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Abstract | Halal tourism is a rapidly expanding niche that is increasing at an alarming rate. The in-

vestigation of the needs, interests, and behavior of Muslim travelers is a professional priority. This is a

general literature review aimed at illuminating how the practice and characteristics of halal tourism are

described in the current literature. The study employs a theory-based general literature review metho-

dology to investigate the key characteristics of halal tourism, such as the research topics, theories, and

methodologies evident in the 28 seminal papers published between 1989 and 2021. Findings reveal the

characteristics of halal tourism, the special needs of Muslim tourists, the implications of halal tourism,

the awareness and perceptions of halal tourism, and the industry responses currently available. Selec-

ted articles examine the signi�cance and philosophy of Islamic tourism and the perception of Muslim

travelers in the context of contemporary global tourism developments. There are �ve primary types of

theories discovered: (a) worldviews, (b) testable views, (c) empirical signi�cance, (d) statistical models,

and (e) grounded theories. Additionally, literature review, and qualitative and quantitative methods were

identi�ed.
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1. Introduction

The tourism industry is increasingly in the se-

arch for new customer segments (Battour et al.,

2017), and tourism focused on Muslim travelers,

such as Islamic tourism, is unquestionably one that

has been attracting growing interest among practi-

tioners over the past decades (Gabdrakhmanov et

al., 2015). The rapid growth of the Muslim popu-

lation around the world is one of the critical rea-

sons for this increased attention (El-Gohary, 2016).

That is why it is imperative to acknowledge the de-

mographic position of the Muslim community, and

their thematic preferences as well as to understand

ways in which services should be ready to be o�e-

red and managed according to Islamic/Muslim ins-

tructions/habits (Stephenson 2014). In fact, Fu-

ture Market Insights estimates a 4% annual growth

(Compound Annual Growth Rate) for halal tourism

in the global market during the period [2022-2032].

The global halal tourism market is estimated to

have a revenue of US$ 255 billion in 2022 and

is expected to reach US$ 365 billion by the end

of 2032 (FMI, Report of Market Insights on Halal

Tourism, 2022). Besides, more than 160 million

Muslim travelers are estimated to have traveled

globally in 2019, according to the Global Muslim

Travel Index 2022 (MasterCard-Crescent Rating,

2022). Muslim visitor arrivals are expected to re-

ach 230 million by 2028, at an estimated spend

of USD 225 billion (MasterCard-Crescent Rating,

2022).

Indeed, understanding the genuine concept of

this so-called concept of Islamic tourism would lead

to discovering the existing phenomenon of its bu-

siness trends such as the halal market. The idea

of halal is still unde�ned or not apparent to non-

Muslim traders and often thought by them to re-

late only to food and what is allowed to be con-

sumed under Islamic law (Jafari and Scott, 2014).

Yet, although important, the perception of halal is

much more extensive than just food. The source

of what constitutes halal (allowed) and haram (not

allowed/opposite to halal) is derived from the Qu-

ran (i.e., the holy book of the almighty Allah),

Prophet Mohammed's teachings and sayings (i.e.,

Allah's messenger), for example (1) male and fe-

male guests prefer to be served by same-gender

service employees, (2) the source of beef, chicken,

mutton, while pork is not allowed due to its food

habit, should be according to Quranic instructions,

such as animal should be slaughtered/sacri�ced in

the name of Allah, and should not be killed by

gunshot or electric shock (El-Gohary, 2016). Thus,

many more things, such as cultural events, Rama-

dan service (e.g., compulsory fasting month), and

separate recreation zones for male and female tou-

rists are involved with the halal market. Notably,

for Muslims, the Quran guides all aspects of hu-

man activities; therefore, religion in�uences the di-

rection of tourism choices by Muslim tourists (Sto-

dolska & Livengood, 2006). As a result, many non-

Muslim countries provide alternatives for Muslim

tourists to choose from by upgrading the tourism

facilities for the comfort of the tourists (Demirel

& Yasarsoy, 2017).

When looking at the wide variety of scholarly

contributions on Halal tourism and the large array

of issues that they cover, an important question

arises: after several years of research, what is the

current status of Halal tourism's themes, theories

and methods?

In order to propose an adequate answer to our

research question, the aim of this paper is to review

and analyze the academic progress of Halal tou-

rism. More precisely, four research sub-questions

are enumerated below:

(i) How the practice and characteristics of

halal tourism are described in the current li-

terature?

(ii) What are the unexplored issues and chal-

lenges of halal tourism?

(iii) What are the speci�c needs of Muslim

tourists?
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(iv) What are the implications and the per-

ception of halal tourism?

Indeed, the present research further reminds

the needs of this increasingly large travel market

while existing studies repeatedly emphasize the re-

quirements for Halal food, Halal restaurants, reli-

gious practices, and Halal-compliant accommoda-

tion, tours, and travel (Oktadiana, Pearce & Chon,

2016; Battour et al., 2016; Azizzadeh, 2019). It

tries also to detect whether there are interest, at-

tention and further signs of openness towards these

kinds of products in Islamic tourism. There is

a need to appreciate how Islamic principles and

practices are manifest within the context of the-

mes, theories and methods. In fact, the originality

of our research is circumscribed by the adopting

of a scienti�c perspective to deal with the themes

addressed, theories adopted and methods used to

highlight halal tourism. Thus, this paper investi-

gates how to determine and apply the concept of

Islamic tourism in research themes, theories and

methods by extracting themes from 28 articles fo-

cused on halal tourism published in 14 journals

indexed in the SCOPUS.

