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Abstract 
This study attempts to explore the challenges and hurdles in providing Muslim friendly 
facilities in a non-Muslim tourist destination with special attention given to Akita Prefecture, 
Japan. Every challenge is identified and carefully examined.  This study adopts a qualitative 
approach where the conceptual authoritative literature in the related field is utilized based on 
content analysis. Also, it employs semi-structured expert interviews to gather views from the 
supply side of tourism activities at Akita Prefecture using purposive sampling technique. This 
study further reveals that, several difficulties including the language barrier, missing link 
between tour companies in destination and origin countries and lack of information on 
Muslim tourist needs are amongst the major obstacles to develop Akita Prefecture as Muslim 
friendly tourist destination and thus recommends further viable reforms and action plan could 
be taken to overcome this hindrance.  
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1.0 Introduction  

Islamic tourism has grown from Muslim countries issues to a global concept 

due to the increased potentials of Muslim tourists travelling around the world. Review 

of literature demonstrates that Islamic tourism has received much attention recently 

particular types of travel which have engaged an important religious. Islamic tourism 

is principally a different ‘touristic’ version of pilgrimage that unifies religious and 

leisure tourism which proposed as an alternative to the hedonic conceptualization of 

mass tourism. Muslims are encouraged to practice such type of tourism activities for 

historical, social and cultural encounters, to gain knowledge, to associate with 

others, to spread God’s word and to enjoy and appreciate God’s creation (Intan 

Shafina Suid, Nor Ashikin Mohd Nor and Hamimi Omar, 2017).  Given the increasing 

trend of Muslim travelling worldwide, many non-Muslim countries such as Japan 

embarks to provide a comfortable tourist experience for Muslim. Japan is becoming 

an attractive popular destination for a large number of Muslim travellers.  Realising 

the importance demand, Japan is restructuring its tourism industry to better serve the 

specific needs of Muslims, Japan has made extreme effort to embrace Halal tourism 

(Dina Hariani, 2017). 

A large majority of visits come from South East Asian countries such as 
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Indonesia, Malaysia and Singapore and account for around 65% of all Muslim 

visitors to Japan.such as a proper place to pray and Halal food have been provided 

to ensure the convenience of Muslim tourists.  For example, at both Narita and 

Kansai International Airport, there are more prayer rooms being made available for 

Muslims and the popular Japanese food such as Udon and Ramen are certified 

Halal so that Muslim tourists could treasure Japanese food 

(www.halalmediajapan.com).  Many Halal restaurants are mushrooming in big cities 

of Japan such as Tokyo, Kyoto and Osaka and have obtained Halal certifications. 

Besides, the prayer room is also available at one of the shopping complexes in 

Osaka city. Nonetheless, for non-Muslim countries, Islamic tourism activities are still 

at the embryonic stage where the host countries are providing basic facilities such as 

Halal food, prayer room and Qibla direction in hotel rooms to accommodate the 

needs of Muslim tourists (www.halalmediajapan.com).  In short, there are three 

categories of Islamic Tourism such as Islamic Tourism for conservative, non-

conservative and non-Muslim countries. 

Tourism in Japan attracted 12 million foreign visitors in 2014, slightly more 

than Singapore (Bank, 2013). visitor numbers are expected to soar to over a million 

yearly Muslim visitors by the year 2020. Japan has 16 World Heritage Sites, 

including Himeji Castle and Historic Monuments of Ancient Kyoto. Figure 1 shows 

that the number of foreign tourists visiting Japan; it is interesting to note that the 

number of foreign tourists has been increasing for the last three years.  Especially for 

the market from Malaysia and Indonesia, Table 1 indicates that in 2014, the growth 

of the Malaysian and Indonesian inbound market to Japan has increased by 41.3 

and 16 per cent respectively.  This could be due to the reduction value of Yen and 

the eases of the visa requirement for Malaysian (since July 2013) and Indonesian 

(recently) to enter Japan (Japan, 2014).  According to the Japan National Tourist 

Organization (JNTO), a combined total of more than 230,000 tourists visited Japan 

from the predominantly Muslim nations of Malaysia and Indonesia in 2012, more 

than double the 140,000 tourists who visited in 2011 (halalfocus.net).  As Malaysia 

and Indonesia population consist of more than 50% of Muslim people, it could be 

considered that more than 250,000 Muslim tourists are visiting Japan in 2014. As the 

number of Muslim tourists is expected to increase by year, Muslim tourists could be 

an important niche market in Japan. 

