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Abstract 

Halal tourism marketing is growing rapidly in the world of Muslim  tourism 
destinations in particular in Indonesia and Malaysia. Each neighboring country claim 
as the best halal destination and the most attractive and resourceful of halal tourism. 
In term of market characteristic both countries have similarity in nature despite there 
are some differentiated uniqueness and specialties. The challenge is that both 
countries are close neighbors offering similar competing value of service, so it is felt 
that the situation is in a very tight competition and rivalries. With the spirit of 
brotherhood, it should be explored the potential and the advantage of collaboration 
instead of focusing on rivalry and competition. This research aims firstly to analysis 
each market journey of halal tourism marketing: ideas, practices, challenges and 
opportunities, second, to compare and analysis marketing efforts and programs of 
halal tourism marketing in the two neighboring countries, and third, to analysis the 
potential of cooperation between the two neighboring countries to maximize its 
objective achievements and outputs. The method of research is qualitative research 
approach based on the use and analysis of literature review. Primary data obtained 
through in depth interview with selected informants. The use of huge secondary data 
through the previous research and relevant publications are made, collected and 
studied for deep analysis. Data analysis is made by interpreting interview result and 
deep analyzing of secondary data available from various resources for the paper 
discussion and making conclusion. Result of study indicates that halal tourism 
marketing in each market Indonesia and Malaysia has its own ideas, practices, 
challenges and opportunities. Even though in both countries Islamic religion is 
dominant however, there are some unique differences which reflect uniqueness of 
each market. Indeed, there are huge potentials of cooperation open to support halal 
tourism marketing in each country. Eventually, cooperation will widen the market and 
add to market attractiveness. With the spirit of ASEAN in ASEAN Economic 
Community (AEC) era cooperation effort is hoped to benefit both country rather than 
competition. Implication of the research is discussed and suggestion for future 
research is highly recommended. 

Key words - Halal tourism marketing, Indonesia-Malaysia, rivalries, collaboration, 
Muslim tourists 

 
INTRODUCTION 

Today the Muslim population in the world is about 1.6 billion people or has reached 
25% of the 7 billion world population. Muslim population is spread in many countries, 
but there are 56 Muslim majority countries with a GDP of 6.7 trillion dollars. In 
aggregate, the global expenditure of Muslim consumers on food and lifestyle sectors 
is being estimated US $ 2 trillion in 2013 grew 9.5% from previous years and is 
expected to reach US $3.7 trillion by 2019. These figures form the potential core 
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markets for halal food and lifestyle sectors (Thomson Reuters, 2014). This figure 
indicates that Muslim consumers are huge and attractive market potential. 

With the rising numbers of the global Muslim population, businesses around the 
world have started to pay attention to the needs of that growing and lucrative market 
segment. The travel sector is no exception to that trend, giving growth to a variety of 
Muslim Friendly Tourism (MFT) products and services (COMCEC, 2016). In 
acknowledgement of the importance of the MFT sector, many governments around 
the globe are promoting themselves as Muslim-friendly destinations and in some 
cases are supporting the private sector’s efforts in the development of Muslim- 
friendly products and services. While a number of mainstream tourism providers 
have modified their offerings to accommodate the needs of Muslim travelers, an 
increasing number of specialized providers, focusing only on MFT products and 
services, have emerged in the past decade (Cetin and Dincer, 2016). Muslim tourist 
is the large niche market for tourism industry. Thus, the knowledge about Muslim 
tourists’ behavior and needs are highly needed for tourism business sectors to 
develop, promote and sell tourism products that suit to the unique needs of this new 
market (Kamali, 2011; Sriprasert et al., 2014). 

Thomson Reuters (2014) reported that global Muslim spending on recreation and 
culture has grown 7.3% to reach $185 billion in 2013. This represents 5.2% of the 
global expenditure and is expected to reach $301 billion by 2019. Indonesia rank as 
one of the top countries with Muslim consumers’ recreation consumption (based on 
2013 data) after Turkey, which are: Turkey ($30.3 billion), Indonesia ($9.4 billion), 
United States ($9.1 billion), Iran ($9 billion), and France ($8.4 billion), while Global 
Muslim spending on travel (outbound) has increased 7.7% to reach $140 billion in 
2015 (excluding Hajj and Umrah). This is 11.6% of the global expenditure and is 
expected to reach $238 billion by 2019. Top source countries of Muslim tourists 
based on 2013 expenditure were: Saudi Arabia ($17.8 billion), Iran ($14.3 billion), 
United Arab Emirates ($11.2 billion), Qatar ($ 7.8 billion), Kuwait ($7.7 billion), and 
Indonesia ($7.5 billion). 

Indonesia and Malaysia are important Muslim countries for halal tourism. According 
to Crescent rating (2015) Malaysia is the top-ranked Halal-friendly holiday 
destination amongst the Organization of Islamic Countries (OIC) member states 
while Indonesia is among the top 10 top-ranked, but being the largest  Muslim 
country Indonesia has a high potential to lead as the next top halal destination. Both 
countries have developed some selected tourism destinations to be the countries’ 
halal tourism destinations to attract specifically Muslim tourists but open as well for 
Non-Muslim both local and overseas. According to UNWTO (2015) International 
tourism has seen a rapid and continuous growth with an estimated 1.14 billion 
travelers in 2014. The growth has also led to the emergence of a very lucrative 
market of Muslim travelers especially in Asia which is home to the largest population 
of Muslims. 