2. Literature review

2.1. Islamic tourism or halal tourism?

The use of the term Islamic rather than halal

tourism -in the tourism sector- has raised much de-

bate among academics (El-Gohary, 2016; Battour

et al., 2017; Battour, 2018; Mounesan & Azgomi,

2020). It is di�cult to determine the correct ter-

minologies and to properly identify the concept of

halal tourism. The confusion identi�ed between

these two terms is often explained by the mul-

tidisciplinary scope of the topic (Battour et al.,

2016; Yagmur et al., 2019). Indeed, the terms are

very often used interchangeably by researchers as if

the two terms are not di�erent (see, e.g. Hender-

son, 2009; Zamani-Farahani & Henderson, 2010;

Battour et al., 2011; Battour et al., 2014; Jafari

& Scott, 2014; Stephenson, 2014; Suban et al.,

2021). Nevertheless, the use of the concepts "ha-

lal tourism"and "Islamic tourism"as synonyms is a

matter of scienti�c debate.

According to Al-Qaradawi (2013), the term

Halal characterizes everything that is permit-

ted, concerning which no restrictions exist, and

the realization of which the lawgiver, "Allah,"is

authorized"(Al-Qaradawi, 2013). Under Islamic

law (Sharia), Halal tourism refers to any tourism

practice or activity that is "permissible"according

to Islamic teaching (Sharia). However, the con-

cept "Islamic"describes what directly relates to the

faith and its doctrines (Islamic law, Sharia, Islamic

values, principles, and beliefs, and Islamic worship)

(Douglass & Shaikh, 2004).

Referring to the literature, some researchers

have advanced de�nitions of Islamic tourism and

halal tourism in the tourism and destination mar-

keting literature. We cite as examples: Timothy

& Iverson, 2006; Zamani-Farahani & Henderson,

2010; Battour et al., 2014; Carboni et al., 2014.

But these de�nitions have not been accurate and

they use "Halal"and "Islamic"in interchangeable

ways, moreover, they have not considered the tar-

get customers, the product and service o�ered, the

location of the activity, the purpose of the trip and

the Islamic law (Battour et al., 2016; Yagmur et

al., 2019). Furthermore, Carboni et al. (2014)

consider that Islamic tourism is not only about

Muslims, not only for Muslim countries and it is

not only for religious purposes. It has also been

argued that Islamic tourism is often practiced for

religious and pilgrimage reasons and it focuses on

actions that are based on Islamic principles (Hen-

derson, 2016). But, halal tourism is a type of tou-

rism that is used for various purposes, including

recreational or social drive (Ryan, 2016).

In this paper, we borrow the extensive de�ni-

tion advanced by Battour and Ismail for halal tou-

rism and adopted by Bo§an and Sar��³�k (2019)
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"any tourism object or action, the use or engage-

ment of which by Muslims in the tourism indus-

try is permitted by Islamic teachings."(Battour &

Ismail, 2016). However, we accept that Islamic

tourism is a kind of tourism that appeared as a

result of individuals' preferences to travel to ob-

tain God's consent (Bo§an & Sar��³�k, 2019). The

factors that encourage individuals to take part in

a tourist activity are Islamic (i.e., they come from

the Quran and Sunnah). It di�ers from religious

tourism, which involves all religions. In Islam, in-

dividuals who engage in Islamic tourism activities

(e.g., reading the verses mentioned by God in the

book of the universe (Quran), i.e., contemplation)

will earn rewards from God (Battour, 2018).

2.2. Literature review on Halal and Islamic

tourism

While halal tourism is beginning to receive wi-

despread attention in the literature, the existing li-

terature remains in its embryonic stages. By refer-

ring to concepts related to religion and religiosity,

many academics have tried to consider the pros-

pects of this global phenomenon on the demand

aspect as well as on the supply aspect (Prayag,

2020). Halal tourism is emerging as a new ni-

che in the tourism industry. It is an open �eld

for improvement (Chandra, 2014). It is important

to point out that some countries, whether Mus-

lim or non-Muslim have started to introduce this

concept in their countries to attract more tourists.

With the implementation of this concept in many

countries, the halal tourism segment will de�ni-

tely grow and as a result, the number of Muslim

travelers will experience an evolution (Suharko et

al., 2018). Indeed, given the remarkable growth

of Halal Tourism, Indonesia has introduced norma-

tive and positive regulations that govern this niche

(Adinugraha et al., 2021). In addition, the Indo-

nesian island of Lombok has implemented services,

restaurants, spiritual requirements, and other ele-

ments related to the halal brand (Rahmawati et

al., 2021).

Rasul (2019) attempted to conduct a systema-

tic review by clarifying de�nitions, concepts, and

scope while identifying knowledge gaps and chal-

lenges. Furthermore, some scholars (e.g. Battour

& Ismail, 2016; Hall & Prayag, 2020) state that

there is no consensus between Muslim and non-

Muslim countries on the interpretation and appli-

cation of Shari'ah principles, from which the con-

cept of Halal Tourism is derived (source). Various

studies have been conducted in di�erent countries.

