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ABSTRACT

Integrating halal principles into Yogyakarta’s tourism industry presents significant
challenges and opportunities. Local businesses face issues such as non-standardised
practices, certification costs, and supply chain complexities, further complicated by a
lack of tailored policy frameworks for halal tourism in the region. Despite these barriers,
the sector demonstrates substantial growth potential driven by global Muslim travel
trends and Yogyakarta's rich cultural heritage. This research aims to evaluate existing
governmental policies on halal tourism, assess the integration of halal principles within
local business practice, examine consumer expectations of halal tourism offerings,
develop operational strategies for incorporating halal values while preserving cultural
identity, formulate policy recommendations, and create a strategic framework to
enhance localised halal tourism business practices by integrating ethical, cultural,
sustainable, and halal values. By employing a qualitative methodology, specifically
semi-structured interviews with government officials, businesses and entrepreneurs,
and tourist, this research uncovers key insights leading to the development of the
Holistic Halal Tourism Development Model (HHTDM) and the Holistic Halal Tourism
Business Practices Framework (HHTBPF). These frameworks provide comprehensive
guidelines for integrating sustainable and culturally sensitive halal practices, enhancing
service quality, ensuring compliance with halal standards, and promoting economic
growth and cultural preservation. The study reveals that consumer preferences
emphasise the need for transparent halal offerings, high service standards, and authentic
cultural experiences. Insights from stakeholders, including government officials and
local communities, shed light on policy effectiveness and community engagement
strategies. Additionally, innovative business strategies, such as staff training and
technological advancements, are identified as critical for improving service delivery
and customer satisfaction. This research makes an original contribution to the field of
halal tourism by addressing existing gaps and offering a strategic foundation for
developing a resilient and sustainable halal tourism sector in Yogyakarta. The findings
align with ethical, cultural, and religious values, providing practical implications for
policymakers, business owners, and the wider tourism industry.

il



C;\?:-J\ua.’:.b

dpal) 2l JlaeV) amlg Ly OT (3 508 o by Ldd BTy 3 3Ll dslis 3 I toole =
S5 S5 o) Alader wlddniy cobleddl Je Joadl GGy gl e olujladl e oVISEY)
pladll 1 jeld (glaall ol (2)5 daladll (3 JUA) L) Uavas donas Gl Ll ole b3 oSl
GAE s BE Sl e 5l @ I Ly nekeal) A A UL desi Gasly o8 SLIKG)
3 P toole LIS b Jddy (I a Ll adlad) U 20 S Ll OIS | I WV PRV
ididd Olanglin] bty (JM d Ll Jog )l old Slgaadl iy ClaSanly dds) JlsY) ol
il ] slid)y dwliw Olo g ileo ) Anhdll ad LS7 .20l dsdl e LU e I 8 peas
e Gl dazel Iy eltidly 25Uy 23N Y1 ol mas SO e del) I B L) Lyl e
Tl cdlast slyyy cJlesl Olnily onpsS (g o dalais s SO cl] DI e ey g
i bl JlsYl Slujle lbly (HHTDM) O 2Ll deid Jals 358 pshas 4] Lot il 3,
(B Auwladly Dozl IV Sl add AelSae Slery LY ods 35y (HHTBPF). abelad) JOU
S iR e Bldly (oolasV) gl ey (SO leed) Ul Oledy colatd) B35 et as
Ay Aadd) B39 sulas gLy (M) (29 (3 Bdls ] AU 0 oSand)l ¥ O aul ) eSS
Slaoxtly easSH dggedd SIS 3 Ukl Gl o dalsand) (6301 g ST Lol 23l O)\E
Ol il Lad £ eells e sdley ,@:5}\ Al Clowdlinly oluludl 4ol cis os 3 cadst
gy Ll @B B3 et Bl JulonS” gl gladly il a5 Jin Sl Byl
S Slymedll Lgbles S35 oo IO a Ll J12 (3 Yol Glgs) ) ods (K085 oMl Lo, (S gtms
o) o ) Gy 5y Sy (3 pldtny Ope IV Bl pllab glas e SE eilin] oY Lty
il Aslis (3 Cpaably capylad) Oleoly coluld) glal ales VY5 jis L cilly 230l Ay

ol Bl e

il



APPROVAL PAGE

The thesis of Aisah Salsabila Muflih has been approved by the following:

Haruna Babatunde Jaiyeoba
Supervisor

Mohammad Aizat bin Jamaludin
Co-Supervisor

Wan Syibrah Hanisah Binti Wan Sulaiman
Internal Examiner

Sharina binti Abdul Halim
External Examiner

Asadullah Shah
Chairman

v



DECLARATION

I hereby declare that this thesis is the result of my own investigations, except where
otherwise stated. I also declare that it has not been previously or concurrently submitted

as a whole for any other degrees at [IUM or other institutions.

Aisah Salsabila Muflih

SIGNAtUTe ....ooveeiiieiieieeeee e Date:.....ooovviiiiiiiiiin



INTERNATIONAL ISLAMIC UNIVERSITY MALAYSIA

DECLARATION OF COPYRIGHT AND AFFIRMATION OF
FAIR USE OF UNPUBLISHED RESEARCH

DEVELOPING A PROPOSED STRATEGIC FRAMEWORK TO
INTEGRATE HALAL PRINCIPLES INTO TOURISM POLICIES
AND PRACTICES IN YOGYAKARTA, INDONESIA

I declare that the copyright holder of this thesis is jointly owned by the student and
IIUM.

Copyright © 2025 Aisah Salsabila Muflih and International Islamic University Malaysia. All rights
reserved.

No part of this unpublished research may be reproduced, stored in a retrieval system,
or transmitted, in any form or by any means, electronic, mechanical, photocopying,
recording or otherwise without prior written permission of the copyright holder
except as provided below

1. Any material contained in or derived from this unpublished research may
be used by others in their writing with due acknowledgement.

2. IIUM or its library will have the right to make and transmit copies (print
or electronic) for institutional and academic purposes.

3. The IIUM library will have the right to make, store in a retrieved system
and supply copies of this unpublished research if requested by other
universities and research libraries.

By signing this form, I acknowledged that I have read and understood the IITUM

Intellectual Property Right and Commercialisation policy.

Affirmed by Aisah Salsabila Muflih.

Signature Date

vi




For Uma

vii



ACKNOWLEDGEMENTS

The utmost honour and devotion, all praises are to Allah the Beneficent the Most
Merciful the Almighty, for giving me the strength and courage, making it possible to
complete a PhD degree at the International Islamic University Malaysia.

My utmost and boundless gratitude, along with my deepest love, go to my
dearest mother, Betania Kartika, for your endless prayers. You are truly an inspiration
to us all. May your deeds be blessed by The Almighty in this world and the Hereafter.

Furthermore, I extend my deepest appreciation to my supportive husband, Derin
Kasimhacaoglu, caring brother, Zaki Pratama, beloved father, Zainuril Muflih, and
loyal friends. Your encouragement, understanding, and belief in me have been my
pillars of strength throughout this academic journey. I am immensely grateful for your
love and patience.

I extend acknowledgement to the supervisors, Dr. Haruna Babatunde Jaiyeoba
and Dr. Mohammad Aizat bin Jamaludin, as well as to Dr. Wan Syibrah Hanisah Binti
Wan Sulaiman, the post-viva supervisor and internal examiner. I also wish to
acknowledge the external examiner, Dr. Sharina binti Abdul Halim, and the chairman
of the viva committee, Dr. Asadullah Shah, for their critical feedback and valuable
insights.

I also extend profound thanks to Dr Minta Harsana, Dr Apri Nuryanto, and Dr
Syukri Fathudin Ahmad Widodo, at the Universitas Negri Yogyakarta for your
mentorship and guidance. I am deeply thankful for your invaluable support, without
which I could not have achieved this milestone in my academic journey. Your
dedication has been pivotal in shaping the direction and success of my research
endeavours.

Next, I extend sincere appreciation to my interviewees, whose voices have
enriched and added depth to my research. Your contributions have solidified the
foundation of my study, transforming abstract concepts into tangible insights.

I am equally thankful to my friends and colleagues at INHART and I[IUM, both
locally and internationally, for their unwavering moral and psychological support
throughout my PhD journey.

In closing, I hope that my thesis proves beneficial to its readers, as many have

contributed significantly to its completion. As you engage with my work, I trust it will
inspire you to explore new and innovative paths within our field.

viii



TABLE OF CONTENTS

ADSITACE ...ttt ettt ettt et ettt e e bt e at e e bt e e tbe et e e eabeenbeeenneenseenn i
ADSLTACE TN ATADIC ..ottt ettt et ate et e st eenseesaaeesbeessneeneeas il
APPIOVAL PAZE ...ttt ettt et eneaas v
DIECIATATION ...ttt ettt ettt e et e st e e bt essae et e e eabeenbeensbeenseenaaeenne v
L0707 0% 5 1 1 | AR PSRRI vi
DIEAICATION ...ttt ettt ettt et ettt e bt e et eeteeeabeesbeeenbeenseeenbeenseennneenneens vii
ACKNOWICAZMENES. ......eiiiiiiiiiiieiiecie ettt ettt e eebeesaaeenseenne viii
LSt OF TADIES ...eeiieeiieeieee ettt Xvii
LSt OF FIGUIES ..ottt ettt et ettt e e e e e eaneas Xix
LSt OF POLICIES ..eeuvieiiiieiieeiiieiie ettt ettt ettt s e et e s abeenbeennneenneens XX
LiSt Of ADDIEVIATIONS ...vveeivieiiieiiieiie ettt ettt ettt ettt e sae et e saaeebeesnaeenneas XX1
CHAPTER ONE: INTRODUCTION. .....ccccerurerurssnesanssasssecses 1
1.1 Background of the Study ........ccceeeiiieniiiiieiecece e 1