The dynamics of world tourism in the last three years was influenced by the 
increased number of trips across the country and the growth of the economy, 
especially in the Asia-Pacific region. In 2014 more than 300 million (27.1% of total 
world travelers) did travel to Asia and 96.7 million of them travelled to Southeast 
Asia. While in 2015 amid the global situation was not conducive, there is an increase 
by 4.5% in regards to tourism business. Resulting in the tourism industry to 
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experience continuous significant growth (Jaelani 2017). Indonesia itself  
experienced an increase in world tourism, from 9.3 million in 2014 to 10.4 million in 
2015 (up 2.9%), and was able to break the 12 million tourist arrivals in 2016. 
Compared with other countries in ASEAN, Indonesia is ranked fourth, below 
Thailand, Malaysia, and Singapore. Based on nationality, Singapore, Malaysia and 
China is the three largest contributors of foreign tourists. Whereas from outside Asia 
are Australia, The United Kingdom, and The United States (Bappenas, 2016 in 
Jaelani, 2017). Then, in 2012 Indonesia started to establish Halal tourism 
(Nirwandar, 2015). Being the largest Muslim country in the world, Indonesia Halal 
tourism industry is promising. The development of sharia or halal tourism is an 
alternative for the travel industry in Indonesia in line with the trend of the halal 
tourism industry as part of the global Islamic economy (Samori et al., 2016). 

Malaysia has been actively promoting itself as a Muslim friendly destination through 
the use of a variety of tools. Tourism of Malaysia has established overseas offices in 
a number of countries including Turkey, Saudi Arabia, Indonesia, Brunei and Iran. It 
has participated regularly in the Arabian travel market since 1993 as well as 
organizing regular familiarization trips for Middle Eastern media and industry 
professionals. Malaysia implemented a marketing campaign, “Visit Malaysia Year 
2014” targeting the Middle East (Shafaei and Mohamed, 2015). Malaysia is very 
serious in promoting and campaigning the country as the top or at least one of the 
top halal tourism destinations in the world in regards to the increase of tourist arrival 
to the country. 

To develop and support Malaysia’s economy, Indonesia, and UAE lead the inaugural 
2015 Islamic Growth Markets Investment Index which ranks countries investment 
potential relatively within the OIC member country grouping. The Index is based on a 
set of nine metrics covering the categories of a country’s growth fundamentals, 
growth momentum, investment momentum and relative country risk (UNWTO, 2015). 
According to the report, Indonesia showed the strongest growth fundamentals 
among the top three having the highest population (249 million, 2013) and GDP 
($870 billion, current US$, 2013), while Malaysia leads with the strongest growth and 
investment momentum (217% FDI inflows growth 2009-13). GCC economies led by 
UAE are also on the top ten list, including Qatar and Saudi Arabia. Other markets on 
the top 10 includes Kazakhstan, Egypt, Turkey, Morocco, and Mozambique. 

Indonesia targeted to be the top for world halal destination, which Malaysia also 
targeted. Rivalry cannot be avoided which lead to each nation trying its best to reach 
their target and objectives. Argumentations are made by both nations in terms of 
which are the best halal tourism destinations (to determine who have the best halal 
tourism destinations). From Malaysia’s side, it is said that Malaysia holds a special 
position in the global halal market as top Halal destination in the world (Kamali, 
2011). While many Indonesian researchers and scholars believed that Indonesia is 
the hub and leading country for halal tourism, knowing its position as the largest 
Islamic country in the world, having the majority of the Muslim population in the  
world (Nirwandar, 2015). 

Indonesia and Malaysia are countries with the same race (Negara serumpun). 
Despite its differences, there are many similarities from its cultural, geography and 
socio economic condition. Halal tourism is an opportunity for the two countries, 
however, things such as infrastructure, destination attractiveness and halal 
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destination standards need to be developed, as well local (host) community 
awareness and readiness for the new emerging concept of tourism as well common 
understanding of halal tourism. Next assignment is, how the current competition and 
rivalry can be turned to a collaboration within the ASEAN Economic Community 
(AEC) framework. 

This research aims firstly to analyze each country journey of halal tourism marketing 
from ideas, practices as well as challenges and opportunities. Secondly, to make 
comparison and analysis of the marketing efforts, programs and practices of halal 
tourism marketing in the two neighboring countries. Thirdly, to analyze if there are 
any rivalry and competition between the two neighboring countries in the halal 
tourism marketing program and to analyze any potential of cooperation between the 
two countries to maximize both countries objectives achievement. 

 
LITERATURE REVIEW 

a. The Concept of Halal 

The word "halal" means something that is allowed and is usually used in a legitimate 
sense. The concept of halal in Islam has a very specific motive as to preserve the 
purity of religion, to maintain the mentality of Islam, to preserve life, to protect 
property, to protect future generations, to support the dignity and integrity. Also, the 
definition of halal refers to all aspects of life such behavior is allowed, speech, dress, 
behavior, and diet means (Ijaj, 2011 in Jaelani, 2017). 