We mention for example and not exhaustive: Ma-

laysia (Rahman et al., 2020; Said et al., 2020),

Indonesia (Abror et al., 2019; Aji et al., 2020; Rat-

nasari et al.,2020; Adinugraha et al., 2021), Tur-

key (Battour et al.,2018), China (Jia & Chaozhi,

2020), Italy (Carboni et al., 2014), New Zealand

(Prayag, 2020), Jordan (Harahsheh et al., 2019),

etc.

This current review considers pertinent scien-

ti�c examinations conducted by numerous rese-

archers from di�erent nations (e.g. Douglas &

Shaikh, 2004; Battour et al., 2010, 2011, 2012;

Brdesee et al., 2013; Rahman, 2014; Eid & El

Gohary, 2015; Battour et al., 2017, 2018; Wardi

et al., 2018; Abror et al., 2020; Pradana et al.,

2020; Prayag, 2020; Preko et al., 2020; Rahman et

al., 2020; Said et al., 2020; Tiamiyu et al., 2020;

Sofyan et al., 2021; Tangvitoontham & Sattaya-

nuwat, 2022) to illuminate how the practice and

characteristics of halal tourism are described in the

current literature.

3. Methodology

For the sake of transparency and consistency of

results, this review is largely based on the process

proposed by Denyer and Tran�eld (2009). The ap-

proach proposed by these two authors is commonly

used by researchers, principally in the �eld of Tou-

rism and Hospitality Management (e.g., Aladag et
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al., 2020; Montenegro et al., 2022). It is a rigo-

rous approach that is compatible with our research

objectives.

As a preliminary step, we developed the rese-

arch question for this study: how does the litera-

ture de�ne and characterize Halal tourism? Se-

cond, we combed through the existing literature

on the themes, theories, and methodologies of Is-

lamic tourism research to identify the sources that

would assist us in constructing our theoretical fra-

mework. Thirdly, we solicited the assistance of

two expert peers who could assist us in avoiding

bias in our source selection procedure. Finally, we

synthesized the literature from prior research that

ultimately shaped the �ndings of this investigation.

According to Denyer and Tran�eld (2009), a gene-

ral literature review consists of the following four

steps:

i. Locating the studies;

ii. Selecting and evaluating the studies;

iii. Analysing and summarizing the available

evidence;

iv. Presenting the results

3.1. Locating studies

This step involves specifying clear inclusion and

exclusion criteria. Indeed, the dataset used in our

study only originated from the Scopus database.

Our choice is justi�ed by the fact that Scopus ge-

nerally has greater coverage than other databa-

ses like the Web of Science, especially in Business

and management research (Harzing & Alakangas,

2015; Mongeon & Paul-Hus, 2015). To ensure the

quality of control, our research was limited to the

�Tourism, Leisure and Hospitality Management�

subject area, including only journals indexed in the

SCOPUS database in the English language litera-

ture. The �rst search (August 01, 2022) presen-

ted 129 journals. We used the root search strings

�Halal tourism*� and �Islamic tourism*� to detect

relevant studies. Moreover, to cover all papers as-

sociated with Halal tourism, we added a series of

keywords and search strings: �Trends on Halal tou-

rism *�; �Halal industry *�; �Muslim travelers *�;

and �Religious tourism *.� Following the criteria

established, it is to be noted that we have elimi-

nated some articles related to the subject of Ha-

lal Tourism but they are not part of the subject

area: Tourism, Leisure and Hospitality Manage-

ment. Table 2 shows the list of journals selected.

3.2. Selection and evaluation of studies

We analyzed the selected articles to check if

their content was related to halal tourism (abs-

tracts, keyword screening and full-text screening).

We excluded the articles that did not meet the

eligibility criteria. In addition to the criteria de�-

ned previously, the eligibility criteria added inclu-

ded (i) widely focusing on the characteristics and

de�nitions of Halal tourism, (ii) broadly involving

the themes, theories and methods of Islamic tou-

rism research. After checking the abstracts and

keywords, we selected 28 articles.

3.3. Analysis and summarize the available evi-

dence

In this step, �rstly we coded the papers ac-

cording to the criteria cited in Table 3. Then, we

analyzed and summarized the available evidence to

comprehend how the literature characterizes Halal

tourism. We show the results and crucial contri-

butions of the analysis and synthesis themes and

methods in the following parts.

In terms of identifying theories, the author fol-

lows the explanation of Smith et al. (2013) which

is acknowledged as a reliable way to present a com-

prehensive view of positioning theories in existing

knowledge in a speci�c �eld, such as hospitality,

tourism, and leisure studies (Swanson & DeVere-

aux, 2017). Table 1 shows the uses of the concept

theory documented by Smith et al. (2010).
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Table 1 | Uses of the concept theory documented by Smith et al. (2013)

Table 2 | Journal title lists

Table 3 | Criteria of analysis

4. Results and discussions

4.1. Themes

The themes of the 28 articles are centrally fo-

cused on Halal tourism, and speci�cally include

some important topics, such as Halal food and

beverage, Islamic hospitality systems, prospects

and challenges of Islamic tourism, stakeholders'

opinions on Islamic tourism, guidelines and impor-

tance of Islamic tourism management in the rise

of Muslim travellers' mobility, Islamic heritage and

politics, comparisons of Muslim travellers' percep-

tions among destinations, the needs and demands

of Muslim travellers. For the comprehensive and

convenient understanding of the themes identi�ed

in the 28 articles, this study has categorized the

above themes into two categories: (a) understan-

ding Halal tourism, and (b) understanding Muslim

travellers' needs, concurrently, which have been

the nucleus of the articles as well. Both the cate-

gories are discussed below.
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(a) Understanding Islamic tourism

Islam means total submission to the will and

commandments of Allah, and Allah (God) is the

creator of all creatures, including humankind.