1.2 Problem StatemMent .........ccueeeiieriieeiieiie ettt et 3

1.3 Research QUESHIONS .........eeiviiiiiieeeiiie ettt e 4

1.4 ReSEArCh ODJECTIVES .....vieiieeiiieiieeiieeiie ettt et 5

1.5 RESCAICH SCOPE ....oovvieiiieiieeiie ettt ettt et 5

1.6 Significance of the StUAY ........coieiiiieriiiiieiecee e 7

1.7 Definition Of TEIMIS. ......cccuiiiiiiiieeiieiie ettt 8

L7 1 Halal oo 8

1.7.2 Halal Principles and Values ...........cccoeovevieeiiiiiiieiiienieeeecie e, 8

1.7.3 Halal TOUTISIM ...ooviiiiieiieciieiieeieeee et et 8

1.7.4 Muslim-Friendly Tourism..........ccccocueveiieiieeiieenieeiieeie e 9

1.7.5 Halal ECOSYSEML.....ccuiiiiiiiiiiiieeiiieiie ettt 9

1.7.6 Halal Certification............cceerieeiienieeiiesiieeieee e 9

1.7.7 Cultural Adaptation..........ccceevuierieeriieriieiienie et 10

1.7.8 Local WiSAOM .......oiiuiiiiiiiiieiieciie ettt 10

1.7.9 StakeholdersS.......ccvevuiieiiiiiieiieeeee e 10

1.7.10 Strategic Framework ...........cccoeoveeviieniiiiiiniieiecieeeee e 10

1.7.11 Sustainability........cccueevuieriieiiiiiieeieeceeieee e 11

1.8 Organisation of the StUAY .......ccceeviieiiiiiiiiiieeeeee e 11
CHAPTER TWO: LITERATURE REVIEW 12
2.1 INtrOAUCHION .....eiiiieiieciit ettt et ettt seae et saee e 12

2.2 Halal Tourism: Concept, Principles, and Global Trends ...........cccceueneene. 12

2.2.1 Halal Principles and Values ..........ccccoeevievieniienieniieiieeieeeeee, 12

2.2.2 Defining Halal TOUTISIM ......oovvieriieiieeiieiieeieeieecee e 14

2.2.3 Global Trends and Muslim Travel Market ...........c.cccoevveenennen. 15

2.2.4 Halal Tourism within the Halal Ecosystem ..............ccccccueenennee. 16

2.3 Halal Tourism in Indonesia...........ccoeveeriieniieniieniieeieeieeeee e 17

2.3.1 National Vision and Strategic Priorities ............cccceevverieeneenen. 17

2.3.2 Institutional Development and Regulatory Support ................... 18

2.3.3 Challenges in Implementation and Regional Disparities............ 19

2.4 Halal Tourism in YogyaKarta...........cccceeeuieniieniieniienieeieeeie e 20

X



2.4.1 Historical, Cultural, and Religious Landscape ..............cceuu.e..e.. 20

2.4.2 Halal Tourism Designation and Strategic Potential.................... 21
2.4.3 Local Challenges in Implementing Halal Tourism .................... 22
2.5 Review of Relevant Studies on Halal Tourism ........c.ccocceveeveeiienienennene. 23
2.5.1 Cultural and Religious Factors...........ccceevveeiienieiieenieeieeeeee, 23
2.5.2 Knowledge and Integration of Halal Principles........c..ccccevuennen. 24
2.5.3 Consumer Expectations and Preferences...........cccceveeverivenennnens 25
2.5.4 Entrepreneurial Attitudes and Consumer Feedback ................... 26
2.5.5 Sustainability PractiCes ..........ccoevuierirrriienieeiienieeieecie e 28
2.5.6 Marketing and Consumer Engagement.............ccccceevverieenennen. 30
2.5.7 Policy Effectiveness and Literature Gaps .........cceceveevuerveneennens 32
2.5.8 Frameworks in Literature...........cccoceevervinieneenienienicenienceens 34
2.6 International Approaches to Halal Tourism..........ccccevevvvereeneniieneencnnene. 36
2.6.1 Malaysia and the MS2610 Standard ..........cccceevevieniiicniencenens 36
2.6.2 OIC-SMIIC GUIAEINES .....evueereeiiiniieiiiieniiesieeieete e 37
2.6.3 Global Muslim Travel Index (GMTI and IMTI) ........................ 38
2.6.4 Comparative Table of Global Frameworks............cccccccevvineennen. 39
2.7 Governmental Policies and Regulatory Frameworks ...........cccceevvennnnne. 40
2.7.1 National Policy Initiatives in Halal Tourism .........c.cccccevvveneenens 40
2.7.2 Regional Regulation and Implementation in Yogyakarta........... 42
2.7.3 Comparative Overview: Other Indonesian Regions.................... 43
2.7.4 Policy Gaps and Needs in Yogyakarta...........cccceeceereeneniueneennens 46
2.8 Business and Entrepreneurial Practices in Halal Tourism..........c..ccuc....... 48
2.8.1 Integration of Halal Principles at the Business Level................. 48
2.8.2 Strategic Approaches by Halal-Oriented Entrepreneurs............. 50
2.8.3 Perceptions of Halal Values Among Entrepreneurs ................... 52

2.8.4 Entrepreneurial Contributions to Halal Tourism Development.. 54
2.8.5 Role of Small and Medium Enterprises (SMEs) and

INNOVALION ..ttt 54

2.8.6 The Influence of Halal Lifestyle Industries into Halal Tourism. 57

2.8.7 Culturally Sensitive Strategies for Halal Integration.................. 59

2.9 Consumer Preferences and Expectations ..........ccccceeeveerieriienienieenineneeene 62
2.9.1 Global Muslim Travel Preferences .........c.cccoceevevieneenencicneennens 64

2.9.2 Halal Tourist Expectations in Yogyakarta............ccccccveveveenennee. 66

2.9.3 Demand for Authenticity, Facilities, and Experience................. 68

2.10 Strategic Frameworks and Best Practices ..........ccoceeverierienieeieniencnnene 70
2.10.1 Existing Strategic Frameworks .........cccccoceviviiniiniincnicncenns 71

2.10.2 Integration Gaps and Framework Adaptation Needs................ 72

2.10.3 Sustainability and Environmental Integration ............c..cceeeu.e. 74

2.10.4 Certification and Collaboration Efforts ...........cccceeceeveniincnnnens 76

2.10.5 Marketing Strategies and Visual Communication .................... 79

2.10.6 Adaptability of Frameworks to Yogyakarta ...........cccccecvereennens 81

2. 11 ReSCAICh GAP ...eveeeiieiiieiie et 84
2.11.1 Summary of Conceptual and Policy Gaps .........cccevverieeurenee. 84

2.11.2 Rationale and Justification for Current Study..........cccecvvennennnee. 86

2.12 Theoretical FramewWork ..........ccccoceriiririiniiniiienieneeesceieee e 87
2.12.1 Cultural Adaptation Theory .........ccceecveerieeiiieniieiiieieeieeee e, 87

2.12.2 Stakeholder Theory ........cccueviieiieriieiieie e 90

2.12.3 Sustainable TouriSm Theory .........ccceceevieeiiieniieiiieieeieeee e, 91

2.12.4 Framework Integration and Application.............ccceeeverveeneenee. 93



2.12.5 Theoretical FramewWoOrK...........eeeeeeeeeeeeeeeeeeeeeeeeeee e 95

2.13 Chapter SUMMATY ........cccuierieeiieiieeieeeiieeiee e et e seeebeeseaeeseeseaeeseesnnes 100
CHAPTER THREE: RESEARCH METHODOLOGY ....cccveiecrnrnnniccsssnnseccssnnnes 103
3.1 INtrOAUCHION ...ttt 103
3.2 Philosophical ASSUMPLION ......cceeeriiiiiieriieniieiieeie ettt 103
3.3 ReSEArCh DESIZN...c.uuiiiiiiiiiiiecie ettt et e 105
3.4 Area of Study and Contextual Background .............cccocevviiniiieninniinninnne 108
3.5 Research Population...........ccceoiieiiiiiiiniiiieeiece e 112
3.6 SAMPIING SrateEY ....ocovvieiieiieiiieiie ettt ettt s esee 113
3.7 Research INStrument.........c..ooveviiiiiiiiiniieieeienieeeceeee e 115
3.8 Mapping Interview Questions to Research Objectives..........ccccceeeuvenenn. 118
3.9 Data Collection and Analysis Procedures...........ccceoeeviienienirenienieennene 122
3.9.1 Data Collection Plan ...........ccoceeveriinieniiieniiieeeeeceeeeee 122
3.9.2 Data Analysis Procedures ...........ccocceevieriiinieniieiecieeee e 123
3.9.3 Thematic Analysis Technique..........ccccceevveevieniiienieniieieee, 124
3.10 Trustworthiness and Ethical Considerations............c.ccoeeceeevierienveenen. 126
3.11 Chapter SUMMATY ......ccccuiervieriieriieeieeieeeieerieesteeteesereeseessseeseessnesseens 128
CHAPTER FOUR: DATA ANALYSIS OF STAKEHOLDER
PERSPECTIVES ...cuioiiitiiuicnicininessenssnssissississssssssssssssssssssssssssssssssssssssssssssssssssons 129
4.1 TNrOAUCTION ...ttt 129
4.2 Participant Demographical Profile...........ccccooeiiiiiiiininiiniiiiccee 130
4.2.1 Tourism Office Government Officials..........cccocevveiieniienniennnns 131
4.2.2 Businesses and Entrepreneurs.........ceeeveeeveeeieeiiienieecieenieeeeans 132
4.2.3 Halal Tourist / CONSUMETS .......c..cererueriierierienieeienieneesieseenees 133
4.3 Evaluating Governmental Policies on Halal Tourism in Yogyakarta ..... 135
4.3.1 Governmental Policy Framework ............c.cccccoeviiniiiiniininnnnnns 137
4.3.1.1 Absence of Local-Specific Policies ...........c.ccueeunen.e. 137
4.3.1.2 Focus on Certification and Muslim-Friendly
INItALIVES ..ot 138
4.3.1.3 Implementation and Enforcement..............c..cceennee..e. 138
4.3.2 Regulatory Challenges and Gaps.........cccccceeeveeriieniieniienreennens 139
4.3.2.1 Unrecognised Local Wisdom..........c.cceevvverirenirennnnnne. 139
4.3.2.2 Barriers to Implementation ............cccceevveereeeniiennnnnne. 140
4.3.2.3 Stakeholder Perspectives on Regulatory
EffectiVeness .....c.eevevueeienieniieieeecertee e 140
4.3.3 Impact and Effectiveness of Policies on the Halal Tourism
INAUSEIY .ttt e 141
4.3.3.1 Limited Halal Tourism Presence ............cccceeevvvenenne. 141
4.3.3.2 Progress in Halal Certification.............cccceeeveevrennnnne. 141
4.3.3.3 Business Readiness and Practical Challenges............ 142
4.3.3.4 Potential for Enhanced Competitiveness ................... 142
4.3.4 Stakeholder Collaboration ...........ccceecveveeveeiieneenenieneeeeeene 142
4.3.4.1 Focus on Food and Beverage Sector.............c...c........ 143
4.3.4.2 Hotel Collaboration...........cccceevereriienienieenieneenienne 143
4.3.4.3 Community Engagement in Tourism Villages .......... 143
4.4 Assessing the Understanding and Integration of Halal Principles in
Yogyakarta’s Tourism BuSineSSes ..........cceeviieriierieeiieeniieniieereeiee e 144
4.4.1 Knowledge and AWareness...........oecveeveerueenieenieeneeenieenneeneens 147