Data from Statistic of Tourism in Akita Prefecture in 2013 highlighted that 

Akita received an average of 3 million local and foreign visitors each year since 

2011.  In 2013, an increase of 390,000 tourists was observed visiting Akita 

compared to 2012.  Out of this, Akita Prefecture attracted 31,530 of inbound foreign 

tourists an increment of 31.7% per cent compared to 2012.  Table 2 stated the main 

markets of inbound tourist staying at Akita Prefecture and the percentage it 

represents the whole foreigners market. As referring to the above table, it is reflected 

that foreign from other countries share a bigger cake compared to tourist from Korea, 

Taiwan and China.  This shows that foreign tourists (other than Korea, Taiwan and 

China) are an important market contributing to the growth of Akita tourism activities. 

The highest number of tourists visited Akita Prefecture is in August due to several 

temporal events such as Kanto Festival at Akita city, Firework at Omagari city.  

Objectives of the study include to examine the elements of Muslim friendly 

tourism facilities in Akita Prefecture and determine the challenges to provide Muslim 

friendly tourism facilities at hotels, tourists destination spots and shopping area. 
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2.0 Literature Review 

2.1 Encouragement of Travelling in Islam 

Islam nurtures travelling. It is translated with the fifth Pillar of Islam which one 

has to perform Hajj once in a lifetime and life in Islam is seen as a journey to meet 

Allah (Din, 1982). Prophet Muhammad said that "you should travel to China for the 

sake of education", which means one should be willing to travel to get more 

knowledge which will improve themselves (Bah, 1998). In contrast with modern 

tourism (satisfying the customer and profit-making business), travelling in Islam must 

be carried out for a purpose, in another word, "purposive" travelling. Among the 

reasons for travelling is to meet the spiritual goal (strengthen one submission to 

Allah), social goal (develop and fortify the relationship among Muslims also called as 

silaturrahim) and self-development goal (acquire new knowledge because of Allah) 

(Din, 1982). Muslims are encouraged to travel all around the world to experience the 

beauty and bounty created by Allah.  Muslims are well-regulated to obey the Islamic 

teachings that would directly or indirectly affect their leisure and travel plans 

decisions. For this reason, Shariah ruling has prescribed the code of practices 

dedicated for the plans of travel destinations which all Muslims shall adhere to (Chin 

Chiu Yin, Chye Jin Yin, Lee Sen Xin and Liew Wen Ying, 2017). However, the main 

purpose of travelling in Islam is to inculcate the awareness of the smallness of man 

and the greatness of Allah. There are many verses in al-Quran that encourage and 

demand man to travel to see what had happened in the past and learn from history. 

Furthermore, travel is a test of perseverance and patience, increase knowledge of 

the travellers and resulted in total submission to Allah.  In total, the word journey 

appears in 17 verses in the Quran, for example, Surah An-Naml verses 69 and many 

more in Q27:69; Q29:20; Q6:11; Q30:42 (Abdullah & Ahmad 2010; Zamani-Farahani 

and Henderson 2009).  

It is He who made the earth tame for you - so walk among its slopes and eat 

of His provision - and to Him is the resurrection.’ Al-Mulk verse 15. 