Muhammad/Muhammed (peace be on him) is the

�nal/last messenger of the almighty Allah. A Mus-

lim is a person who submits to the will of Allah wil-

fully, regardless of their race, nationality or ethnic

background (Din, 1989; Stodolska & Livengood,

2006, Jafari & Scott, 2014).

Muslims around the world believe that the

holy book of the Al-Quran and Sunnah or Hadith,

containing the sayings and deeds of the Prophet

Muhammad recalled by his companions and fa-

mily, is what directs their life (Zamani-Farahani

and Henderson, 2009). With this said, it is es-

sential to know what is allowed (Halal) and for-

bidden (Haram) in Islam when it comes to travel

and leisure and how it can in�uence an individual's

travel behaviour. �Islam is not just a religion and

certainly not just a fundamentalist political move-

ment. It is a culture or civilization, a way of life

that varies from one Muslim country to another

but is spirited by a common core� (Mazrui, 1997,

p. 118).

Jafari and Scott (2014), Samori, Salleh and

Khalid (2016) cited to address the encouragement

of tourism in Islam:

In the Quran, where Allah says:

�Do they not travel through the land,

so that their hearts (and minds) may

thus learn wisdom and their ears may

thus learn to hear? Truly, it is not their

eyes that are blind, but their hearts,

which are in their breasts.� (Surah al-

Hajj:46).

"Travel through the earth and see how

Allah did originate creation; so will Al-

lah produce a later creation: for Allah

has power over all things"(Surat Al-

Ankabout: 20).

Surah Al-An'am (literally, The Cattle) urges

people to roam about the earth, to consider the

destiny of those who preceded them, especially

those who cast aspersions on God's Word: say:

�Travel through the earth and see what was the

end of those who rejected Truth� (Surat Al-An'am,

11).

�Islamic tourism is, thus, an interesting

and powerful phenomenon in which

religion and tourism are inextricably

linked in a close and complex relati-

onship. It describes both human acti-

vities and commercial products which

are shaped by religious principles and

practices. Such is the nature of Is-

lam that it encompasses every facet

of life and demands adherence to laws

which extend their in�uence to indivi-

dual tourists, the operation of the in-

dustry and functioning of government�

(Henderson, 2009, p. 209).

(b) Understanding Muslim travelers' needs

Recently, research on Muslim travel manage-

ment has drawn much attention from the academic

community at the juncture of rapid expansion of

Muslim travelers' volume and value, of provoking

the interest of the tourism industry worldwide. To-

day, the essentials of a sound knowledge of their

demands and needs on products, leisure, recrea-

tion and social purposes that comply with Islamic

teaching have been an urgent call to both Muslim

and non-Muslim destinations to contemplate the

management and design of these issues. The se-

lected papers have provided a series of guidelines

for Muslim travel management, which are explici-

tly summarized below.

While traveling, Muslims prefers and needs to

maintain religious rules and regulations, such as

�ve times prayer a day, prohibition for women to

travel alone without company, taking food accor-
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ding to the Quran (The Holy Book) and words

of the Prophet (peace be upon him), that is ter-

med as Halal (allowed to take or prepared upon

Islamic directions), e.g., beef, juice, and Haram

(not allowed to take), e.g., pork, wine. The re-

quirements include prayer rooms, especially for fe-

male tourists, stationed security guards at the be-

aches at night for the safety for tourists' wives

and daughters; restaurant marked with Halal food

logo; tourism activities within the framework of Is-

lamic law and regulations; direction sign towards

mosque (prayer house); separate restrooms for wo-

men, Arabic wording for direction or welcome no-

tation; Islamic symbols across the hotels, for exam-

ple, directional arrows towards Mecca for obliga-

tory prayers, training arrangement for non-Muslim

sta� to serve and handle Muslim guests, so that

they can understand the basis of standard Isla-

mic practices; capitalizing Muslim festivals such

as Ramadan (Fasting month), Eid (annual festi-

vals) and developing carnivals in respect of Isla-

mic law and Muslim recreational hypes (Maedeh

& Mazhar, 2010; Chanin et al., 2015; Shakona et

al., 2015; Chanin et al., 2015; Samori, Salleh &

Khalid, 2016; Mohsin, Ramli & Alkhulay�, 2016;

Henderson, 2016; Harahsheh et al., 2019).

Despite the importance of Halal food for Mus-

lims and the growth of Muslim visitation, most of

the non-Muslim destinations still show their low

scale of awareness to include this importance in

their tourism planning and strategy. Initiatives are

being undertaken and advanced by some Muslim

and non-Muslim destinations to improve Halal deli-

very for Muslim tourists, but there remains a need

for essential changes in tourism planning at the

global levels to attract Muslim tourists. Research

works such as surveys at both national and inter-

national levels to gather �rsthand information, and

the exploration of the potential of Halal food in the

development and promotion of the tourism sector

in both Muslim and non-Muslim countries have be-

come an urge in the view of global tourism trend

towards the rapid expansion of Muslim travellers'

volume and value (Maedeh & Mazhar, 2010; Kim,

Im & King, 2015; Chanin et al., 2015; Shakona et

al., 2015; Mohsin, Ramli & Alkhulay�, 2016; Hen-

derson, 2016; Carboni, Perelli & Sistu, 2017).