X1



4.4.1.1 Understanding of Halal Principles..........c.cccccuvennnnne. 147

4.4.1.2 Sources of Halal Knowledge ..........ccccoevvveiiiiiiennnnnnn. 147

4.4.1.3 Training and Education Programs ............cccccveeueene. 148

4.4.2 Integration of Halal Principles..........ccccoeviiniiiiiiniiiiiecieeens 148

4.4.2.1 General Integration Approaches ..........ccccecveevivennnnnne. 148

4.4.2.2 Sector-Specific Practices .........ccceevvevveerieenieenieennenne 149

4.4.2.3 Integration Challenges ..........ccccceevveriieniiencieeniienine 150

4.4.3 Entrepreneurial Attitudes and Perceptions............ccceeueevveenenn. 151

4.4.3.1 Overall Perceptions...........cccceeeveerieenieeriienieeieeeienn 151

4.4.3.2 Perceived Benefits and Challenges............c.cceeunee... 151

4.4.3.3 Strategic RESPONSES ......ccceeevvierieeiieniieiieeieeieeeeenn 152

4.4.4 Consumer Feedback and Influence............cccceveeveriincnncnnenne. 153

4.5 Examining Halal Tourism Consumer Expectations and Preferences in

Y OZYAKATTA ....eoueiieiiieiieeiieee ettt et 155

4.5.1 Understanding Consumer Profiles and Motivations................. 157

4.5.2 Halal Assurance and Service Preferences.........cccccoceveevuennnnne. 158

4.5.3 Service Quality and Destination Appeal...........ccceeeveeriienreennnns 159

4.5.4 Destination Image and Appeal........c.ccocevevieriiieniieniiieienieeens 161
4.5.5 Preferences for Social Responsibility and Cultural

INEEEIAtION ...ttt et e 163

4.5.6 Detailed Preferences and Marketing Expectations ................... 164

4.6 Linking Findings to Research Objectives, Questions, and Literature ..... 166

CHAPTER FIVE: DATA ANALYSIS AND FRAMEWORK

DEVELOPMENT .....cuiiniiiiiiiisinsnicnnssecssecsssssecsssssssssesssessssssssssssssssssssssessssssssssssess 170
5.1 INEOAUCHION ...ttt 170
5.2 Strategic Synthesis of FINdings..........cccccevviieiiiiiiiiniiniiiieeieeeeeeeiee 171

5.2.1 Policy and Regulatory Framework (RO1/RQI) .......ccceuenneene. 171

5.2.2 Business Understanding and Integration (RO2/RQ2 and

ROA/RQA) ..ot 171

5.2.3 Consumer Expectations and Preferences (RO3/RQ3).............. 172

5.2.4 Implications for Strategic Development .............cccceeeveevirennnnne. 172

5.2.5 Literature Linkages .........ccceevviieriieiiieniiieiecieeeie e 173

5.3 Developing Strategies for Integrating Halal Principles in Yogyakarta’s

BUSINESS PractiCes .......couviiiiiiiiiiiiiiiiniieieceeeeeeee e 174

5.3.1 Cultural Identity Preservation...........ccceecueevieniienieenieenirenneenn 176
5.3.1.1 Balancing Halal Integration with Local Cultural

ValUCS ..o 176

5.3.1.2 Cultural Awareness Initiatives........c.cccccevvveveeruennenne. 177

5.3.1.3 Cultural Preservation Techniques............ccccecvvenneennee. 178

5.3.1.4 Case Studies of Culturally Sensitive Halal Practices. 179

5.3.1.5 Role of Community and Cultural Heritage................ 180

5.3.2 Operational Integration Strat€gies ..........ccceevverveerueerveerirennnenne. 181

5.3.2.1 Best Practices for Incorporating Halal Principles...... 181

5.3.2.2 Steps for Achieving Halal Certification..................... 182

5.3.2.3 Operational Changes and Adaptations....................... 182

5.3.3 Stakeholder Engagement ............cccccoovieniiinieniieienieeeee, 183
5.3.3.1 Collaboration with Local Cultural and Religious

Leaders .....ooeeiiriinieieeiereeeeteeee e 183

5.3.3.2 Involvement of Community Organisations................ 184

Xii



5.3.4 Challenges and SOIUtiONS ........ccceeriieriieniieiieeieeeeee e 185

5.3.4.1 Common Obstacles Faced by Businesses.................. 185
5.3.4.2 Innovative Solutions and Success Stories.................. 186
5.3.4.3 Support Systems and Resources Available................ 187
5.3.5 Sustainability Practices .........ccceocuerviierieniiiiieniieiieeie e 188
5.3.5.1 Sustainability and Halal .............ccoooieiiiinieniien. 188
5.3.5.2 Sustainability and Culture...........ccccceevevvenieniieieenen. 189
5.3.5.3 Sustainability and Community...........cccceevverrreneenee. 190
5.3.5.4 Community-Led Tourism Programmes...................... 190
5.3.5.5 Inclusive and Beneficial Programmes ....................... 191
5.3.6 Market Positioning and Promotion .............ccceeeueeeeeniieninennnnnne. 192
5.3.6.1 Brand Strategies .........ceceevveeniieniieiienieeiee e 192
5.3.6.2 Marketing Campaigns...........ccceeeveerueeereenieeneeenneenne 194
5.3.6.3 Customer Engagement.............cccceeeeeeviieenieeenieennnen. 195
5.3.6.4 Digital Presence and Outreach.............ccccccvevvrenenee. 196
5.3.6.5 Customer Testimonials and Reviews............cccceueeee. 196
5.3.6.6 Collaborative Marketing Efforts..........c..cccceeeuvenennee. 197
5.3.7 Summary of Strategies for Halal Integration............c.cccc........ 198
5.4 Formulating Policy Recommendations for Halal Tourism in
Y OZYAKATTA ....couviiiiiiiiie ettt et et 200
5.4.1 Policy Development Process.........cccoeveerieiniieniieniienieeiee e 202
5.4.1.1 Methodology and Stakeholder Consultations............. 202
5.4.1.2 Inclusive Policy Drafting and Collaboration ............. 203
5.4.1.3 Evidence-Based Policymaking ............c.cccceevvienennee. 204
5.4.1.4 Transparent GOVErNance ............ceeeveeerveeerveeenueennnnns 205
5.4.2 Cultural Considerations ...........ccccecuereeriierieneenenrienieneeeeseeaes 206
5.4.2.1 Incorporating Local Cultural Values into Policies..... 206
5.4.2.2 Balancing Cultural Preservation with Halal
COMPLANCE .....vveiiieniieeiiieiie ettt 207
5.4.2.3 Culturally Sensitive Policy Implementation .............. 207
5.4.2.4 Community Engagement and Cultural Sensitivity .... 208
5.4.3 Regulatory and Institutional Framework ...............cccceeviennennn. 208
5.4.3.1 Unified Regulatory Framework and Clear
Regulations .........ccceeviieiieniiiiiecieetece e 209
5.4.3.2 Specialised Institutional Bodies and Governance
SEIUCTUTES ..o 209
5.4.3.3 Strengthening Institutional Support...........cccuvenneennee. 210
5.4.4 Impact Assessment, Monitoring, and Strategic Evaluation...... 210
5.4.4.1 Expected Impacts of Policy Recommendations......... 211
5.4.4.2 Monitoring and Evaluation Frameworks ................... 211
5.4.4.3 Conducting Regular Impact Assessments.................. 212
5.4.4.4 Feedback LOOPS ...c.eevvieiieiiieiieiiieeeeie e 213
5.4.4.5 Performance MetriCS........coceveeruerienienienieneenieneenae 214
5.4.4.6 Long-term Planning ...........cccocceeviievienciienienieeeeee, 215
5.4.5 Capacity Building and Education ...........c.cccceveiieiiiniieninennnnne. 216
5.4.5.1 Training Programmes for Businesses ........................ 216
5.4.5.2 Public Awareness Campaigns...........ceecveerveerveeneennnn. 217
5.4.5.3 Stakeholder Training and Education Programmes .... 218
5.4.5.4 Comprehensive Awareness Campaigns..................... 219
5.4.6 Economic Incentives and SUpport ..........ccoeeveveiieniienieenieennnennn. 219

