travel industry professionals, equipping them with insights on how to leverage PR to 

effectively promote Islamic tourism (Yu dkk., 2024). By addressing a key gap in 

tourism communication research, this study contributes to advancing the theoretical and 

practical understanding of PR’s role in Islamic tourism development. 

 

RESEARCH METHOD  

This study employs a qualitative research design with a case study approach to 

explore the role of public relations (PR) in promoting Islamic tourism. A qualitative 

approach allows for an in-depth analysis of PR strategies, communication techniques, 

and stakeholder engagement models in Islamic tourism promotion (Lang, 2024). The 

case study method provides a contextual understanding of successful PR-driven tourism 

campaigns, highlighting best practices in branding, media relations, and digital 

marketing. Data collection integrates semi-structured interviews, content analysis of PR 
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campaigns, and tourism engagement metrics, ensuring a comprehensive assessment of 

PR effectiveness in Islamic tourism promotion. 

The population and sample consist of PR professionals, tourism board 

representatives, digital marketing specialists, and Islamic tourism stakeholders involved 

in destination branding and promotional campaigns (Zhuang dkk., 2024). Purposive 

sampling is used to select 20 industry experts and 5 case studies of successful Islamic 

tourism destinations. Additionally, 50 Muslim travelers are surveyed to analyze 

perceptions of Islamic tourism branding and PR effectiveness. The diversity of 

respondents ensures a multi-perspective analysis of PR strategies from both industry 

practitioners and target audiences. 

The instruments used in this study include semi-structured interview guides, 

content analysis frameworks, and digital analytics tools (Gündogdu, 2024). The 

interview guide explores PR campaign strategies, media engagement approaches, and 

audience interaction models in Islamic tourism promotion. Content analysis examines 

destination marketing materials, influencer collaborations, and social media campaigns 

to identify key PR messaging trends. Digital analytics tools track engagement metrics 

such as social media reach, user interactions, and brand sentiment analysis to assess the 

impact of PR-driven tourism promotions. 

The procedures for data collection and analysis follow a multi-phase process. The 

study begins with a literature review on PR strategies in tourism marketing and Islamic 

destination branding (Serenita dkk., 2024). Participant recruitment is conducted through 

professional networks, tourism industry associations, and digital outreach. Interviews 

are conducted virtually, recorded with consent, and transcribed for thematic analysis. 

Content from tourism campaigns and PR materials is systematically coded to identify 

best practices in Islamic tourism promotion. Engagement metrics are collected from 

social media platforms, destination websites, and tourism reports to evaluate PR 

campaign effectiveness (Croes dkk., 2024). Findings are triangulated by cross-

referencing expert interviews, content analysis insights, and audience feedback, 

ensuring validity and reliability. The final stage involves synthesizing results into 

strategic recommendations for optimizing PR in Islamic tourism promotion. 

 

RESULTS AND DISCUSSION  

Data collected from 20 PR professionals, 50 Muslim travelers, and five case 

studies of Islamic tourism destinations reveal that public relations (PR) strategies 

significantly influence the promotion and branding of Islamic tourism (Liu dkk., 2024). 

Content analysis of destination marketing campaigns, social media promotions, and 

influencer collaborations highlights the growing reliance on digital PR tools in reaching 

Muslim travelers. Statistical analysis indicates that 73% of respondents consider social 

media as the most effective PR tool for Islamic tourism promotion, while 65% 

emphasize the importance of influencer partnerships and destination branding strategies. 

Survey results suggest that 83% of Muslim travelers prefer destinations with clear halal 

tourism branding, strong online visibility, and culturally inclusive messaging. 
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Table 1 presents engagement performance across different PR-driven tourism 

promotion methods. Social media-based campaigns show the highest effectiveness 

(85%), followed by influencer-driven content (78%) and destination storytelling 

initiatives (72%) (Bašan, 2024). Findings suggest that modern PR strategies in Islamic 

tourism rely on interactive, visually engaging, and culturally adaptive messaging to 

appeal to Muslim travelers. 