Islam prescribes a halal way of life to its adherents, which means that Muslim 
consumption behavior and patterns are governed by Islamic beliefs. It follows that 
the choice of a tourism destination for Muslims is influenced by the availability of 
Muslim-friendly amenities and services that cater for their needs. The influence of 
religion goes beyond destination choice to hotel selection, service expectations, food 
consumption and preferences for Muslim-friendly activities. A number of studies  
have attempted to identify Muslim traveler needs and their relative importance in 
terms of consumer decision making. Availability of Halal food, prayer areas, 
segregated entertainment facilities, and not offering alcohol, no gambling and adult 
channels are among the list of Muslim traveler needs were proposed by academics 
(COMCEC, 2016). 

 
b. Halal Tourism 

Contrary to popular public opinion, Islam accepts and encourages tourism. There are 
16 verses in the Qur’an that directly encourage Muslims to travel. Muslims are taught 
to pray to God as fully as possible since through one’s personal experience of the 
world one can understand the greatness of God and smallness of man. Travel 
results in the acquisition of knowledge and tests the patience and the perseverance 
in the individual (Zamani-Farahani, 2010 in Kovjanic (2014). 

Early definitions of Islamic Tourism have focused on tourism with religious nature but 
academics later expanded the definition to incorporate any “tourism in accordance 
with Islam, involving people of the Muslim faith who are interested in keeping with 
their personal religious habits whilst traveling.” Halal Tourism definitions stress more 
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the idea of Sharia compliance; many academics define it as “any tourism object or 
action that is permissible according to Islamic teachings to use or engage in by 
Muslims in the tourism industry.” (COMCEC, 2016). 

Muslim Friendly Tourism, a term that owes its existence mainly to industry 
professionals and media outlets has been gaining ground recently in terms of being 
used in reference to tourism offering products and services that accommodate 
Muslim travelers’ needs to varying extents. While some may use the terms “Halal 
Tourism” and “Muslim-Friendly Tourism” interchangeably, the term “Muslim-friendly” 
is used mainly to describe services and products that seem to encompass the full 
spectrum of sharia compliance. A hotel providing a prayer area and unlimited Halal 
food options can label itself Muslim-friendly without having to stick to all the attributes 
of a sharia compliant hotel. The label Muslim-friendly makes it more feasible for 
tourism providers to appeal to Muslim travelers; however, this label remains 
ambiguous in the absence of unified standards to measure the degree of Muslim 
friendliness, let alone sharia compliance of such providers (COMCEC, 2016). 
Therefore, the term Halal tourism is more acceptable (Samori et al., 2016). 

The growing Islamic marketing practices or halal marketing, embedded in a strong 
ethical doctrine, can play a vital role in rising the standards of business conduct 
worldwide, while in no way compromising the quality of services or products offered 
to customers, or surrendering the profit margins of businesses. Adherence to such 
ethical practices can help to elevate the standards of behavior and thus of living, of 
not just traders but also consumers alike (Hussnain, 2011). 

Like in any other business sector, all products have to meet a specific requirement 
for a specific market. The concept of sharia or better known as halal tourism is not 
meant to separate Muslim tourists from others, but simply to present a choice for 
those who favor products or standards in accordance with their lifestyle. Halal 
tourism is a concept, whereby elements of tourism product are standardized and 
certified to guarantee that it can be safely consumed by Muslim travelers, as well as 
those who for whatever reasons also need the same standard of product (UNWTO, 
2015). Hence, Halal tourism is a universal concept which includes serving healthy 
food, providing clean accommodation and ensuring good hospitability. It is also 
suitable for all people as it reflects quality. 

 
RESEARCH METHODOLOGY 

The method is qualitative research, based on in depth interview (primary data) and 
the analysis of huge literature review from journals and relevant publications 
(secondary data). 

Primary data obtained through in-depth interview with selected informants. Sites 
observation of various popular tourism destinations, both in Indonesia and Malaysia 
are conducted. However, since the nature of this research is the utilization of 
literature review, the use of huge secondary data through previous researches and 
relevant publications are collected and studied for deep analysis. In-depth interviews 
were conducted face to face and by telephone with 15 informants of Halal tourism 
market stakeholders (Tourist visiting Malaysia and Indonesia, Local residents, 
Tourism authority both in Indonesia and Malaysia) to provide insights into the Halal 
tourism market in general for both in Indonesia and Malaysia. 
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Secondary data was originated from previous Market Studies, including journals, 
report, and annual reports of International Organizations Publications such as 
UNWTO, COMCEC, proceeding internet searches and other relevant publications. 
Data was also collected from various government publications and websites 
including ministries and official tourism promotion entities websites. Data is also 
obtained from press publications, including press releases from various Halal market 
players as well as articles covering Halal market in various publications and news 
websites. 

Data analysis is made by interpreting interview result, sites observation and the deep 
analysis of secondary data available from various resources for discussion and 
conclusion making. Therefore, the research is mostly based on a critical review of 
the existing literatures and informant resources. 

 
ANALYSIS AND DISCUSSION 

a. Halal Tourism Marketing in Indonesia 

Indonesia is the largest archipelagic country in the world with 17,504 islands of 
varying sizes. The country stretches across 2830 km and has a land area of 
1,910,931.32 km². The total population is 253,602,815 of whom 87% profess the 
Islamic faith making it the most populous Muslim country in the world. International 
tourist arrivals in 2014 totaled 9.43 million, an increase of about 7.2% over 2013. 
Visitors from Muslim-majority countries such as Malaysia and the Middle East 
contributed 15.3% to the total. Arrivals from China grew by 28.3%, comprising over 
10% of total international arrivals in 2014. Neighboring Malaysia has been a 
significant source of visitor arrivals for decades, with a market share of 13.5% in 
2014. Visitors from the Middle East (Saudi Arabia, Egypt, UAE and Bahrain) are 
small in number but grew 27.04% in between 2013-2014, well above the total 
increase during the same period. The Tourism Ministry estimates that of the 8.7 
million visitors in 2013, it is estimated 1.2 million were Muslim tourists from various 
countries (UNWTO, 2015). 