Xiii



5.4.6.1 Financial Aid and Tax Breaks.........eeveeveeeeeeiiiieeaaennn.. 220

5.4.6.2 Grants and Subsidies.........cccevcveveriienieneriieneeienee 220
5.4.6.3 Economic Incentives for Sustainable Growth............ 221
5.5 Creating a Strategic Framework for Halal Tourism Development in
YOZYAKATTA ...oevviiiiiiiiieeiieie ettt ettt et 222
5.5.1 Framework Development............cccccoevieriieniieniienienieeieeee 224
5.5.2 Value-based Practices, Cultural Identity Preservation, and
Social Responsibility .........cccoecveviiriiieiieniieieeieeee e 225
5.5.2.1 Ethical Standards and Halal Compliance................... 225
5.5.2.2 Cultural Integration............cccecceevieerieencreenienieeeeeene. 227
5.5.2.3 Social Responsibility .........cccccceeveiierieniiienieniieieeee, 228
5.5.3 Community Engagement, Stakeholder Collaboration, and
INCIUSIVILY eviiiiieiiecie e e 229
5.5.3.1 Collaboration with Local Leaders..........c..cccccevuerunenee. 230
5.5.3.2 Involvement of Community Organisations................ 230
5.5.3.3 Feedback LOOPS ..cc.eevvieiieeiieiieeieeieee e 231
5.5.3.4 Accessibility and Inclusivity.........ccceeeevienieniienneennee. 233
5.5.4 Certification, Training, Education, and Support Mechanisms.. 234
5.5.4.1 Comprehensive Training Programs ..............cccccuee..... 234
5.5.4.2 Accessible ResOUICes.......coceveeriieienienienienceieeee 235
5.5.4.3 Financial Assistance and Support Mechanisms......... 236
5.5.5 Operational Integration, Innovation, and Technology.............. 237
5.5.5.1 Best Practices for Halal Compliance ......................... 238
5.5.5.2 Innovation and Service Differentiation...................... 238
5.5.5.3 Digital Transformation and Technology Integration . 240
5.5.6 Marketing, Branding, and Customer Experience...................... 241
5.5.6.1 Brand Identity Development.............cccceevverirennnnnee. 241
5.5.6.2 Targeted Marketing Campaigns...........ccoeevervreneennee. 242
5.5.6.3 Online Presence and Social Media ..........cccccevuennenne. 243
5.5.6.4 Customer Experience and Satisfaction ...................... 245
5.5.6.5 Muslim-Friendly or Halal Tourism Terminology...... 246
5.5.7 Economic Impact, Incentives, and Support ...........cccceeevueennnnnn. 248
5.5.8 Sustainability, Environmental Impact, and Resilience ............. 249
5.5.8.1 Sustainable Business Models..........ccceeerierieniennenne. 250
5.5.8.2 Environmental Impact and Conservation................... 251
5.5.8.3 Crisis Management and Resilience.............c.cceuueneee. 252
5.5.9 Monitoring, Evaluation, Feedback Mechanisms, and
Continuous Improvement .............ccceeeeeevieenieeiienieeieeiee e 252
5.5.9.1 Metrics for Assessing SUCCESS.......ccceerveerirerveerueennn. 253
5.5.9.2 Continuous Improvement Processes...........c.ccceueenee.. 253
5.5.9.3 Stakeholder Feedback and Adaptation....................... 254
5.5.10 Cultural Competence and Service Delivery.........cccccevuvennenne. 255
5.5.10.1 Training Programs Focused on Cultural
COMPELENCE....cuuvieeiiieeiiieeiiee ettt 255
5.5.10.2 Handling Diverse Customer Needs.............ccccueenn... 256
5.5.10.3 Innovative Service Delivery Models ....................... 256
5.5.10.4 Enhancing Tourist Experience and Differentiation . 257
5.6 Discussion of FINAINGS .......c.cccccuiriiiiiiiiiiiiiieiieeie e 258
5.6.1 Governmental Policy Framework and Enforcement in Halal
TOULISII . 258

X1V



5.6.2 Knowledge and Integration of Halal Principles in Tourism

BUSINESSES ...ttt 259
5.6.3 Halal Tourism Consumers' Expectations and Preferences in
YOZYAKATTA .....oiiiiiieiiiieiieeie et 261
5.6.4 Developing Strategies for Local Businesses in Yogyakarta..... 262
5.6.5 Formulating Policy Recommendations for Yogyakarta ........... 263
5.6.6 Strategic Framework for Halal Tourism Development in
Y OZYAKATTA .....oiiieiieiiiieiieeie et 264
5.7 Chapter SUMMATY .....cceeeiieriieeiieiieeieeiteeeeeieesaeeteesaeeseesreeseessneeseens 265
CHAPTER SIX: FINDINGS ..cucovnvunrursnisisicicsessessesssssssssssssssssssssssssssssssssssssssssanes 267
6.1 INTrOAUCHION ...ttt ettt 267
6.2 Data Management and Participant OVerview ..........cccceceevveveenenienieenens 267
6.3 Thematic Findings by Research Objective .........ccccceeviieiieniienienieeiene 269
6.3.1 Objective 1: Governmental Policies and Regulations .............. 270
6.3.2 Objective 2: Business Understanding and Integration.............. 270
6.3.3 Objective 3: Consumer Preferences and Expectations ............. 271
6.3.4 Objective 4: Integration Strategies with Cultural Identity ........ 272
6.3.5 Objective 5: Strategic Framework and Policy
Recommendations...........cocueveeriiriinienieiiineeieeeeseee e 273
6.4 Cross-Stakeholder Synthesis...........cocveriiriiiiiieniiieiieie e 273
6.5 Chapter SUMMATY .....cceeeiiiiiiieiiieiie et eite et eieeeee et e sreeteesbeebeeseneenseens 276
CHAPTER SEVEN: DISCUSSION AND RECOMMENDATIONS .......ccceueuue 278
7.1 INEPOAUCTION ...ttt 278
7.2 THhESIS SUMMEATY ......oiiiiieiiiiiiieeieeiie et eiteeieeieeeiteeaeesereebeesnbeeseessneenseens 279
7.3 Development of the Holistic Halal Tourism Development Model
(HHTDM) .ttt s 280
7.3.1 Rationale and Link to Research Findings ...........cccccocvveieennnne. 280
7.3.2 Theoretical Foundation ...........ccccceoevienieiiinieenenieseeneeieeeee 281
7.3.3 Model Construction Process ..........ccoceevueeienienennienieneeieneene 282
7.3.4 Core Components of the Model...........cccoeviiniiiiniiniiiiee, 282
7.3.4.1 Ethical Values .......cccccoceeviiiiiniininienieecenceeeee 282
7.3.4.2 Sustainable Practices........c..cocvveriienienenieneeieneene 283
7.3.4.3 Halal Principles.......ccccoeveeriienieniieiieeieeeeeeeeee e 283
7.3.4.4 Cultural Integrity.......ccccooeervuienieniieieeieeee e 283
7.3.5 Visual Representation and Implementation Utility................... 283
7.4 Components of the Holistic Halal Tourism Development Model
(HHTDM) ¢ttt 285
7.4.1 Ethical Values .......cccevieviiriinieiiiieneeceeee e 285
7.4.2 Sustainable PractiCes..........ccovveririeniinierienienieeieeeeeeeee 286
7.4.3 Halal PrincCiples.......cccooviieviieiiieiieeiieieeee et 286
7.4.4 Cultural INteEIItY ....ccveeviieiieeieeiieeie e 287
7.5 Applications and Limitations of the Holistic Halal Tourism
Development Model (HHTDM) .......ooooiiiiiiiiieiieieeiieee e 287
7.5.1 Practical Applications ...........c.eevieriieriieniieiieeie e 287
7.5.2 Transferability and Adaptation ............cccceevieriienienieenieeneen 288
7.5.3 LIMITATIONS 1uvvenvieniiriieiieieeiiesie ettt sttt 289
7.6 Development of the Holistic Halal Tourism Business Practices
Framework (HHTBPF) .......ccocooiiiiiieeeeeeee e 289

XV



7.6.1 Rationale and Design Process..........cccceevveeviieniieniienieeniieeeenn, 290

7.6.2 Addressing Regulatory Gaps and Stakeholder Needs .............. 291

7.6.3 Proposed Eight Modules of the HHTBPF .............ccccoennenn. 292

7.7 Proposed Policy Recommendations..............eccveeiieniiriienieniieniieeieeiene 293

7.7.1 Government-Focused Recommendations .............cccccveeevennnnne. 293

7.7.2 Government—Community Joint Recommendations.................. 294

7.7.3 Government—Business Joint Recommendations....................... 294

7.7.4 Business-Focused Recommendations............cccceeeeevieeninennnnnne. 295

7.7.5 Tourism Board-Focused Recommendations.............c.ccueenne.... 295

7.8 Strategy, Action Plan, and Module ............ccoeoieviiiniiiiiinieiieeieieeee 297

7.8.1 Strate@ic ODJECTIVES ...ecuvieiieriiieiieeiieiieeie et 297

7.8.2 Action Plan OVErVIEW .........cccueeviieriieriienieeiie e 298

7.8.3 Modular Framework for Implementation ..............cccceevueenneennn. 298

7.9 Discussion Summary and Key Contributions...........cccccoeveeviienienieennnen. 299

7.10 Conclusion and Recommendations.............ecueecieerieeriienienieenieesieeeeans 301
REFERENCES......ccciiviiniiiniininsansssessnsssnsssssssosssssssssssssssssssssosssssssssssssssssssssssasssssss 304
APPENDIX A: DATA COLLECTION INSTRUMENTS...ccccvvttecncnnneccscnssecssnes 321
APPENDIX B: SOME PHOTOS CONDUCTING INTERVIEWS........cccceeveuee 326
APPENDIX C: HHTBPF MODULES .....ccccconnnuniicnnsnniccsssansecssssnssesssssssssssssasssssses 327
APPENDIX D: POLICY RECOMMENDATIONS .....ccocceeniennicsassnssassassssssssosass 339