In sum, Oktadiana, Pearce and Chon (2016)

precisely suggested the following �ve future rese-

arch agendas with factual new data to improve

understanding of Muslim travelers, such as:

i. The management of the separation of se-

xes in everyday recreational activities

ii. The consideration of how to support cul-

tural and religious Islamic occasions

iii. The meaning and power of travel for in-

dividual well-being in Islamic life

iv. The study of shopping preferences and

needs, and

v. The nuances of direct verbal and non-

verbal interaction with Muslim guests.

4.2. Theories identi�ed in the studies

Across the 28 papers, this study identi�ed 5

types of theories used in the articles (see the ex-

planation in Table 4), such as Type 1, 2, 3, 4, 5,

6 and 7 (see the original Smith-Lee taxonomy in

Table 1) (Smith et al., 2013), which are exami-

ned below. In fact, Type 5 theory (epistemology

as theory) was the predominant use of theory (a

total of 13 articles from 28 articles selected for

analysis). Type 2 theories (tested social science

theories) occurred in about 11 of 28 Halal tou-

rism articles. Type 4 theory (an untested model)

is presented in two articles. One example of Type

6 (grounded theory) and one Type 3 theory (sta-

tistical models) was observed. Type 7 (analogical

theory) and Type 1 theory (natural science-type

theory) did not appear in any articles.
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Theory type-5

Theory Type 5 seems silent but signi�cantly

plays a role in placing critical arguments in the

research. Across the study, theory Type 5 speci-

�es what questions are legitimate to ask, and how

available data or deliverable information is to be

analysed and interpreted. It presents a worldview

and identi�es which queries and data are appro-

priate for scholarly enquiry and which are not. In

fact, the light of theory Type 5 is available in 13

studies (See the �rst thirteen articles in Table 4).

For instance, Din (1989) described the pattern of

tourist arrival in Muslim countries and examined

the extent to which the religious factor has bea-

ring on policy and development strategy a�ecting

tourism; Samori, Salleh and Khalid (2016) explo-

red and illustrated the concept of Halal tourism

within the Islamic context with particular reference

to Quranic verse and Hadith (primary sources in Is-

lam); Stephenson (2014) examined the principles

and practices of Islamic hospitality, outlining the

diverse ways in which Islam intersects with `hospi-

tality' and the `hospitality industry'; Maedeh and

Mazhar (2010) investigated at both Muslim and

non-Muslim tourism sites how availability of ha-

lal food has in�uenced the selection of a parti-

cular destination for vacation by Muslims; Hen-

derson (2009) sought to a�ord insights into the

nature and signi�cance of Islamic tourism as a hu-

man and commercial activity; Neveu (2010) ar-

gued that Islamic tourism is noteworthy for the

way it reveals the politics heritage in Jordan, and

Jafari and Scott (2014) encouraged the discussion

of Islam and tourism, a topic that involves both

religious and secular issues, of global signi�cance

and of academic and practical importance in this

�eld. Henderson (2016) reported the recent trends

and underlying determinants, making speci�c refe-

rence to circumstances in Japan. Through t-test,

Mohsin, Ramli and Alkhulay� (2016) raised awa-

reness, by adopting Secondary information and li-

terature review, about the growing Halal tourism

market segment and identi�ed the fundamental ne-

eds of this segment; Vargas-Sánchez and Moral-

Moral (2019) showed that the tourism industry fa-

ces challenges that it must confront in order to

evolve towards the authentication of the halal tou-

rism o�er, including the role of new technologies

and the digital economy; Ultimately, Moshin et al.

(2020) reported that the lack of awareness and

misconceptions about halal tourism in New Zea-

land. The basic requirements of Muslim and tra-

ditional tourists, like the level of service, and their

travel motivations are similar. In addition, Adinu-

graha et al. (2021) adopted a conceptual scholarly

enquiry about the need to implement a normative

rule and a legal framework to govern Halal tourism.

Indeed, they discuss fatwa Number: 108/DSN-

MUI/IX/2016 concerning the application of tou-

rism based on sharia principles and the West Nusa

Tenggara Regional Regulation Number. 2 of 2016

regarding Halal Tourism. Sofyan et al. (2021)

adopted a systematic review to prove that Islam

teaches many principles, behavioral responses and

psychological responses to disasters and crises. As

a consequence, the advantage of halal tourism is

that Muslims make Islamic teachings the basis for

social resilience to disasters.

Theory type-2

Eid and El-Gohary (2015), Oktadiana, Pearce

and Chon (2016), Battour et al. (2017), Wardi

et al. (2018), Isa et al. (2018), Harahsheh et al.

(2019), Rahman et al. (2020), Ainin et al. (2020),

Papastathopoulos et al. (2020), Suhartanto et al.