Due to the growing demand and lucrative Muslim tourist market, Indonesia has been 
focusing its tourism program into halal tourism, especially in specific destinations. 
Nirwandar (2015) reported Milestone in Indonesia Halal Tourism development, as 
follow: 

-Year of 2012: Soft launching of Indonesia Halal Tourism 
-Year of 2013: Grand Launching of 12 Provinces as Moslem Friendly Destination 
-Year of 2013: Declaration of Halal Tourism in the framework of the declaration of 
Islamic Economics Movements (Gerakan Ekonomi Syariah) by the President of 
Republic of Indonesia. 
-Year of 2014: Minister Regulation on Sharia Hotel (restaurants, travel packages, 
and spa are in the pipeline). 

Indonesia possesses a rich cultural heritage and an abundant of natural resources 
that justify its initial political slogan “unity in diversity” and certainly its tourist  
branding “the ultimate in diversity” that has now been superseded by “wonderful 
Indonesia”. All these tourism resources can be easily utilized for Muslim visitors with 
the inclusion of additional facilities that comply with Islamic norms and values such 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS (2018) VOL 21 (SPECIAL ISSUE 2) 
 

 

14 

as the provision of halal food, places for prayer and sharia-based accommodation. 
These diverse tourism resources can be a comparative advantage for Indonesia over 
other Muslim countries (UNWATO, 2015). 

UNWTO (2015) further reported that The Ministry in charge for tourism has taken a 
strategic step by collaborating with MUI (Indonesian Council of Islamic Scholar) and 
other stakeholders to develop “sharia tourism”, the concept of which goes beyond 
religious or Islamic tourism. Sharia tourism deals with material as well as spiritual 
aspects of tourism. Sharia tourism product included halal food, sharia-compliant 
accommodation, cosmetics, spas, as well as fashion and accessories, supported by 
financial services that include sharia banking and insurance. This is also intended to 
enhance a better understanding of Indonesian history as well as awareness of the 
country’s diversity. 

The Ministry of Tourism is preparing detailed manuals and guidelines for 
standardizing the sharia tourism products, competency improvement as well as 
regulatory guidelines. These will help enhance the quality of the visitor experience 
and allow Indonesia to attract more Halal tourism visitors from all around the Islamic 
world. As of August 2005, Indonesian Government had visa on arrival (VoA) facilities 
for 52 countries available at 15 airports and 21 seaports. These include countries 
with significant Muslim populations such as Bahrain, Egypt, Iran, Kuwait, Maldives, 
Oman, Qatar, Saudi Arabia, South Africa, Suriname and United Arab Emirates 
(UNWTO, 2015). 

However, UNWTO (2015) reported the government has designated some provinces 
as priority destinations for sharia tourism, namely: West Sumatera, Riau, Lampung, 
Banten, Jakarta, West Java, East Java, South Sulawesi, and West Nusa Tenggara 
(Lombok). As the younger generation of Indonesia is entering the global market for 
halal-related product, it will strengthen the pursuit of national identity, generate 
economic benefits, improve community welfare, create jobs and enable a better 
distribution of economic benefit among the country’s population. 

 
Another progress in the Halal tourism development is, Indonesia has won awards in 
the World Halal Tourism Awards 2016, with 12 categories as follow: 

1. World's Best Airline for Halal Travelers: Garuda Indonesia. 
2. World's Best Airport for Halal Travelers: Sultan Iskandar Muda International 

Airport, 
Aceh. 

3. World's Best Family Friendly Hotel: The Rhadana Hotel, Kuta, Bali. 
4. World's Most Luxurious Family Friendly Hotel: Trans Luxury Hotel Bandung. 
5. World's Best Halal Beach Resort: Novotel Lombok Resort & Villas, Lombok, 

NTB. 
6. World's Best Halal Tour Operator: Tour Ero, West Sumatra. 
7. World's Best Halal Tourism Website: www.wonderfullomboksumbawa.com, 

Indonesia. 
8. World's Best Halal Honeymoon Destination: Sembalun Village Region, 

Lombok, West Nusa Tenggara (NTB). 
9. World's Best Hajj & Umrah Operator: ESQ Tours & Travel, Jakarta. 
10. World's Best Halal Destination: West Sumatra. 
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11. World's Best Halal Culinary Destination: West Sumatra, Indonesia. 
12. World's Best Halal Cultural Destination: Aceh, Indonesia. 

Previously, Indonesia won three awards as the world halal tourism destination at the 
World Travel Awards 2015, held in the United Arab Emirates (UAE). The winners of 
the World Halal Travel Awards 2015 were announced at a gala dinner in Abu Dhabi 
on October 20, 2015, in conjunction with the World Halal Travel Summit 2015. 

The core of halal tourism is emphasizing the principles of sharia in tourism 
management and to ensure quality services to all tourists and the surrounding 
environment. Therefore, to make Indonesia as a center for the world halal tourism, a 
development aimed at the fulfillment of tourism competitiveness index as its main 
indicators, among others, the improvement of infrastructure, promotion, training of 
human resources, in particular, is considered to increase the capacity of tourism 
businesses (Jaelani, 2017). 