Xvi



Table No.
Table 2.1
Table 2.2

Table 2.3

Table 2.4

Table 2.5
Table 2.6

Table 2.7
Table 2.8

Table 2.9

Table 2.10

Table 2.11

Table 2.12

Table 2.13

Table 2.14

Table 2.15
Table 2.16

LIST OF TABLES

Comparison of Global Frameworks

Comparison of Halal Tourism Strategy According to

Different Indonesian Regions

Flow of Integrating Halal Principles into Tourism Business

Practices

Challenges and Enablers for SMEs in Halal Tourism

Implementation
Specific Innovation Practices Adopted by SMEs

Strategies for Cultural and Religious Alignment in Halal

Tourism
Summary of Key Global Muslim Traveller Preferences

Gaps and Expectations in Halal Tourism Services in

Yogyakarta

Key Dimensions of Halal Tourist Experience Expectations in

Yogyakarta

Overview of Strategic Frameworks Supporting Halal

Tourism Development

Alignment Challenges and Adaptation Needs of Existing

Frameworks

Certification Challenges and Collaborative Solutions in

Halal Tourism

Halal Tourism Marketing Strategies and Relevance to

Yogyakarta

Adaptation Challenges and Strategic Solutions for Halal

Tourism Frameworks in Yogyakarta
Conceptual and Policy Gaps in Halal Tourism Literature

Key Concepts of Cultural Adaptation Theory

xvii

Page No.
39

45

50

55
56

61
66

68

70

72

74

78

80

&3
&5
88



Table 2.17

Table 2.18

Table 2.19

Table 2.20

Table 2.21
Table 3.1
Table 3.2

Table 3.3
Table 3.4
Table 4.1
Table 4.2
Table 4.3
Table 4.4
Table 5.1

Table 6.1
Table 6.2
Table 6.3
Table 7.1

Table 7.2
Table 7.3

Theoretical Contributions to Halal Tourism Research in

Yogyakarta

Interactions Between Theories Supporting Halal Tourism

Integration

Theoretical Contributions to Halal Tourism Research in

Yogyakarta

Interactions Between Theories Supporting Halal Tourism

Integration
Key Takeaways from Chapter 2
Overview of the Research Design Framework

Administrative Areas of Yogyakarta and Stakeholder

Engagement Focus

Stakeholder Identification

Mapping of Interview Questions to Research Objectives
Demographic Profile of Government Officials

Demographic Profile of Businesses and Entrepreneurs
Demographic Profile of Halal Tourists

Alignment of Findings to RO, RQ, and Supporting Literature

Overview of Halal Integration Strategies in Yogyakarta

Tourism

Summary of Thematic Linkages by Research Objective
Triangulation Focus of the Study

Summary of Findings

Summary of Policy Recommendations and Implementation

Plan
Action Plan

Modular Framework for Implementation

xviii

94

95

96

97
101
106

111
114
120
132
133
134
168

199
269
276
277

296
298
299



Figure No.
Figure 2.1

Figure 2.2

Figure 2.3
Figure 2.4
Figure 2.5

Figure 2.6
Figure 3.1

Figure 3.2
Figure 4.1

Figure 4.2

Figure 4.3

Figure 5.1

Figure 5.2
Figure 5.3

Figure 6.1

Figure 7.1

LIST OF FIGURES

Timeline of Halal Regulatory Development in Indonesia

(2014-2024)

Key Strategies Employed by Halal Entrepreneurs in
Yogyakarta

Halal Lifestyle Industries and Tourism Services
Diverse Preferences and Expectations of Muslim Tourists

Steps in Localising Halal Tourism Frameworks in

Yogyakarta
Theoretical Framework

Special Region of Yogyakarta and its Regencies. Source:

Konig et al. (2010)
Development Process of the Research Instrument

Evaluation on Existing Government Policies on Halal

Tourism in Yogyakarta

Assessment of Integrating Halal Principles in Yogyakarta’s

Tourism Businesses

Halal Tourism Consumers’ Expectations and Preferences in

Yogyakarta

Strategies for Integrating Halal Principles in Business

Practices

Policy Recommendations for Halal Tourism in Yogyakarta

Components for a Strategic Framework for Halal Tourism

Development

Thematic Triangulation of Stakeholder Perspectives in Halal

Tourism

Holistic Halal Tourism Development Model

Xix

Page No.

47

52
59
63

82
98

110
118

136

146

156

175
201

223

274
284



LIST OF POLICIES

Special Region Regulation No. 1 of 2019 (Special Region of Yogyakarta)
Law No. 10 of 2009 on Tourism (Indonesia)

MOTCE Regulation No. 4 of 2021(Indonesia)

DSN-MUI Fatwa No. 108/DSN-MUI/X/2016 (Indonesia)

MOTCE Regulation No. 9 of 2021 (Indonesia)

Law No. 33 of 2014 on Halal Law Assurance (Indonesia)

Qanun No. 8 of 2013 on Tourism (Aceh Regency)

Fatwa No. 07 of 2014 regarding Tourism in Islamic View (Aceh Regency)
Qanun No .10 of 2019 concerning Halal Tourism (Aceh Regency)
Regulation of Mayor of Banda Aceh regarding Halal Tourism in 2022
Regulation No. 14 of 2019 (West Sumatra Province)

Regulation No. 1 of 2020 (West Sumatra Province)

Regulation No. 18 of 2019 (Riau Islands Province)

Regional Regulation No. 2 of 2017 (Riau Island Province)

Pekanbaru Mayor Decree No. 59 of 2019 (Riau Island Province)

Regional Regulation No. 15 of 2015 (West Java Province)

West Java Halal Tourism Guidelines 2019

Bandung Regency Regional Regulation No. 6 of 2020 (West Java Province)
Regional Regulation No. 6 of 2017 (East Java Province)

Jombang Regency Regional Regulation No. 2 of 2021 (East Java Province)
Muslim-Friendly Hospitality Services (MS2610:2015) (Malaysian Standard)

XX



DIY
MOTCE
BAPPENAS
DSN-MUI
MUI

BPS DIY
GMTI

IMTI

OIC

SMIIC

NTB
HHTDM
HHTBPF
F&B
SME
GDP
UNESCO

COMCEC

LIST OF ABBREVIATIONS

Special Region of Yogyakarta

Ministry of Tourism and Creative Economy
Ministry of National Development and Planning
National Sharia Board — Indonesian Ulama Council
Indonesian Ulama Council

Statistics Indonesia Yogyakarta

Global Muslim Travel Index

Indonesia Muslim Travel Index

Organization of Islamic Cooperation

Standards and Metrology Institute for Islamic
Countries

West Nusa Tenggara

Holistic Halal Tourism Development Model
Holistic Halal Tourism Business Practices Framework
Food and Beverage

Small and Medium-sized Enterprises

Islamic Food and Nutrition Council of America
United Nations Educational, Scientific, and Cultural
Organisation

Standing Committee for Economic and Commercial
Cooperation of the Organisation of the Islamic
Cooperation

xxi



CHAPTER ONE

INTRODUCTION

1.1 BACKGROUND OF THE STUDY

Tourism is one of the largest and most significant contributors to regional, national, and
global economic development. It plays a central role in generating income,
employment, foreign exchange earnings, and enhancing a country's image and brand
value (Khan et al., 2020; Naseem, 2021; Su et al., 2021). Within this broad sector, halal
tourism has emerged as a rapidly growing niche that caters specifically to Muslim
travellers. This form of tourism encompasses services that align with Islamic principles,
including halal food, prayer facilities, modest accommodation, and ethical leisure

activities (Vargas-Sanchez & Moral-Moral, 2020).

According to the Global Islamic Economy Report 2021/2022 by DinarStandard,
halal tourism is one of the fastest-growing segments of the global travel industry. This
growth is primarily driven by the increasing affluence and population of Muslim
travellers, reflecting a significant shift in market demand (DinarStandard, 2022). Halal
tourism not only allows Muslim travellers to fulfil their religious obligations while
travelling but also promotes inclusive tourism practices (Battour et. al, 2021a). Both
Muslim-majority and non-Muslim countries have recognised this trend and are actively
positioning themselves to attract this market segment (Chookaew et al., 2015).
Therefore, the increasing number of Muslim tourists has become a significant new
market for the tourism industry, presenting an opportunity for countries to focus on
enhancing local and national economic growth with halal tourism via its related

organisations (Yusuf et al., 2021).

Indonesia, as the country with the largest Muslim population, approximately

270.2 million in 2020, with 86.9 per cent identifying as Muslims, has acknowledged the



economic potential of halal tourism (Statistics Indonesia (BPS), 2021; Zahra, 2022). In
response, the Indonesian government has launched several strategic initiatives,
including the designation of 10 Halal Tourism Destinations and 5 Super Priority tourism
Destinations aimed at enhancing infrastructure and service (Indonesian Ministry of
National Development and Planning (Bappenas), 2018; Mastercard & CrescentRating,
2019; Ministry of Tourism and Creative Economy, 2023). Furthermore, Indonesia
ranked first in the Global Muslim Travel Index (GMTI) 2023, which assesses
destinations based on criteria such as access, communications, environment, and
services (CrescentRating et al., 2023). These achievements underscore Indonesia’s

strategic efforts in becoming a global leader in halal tourism.

Within this national context, Yogyakarta presents itself as a compelling case study.
Located in Central Java, the city is renowned for its deep-rooted Javanese culture, royal
traditions, artistic expressions, and Islamic faith (Maizida, 2021). The City of
Yogyakarta, located in Central Java, Indonesia is known for rich history, culture, artistic
traditions, culinary dishes, and educational institutions (Agustin, 2019; Maizida, 2021;
Sakeri, 2020). The coexistence of Javanese cultural heritage and Islamic values makes
Yogyakarta uniquely positioned to explore the integration of halal principles within a
rich cultural environment. The city's landscape is characterised by classical arts,
including batik, drama, music, and puppet performances, which are embedded in its
historical identity (Agustin, 2019; Maizida, 2021). These cultural elements, alongside
the prevalence of Islamic practices and values, contribute to the city's appeal as a

destination that offers both cultural depth and religious observance.