 

2.2 The Development of Islamic Tourism 

Many scholars have identified that Muslim tourism segment is currently 

considered to be the marketer’s target market which Religion has been recognized 

as an important and stable factor in the decision making of the consumer influencing 

consumer buying behaviour related to travel destination product and services (Siti 

Rahayu, 2018; Nazlida & Mizerski, 2010). According to Nor’Ain Othman and 

Salamiah A Jamal (2017), Islamic tourism may include ‘tourism activities, 

development of product and services, marketing strategies in accordance to Islamic 

values, principles and guidelines targeted to Muslim tourism for knowledgeable and 

holistic travel. Recent scenario reveals that the growing demand for product and 

services comply with Islamic law or Shariah law in financial, food and travelling 

industry have been accelerated. In the tourism industry, scholars have highlighted 

the growing demand on Halal food and accommodation that comply to Muslim 

tourists causing more travel destination to offer Halal dish, Halal restaurant and 

Muslim friendly accommodation facilities (Okasha 2010; Hashim et al. 2006; 

Henderson 2010; Rosenberg & Choufany 2009). Recently, the existence of a Muslim 

friendly tourist destination is mushrooming beyond Gulf countries to Asia (ME, 2008). 
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This development can be traced not limited to Malaysia and Indonesia where Muslim 

is the majority population but to the non-Muslim countries such as Thailand, 

Philippine, China and Japan (Anonymous 2011; Lee 2010). Scholars identified 

several factors contribute to the growth of Islamic tourism (Zailani et al. 2011; Abdul 

Hamid 2010). Henderson (2010) claims that the increased efforts to develop tourism 

industry among OIC countries enhanced travelling within ME thus booming the local 

and international tourism. Cheaper costs of travelling and the availability of online 

reservation for hotels and airlines make many more people able to afford to travel 

overseas frequently. 

The September 11 incident resulted in many Muslim tourists alter travel 

destination from the West to the East part of the world. Tight security measures and 

complicated visa application imposed on Muslim travellers turn them away from 

visiting Europe and America, causing an increased number of ME tourists to Muslim 

countries such as Malaysia and Brunei (Zailani et al., 2011). The continuous scrutiny 

of Muslims by the West creates the Halal revolutions, where Muslims are more 

aware of their religious needs and set their standards (Kaaki, 2008). Another 

important factor in the increased popularity and visibility of the Islamic tourism is 

underlined by the fact that the Muslim market is growing fast at USD$500 billion 

annually and Halal market worth USD$2.1 trillion in the world (Henderson, 2009). 

The proliferate growth of the Halal market and tourism industry lead to the increased 

demand for accommodation and food industry as well (Zailani et al., 2011). Lastly, 

the growth of Islamic banking and finance increase investors’ interest to invest in 

Halal products and services. According to Rosenberg and Choufany (2009), the 

robustness of Islamic banking and finance from the previous global financial crises 

increased the availability of funds which created many opportunities to finance 

Shariah-compliant business such as properties (hotels and housing). Henderson 

(2010) and Birchall (2009) supported that a large number of funds are available for 

the development Shariah-compliant product including hotels. It is part of the Islamic 

investment requirements that the investment should be made in companies dealing 

and producing products and services permitted by the Syariah law. For example, a 

Syariah-compliant business should not involve in riba and not permitted to invest in 

alcohol, gambling prostitution, weapons and conventional financial services-related 

business. 

The prospect for the development of Islamic Tourism concept looks bright, 

however, some impediments are slowing the development of Islamic tourism. Lack of 

academic discussion exists addressing this issue delay the replication of this concept 

elsewhere, especially in a non-Muslim tourist destination. The absence of a Muslim 

friendly standard and requirements is a major disadvantage causing a limited 

number of hotels to offer Muslim friendly accommodation (Rosenberg & Choufany 

2009; Henderson 2011; Ibrahim 2010; Birchall 2009). Without the standard, the 

practice of Muslim friendly hotel appears different from one hotel to another 

(Anonymous, 2009). Researchers proposed 3 categories of Muslim friendly hotel 

such as core services, augmented services and actual services. For example, the 

core service consists of primary benefits to hotel guests such as a clean room and 

Halal food. The actual service includes more Islamic services than the core services 

is prayer time, separate recreation facilities for female and male, prayer room and 

mosque location. Lastly, the augmented service comprises extensive Islamic 

services (Md Salleh et al., 2014).  Table 1 shows the levels of Muslim friendly hotels. 
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Table 1 : Levels of Muslim friendly hotel 