(2021) and Suhartanto et al. (2021) have applied

Theory Type 2 in their studies. Smith et al. (2013)

de�ned Theory Type 2 as tested social science the-

ories associated with tested empirical models. For

instance, Battour et al. (2017) applied the theory

of push-and-pull motivation to show that religion

signi�cantly moderates the relationship between

pull motivation and tourist satisfaction. Howe-

ver, the moderating e�ect of religion on the rela-
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tionship between push motivation and tourist sa-

tisfaction was not supported; while Oktadiana Pe-

arce and Chon (2016) identi�ed the comprehen-

siveness of the research and commentary availa-

ble concerning the needs of Muslim travelers by

adopting the theory of Coordinated Management

of Meaning (CMM). They found the need better

to identify Muslim travelers' needs from the Cul-

ture norms, Verbal and non-verbal communication,

Life Scripting, and Relationships domains. Buil-

ding on the structural equation modelling (SEM)

as a substantial analytical tool for testing cause-

e�ect-relationships models with latent variables,

the partial least squares structural equation mo-

deling (PLS-SEM) was used by authors to test the

structural and the measurement model of our re-

search. Thus, the main results obtained are:

i. Halal tourism attributes impact signi�-

cantly the tourist satisfaction and word of

mouth;

ii. Most of non-Muslim tourists think that

halal tourism products and services in tra-

veling to Muslim friendly destinations, are

subjective to discover the Muslim cultures;

iii. Tourist loyalty intention is assigned to

the satisfaction of non-Muslim tourists;

iv. Three Muslim tourist pro�les are identi-

�ed: utilitarian Muslim guests, independent

Muslim guests and leisure Muslim guests;

v. Hoteliers need to develop personalized

services to satisfy this segment's customers.

vi. Using explanatory factor analysis, Ha-

rahsheh et al. (2019) concluded that Halal

tourism in Jordan is established, but it needs

to be improved and promoted.

vii. Using SEM-PLS, Isa et al. (2018) show

that social variables and price did not in�u-

ence on tourist satisfaction, while emotion,

quality, and physical and non-physical halal

attributes had a direct impact on tourist sa-

tisfaction, especially with the mediating ef-

fect of the destination experience.

Theory type-4

It seems to be the basis of the theory Type-3,

except that Type 4 theory is not falsi�able by an

independent observer and it adopts existing the-

ories to explain a de�ned phenomenon, without

proposing testable empirical hypotheses. This is a

question of untested models Smith et al. (2013).

Based on these kinds of theories, Carboni and Ja-

nati (2016) explored locals' perceptions of tourism

products in line with Islamic prescriptions to inter-

cept and embrace the demand for the halal tourism

market. It has been revealed that Halal tourism is

not yet duly conceptualized or de�ned even at the

juncture of its rapid growth, for which there re-

mains a certain degree of vagueness regarding this

concept because of its loose de�nition and lack of

full institutionalization in Fez (Morocco). Additi-

onally, Kim et al. (2015) explored emerging des-

tination brand positioning typologies and assessed

the competitiveness of Japan, Korea, and China in

accommodating the preferences of Malaysian Mus-

lim tourists. Malaysian Muslim travelers perceived

Korea as a superior destination brand to China. In

the comparison between Korea and Japan as brand

positioning, Malaysian travelers perceived Japan as

a higher brand than Korea.

Theory type-6

Smith et al. (2013) ranked Grounded Theory

in the 6th. They noted Glaser and Strauss, (1967)

that Grounded theory is not about data collection,

but also the inductive analysis and interpretation

of data collected that is then considered theory. In

the same way, Shakona et al. (2015) used Groun-

ded Theory to explore the in�uence of Islamic beli-

efs and practices on the leisure and travel behavior



JT&D | n.º 41 | 2023 | 519

of Muslims in Clemson, South Carolina. Their re-

sults show that Islamic beliefs and behavioral prac-

tices in�uence the leisure and travel behavior of

Muslims in the USA. The study identi�es seven

major themes that play an essential role in deter-

mining the leisure and travel behavior of Muslims

in Clemson. These are the importance of mosques,

traveling with a Mohram, Hijab and a dress code

for men and women, drinking alcohol and being in

places where alcohol is served, eating pork, Holy

Month of Ramadan and Dabiha.

Theory type-3

According to Smith et al. (2013), Theory type-

3 is assimilated to statistical analysis, but it does

not use a priori-tested conceptual model. Carboni

et al. (2014) adopted various methods (consulta-

tion of secondary sources, observations and inter-

views with a group of 14 key informants) to report

that the rising interest in Islamic tourism appears

to have not yet gained momentum in Djerba. Its

development is currently not seen as a priority in

Tunisia.

4.3. Identi�ed methods

Building on the selected articles, the aim of

this section is to compare the di�erent scienti�c

methods used with the results obtained in the con-

text of Halal tourism.

4.3.1 Di�erent methods but the same points of

results

Results: guidelines for managing Muslim

travellers

Method used:

i. Secondary information and literature re-

view (Neveu, 2010; Mohsin et al., 2016;

Samori, Salleh & Khalid, 2016; Semi-

structured interviews (Shakona et al., 2015)

ii. Partial least square: (Papastathopoulos

et al., 2020)

iii. Interviews with a group (Moshin et al.,

2020)

All the above di�erent methods have produced

the same points of results, for example, how to

cater to Muslim travelers, their needs and requi-

rements while they are travelers, their liking and

disliking during tourism activities and the estima-

tes for halal tourism trends.