The economic impact of tourism in Yogyakarta is also noteworthy. In 2020, the
tourism sector contributed 17.46 per cent to the region’s total economic output
(Rusqiyat, 2020), and in 2022, the city recorded 7.4 million tourist arrivals (Rusqiyati,
2023). Domestic tourists spend approximately IDR 2.1 million per visit, while foreign
tourists spend around USD 540 per person (Pangaribowo, 2023). Yogyakarta has also
been identified by the Ministry of Tourism and Creative Economy as one of the ten
national halal destinations and one of the five super-priority areas for tourism

development. These designations highlight the city's potential to harmonise cultural



appeal with the increasing needs of Muslim travellers (Ministry of Tourism and Creative

Economy, 2023).

This research explores how halal values can be integrated into Yogyakarta’s
tourism sector in a way that maintains its cultural distinctiveness while enhancing its

competitiveness in the international halal tourism market.

1.2 PROBLEM STATEMENT

Despite the growing global interest in halal tourism, Yogyakarta faces significant
challenges in establishing itself as a leading halal destination. Although the city is
culturally rich and demographically suited for halal tourism, it lacks a clear,
standardised regulatory framework that aligns halal principles with its local cultural
identity. At the national level, Indonesia has yet to implement a comprehensive halal
tourism policy. Existing regional regulations, such as the Special Region Regulation
No. 1 of 2019, remain vague and difficult to operationalise (Arrahman & Yanti, 2022;
Susilawati, 2023).

In contrast, countries like Malaysia have introduced detailed standards such as the
Malaysia Standard on Muslim-Friendly Hospitality Services (MS2610:2015), while the
Organisation of Islamic Cooperation (OIC) has published international benchmarks
through the SMIIC Halal Tourism Services Standard (OIC/SMIIC 9:2019). These
frameworks offer clear, enforceable guidelines that support both compliance and

business development.

This regulatory gap in Indonesia creates confusion among stakeholders and
inhibits local tourism businesses from confidently adopting halal practices (Santoso et

al., 2022a). Furthermore, the current tourism landscape in Yogyakarta does not



adequately meet the expectations of halal travellers, who increasingly seek both

religious compliance and meaningful cultural experiences (Hanafiah et al., 2022).

Without cohesive policy support, there is a risk that halal tourism in Yogyakarta
will remain fragmented, underdeveloped, and unable to realise its potential as a
culturally rich and economically viable halal destination. This highlights the urgent need
for research that develops culturally adaptive strategies and policy frameworks to

support the integration of halal principles in Yogyakarta’s tourism industry

1.3 RESEARCH QUESTIONS

The research aims to answer the following research questions:

1.  How do existing governmental policies and regulations support or hinder the
development of the halal tourism industry in Yogyakarta?

2. To what extent do tourism businesses and entrepreneurs in Yogyakarta
understand and incorporate halal principles and values into their operations?

3. What are the expectations and preferences of halal tourism consumers visiting
Yogyakarta regarding halal tourism offerings, service quality, and overall
destination experience?

4.  How can local businesses in Yogyakarta integrate halal principles and values
into their operational practices while maintaining their unique cultural identity?

5. How can a strategic framework, including policy recommendations, be
developed to guide stakeholders in aligning Yogyakarta’s tourism sector with

halal principles while respecting local cultural values?



1.4 RESEARCH OBJECTIVES

The specific objectives are as follows:

1. To evaluate the extent of existing governmental policies and regulations on the
halal tourism industry in Yogyakarta.

2. To assess the level of understanding and integration of halal principles and values
within tourism businesses and entrepreneurs in Yogyakarta.

3. To examine the expectations and preferences of halal tourism consumers in
Yogyakarta, focusing on halal offerings, service quality, and overall destination.

4. To develop strategies for local businesses in Yogyakarta to integrate halal
principles and values into their operational practices while preserving cultural
identity.

5. To formulate a strategic framework, including policy recommendations, to guide
stakeholders in aligning halal tourism development with cultural, ethical, and

religious values in Yogyakarta.

1.5 RESEARCH SCOPE

This research aims to explore the interplay between halal tourism and the cultural and
religious diversity of Yogyakarta, Indonesia. The investigation is crucial for
understanding how halal tourism can blend with and enhance Yogyakarta's cultural
identity, focusing on the integration of halal practices within its cultural and religious

landscape.

The study will conduct an in-depth analysis of how halal principles are
intertwined with Yogyakarta's tourism sector. Engaging with a broad spectrum of local
tourism stakeholders, including policymakers, hoteliers, restaurateurs, tour guides, and
travel agents, as well as consumers of halal tourism. The research aims to provide a

comprehensive view of the halal tourism landscape. About 30 participants from diverse



backgrounds, reflecting both Muslim and non-Muslim viewpoints, will be interviewed

to ensure a holistic understanding of the sector's challenges and practices.

Grounded in cultural adaptation, stakeholder engagement, and sustainable
tourism theories, the research will assess its objectives through this theoretical
framework. Data collection will involve semi-structured interviews designed to explore
stakeholders' perspectives, supplemented by secondary data from academic journals,
industry reports, published policy documents, and relevant studies on business
practices, entrepreneurship, cultural and halal tourism. Thematic analysis, supported by

ATLAS.ti software, will be employed to ensure methodological rigour.

The study is planned to take three years, this structured approach is designed for
comprehensive data collection, in-depth analysis, and the formulation of actionable
recommendations. The study's goal is to contribute significantly to the sustainable
growth of halal tourism in Yogyakarta by outlining strategies that harmonise halal
practices with the region's cultural and religious heritage. Emphasising cultural
sensitivity, the research will respect and reflect Yogyakarta's unique context, aiming to
influence both the local tourism industry and the global discourse on cultural and

religious integration within tourism.

The research covers various focus areas, including evaluating local and national
policies affecting halal tourism, investigating the adoption of halal principles by
Yogyakarta's tourism businesses and entrepreneurs, and analysing halal tourists'
expectations and preferences. It also examines the balance between halal compliance
and the conservation of Yogyakarta's cultural and religious heritage. Furthermore, the
study is dedicated to formulating practical policy recommendations and a strategic
framework to improve the alignment of the region's tourism practices with halal

principles, ensuring cultural authenticity is preserved.

Engaging with diverse stakeholders and employing a multidisciplinary approach,

the research seeks to convey a narrative on halal tourism's evolution in Yogyakarta,



embracing the complexity of this subject. The study aspires to impact not only the local
tourism sector but also to enrich the global dialogue on the interweaving of cultural and
religious elements within tourism, contributing to the sustainable advancement of halal

tourism in Yogyakarta and beyond.

1.6 SIGNIFICANCE OF THE STUDY

This study makes significant contributions to both academic scholarship and practical
policymaking in the field of halal tourism. While numerous studies have explored halal
tourism from the perspectives of compliance with Islamic norms or destination
marketing, few have addressed the cultural adaptation of halal principles within specific
local contexts. This research advances the academic discourse by examining the
intersection between halal values and traditional cultural practices in Yogyakarta, a
culturally rich and religiously significant region. By applying Cultural Adaptation
Theory, Stakeholder Theory, and Sustainable Tourism Theory, the study also offers
theoretical insights into the development of culturally adaptive halal tourism models,

an area that remains underexplored in current literature.

From a policy and industry perspective, the study offers practical
recommendations to help policymakers formulate context-sensitive regulations that
reflect the realities of implementing halal tourism in Indonesia. Given the absence of a
comprehensive national halal tourism framework, the findings of this study may assist
in bridging the gap between global halal standards and local cultural practices. The
research also provides strategic guidance for business stakeholders, including tourism
entrepreneurs, hotel managers, and tour operators, in integrating halal principles into

their operations without compromising cultural authenticity.

Moreover, the findings may serve as a reference for other culturally diverse
destinations seeking to align religious tourism standards with local identities. By

highlighting Yogyakarta as a case study, this research contributes to broader efforts in



promoting sustainable, inclusive, and culturally sensitive halal tourism, with
implications that extend beyond Indonesia to the wider Muslim-friendly tourism

ecosystem.

1.7 DEFINITION OF TERMS

1.7.1 Halal

An Arabic term meaning permissible or lawful under Islamic law. In this
study, halal refers to goods, services, and practices that align with Shariah principles,
not limited to food but extending to finance, lifestyle, and tourism (Al-Qaradawi et al.,

2013).

1.7.2 Halal Principles and Values

Refers to ethical and moral guidelines derived from the Quran and Sunnah,
encompassing personal conduct, business ethics, and social responsibility. This study
uses "halal" rather than "Islamic" to emphasise practical and inclusive applications
across tourism, policy, and business development (Battour & Ismail, 2016; Khan &

Haleem, 2016).

1.7.3 Halal Tourism

Tourism that provides services in accordance with halal principles, including halal food,

prayer facilities, modest accommodation, and family-friendly activities. It integrates



religious compliance with local cultural practices to meet the needs of Muslim travellers

(DinarStandard, 2022).

1.7.4 Muslim-Friendly Tourism

A flexible approach to accommodating Muslim travellers without fully adhering to halal
standards. Often applied in non-Muslim-majority contexts, it supports partial

compliance and inclusivity (CrescentRating, 2023).

1.7.5 Halal Ecosystem

A network of interrelated halal-compliant sectors such as food, finance, fashion, travel,
and media, serving the lifestyle needs of Muslim consumers. Halal tourism functions as

part of this ecosystem (DinarStandard, 2022).

1.7.6 Halal Certification

An official assurance issued by recognised authorities (e.g., MUI, JAKIM) verifying
that a product or service complies with Shariah standards. In tourism, this includes food,

accommodations, and travel packages (Khan & Haleem, 2016).