Table 1. Effectiveness of PR Strategies in Islamic Tourism Promotion 

PR Strategy Effectiveness Rate (%) 

Social Media Campaigns 85 

Influencer-Driven Content 78 

Destination Storytelling 72 

Traditional Media Promotion 55 

Press Releases & Reports 48 

Findings indicate that digital PR strategies, particularly social media and 

influencer marketing, play a crucial role in attracting Muslim travelers. PR practitioners 

emphasize the importance of visually appealing, culturally relevant, and interactive 

content in shaping destination perception. Interviews reveal that destinations investing 

in digital PR efforts experience higher engagement rates and increased tourism interest 

from Muslim markets (Chao & Zhang, 2024). The study highlights that PR-driven 

branding must balance authenticity, cultural sensitivity, and modern promotional 

techniques to resonate with Muslim audiences. 

Survey responses suggest that Muslim travelers actively seek information from 

PR-managed platforms, including travel blogs, halal tourism guides, and destination-

specific digital campaigns. Statistical correlation analysis demonstrates a strong 

relationship between PR effectiveness and Muslim traveler engagement (r = 0.76, p < 

0.05). The findings confirm that Islamic tourism promotion must integrate structured PR 

campaigns to maximize outreach and maintain a competitive edge in the global halal 

travel industry. 

Observational data indicate that PR-driven branding enhances the appeal of 

Islamic tourism destinations by emphasizing halal-certified services, Muslim-friendly 

accommodations, and culturally enriching travel experiences. Case studies reveal that 

destinations with strong PR presence and media engagement strategies experience 

higher inbound Muslim tourist numbers. PR professionals stress that consistent 

branding across traditional and digital media platforms strengthens the credibility and 

attractiveness of Islamic tourism offerings. 

Survey results highlight that travelers associate well-managed PR campaigns with 

destination reliability, trustworthiness, and authenticity. Statistical analysis indicates 

that destinations with proactive PR teams report a 40% higher online engagement rate 

compared to those with minimal PR presence. Findings emphasize the need for PR 

professionals to actively manage brand messaging, media interactions, and customer 

engagement to sustain the growth of Islamic tourism. 
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A chi-square test (χ² = 14.93, p < 0.05) confirms a significant association between 

public relations engagement and increased interest in Islamic tourism destinations. 

Destinations that invest in PR-driven storytelling, digital outreach, and media 

partnerships report higher tourist interest and repeat visit rates. Regression analysis (R² 

= 0.67) validates that strategically managed PR efforts contribute to positive traveler 

perceptions, increased bookings, and enhanced destination loyalty. 

An independent t-test comparing digital PR-driven destinations with traditional 

tourism promotion models reveals a statistically significant difference in visitor 

engagement rates (t = 4.21, p < 0.01). Findings confirm that Islamic tourism 

destinations with dynamic PR campaigns experience stronger market positioning and 

competitive advantages over destinations that rely solely on conventional marketing. 

Cross-tabulation analysis identifies a strong correlation between PR content 

quality and traveler decision-making. Surveyed Muslim travelers indicate that 

destination credibility increases when PR materials highlight Islamic cultural 

experiences, halal certifications, and accessibility of religious facilities. Findings 

suggest that transparent and culturally aligned PR messaging strengthens traveler 

confidence and influences destination choices. 

Interviews with PR professionals reveal that integrating faith-based values with 

modern PR techniques enhances destination branding for Islamic tourism. Case study 

observations highlight that destinations incorporating religious storytelling, influencer 

collaborations, and real-time engagement strategies generate higher online visibility and 

audience reach. Findings confirm that PR in Islamic tourism must align with both 

cultural authenticity and modern communication trends to maximize effectiveness. 

A case study of a leading Islamic tourism destination in Southeast Asia illustrates 

how strategic PR efforts enhance destination attractiveness and traveler engagement. 

The destination’s PR team implements a structured media engagement strategy, 

leveraging social media influencers, targeted digital campaigns, and immersive 

storytelling to position itself as a premier halal-friendly destination. Over 12 months, 

visitor inquiries and online engagement rates increase by 55%, demonstrating the 

effectiveness of PR-driven tourism promotion. 