Results: the nature and characteristics of

Islamic tourism

Method used:

i. Secondary information and literature re-

view (Din, 1989; Henderson, 2009; Jafari

and Scott, 2014; Oktadiana et al., 2016;

Vargas-Sánchez and Moral-Moral, 2019)

ii. Observations and interviews with the

group (Carboni et al., 2014; Ainin et al.,

2020)

iii. Partial least square (Battour et al., 2017;

Wardi et al., 2018; Suhartanto et al., 2021)

iv. SEM (Eid & El-Gohary, 2015)

Though there are applications of di�erent

methods, they almost have produced the same

points of �ndings, such as how Islamic tourism

evolves according to Islamic law and instructions,

what are the relationships between religious doctri-

nes and Muslim travelers' needs and demands, and

what should the destination management take the

initiatives against the nature and characteristics of

Muslim travellers in the backdrop of catering the

larger volumes of their travel mobility across the

globe.

In sum, the term "Halal"is the translation of

"permitted"or "allowed"in Arabic. It is an ad-

jective that does not only apply to foods, but it
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spreads to all other areas (banking sector, cosmetic

sector, tourism...), it refers to operations and items

that conform to Islamic law. In e�ect, practicing

Muslims are expected to respect what is dictated

in Islamic law, including even in the areas of travel

and tourism (Khoiriati et al., 2018). There is no

universal de�nition for halal tourism accepted by

all. These interpretations vary from one author to

another and sometimes it is confused with Islamic

worship (Hajj and Umrah). It has been found that

when talking about Halal tourism, it is imperative

to consider the Islamic principles that apply to the

target clientele (Muslim or non-Muslim), the loca-

tions of activity (Muslim or non-Muslim country),

the products and services o�ered (meals and facili-

ties), the products and services o�ered (meals and

facilities), and even the purpose of travel (Battour

& Ismail, 2016).

Results: perceptions of Islamic tourism

Method used:

i. Literature review (Vargas-Sánchez and

Moral-Moral, 2019)

ii. Semi-structured interviews (Carboni &

Janati, 2016; Harahsheh et al., 2019)

iii. Interviews with a group (Moshin et al.,

2020)

iv. t-test (Kim, Im & King, 2015)

v. Partial least square: (Isa et al.,2018;

Suhartanto et al., 2021)

iv. Structural equation modeling: (Rahman

et al., 2020)

In the above di�erent methods, the authors ai-

med to investigate the perceptions of Muslim tra-

vellers and stakeholders, what are their views re-

garding the destinations where there is a growth of

Muslim travellers, and whether there is a need of

adopting halal tourism. The participants or popu-

lation showed their perceptions regarding the call

of Halal tourism, and the destination choice in the

access points of service consumption based on Is-

lamic law and regulations.

It is essential to propose halal services to inte-

rest Muslim tourists. But, the variety of interpreta-

tions has prohibited the being of a single certi�ca-

tion. The major obstacle to overcome this sector is

the lack of knowledge and the non-standardization

of rules to build an international legal framework

(Vargas-Sánchez & Moral-Moral, 2019).

4.3.2 The Same methods and the same results

Results: preparation, awareness and plan-

ning of Islamic tourism

Method used:

i. Secondary information and literature re-

view (Stephenson, 2014; Henderson, 2016;

Mohsin, Ramli & Alkhulay�, 2016; Moshin

et al., 2020; Sofyan et al., 2021)

Based on the above method, the authors sug-

gested how to receive and manage Muslim trave-

lers while their tourism preferences are based on

Islamic doctrines; such as along with Muslim tou-

rists, non-Muslim tourists' perceptions can also be

investigated regarding Halal services consumption

in the eye of uni�ed tourism management; more-

over, halal airlines, Islamic village tourism, Islamic

cruises can be planned and developed.

However, we have noticed that among the mis-

cellaneous methods identi�ed, a marked increase

in the use of Partial least square as a method in

the last two years. In general, partial least squares

structural equation modeling (PLS-SEM) is emer-

ging as a new generation technique that is begin-

ning to have an important place in scienti�c re-

search despite its recent genesis. Moreover, PLS-

SEM is widely used in the �elds of business, mana-

gement and social sciences (Dash & Paul, 2021).

The marked increase in the use of this method over

the last two years in Halal tourism can be explai-
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ned by this general trend in management sciences

and also by the need to deal with unobservable or

latent variables (tourist perceptions, satisfaction,

predictive models...). Indeed, the use of SEM-PLS

has been advocated to address these kinds of is-

sues. In addition, PLS-SEM allows analyzing join-

tly the relations between observable and latent va-

riables (evaluation of the measurement model) and

the relations between latent variables (evaluation

of the structural model) (Hair et al., 2020; Laa-

chach & Ettahri, in press). According to Sarstedt

et al. (2020) SEM-PLS has become a usual tool for

analyzing complex inter-relationships between ob-

served and latent variables in tourism (over 279 ar-

ticles that were produced using SEM-PLS between

2000 and 2017 in the �eld of Hospitality, Tourism

and Hospitality & tourism).

5. Theoretical robustness and conclusion

This article shows the characteristics of halal

tourism, the special needs of Muslim tourists, the

consequences of halal tourism, the awareness and

perceptions of halal tourism, and the current in-

dustry responses. The selected articles examine

the importance and philosophy of Islamic tourism

as well as the understanding of Muslim travelers

in the context of contemporary global tourism de-

velopments. Five main types of the theory were

discovered: (1) worldviews, (2) testable perspecti-

ves, (3) empirical signi�cance, (4) statistical mo-

dels, and (5) grounded theories. In addition, in

the research literature, qualitative and quantita-

tive methods were identi�ed.