1.7.7 Cultural Adaptation
The process of aligning halal practices with local cultural norms. In Yogyakarta, it

involves integrating Islamic values with Javanese traditions to preserve authenticity

while serving halal tourists (Maizida, 2021).

1.7.8 Local Wisdom
Traditional knowledge and customs embedded in a community. In this study, it

represents Yogyakarta’s cultural heritage, which interacts with and informs halal

tourism development (Pesurnay, 2018).

1.7.9 Stakeholders
Individuals or groups directly or indirectly involved in halal tourism, including

government officials, business owners, tourists, communities, and regulatory bodies

(Freeman, 2010).

1.7.10 Strategic Framework
A practical model proposed in this research to guide halal tourism development. It

includes components such as policy alignment, stakeholder engagement, cultural

integration, and sustainable business practices (Grace et al., 2023).
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1.7.11 Sustainability

Tourism practices that are environmentally responsible, socially equitable, and
economically viable. In halal tourism, sustainability also encompasses ethical conduct

and religious integrity (Battour et al. 2021).

1.8 ORGANISATION OF THE STUDY

This thesis is organised into seven chapters. Chapter One introduces the study,
presenting the background, problem statement, research questions, objectives, scope,
significance, and definitions of key terms. Chapter Two provides a comprehensive
review of existing literature on halal tourism, covering global and local trends,
theoretical foundations, and research gaps. Chapter Three outlines the research
methodology, detailing the philosophical underpinnings, research design, data

collection methods, sampling strategy, and ethical considerations.

Chapter Four presents the empirical findings, including participant demographics
and thematic analysis of responses from key stakeholders. Chapter Five delivers a
strategic analysis and introduces the conceptual framework developed from the
findings, along with policy recommendations and business strategies. Chapter Six
examines the key findings in relation to existing literature and theoretical frameworks,
emphasising the study’s contributions, implications, and how they align with the stated

objectives.

Finally, Chapter Seven concludes the study by summarising the research,
outlining its limitations, and highlighting both practical and theoretical contributions. It
also offers recommendations for future research, ensuring that the insights gained can

inform further academic inquiry and practical applications in the field of halal tourism.
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CHAPTER TWO

LITERATURE REVIEW

2.1 INTRODUCTION

This chapter provides an extensive literature review underpinning the study of halal
tourism in Yogyakarta. It explores theoretical, conceptual, and empirical discussions
central to understanding the dynamics of integrating halal principles into tourism
policies and practices. The review begins by establishing foundational concepts,
including definitions of halal tourism and its guiding values, before moving on to assess
global developments in the halal tourism sector and Indonesia’s national strategy.
Emphasis is placed on the unique cultural-religious context of Yogyakarta as a
developing halal tourism destination. The chapter critically synthesises scholarly work
on policy design, consumer preferences, business practices, and entrepreneurial
contributions, as well as international frameworks. Throughout, the chapter responds to
existing knowledge gaps and lays the groundwork for the study’s theoretical framework,
guided by Cultural Adaptation Theory, Stakeholder Theory, and Sustainable Tourism
Development Theory. This approach provides a comprehensive understanding of how
halal tourism initiatives can be tailored to culturally diverse environments while

maintaining religious and ethical integrity.

2.2 HALAL TOURISM: CONCEPT, PRINCIPLES, AND GLOBAL TRENDS

2.2.1 Halal Principles and Values

The concept of halal extends beyond dietary restrictions, encapsulating a broader
system of ethics, morality, and legality as prescribed in Islamic law. Halal is derived
from the Arabic root meaning “permissible” or “lawful,” and is governed by divine

injunctions outlined in the Quran and Sunnah (Al-Qaradawi et al., 2013). These
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principles influence a wide spectrum of human activity including commerce,
interpersonal behaviour, environmental responsibility, and governance (Rafiki &

Wahab, 2014; Wahab & Masron, 2020).

Magqasid Shariah is a set of Islamic values that focuses on preserving (Hifz) and
promoting (7a’ziz) human ideals that include justice (‘Adl), compassion (Rahmah),
respect (Ihsan) and well-being (Maslahah) and these values should be followed by
Muslims to live a balanced (Wasatiyyah) and good life (Hayah Jayyidah) (Saffinee et
al., 2024). In this study, the term "halal principles and values" is used extensively than
"Islamic values" to highlight its pragmatic application across socio-cultural contexts,
particularly within non-religious institutions such as tourism. While rooted in Islamic
teachings, without neglecting the Islamic values, halal principles in this context relate
to values such as cleanliness, transparency, trust, safety, ethical business conduct, and
community well-being (Khan & Haleem, 2016; Battour & Ismail, 2016). These values
underpin tourism practices that cater not only to religious compliance but also to broader

consumer expectations around quality and integrity.

Given that the integration of halal principles and values into tourism policies and
practices forms the core of this research, it is essential to understand how these
principles will be operationalised. Throughout this thesis, these values are examined not
only as religious tenets but also as guiding ethical standards that inform policy
development, business operations, and consumer engagement strategies. The later
chapters (particularly Chapters 4 and 5) will demonstrate how these principles can be
embedded practically within Yogyakarta's tourism ecosystem to foster a culturally

sensitive, sustainable, and inclusive halal tourism model.
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2.2.2 Defining Halal Tourism

The research on halal tourism has grown significantly from 2013 to 2023 which
indicates the growing interest of the topic, subsequently the term halal tourism has been
highlighted and received substantial attention throughout the years (Chantarungsri et
al., 2024). Halal tourism refers to tourism activities and services that are designed to
accommodate the religious needs and ethical expectations of Muslim travellers. These
include, but are not limited to, halal food offerings, prayer facilities, gender-segregated
amenities, modest entertainment options, and Shariah-compliant accommodation and
financial services (Meirezaldi, 2020; Battour & Ismail, 2016). The underlying aim is to
allow Muslims to fulfil their religious obligations while travelling, without

compromising on service quality or cultural experience.

Battour and Ismail (2016) frame halal tourism as "any tourism object or action
that is permissible according to Islamic teachings for use or engagement by Muslims in
the tourism industry," highlighting the sector’s global relevance beyond Muslim-
majority countries. The development of halal tourism is not restricted to Islamic regions,
with countries such as Japan, South Korea, Thailand, and the United Kingdom adapting
services to attract Muslim travellers through initiatives such as halal restaurant guides,
mosque accessibility, and dedicated prayer spaces (Vargas-Sanchez & Moral-Moral,

2020; Suswanta et al., 2023).

Moreover, halal tourism serves a dual function, not only offering Islamic-
compliant services, but also enhancing inclusive, family-friendly, and ethical
experiences which are attractive to non-Muslim travellers as well (Jaelani, 2017). This
positions halal tourism as an inclusive model underpinned by religious sensitivity,

cultural authenticity, and ethical consumption.
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2.2.3 Global Trends and Muslim Travel Market

The global halal tourism sector has evolved significantly from its origins in pilgrimage-
based travel (Hajj and Umrah) to a dynamic lifestyle-oriented industry catering to a
wide range of travel preferences (Purwandani & Yusuf, 2021). As global Muslim
populations grow and gain economic power, the demand for halal travel increases

accordingly.

According to the Mastercard-CrescentRating Global Muslim Travel Index
(GMTI), Muslim travellers reached 160 million in 2019 and are forecasted to exceed
230 million by 2028, driven by rising disposable income, increasing awareness of halal
offerings, and digital engagement through apps and platforms tailored to Muslim
consumers. By 2050, Muslims are projected to constitute one-third of the global

population (Mastercard & CrescentRating, 2019).

In 2021, Muslim travellers contributed approximately USD 102 billion to the
global tourism economy. This figure is expected to grow to USD 189 billion by 2025,
as noted in the State of the Global Islamic Economy Report (DinarStandard, 2022).
Regions such as Southeast Asia, the Middle East, and select non-Muslim destinations
are competing to capture a share of this lucrative market. Key strategies include
improving accessibility to halal-certified food, implementing inclusive marketing, and

creating family-oriented, religiously accommodating experiences.

Post-pandemic travel behaviour has also revealed a shift towards destinations
prioritising safety, hygiene, and digital adaptability. All of which align closely with halal
principles. Additionally, younger generations of Muslim travellers, especially
Millennials and Gen Z, are seeking experiences that merge faith, wellness, culture, and

sustainability (DinarStandard, 2022).

15



2.2.4 Halal Tourism within the Halal Ecosystem

Halal tourism is embedded within a broader halal ecosystem that spans several
interconnected sectors including halal food, Islamic finance, modest fashion,
pharmaceuticals, cosmetics, and digital media. The interlinkage between these sectors
not only supports consumer lifestyles but also provides a cohesive framework for halal

tourism destinations (DinarStandard, 2022).

In many cases, travellers’ experiences of halal tourism begin with the assurance
of halal-certified food and continue with access to ethical financing options, modest
shopping experiences, and faith-aligned entertainment. Institutions such as the
Organisation of Islamic Cooperation (OIC), through the SMIIC standards, and national
regulatory bodies like Indonesia’s BPJPH and Malaysia’s JAKIM, play critical roles in

regulating, certifying, and promoting alignment across these sectors.

The synergy between these halal sub-sectors contributes to what has been
described as a comprehensive halal lifestyle. For example, tourism services that
incorporate halal-certified restaurants, nearby prayer facilities, Islamic finance for travel
payments, and promotional materials reflecting modesty and cultural awareness all
serve to reinforce consumer trust. As Jaelani (2017) argues, halal tourism provides
benefits that transcend religious boundaries, promoting inclusivity and ethical tourism

for all.