UNWATO (2015) reported Indonesia’s Master plan for Acceleration and Expansion 
of Indonesia’s Economic Development (MP3EI) includes tourism as one of its eight 
main programs. The Ministry of Tourism and Creative Economy has designated 
three provinces in Indonesia as Halal tourist destinations: Lombok, West Sumatra 
and Aceh. The government is taking the lead in promoting Indonesia as a Muslim- 
friendly destination through the Ministry of Tourism. The following are some of the 
recent initiatives taken by the Ministry. Accordingly, they appointed a special 
committee, reporting directly to the Ministry, to develop and promote Halal tourism in 
Indonesia. The committee is called “Team for Accelerated Development of Halal 
Tourism”. Indonesian Tourism Ministry would allocate 10 percent of its promotional 
budget for Halal tourism as in the proposed state budget for 2016, which was 
estimated to stand at Rp. 4 trillion ($291.4 million). 

Furthermore, Indonesia has been strengthening the ecosystem of Halal economy 
sector through taking the following initiatives within the OIC: 

1. Hosting the 5th Extraordinary OIC Summit in March 2016 in Jakarta, 
Indonesia. 

2. Hosting Islamic Development Bank (IDB) Group’s 41st Annual Meeting, in 
May 2016 in Jakarta, Indonesia. 

3. Hosting the 12th World Islamic Economic Forum (WIEF), in August 2016 in 
Jakarta, Indonesia 

Later, the National Committee of Sharia Finance was formed in January 2016, with 
Indonesia’s President, Joko Widodo, acting as the Chairman. This committee was 
formed, not only to support the finance sector, but all of the Halal Lifestyle sectors in 
Indonesia, especially Halal tourism. Jaelani (2017) concluded that halal tourism has 
become part of the national tourism industry to position Indonesia as a center for 
halal tourism in the world in the future. 

Although Halal Tourism was not well-received in Bali due to the fear that it will 
alienate mainstream travelers, the case was entirely different in its closest 
neighboring island, Lombok, West Nusa Tenggara Indonesia. When Halal tourism 
was introduced in West Nusa Tenggara, it was met with a highly positive response, 
leading the province’s most visited mainstream tourism destination, Lombok, to win 
two categories in World Halal Travel Awards 2015 in Abu Dhabi, which are World’s 
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Best Halal Destination and World’s Best Halal Honeymoon Destination. Ever since 
achieving this milestone, Lombok has been constantly developing Halal Tourism and 
garnered 50% more foreign travelers in 2016 compared to the previous year. Based 
on this successful experience, it is clear that the Halal tourism concept can be 
implemented in most mainstream tourism destinations an add-on service for Muslim 
Travelers (COMCEC, 2016). 

Indonesia, which is also supported by its predominantly Muslim population, can 
become a friendly tourist destination nation for the Muslims. “We will encourage and 
develop Aceh and West Sumatra to become halal tourism destinations. The two 
provinces have more attractiveness and various tourist sites,” An Indonesian official 
in the Tourism Ministry was quoted by Liputan6.com online media (2016). These 
types of tourism destinations have grown rapidly in neighboring countries. Sensing 
this development, Indonesia is not willing to be left behind by Malaysia. Even more, 
Indonesia is blessed with regions that have Islamic cultural nuances such as the 
Aceh provinces. “We have to become better than Malaysia, which is why we will 
develop Aceh. Aceh has a strong Islamic culture and natural potential. People come 
to Indonesia for its culture,” she said. 

Although Aceh and West Sumatra have just begun on the path to develop halal 
tourism, the local governments had set up working groups last year itself. In West 
Nusa Tenggara, such a working group was yet to be set up. However, West Nusa 
Tenggara has taken the lead in the development of halal tourism (ANTARA News, 
2015). Indonesia Halal tourism is still in an infant stage, Musdja (2017) suggested 
that Indonesia need to learn from other Halal tourism leading countries to boost 
national Halal industry development. 

 
b. Halal Tourism Marketing in Malaysia 

Malaysia is located in the south eastern part of the Asian continent with a total land 
surface area of 336,700 square kilometers. Malaysia has a population of 30.3 million. 
The peninsular is more populated than the states of Sabah and Sarawak. The west 
coast region of the peninsular is economically more advanced than the rest of the 
country. Malaysia is formed by a pluralistic society, which is dominated by three main 
races, namely the indigenous Bumiputra of which the Malay forms the majority, 
Chinese and Indian. Bumiputra constitutes 65.1% of the total population while 
Chinese and Indian constitute 26.0% and 7.7% respectively. In terms of religious 
affiliation, Malaysia’s population is 60.4% Muslim, 19.2% Buddhist, 9.1% Christian, 
6.3% Hindu and 2.6% Confucius/Tao/other Chinese religious believers. Although 
Islam is enshrined as the official religion, the constitution still ensures that there is 
complete freedom of worship for all people (UNWTO, 2015). 

Malaysia is a moderate Muslim country with a multi-faith and a multi-ethnic society 
where Islam is constitutionally the official religion (Islamic Tourism Centre, 2015). 
Malaysia is attempting to be a popular Islamic tourist destination in the world owing 
to its Islamic environment. It is already noted as an Islamic country serious in 
establishing a halal hub for financial products as well as services. As a further step 
forward, it is embracing novel concepts such as Islamic and halal tourism in recent 
years. While the country does have the potentials of advancing Islamic tourism and 
hospitality industry with respect to the arts, heritage and unique culture of the Malay 
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Muslims, the evaluation of such strategic branding efforts has rarely been attempted 
(Shafaei and Mohamed, 2015). 