Core Halal food, No alcohol, Qiblah signage, Prayer mat, Bidet in the room 

Actual Separate recreation facilities for male and female, Surau, No adult entertainment, 
Prayer time, Mosque location 

Augmented Zakat counter, Haji brochure, classes, Azan at floor level  
Islamic tourism packages, Staff dress code, Separate floor for male and female, 
Taraweeh solat during Ramadhan Sahoor and Breakfast package 

Source: Md Salleh et al. (2014) 

 

The high potentiality of Islamic tourism could be caused by several aspects 

including the increasing efforts by OIC countries to develop the tourism industry in 

their region, the stable growth of Islamic banking and finance industry resulting more 

investment available for Halal products and services, and lastly, the fast-growing 

Muslim market at USD$500 billion a year and Halal market worth USD$2.1 trillion in 

the world. Although the demand for Islamic tourism is proven to be high, the market 

is still untapped as the supply side seems to fail to pull alongside resulting slow 

progress in the development of Islamic Tourism.  

 

3.0 Methodology 

This study employed a qualitative method by using the semi-structured expert 

interview.  Expert interviews allow rich data gathered in answering the research 

questions. As this study attempt to provide views form supply side of tourism 

activities at Akita Prefecture, purposive sampling technique was adopted to identify 

experts (Creswell 1998; Mason 2010). Experts identified according to their expertise 

in tourism suppliers for instance hotels, government representatives, tour operators 

and Halal certified agencies.  Table 2 identifies the experts involved in this study. 

 
Table 2 : Summary of respondents 

Area Organization Designation 

Destination 
Management 
Organization (DMO) 

Tourism Promotion Division Associate Director 

Semboku Government City  

Yokote Government City  

Akita Tourism Federation Senior Staff 

Port and Trade of Akita city Head of Department 

Tour Operators National Tour Company Head of Akita Branch 

National Tour Company Sales Manager 

Akita based Tour Operator Owner 

Hotel  Hotel A Managing Director 

Hotel B Managing Director 

Hotel C Supervisor 

Hotel D Managing Director 

Hotel E Sales Manager 

Halal Certified 
Company/ Agency 

Halal certified company Managing Director 

Rating Agency Vice President 

Halal association Consultant/Researcher 

Halal business company Chairman 

Source:  Developed for this study 
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There were 16 experts agreed to participate in this study. They were invited 

through email and phone calls before the interview which was held on 17 February 

2015 to 7 March 2015. The interview was carried out at the respondents' office and 

in the mother tongue language of Japanese since many of the respondents could not 

communicate in English. The translator was hired to translate the questions in 

English to Japanese language and translate the answers in English.  Rich interview 

data gathered allow in-depth analysis of thematic analysis method (Blum, 1997).  

The interview data were transcribed, coded and themes were developed.  After 

going through this process several themes were selected as challenges to the Akita 

Prefecture according to the 5A tourism components including accommodation, 

attractions, activities, amenities/facilities and accessibility (Mowla, 2019)   

4.0 Findings 

4.1 Elements and Challenges to Provide Muslim-Friendly Tourist Facilities and 
Services 

Several themes have emerged during the discussion with Halal certificate 

providers and agency. Creating awareness on Halal food, advising the right strategy 

to get Halal certified, the cost of obtaining and maintaining the Halal certificate and 

creating sustainable Halal business through developing Halal supply chain and 

platform are among the theme raised by the respondents. 

1. Creating awareness of Halal food. All of the respondents agreed that the tourism

suppliers at Akita must have a high awareness of Halal food. It is highlighted that

only with the high understanding of why what and how to prepare Halal food, the

tourism suppliers will be able to perform or produce Halal food.  As indicated by

the Managing Director of Halal certified agency, “The supplier of tourism in Akita

need to know why is Halal important to Muslim.  What is Halal food? How to

prepare Halal food?..... When asked why, the respondents said, this is because 

Muslim is almost none in Akita prefecture, so Akita people do not know the 

Islamic culture, rules and regulations.”. One of the respondents highlighted that a 

meeting with tourism suppliers have to be conducted to increase the awareness 

of Halal food for them to realize the importance of providing and having certified 

Halal. 