In general, the selected articles explored the

phenomenon of Halal tourism and suggested how

to manage this special phenomenon based on re-

ligious fervour as a matter of travellers' intention,

demand, and requirements. To explore and un-

derstand the particular phenomenon of Islamic tou-

rism, the authors of 28 articles employed six dif-

ferent types of methods through 5 di�erent types

of theories. This review observes more or mode-

rates pieces of evidence of the theoretical robust-

ness across the selected articles, but, speci�cally,

studies of Din (1989); Neveu (2010); Stephenson,

2014; Jafari and Scott (2014); Eid and El-Gohary,

(2015); Shakona et al. (2015); Oktadiana Pearce

and Chon (2016) seem comparatively theoretically

robust, compared with other studies (see Table 3),

their research designs are controlled, rigorous, sys-

tematic, valid and veri�able, and critical, because

their main characteristics are found as generaliza-

ble to other settings, logical rationale, and tied to

theory and these studies generated new questions

and cyclical in nature. They are found to address

directly or indirectly, some real problems in the

world.

However, these studies (28 articles) regardless

of theoretical robustness contributed, to unders-

tating Halal tourism and raised an urge why we

should study and plan for what Muslim tourists

want, and how to manage them while Muslim tra-

vel is a fast-growing market across the globe. Besi-

des, these studies suggested that destinations stri-

ving to attract Muslim tourists should attend to

multiple aspects of the Halal lifestyle, more pre-

cisely, tourism and travel activities and services

should be o�ered and designed in the light of Isla-

mic doctrines. In addition, these combined results

can be used by scholars or researchers in the future

to focus on the fundamental tenets of Islam regar-

ding the enlargement of Islamic tourism in both

Muslim and non-Muslim countries. The scope of

our review includes the issues of Halal tourism, re-

cognition of the potential of Muslim-oriented tou-

rism, Islamic hospitality and its development, and

the in�uence of Islamic beliefs and practices on

leisure and travel behaviour and tourist experience

in Halal tourism. It includes the work of pioneer

authors in the �eld and provides a valuable starting

point for new exploration. Furthermore, this can

also strengthen the strategic initiatives to support

Muslim travellers' loyalty and to meet the expec-
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tations of Muslim tourists in terms of satisfaction.

In the past, Halal tourism was mainly limited

to Hajj and Umrah pilgrimages, but it currently co-

vers many other travel destinations and activities.

In fact, in addition to the fact that the develop-

ment of the Halal tourism market is accelerating

due to population growth, the Islamic world repre-

sents a signi�cant component of tourism markets

and destinations. According to FMI (Report of

Market Insights on Halal Tourism, 2022), many

countries have already introduced tourism o�e-

rings that conform to the religious beliefs of Mus-

lim tourists (e.g., Malaysia, Turkey, Egypt). In

addition, other non-Muslim countries (e.g., Singa-

pore, Australia, and France) have shown conside-

rable interest to develop the halal tourism industry

by capitalizing on the existence of halal certi�ed or-

ganizations such as food establishments (FMI, Re-

port of Market Insights on Halal Tourism, 2022).

In order to achieve a solid and sustainable growth

for Halal tourism, it is recommended to provide the

necessary clari�cations for a clear and sane unders-

tanding of Islam and its characteristics of civiliza-

tion, diversity and tolerance towards other cultures

and civilizations. It is important to popularize the

concept of Halal tourism and to correct the ge-

neral perception that summarizes this segment in

the visit of Islamic holy places and historical and

religious sites in Muslim countries.

6. Implications, limitations and future resear-

ches

This paper builds on the work of Smith et al.

(2013) for a better understanding and discussion of

the nature and uses of the di�erent scienti�c the-

ories discussed in articles that deal with Halal tou-

rism, which has sparked a growing debate in tou-

rism and hospitality studies. As argued by Smith

et al. (2013), the heterogeneity of theory use can

lead to misunderstandings and misrepresentations

of a model's position or �ndings that pertain to

Halal tourism research. The lack of precision in

the vocabulary used to understand a social phe-

nomenon such as Halal tourism will not advance

scienti�c and social understanding of the nature,

structure and dynamics of tourism, hospitality and

leisure.

In addition to contributions to theory, this pa-

per provides more information to various players in

the tourism sector in terms of how to accommo-

date tourists who identify as practicing Muslims

and also in terms of competitive advantage. A

large number of Muslims in the world impose rules

on sector players who want to bene�t from this

niche. Admittedly, there are a few countries that

have started to put in place a legal framework and

standardize the rules for this type of clientele, such

as Indonesia, but this is not the case for the majo-

rity of other countries. This literature review can

be a source of information for government institu-

tions when setting up a legal framework.

However, a few possible limitations of this

study should be cited. Data collection was limi-

ted to fourteen Anglophone journals indexed in the

SCOPUS database. In fact, journals not inclu-

ded in the Scopus database and research conduc-

ted using other languages other than English could

have been integrated to further discuss the issue.

The classi�cation of types of theories adopted by

Smith et al. (2013) may be subject to discussion

by other researchers.

Therefore, it is suggested that �Vosviewer�

or other qualitative applied research programs be

used to further explore gaps in journal topics, theo-

ries, and methods in future research. Comparative

studies of existing research as well as the shortco-

mings of future journals can be investigated in the

new research. Also, the gap between the previous

research and the existing facts can be the subject

of an investigation by other researchers.
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Appendix

Table 4 | Summary of themes, methods, theories and �ndings
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