Still, according to Shafaei and Mohamed (2015) the government has recognized the 
potential of tourism as one of the engines of growth and an important pillar in the 
economic development of the country. In 1972, the Tourist Development Corporation 
(TDC) was founded through an Act of Parliament. A tourism master plan was drawn 
up in 1975. By 2013, tourism had risen to second-highest earner of foreign exchange 
at RM65.4 billion after manufactured goods. In 2014, international tourist arrivals 
reached 27.4 million with RM72 billion in receipts. 

Further, Malaysia has made effort in positioning itself as an Islamic destination, as a 
result of the growing number of Muslim tourists in Malaysia provides the occasion for 
evaluating the country’s branding and marketing strategies as a preferred Islamic 
destination. As a matter of fact, Malaysia with its multicultural setting, cuisine, and 
heritage is already a worthy destination, but it needs further enhancement with 
respect to Islamic tourism (Shafaei and Mohamed, 2015). 

Malaysia has a played a pioneering role in Islamic tourism and this can be attributed 
to the opening of the Islamic Tourism Centre (ITC) on the 16th March 2009. Besides 
the collaboration and cooperation with the Ministry of Tourism ,Arts and Culture, 
Malaysia as the center serves as an advisory body on Islamic tourism to the 
governing bodies. “Over the years, the center has increasingly become a point of 
reference among stakeholders and industry players, and seen as an industry expert 
on Islamic tourism” (COMCEC, 2016). Malaysia is the leader in World’s Halal 
Industry where this country becomes a pioneer in issuing certification letters for 
products that met the Halal criteria. From time to time, government gives full effort in 
ensuring continuous development of this industry (Idris and Wahab, 2015). 

Malaysia also has organized International Halal Showcase (MIHAS) and the World 
Halal Conference (WHC) which contribute to enhancing its image as a major player 
in the MFT market. Hospitality industries, such as Halal hotels utilize several 
promotional tools including print publications especially travel magazines in the 
Middle East, but their main focus is on digital platforms specifically social media as it 
enables them to get their message to a larger and more diverse audience in 
comparison to traditional media. It also allows them to have more direct 
communication with customers enabling them to build more personal relationships 
(COMCEC, 2016). 

In terms of tourist arrivals, Malaysia has been the topmost Muslim tourism 
destination in the world, having Indonesia and Singapore as its top market countries 
(Dinar Standard and Crescentrating LLC, 2012). According to Safaei and Mohamed 
(2015), Malaysia developed halal tourism as a promising niche to attract more 
Muslim tourists to the country. Due to the variety of Islamic offerings, it seems a  
good country for the tourists who care about Islamic values not only in their daily life, 
but also while travelling. It has a rich Islamic heritage as well as halal food, Muslim 
friendly people and an Islamic environment which provide Muslim tourists with a 
good Islamic experience. Malaysia has been making efforts to brand itself as an 
Islamic and halal hub in recent years. Azis (2016), too said that Malaysia is the 
leader on Muslim tourism. 
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As an Islamic country, Malaysia shares a common Islamic culture and tradition with 
other Muslim travelers in terms of security, food, shopping and religious obligations 
in this country. Hence, the Islamic factor was used by Malaysia to attract the Muslim 
niche market (Salman & Hasim, 2012 in Shafaei and Mohamed, 2015). 

Against the backdrop of additional criteria, Malaysia continues to top the GMTI in 
2016. It is the sixth year in a row that Malaysia has ranked number one having 
topped the previous rankings produced by Crescent Rating since 2011. Malaysia has 
consistently been able to maintain its standing amongst the main three themes of (1) 
Family-friendly holiday and safe travel destination (2) Muslim-friendly services and 
facilities at the destination, and (3) Halal awareness and destination marketing. 
United Arab Emirates has overtaken Turkey to take the second spot, while Indonesia 
has improved its ranking to move to 4th place. Among the non-OIC countries, 
Singapore retained its top position while Taiwan and Japan have continued to 
improve their overall ranking (MasterCard & Crescent Rating, 2016). Even though 
Malaysia is leading in Halal tourism, but there is a concern that Malaysia will be left 
behind as other countries development in the Halal industry is very fast (Ibrahin, 
2017). 

 
c. Challenges and Opportunities 

Halal tourism marketing is a relatively new industry. Indonesia and Malaysia face 
challenges and opportunities in developing halal tourism marketing. The challenges 
faced are very similar, as follows: 

Halal tourism industry needs support from Small Medium Enterprises (SME), for 
example on supply. Currently both Indonesia and Malaysia have no government 
incentives provided to SMEs working within the Halal tourism sector specifically. 
There are some concern in the tourism industry that promoting Indonesia as a Halal 
destination will alienate mainstream (non-Muslim) travelers. For an example when 
the Sharia Economic Society (MES) chairman, Muliaman D. Hadad announced that  
it is worth exploring developing Sharia tourism in Bali Indonesia as a business 
opportunity, he was met with strong opposition from local leaders and influential 
figures (COMCEC, 2016). 

Another challenge Indonesia facing is regional government are not ready to keep 
their new tourism destination i.e.: the lack of guide, hotel availability and restaurant 
and other tourism infrastructure, the sustainability is in question (Kompas, 2017). On 
the other hand, Malaysia has better Halal tourism infrastructures. Malaysia’s air 
transport infrastructure, for example, affords excellent international and regional 
connectivity and accessibility which has been one of the pillars of the country’s 
success in tourism, with 27.8 million arrivals in 2014, ranked it 12th in the world. 