2. Cost of obtaining and maintaining the Halal certificate: For the hotels and

restaurants to serve food to Muslim, it is strongly advised to get the Halal

certification in ensuring confidence to the service provider and satisfaction to the

Muslim tourists. The cost of having Halal certification or Muslim friendly rating

range around ¥10,000 per dish to ¥300,000 for the rating of a restaurant or

hotel.Table 3 highlights the costs and services to obtain Halal certification and

rating of Halal services for tourism service providers.
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Table 3 : The Cost to obtain halal certification and rating services 

Organization Costs Services Hotel/Restaurant 

Rating agency ¥300,000 for each 
hotel/restaurant 

Marketing at the website. 
Rate the hotel using its rating 
system. 
There are 5 levels of rating 
(refer appendix) 

Hotel/Restaurant runs the 
business as usual. 

Local Halal 
company 

¥500,000 for a halal 
menu that consists of 
less than 100 
ingredients. 

Educate Halal concept 
Assist to get Halal certification 
Help to market through the 
website 
Maintaining the Halal 
certification 
There are 4 levels of certificate 
(refer appendix) 

Convert kitchen to be 
Halal kitchen. 
Involve extra cost to 
renovate the kitchen, buy 
new freezer, containers, 
and utensils. 

Source:  Developed for this study 

 

The rating agency offers a simple rating system for a business to adopt which 

allow the customer to choose which hotel to stay base on the indicators in the rating 

system. There are 7 levels of Islamic services offered by hotels (refer to appendix). 

The restaurant or hotel does not have to renovate the kitchen because it uses a 

rating system that indicates to what extent the hotel or restaurant could provide Halal 

information or food. While for local halal certification, there are 4 levels to show the 

extent of strictness to follow Syariah rules in preparing the food (refer Appendix). The 

lowest one is the premise provides information on the ingredients used in the dish 

such as labelling no pork, no meat and no alcohol at the buffet table or in the menu.    
 

3. Involvement of Destination Marketing Organization (DMO) to initiate Muslim-

friendly facilities: At least 3 of the experts forwarded the idea that Akita prefecture 

government must play a lead role in developing Akita as a Muslim friendly tourist 

destination.  As indicated by one of the DMO respondents, "In my opinion, Akita 

prefecture government must invite hotels, restaurant, shopping complex and 

create a consolidation or organization or association that would like to promote 

Muslim friendly destination at Akita prefecture.  According to my experience, 

without a conglomerate or collective effort from determining hotels, restaurants 

and shopping complex, the Muslim friendly tourist destination could not be 

realized in Akita.  This happened to Komamoto city where the mayor inspired to 

venture into Islamic tourism but cannot convince the local tourism suppliers to 

follow suit.  Therefore, until now there is no development on Islamic tourism at 

that city.”    

4. Creating sustainable Halal business through developing Halal supply chain and 

platform: One of the experts strongly suggest that Islamic tourism could be in a 

strong position and sustain as a tourism product when there is enough support 

system around it. 

 

"Akita must develop a platform like an area that is dedicated to producing 

Halal product.  This is because there is strict regulation that Halal producers need to 

follow in producing a Halal product.  For example, if it is according to Jakim 

requirement, the factory obtained Halal certification could operate near the pig farm 

by 5-10 kilometres.  In Japan, this is impossible, because Japanese like to eat pig.  
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Therefore, to sustain the Muslim friendly tourist destination, suppliers could produce 

at the Halal platform or area.  If not, the cost of obtaining Halal supplies will be 

expensive." Chairman, Halal certification agency.  

This study found several challenges occurred in the effort to develop a Muslim 

friendly destination for Akita especially accommodation and food. It is understood 

that more than 30 per cent of travelling expenses involves accommodation 

(Goeldner & Brent, 2009). Therefore, it is important to ensure that guests are 

satisfied when staying at the hotel to maintain repeat business in the future.  