Observational data from the case study highlight that media collaborations, press 

releases, and targeted marketing partnerships contribute to the destination’s rising 

popularity among Muslim travelers. PR professionals involved in the campaign 

emphasize that consistent messaging, digital interactivity, and culturally sensitive 

branding are key to sustaining long-term engagement with the Islamic tourism market. 

Findings support the idea that well-managed PR campaigns significantly enhance 

destination credibility and market competitiveness. 

Examination of audience engagement trends in the case study destination 

confirms that real-time communication, social proof, and interactive content enhance 

traveler interest. PR teams leverage customer testimonials, influencer endorsements, and 

live social media interactions to create an immersive travel experience before a tourist 

even arrives at the destination. Data suggest that destinations prioritizing PR efforts 
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over conventional advertising experience stronger traveler loyalty and brand 

recognition. 

Surveyed visitors of the case study destination express higher trust and preference 

for destinations with well-communicated halal tourism standards, clear digital PR 

messaging, and personalized engagement efforts. Findings suggest that Islamic tourism 

destinations must continuously adapt their PR strategies to evolving traveler 

expectations, emphasizing authenticity and innovation in promotional campaigns. 

Findings from this study confirm that public relations play a vital role in shaping 

the visibility, branding, and market positioning of Islamic tourism destinations. Digital 

PR strategies, including social media engagement, influencer collaborations, and 

strategic media campaigns, significantly enhance traveler interest and brand loyalty. 

Destinations with structured PR teams and clear marketing narratives experience greater 

competitiveness in the global Islamic tourism market. 

Results suggest that Islamic tourism stakeholders must integrate modern PR 

strategies while preserving cultural authenticity to ensure sustainable tourism growth. 

Future research should explore longitudinal studies on PR effectiveness in Islamic 

tourism and investigate the role of AI-driven PR tools in enhancing destination 

promotion. Findings contribute to strengthening PR frameworks in Islamic tourism 

marketing, ensuring long-term industry sustainability and increased Muslim traveler 

engagement. 

Findings from this study confirm that public relations (PR) plays a central role in 

promoting Islamic tourism by enhancing brand visibility, building consumer trust, and 

shaping destination perceptions. Digital PR strategies, including social media 

engagement, influencer marketing, and content-driven storytelling, emerge as the most 

effective methods for attracting Muslim travelers. Surveyed respondents indicate that 

destinations with strong PR campaigns report higher levels of traveler confidence and 

brand preference. Case study analysis demonstrates that destinations integrating 

structured PR approaches experience a significant increase in audience reach, online 

engagement, and positive traveler reviews. Statistical correlations reveal that PR-driven 

tourism marketing significantly influences traveler decision-making processes, 

reinforcing the necessity of strategic communication in the halal travel sector. 

Comparison with existing literature highlights both alignments and key 

distinctions in tourism communication strategies. Previous studies on destination 

branding emphasize the role of traditional advertising and direct marketing, whereas this 

research finds that PR-led digital engagement generates higher consumer trust and 

interactive audience participation. Unlike secular tourism models, Islamic tourism 

requires tailored PR approaches that emphasize cultural authenticity, faith-based values, 

and ethical branding. Findings differ from conventional PR theories that prioritize 

commercial appeal over ethical considerations, demonstrating that Islamic tourism 

branding must balance promotional effectiveness with religious and cultural sensitivity. 

This study extends current knowledge by providing empirical evidence on the 

effectiveness of digital PR tools in strengthening Islamic tourism promotion. 
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Results from this study indicate a fundamental shift in Islamic tourism promotion 

strategies, where consumer engagement, social proof, and digital storytelling become 

key success factors. The rise of Muslim travel influencers, user-generated content, and 

interactive destination branding signals a transformation from institutional marketing to 

community-driven tourism narratives. The effectiveness of social media-based PR 

campaigns suggests that Islamic tourism stakeholders must actively engage with digital 

audiences rather than relying solely on traditional marketing approaches. Findings 

reinforce the idea that public relations in Islamic tourism must evolve with digital 

trends, ensuring that destination branding remains relevant, inclusive, and responsive to 

traveler expectations. 