In case of Indonesia, even though the government subsidizes the Halal certification 
for hotels and restaurants, the industry is reluctant to do that, because they feel they 
are already Halal and there is no need for the certification. Furthermore, Thomson 
Reuter (2014) reported on lack of common standards and lack of regulation on 
certifiers, thus, this is still an issue despite efforts being made to develop OIC-wide 
standards. 
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Competition challenge with the mainstream, for example so many hotels in Indonesia 
and most of them rent with a big discount, even the five-star hotels, because the 
hotel business cannot afford to have empty rooms. The problem is that there is an 
over-supply which results in price wars. One informant of Halal hotel expert said that 
hotel owners are still focusing on profit side of their hotel operation which is very 
natural. This situation might hit Halal hotel competitive offer. This is quite similar to 
the issues currently in which Halal hotels of Malaysia are facing. 

With the focus on profit, it is found that many the five star hotels are reluctant to 
establish Muslim friendly hotel concept both in Indonesia and Malaysia as one of the 
reasons is due to alcoholic drink which is stated to contribute a very significant 
amount of revenue. 

Government initiatives to promote Indonesia as a Halal or Muslim-friendly destination 
are still in their infancy, and there are still no strong integrated promotional 
campaigns promoting Indonesia as a Muslim-friendly destination. However, Malaysia 
has a more mature halal market with strong integrated promotional  campaign. On 
the other hand, awareness is relatively low as many local host informants are not 
aware of Halal tourism.Sensitivity of the Islamic or sharia terminology due to 
Islamophobia, caused Halal tourism businesses to be extra careful with their choice 
of messaging while branding their products and services. Therefore, while marketing 
the products and services overseas, makes use of messaging terms such as Halal, 
Muslim-friendly or Dry Hotel as opposed to Sharia compliance as they understand 
the sensitivity of the messaging as Samori et al. (2016) argued the term of halal 
tourism is more appropriate and well accepted for the Islamic tourism or sharia 
tourism. 

Another challenge relates to financial and resources. For example, most hotels find it 
difficult to implement Halal hotel application facilities such as separate swimming 
pools or any other public services for financial reasons. Limited marketing funds also 
pose a problem whereby Halal or Muslim-friendly establishments are restricted from 
running a comprehensive marketing campaign as desired. 

Challenges from supply also emerges as there is low awareness of Halal tourism on 
supply. For example, Halal raw materials and Halal processes especially in 
Indonesia. Malaysia has done a lot to create awareness on Halal Tourism on supply 
by conducting various publications and seminars. 

Halal is one of the important aspects, however the service quality for Halal tourism 
businesses must never be compromised. Businesses will be able to price their 
products at a higher range than competition if they provide quality service. Some 
tourists look for convenience rather than affordability. Therefore, increasing service 
quality in Halal industry is a challenge. In fact, there are cases of Halal services are 
shut down due to poor of professional services. 

Tourism purposes challenges. Tourisms with different purposes lead to different 
requirements. For example, when it comes to Halal tourism, traveling families, 
especially those coming in during the Arab Season, have different traveling 
requirements than honeymooners or even business travelers. Honeymooners look 
for privacy and sightseeing locations whilst families are more interested in shopping 
and attractions such as theme parks. Battour and Ismail (2004), stated that the 
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Muslim market has its special requirements and its culture, which cannot be ignored. 
Thus, satisfying the religious needs of Muslim tourists may encourage them to travel 
to a specific destination. 

Halal tourism is a booming market not just within Muslim markets but other markets 
as well as they are accepting diversity. There has been an interest from Japan, 
South Korea, Thailand, and even Balkan countries like Croatia (Japan Halal 
Association, 2017; Noh, 2017). As such, one of the challenges faced by current Halal 
tourism businesses is the rise in competition from other countries, although this 
competition is very positive for Halal tourism industry as a whole. Mainstream tourist 
is also still dominating, there is a need to also focus or pay attention to non-Muslim 
tourists. 

Meanwhile opportunities of Halal tourism in Indonesia and Malaysia are as follows: 
Indonesia and Malaysia are relatively stable Muslim countries which are very 
suitable for Halal tourism industry with attractive tourism destinations from coast to 
mountain, also rich cultural heritages. Both in Indonesia and Malaysia, Halal tourism 
industry is backed up with strong government support. 

According to Ogilvy Noor (2012), the Muslim consumer market, consisting of 1.8 
billon people is undeniably the next important (and largely untapped) global 
opportunity. The halal market alone is worth US$2.1 trillion a year and is increasing 
at US$500bn a year due to the growth of the global Muslim population. It is expected 
that the global Muslim consumer Market will reach $30 trillion by 2050 (Alserhan, 
2011). For both Muslims as well as non-Moslem, this represents a tremendous 
business opportunity to create new products and services to the needs and nuances 
of niche Muslim markets. 

As a community South East Asia can be a Muslim tourism global player and as a 
hub for world Halal tourism. Indonesia and Malaysia would be an example of a 
moderate Muslim place, providing peaceful and enjoyable visit. Ibrahin (2017) stated 
that Halal is viewed as a new economic growth. 