 

4.2 Challenges for Hotels to provide Muslim friendly services 

The issue of Halal food seems to be important for Muslim because they could 

only consume Halal food. This study found that the preparation of Halal food seems 

to do not exist in Akita prefecture due to the limited demand for Halal food in this 

region. Nonetheless, there is evidence that the awareness of Muslim tourists' needs 

is at the introductory level. The government and agencies have held seminars on 

Islamic tourism and explained how hotels in another part of Japan have ventured into 

providing services to Muslim tourist. 

 

“We know that Muslim cannot eat pork, drink alcohol and pray 5 times a day.”  

Hotel A 

“In Kyoto, they already practice Islamic tourism and some hotels are ready to 

accept Muslim tourists by providing prayer mat, Halal menu and prayer places.” 

Hotel C 

 

In the effort to welcome Muslim tourists to Akita Prefectures, it is important to 

understand the willingness of hotels to provide Halal food. The interview revealed 

that that most of the hotels are not willing to obtain Halal certification due to the high 

costs to obtain Halal certification, lack of support from suppliers to provide Halal 

ingredients and lack of knowledge to provide solutions on Halal matters.  

Nonetheless, there are three hotels found to put up the effort and provide all the best 

for their guests. One of the efforts is to provide the information of ingredients at the 

dish so that customers could choose which dish to eat. As mentioned by Hotel D, 

“We will explain to our guests what we could do and try to meet their requirement.  

For example, we will use fish or seafood instead of meat or pork.  We will try our best 

to provide food for them”.  Most of the hotels provide open options such as let the 

guests make their decision during breakfast because it is a buffet-style, so the 

Muslim guests could choose the food that suits their diet.  Hotel B highlighted that 

“Every morning we have buffet breakfast, those with vegetarian or Halal requirement 

will take food that is suitable to them. For instance, bread and jam or salad.” 

As Muslim need to pray 5 times a day, the availability of prayer facilities such 

as qiblah direction would be appreciated by them. Many hotels are willing to provide 

the qiblah compass if required.  Hotels believe it is cheap and easy to provide qiblah 

sign and it will help to delight the Muslim guests.  

In short, this study found that the awareness about Islamic tourism and Halal 

food is low as limited information is available in Japanese on Muslim strict diet. 

Because little is known about Islam, it is difficult for the hotels to offer Halal food due 

to many reasons such as lack of knowledge on how to prepare Halal food, difficult to 
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get Halal food supplies and the cost to get Halal certification is costly.  Since there is 

limited demand for Halal food, it is not a priority for hotels to deal with it.  However, 

some hotels are willing to fulfil the demand of their guests by searching the 

information themselves through the internet and ask the staff who have been 

working at Muslim countries. These hotels are considered resourceful as the staffs 

are very knowledgeable about Islam.    

 

4.3 Providing better facilities for Muslim tourists in the restaurant 

Currently, there is only one restaurant in Akita city that provides Halal food. 

The restaurant is owned by a Pakistan who married the Japanese lady. According to 

the owner, the Halal supplies are easy to get, this restaurant does not have Halal 

certification as he will ensure everything used to cook dishes at this restaurant is 

Halal. In terms of buying Halal meat, he gets supplies from Tokyo and ordered twice 

a month. At another part of Akita, there is no Halal restaurant. However, the local 

restaurants are quite flexible to provide the food that Muslim could eat. For example, 

the restaurant in Yokote serving Yakisoba, the famous food originated in Yokote, 

agreed to cook the Yakisoba without using animal oil and meat. Therefore, Muslim 

could enjoy this traditional and famous food of Yokote without fear of eating pork and 

meat. 

In terms of the prayer room at the restaurant, it could be a problem for Muslim 

guests to pray after a long journey from another city. Therefore, it is helpful if the 

restaurant has a temporary prayer room that is located near the toilet, so Muslim 

tourists can perform prayer and enjoy food.  In short, more Halal food could be 

served by restaurants in Akita to make Akita a Muslim friendly destination. One 

solution is to label the food that only uses seafood and fish as main ingredients.  So 

that the customer has a choice to eat and feel secured and satisfied enjoying the 

delicious meal from Akita. 