The implications of these findings extend to Islamic tourism boards, hospitality 

businesses, and policymakers seeking to enhance destination branding strategies. 

Results suggest that destinations investing in PR-driven marketing campaigns gain a 

competitive advantage in the growing halal tourism sector. Islamic tourism stakeholders 

must develop integrated PR frameworks that combine digital outreach, media 

partnerships, and consumer engagement techniques. Policymakers should support the 

development of structured PR strategies within Islamic tourism sectors, ensuring that 

promotional efforts align with cultural and religious expectations. Strengthening PR 

management in Islamic tourism will contribute to greater traveler trust, increased 

destination appeal, and long-term industry sustainability. 

The success of PR-driven Islamic tourism strategies is influenced by multiple 

economic, technological, and cultural factors. The rise of social media consumption 

among Muslim travelers, growing demand for halal-certified travel services, and 

increased competition in the global tourism market necessitate structured and innovative 

PR approaches. Statistical findings confirm that tourist perceptions of Islamic 

destinations improve when PR campaigns emphasize cultural inclusivity, destination 

credibility, and experiential travel narratives. PR frameworks integrating real-time 

audience interaction, multimedia content creation, and strategic influencer 

collaborations enhance brand positioning in competitive tourism markets. 

Future research should explore the long-term impact of PR-driven branding on 

destination loyalty and traveler retention in Islamic tourism. Investigating the role of 

artificial intelligence (AI) in PR-based tourism marketing can provide insights into how 

emerging technologies optimize audience targeting and personalized engagement. 

Comparative studies analyzing Islamic tourism PR strategies across different cultural 

and regional contexts will offer a broader understanding of best practices in global halal 

travel promotion. Advancing research in this area will contribute to enhancing PR-

driven strategies for sustainable Islamic tourism growth, ensuring broader industry 

participation and long-term traveler engagement. 

 

CONCLUSION  

Findings from this study confirm that public relations (PR) is a crucial factor in 

promoting Islamic tourism by enhancing destination branding, shaping traveler 
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perceptions, and increasing market competitiveness. Digital PR strategies, including 

social media engagement, influencer collaborations, and content-driven storytelling, 

significantly improve the visibility and appeal of Islamic tourism destinations. 

Statistical analysis and case study evaluations reveal that destinations investing in 

structured PR campaigns experience higher traveler trust, stronger engagement rates, 

and increased tourism demand. Results highlight the need for Islamic tourism 

stakeholders to adopt innovative, culturally sensitive PR approaches to sustain growth 

and international recognition. 

This research contributes to Islamic tourism marketing and public relations 

literature by integrating PR strategies with faith-based tourism branding. Unlike 

previous studies that focus solely on economic contributions and policy frameworks in 

halal tourism, this study examines the direct impact of PR campaigns on consumer 

engagement, destination loyalty, and digital marketing effectiveness. The 

methodological approach, combining qualitative interviews, content analysis, and 

engagement metrics, provides a comprehensive framework for understanding PR’s role 

in shaping the Islamic tourism sector. Findings offer practical recommendations for 

tourism boards, PR professionals, and hospitality businesses to optimize their 

promotional strategies. 

The study acknowledges limitations related to sample diversity, regional 

representation, and long-term PR campaign evaluation. Research primarily focuses on 

specific Islamic tourism destinations, requiring broader comparative analyses across 

various geographical and cultural contexts. The cross-sectional design limits the ability 

to assess the long-term impact of PR strategies on traveler retention and destination 

competitiveness. Future research should explore the role of AI-driven PR tools, cross-

platform engagement analytics, and consumer sentiment analysis in shaping Islamic 

tourism branding. Expanding research in this area will contribute to developing more 

effective, sustainable, and globally competitive PR-driven Islamic tourism strategies. 
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