Furthermore, the huge diversity of the Islamic world is a goldmine opportunity to 
unleash the next big wave of global travel & tourism – to, from and within the 57 
member countries of the Organization of Islamic Cooperation. The  potential 
becomes even bigger if the huge Muslim populations in the Islamic-minority  
countries is included, such as China and India, as well as the Muslim diaspora in 
Europe, North America, South Africa, Oceania, and beyond (UNWTO, 2015). It is 
important also to note on the growth of Low Cost Carriers (LCCs) where Malaysia 
leads Asia, is another contributing factor to the democratization of travel that has led 
to the growth of tourism, including Halal tourism. LCC is also growing in Indonesia 
where Lion Air starts dominating the country LCC market. 

 
d. Strategic Collaboration Opportunity 

The need to cooperate has been recognized by both parties. Indonesia and Malaysia 
are cooperating in developing and strengthening Halal tourism products as well as 
promoting both countries as Halal tourism destinations through joint travel packages 
targeting Muslim travelers. This cooperation was initiated during the 43rd ASEAN 
NTO Meeting in January 2016 (COMCEC, 2016). 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS (2018) VOL 21 (SPECIAL ISSUE 2) 
 

 

21 

Key areas of cooperation can be identified as follows: 

1. Developing and enhancing current bilateral tourism agreements, organizing 
technical knowledge exchange, and creating joint promotion for destinations, 
for example strengthening Halal tourism product to promote both countries 
as Halal tourism destination. 

2. Internationalization of Halal service sector for the economic growth. 
3. Developing destination marketing policies; developing brand identity, 

promoting/supporting marketing campaigns, launching joint promotions with 
airlines, creating joint innovative initiatives (e.g. Muslim lifestyle festival, 
Modest Muslim fashion, Halal tourism festival), and developing aggregate 
promotions. The two countries may combine Halal tourism packages 
including both Malaysian and Indonesian travel products that meet the 
expectations of Muslim tourists. 

4.  Cooperation can be made in the area of Government policies; both 
countries can implement Halal regulation/compliance, establishing 
Halal/MFT national body/committee, easing visa policies, and providing 
subsidies. 

5. In the area of global cooperation; engaging in Halal standards development, 
Islamic economy’ global events and establishing a body to lobby for Muslim 
travelers’ needs. 

6.  In the area of SME Support; training tourism suppliers, facilitating Halal 
certification, providing subsidies, and establishing a portal for SMEs. 

7. Inviting other AEC member countries to develop Halal tourism industry in the 
region. 

8. Working together in promoting the region as AEC one market focusing in 
Halal tourism. 

9. Cooperation can be initiated for Halal tourism branding within domestic 
market and global market as Halal tourism awareness are perceived still low. 
This is in line also with suggestion made by COMCEC (2016) on the 
important of bilateral/multilateral cooperation. 

 
CONCLUSION 

Indonesia and Malaysia are the two potential countries for halal tourism development 
within ASEAN Economic Community. Each country claims that they are the hub and 
top destination of halal tourism. Each government has an ambition to make their 
country as the top halal tourism destination in the world. However, this tremendous 
growth opens to collaborate, especially within the framework of ASEAN Economic 
Community (AEC). Despite some differences the two countries own some similarities 
in nature and culture. 

Malaysia at some point is leading in Halal tourism marketing development as it has 
anticipated earlier with a well- planned program and agenda to be the world hub for 
Halal tourism. International Muslim visitors to Malaysia have also surpassed number 
of international Muslim visitors to Indonesia. Malaysia continues to top the Global 
Muslim Travel Index in 2016. It is the sixth year in a row that Malaysia has ranked 
number one having topped the previous rankings produced by Crescent Rating since 
2011. However, Indonesia as the largest Muslim country has also an ambition to be 
the world halal hub, as Jaelani (2017) concluded that halal tourism has become part 
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of the national tourism industry to position Indonesia as a center for halal tourism in 
the world in the future. 

Result of the study indicates that halal tourism marketing in each market Indonesia 
and Malaysia has its own ideas, practices, challenges and opportunities but 
obviously there are some similarities. Even though in both countries Islamic religion 
is dominant, however, there are some characteristics differences which reflect 
uniqueness of each market. With this natural situation, then rivalries cannot be 
avoided. However, potentials of cooperation are open to support halal tourism 
marketing in each country. Cooperation will widen the market potential and add to 
market attractiveness. With the spirit of ASEAN in the ASEAN Economic Community 
(AEC), era cooperation effort is benefitted both country rather than 
competition/rivalries. 

 
IMPLICATION OF STUDY 

This research offers a deeper understanding of Muslim tourists and their need of 
halal products and life style at both in Indonesia and Malaysia tourism industries. 
Regulators and practitioners, including marketers require doing away with the 
individual country approach that focus on self - effort own country and rivalries 
Instead of focusing on effort to work together as one ASEAN Economic community 
(AEC). 

In the spirit of AEC Halal tourism practitioner and regulator may take advantage of 
the ASEAN Economic Community framework to collaborate. Both governments as 
regulators and practitioners should focus on the opportunity to take halal tourism as 
part of AEC market opportunity rather than treating it as separate individual country 
business as usual. Collaboration in the framework of AEC is relevant and generates 
solutions that will help AEC member especially Indonesia and Malaysia which are 
Muslim majority countries take advantage of the growing need of halal tourism. It is 
an opportunity that makes the area of growth enjoyed by both countries in general 
within the region. 

Due to the limitation of this research, future research is recommended especially 
related to the Moslem consumer (tourist) behavior perspective in the two markets. 
Quantitative approach for the next research is also suggested. Future quantitative 
research needs to pay attention to how such differences play out as asset and 
capital (supporting factors) and overcoming the challenges for the development of 
regional community of halal tourism industry in ASEAN Economic Community (AEC). 
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