 

4.4 Shopping Complex and Airport 

Through observation several challenges await Akita prefecture to provide 

facilities for Muslim at airport and shopping complex. Facilities such as prayer room, 

Halal food and Halal souvenir are important to make Muslim tourists experience at 

Akita a memorable one. Nonetheless, those facilities are not available. 1) Currently, 

there is a limited facility to perform prayer at the shopping complex; 2) The 

information on Halal restaurant is not available therefore it is troublesome for Muslim 

tourists to have a meal; 3) Japanese written ingredients on souvenir limit their 

opportunities to buy food as a souvenir. 

 

4.5 Destination Marketing Organization (DMO) 

As a function of DMO is important to coordinate all resources that the 

destination has for promotion. Often DMO provides leadership in policy and 

planning, marketing, product development, industry advocacy, coordination and 

education/training (Blumberg 2005). The interviews revealed four issues highlighted 

on the strategic planning on promoting Akita as a Muslim tourist destination. 

The findings revealed that the DMO is at the initial stage of introducing Islamic 

tourism to the local tourism suppliers. As highlighted by the local city government, 

"We understand that many other cities are concentrating to this market (Islamic 
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tourism) however, here in Akita we are trying to upgrade the tourism facilities to 

foreigners such as fixing and encouraging tourism suppliers to supply Wi-Fi or high-

speed internet in the hotels and restaurants."  Currently, the foreign tourists are the 

main target of DMO of Akita, therefore, Islamic tourism is still at the initial conceptual 

stage and the DMO have no idea on how to pursue to target Muslim tourists. 

The interview data reveal that there is a lack of English language information 

in the brochure or promotional tool used such as internet/social media.  Due to the 

limitation of English language usage to promote Islamic tourism, it is identified that 

there is a missing link of local tour operators and tour operators at target market 

country.  As the interview reveals that there is no relationship has been established 

to collaborate effort of local tour operators and tour operators at the target market of 

the source country. In most cases, the local tour operators will depend on the 

demand from national tour operators for inbound tourist to Akita.  Since there is no 

direct contact/collaboration to attract inbound tourist to Akita directly, it is difficult to 

promote Akita to targeted Muslim countries. Probably this is due to the language 

barriers, where people in Akita can hardly talk in English and tour operators at the 

targeted countries do not understand Japanese.   

5.0 Conclusion and Future Direction 

In general, a non-Muslim country could provide Islamic tourism facilities 

through 5A concepts such as accommodation, attraction, activities, 

amenities/facilities and accessibility (Mowla, 2019). For Akita Prefecture, although it 

offers many attractions for Muslim tourists to explore such as World Heritage sites, 

natural scenic areas, distinct culture and traditions, unique festivals, nice food and 

climate, some adjustments could be made to accommodate a basic Muslim tourist 

needs of accommodation and food.    Some types of accommodation in Akita have 

experience and ready to cater to Muslim tourists such as homestays in Semboku 

area.  Nonetheless, due to a limited number of demand and knowledge on how to 

provide Muslim friendly services to tourists, hotels, restaurants and tour operators 

are feeling confused on how to meet the needs of Muslim tourists. As Muslim have 

specific rules to follow and to perform routine religious obligations wherever they are, 

tourism providers at host country should satisfy their needs.    

In terms of practicality, several recommendations aiming to increase the 

prospect for Islamic tourism includes providing Halal food, prayer facilities, improve 

good English communication and collaborations with global tour guiding partners.  In 

terms of government support, more awareness campaigns on Islamic tourism are 

needed and to develop the platform for Halal supply chain and Halal food produce to 

help increase willingness in Halal food preparation.   
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Appendix 1:  Levels of Halal certificates in Japan 

JAKIM 

Japan Halal 

Local halal 

No pork/meat/no alcohol 