This integrated approach positions halal tourism not only as a religious necessity
but also as a growth engine within the larger Islamic economy. For Yogyakarta and
similar culturally rich regions, building compatibility with this ecosystem is essential

for achieving a competitive edge in the Muslim-friendly tourism market.
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2.3 HALAL TOURISM IN INDONESIA

2.3.1 National Vision and Strategic Priorities

Indonesia, home to the world’s largest Muslim population, has positioned itself as a
premier destination for halal tourism, reflected in its top ranking on the Global Muslim
Travel Index (GMTI) in 2023 (CrescentRating et al., 2023). This achievement is
supported by the country’s diverse attractions, including over 17,000 islands, rich
cultural heritage, and more than 800,000 mosques (Mastercard & CrescentRating,
2021). Recognising the sector’s potential for driving inclusive economic growth and
reinforcing cultural identity, the government has incorporated halal tourism into its
national development agenda, particularly through the Rencana Induk Pembangunan
Kepariwisataan Nasional (RIPPARNAS). The establishment of the Halal Tourism
Acceleration and Development Team in 2016, tasked with identifying ten provinces
including Yogyakarta for sustainable halal tourism development, illustrates a targeted

approach to building globally competitive halal destinations (Furqan, 2019).

Government initiatives extend to the designation of ten official halal tourism
destinations, such as Lombok, Aceh, West Sumatra, and Yogyakarta, as well as
additional support for the ‘5 Destinasi Super Prioritas’ or Five Super Priority
Destinations, which include North Sumatra, North Sulawesi, East Nusa Tenggara, West
Nusa Tenggara, and Central Java with Yogyakarta (Ministry of Tourism and Creative
Economy, 2023). These designations aim to integrate infrastructure development, halal
certification facilitation, and regional branding to attract both domestic and international
Muslim travellers. Campaigns launched by the Ministry of Tourism and Creative
Economy have actively promoted these destinations, showcasing their halal-friendly

services and facilities.

Despite notable achievements, challenges remain in ensuring the industry’s
sustained growth. Aside from the quality of tourism infrastructure and the availability

of accommodation of halal standards, the absence of comprehensive nationwide
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infrastructure and the need for a consistent halal certification system hinder the full
realisation of Indonesia’s potential in this sector (Danarta et al., 2024; Widodo et al.,
2022). Effective global marketing strategies are also required to position Indonesia’s
halal tourism destinations in competitive international markets. Nevertheless, the
strategic vision set out at the national level, supported by institutional development and
targeted investments, forms a solid foundation for long-term growth and positions

Indonesia as a leading player in the global halal tourism landscape.

2.3.2 Institutional Development and Regulatory Support

Institutional development has been critical to the expansion of halal tourism in
Indonesia. The launch of BPJPH under Law No. 33 of 2014 concerning Halal Product
Assurance marks a turning point in formalising halal standards across sectors. This
includes halal certification of tourism-related services such as accommodation, food
and beverages, and travel agencies. BPJPH collaborates with local governments and
industry associations to increase the number of halal-certified businesses and to

streamline the certification process.

In addition to BPJPH, the Indonesian Ulema Council (Majelis Ulama Indonesia —
MUI) continues to play an important role in issuing fatwas and ensuring Shariah
compliance in product and service certification. Furthermore, local halal certification
initiatives in regions such as West Nusa Tenggara and West Sumatra serve as role
models for how institutional development can occur at the sub-national level (Ministry

of Tourism and Creative Economy, 2023).

Despite these efforts, Indonesia still lacks a dedicated and unified legal framework
for halal tourism specifically. As a result, many tourism stakeholders face confusion
regarding operational standards, certification procedures, and compliance expectations.
This gap not only hinders investor confidence but also slows the mainstreaming of halal

tourism at the national level.
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2.3.3 Challenges in Implementation and Regional Disparities

Despite robust national-level strategies, the implementation of halal tourism policies
varies considerably across Indonesia’s regions. Local governments interpret and apply
these strategies differently, leading to inconsistencies in service quality and tourist
experiences. This lack of uniform guidelines and a cohesive monitoring system
threatens the overall credibility of the national halal tourism brand (Jaelani, 2017). In
many areas, small and medium-sized tourism enterprises (SMEs) have limited
awareness of halal certification processes, and support systems to guide them through
compliance requirements are inadequate. Such disparities highlight the pressing need
for context-sensitive frameworks that respect local diversity while promoting national

standards.

The alignment of national strategies with regional execution is critical for the
success of halal tourism development (Santoso et al., 2022a; Yusuf et al., 2021).
Achieving this alignment requires harmonised certification mechanisms, targeted
capacity-building programmes for SMEs, and active community engagement to ensure
local readiness. This collaborative approach would foster consistency in halal service
delivery while empowering regions to showcase their unique cultural assets. The
experiences of successful destinations such as Lombok and Aceh demonstrate that

tailored, locally grounded strategies can achieve both compliance and market appeal.

Moreover, the intersection of government regulation, market demand, and cultural
heritage is key to building a resilient halal tourism sector. By integrating community-
based tourism initiatives such as traditional crafts, cultural performances, and halal
culinary experiences, regions can offer authentic and enriching experiences that appeal
to both Muslim and non-Muslim tourists (Valenrie & Nuringsih, 2021). Such initiatives
not only preserve local heritage but also create inclusive economic opportunities,
helping to bridge socio-economic disparities between regions. The following section
explores how these national trends and challenges are reflected in the case of

Yogyakarta.
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2.4 HALAL TOURISM IN YOGYAKARTA

2.4.1 Historical, Cultural, and Religious Landscape

Yogyakarta, located in the heart of Java, is a region known for its rich cultural heritage,
strong Islamic traditions, and unique status as a Special Region with its own monarchy
and autonomous governance. The city's deep-rooted Javanese customs coexist with
Islamic values, shaping a distinctive local identity that blends tradition and religion
(Maizida, 2021). It is widely recognised for its educational institutions, royal palaces,
traditional arts, and historic temples. This historical depth continues to shape the
region’s identity and strengthens its appeal as a destination rooted in heritage (Agustin,

2019; Sakeri, 2020).

In general, Indonesia has a variety of beautiful sustainable cultures and traditions,
what more each specific regions in Indonesia, especially in Yogyakarta (Danarta et al.,
2024). Beyond its history, Yogyakarta is renowned as a cultural hub that preserves and
promotes Javanese arts and traditions. Practices such as batik making, gamelan
performances, and wayang kulit (shadow puppetry) remain integral to community life
and are recognized globally as UNESCO cultural heritages. The city is also widely
known as "Kota Pelajar" (City of Students) due to its strong educational institutions,
which nurture intellectual and artistic growth. These cultural assets not only enhance
the identity of Yogyakarta but also attract domestic and international tourists, making
the region one of Indonesia’s most vibrant centers of cultural tourism (Ciputra, 2022;

Sakeri, 2020).

In addition to its historical and cultural appeal, Yogyakarta's predominantly
Muslim population and religious institutions make it a suitable environment for the
development of halal tourism. Islamic values permeate daily life and community
practices, influencing consumer expectations around hospitality, food, services, and
leisure. The integration of these values into tourism offerings reflects not only market

potential but also alignment with the socio-cultural identity of the region. As such,
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Yogyakarta offers a unique setting for the convergence of halal principles and cultural

authenticity.

2.4.2 Halal Tourism Designation and Strategic Potential

Recognising this potential, the Indonesian government designated Yogyakarta as one of
the ten national halal tourism destinations and one of the five Super Priority Tourism
Areas. These designations aim to accelerate investment, infrastructure, and institutional
readiness for tourism development. The city’s strategic location, accessibility, and
vibrant local economy further reinforce its candidacy for halal tourism advancement

(Ministry of Tourism and Creative Economy, 2023).

In 2022, Yogyakarta welcomed approximately 7.4 million tourists, with notable
spending patterns from both domestic and international travellers (Pangaribowo, 2023).
The economic contribution of the tourism sector reached 17.46% of the region’s gross
domestic product (Rusqiyat, 2020). These figures underscore the growing importance
of tourism to Yogyakarta’s economy and highlight the need for structured, inclusive,
and values-driven tourism frameworks that can support long-term growth while

respecting local norms.

The city's potential lies not only in its infrastructure and visitor volume but also
in its capacity to serve as a model for integrating halal principles with local wisdom.
However, realising this potential requires careful planning, community engagement,

and policy support that align with both national objectives and local realities.
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2.4.3 Local Challenges in Implementing Halal Tourism

Despite the government’s endorsement and Yogyakarta’s cultural suitability, several
challenges impede the effective implementation of halal tourism in the region. Firstly,
there remains a lack of localised policy frameworks to operationalise halal tourism
principles at the regional level. While Special Region Regulation No. 1 of 2019 was
enacted to support halal tourism, it lacks specificity and clarity, making enforcement
and interpretation difficult for local stakeholders (Arrahman & Yanti, 2022; Susilawati,
2023).

Secondly, the adoption of halal certification among local businesses remains
limited. Many tourism SMEs are unaware of the requirements or perceive certification
as costly and administratively burdensome. This results in fragmented efforts to cater to
halal travellers, particularly in areas such as accommodation, culinary experiences, and
tour operations. Furthermore, the absence of clear incentives or support mechanisms

discourages wider industry participation (Santoso et al., 2022a).

Community readiness and awareness also present a challenge. Although Islamic
values are embedded in Yogyakarta’s culture, there is still limited understanding among
some business actors regarding the practical implications of halal tourism.
Misconceptions about halal tourism being restrictive or exclusive hinder broader

engagement and reduce opportunities for inclusive service delivery.

To address these challenges, a holistic approach is required; one that involves
coordinated efforts between government agencies, religious institutions, industry
stakeholders, and civil society. Enhancing regulatory clarity, offering technical and
financial support, and promoting halal literacy among service providers are key
strategies for mainstreaming halal tourism in Yogyakarta. These steps are critical for
transforming the city’s tourism landscape into one that is not only competitive and

economically robust but also ethically grounded and culturally resonant.
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2.5 REVIEW OF RELEVANT STUDIES ON HALAL TOURISM

2.5.1 Cultural and Religious Factors

A recurring theme in the literature on halal tourism is the imperative to balance religious
compliance with cultural authenticity. This balance is particularly important in regions
like Yogyakarta, where Islamic traditions coexist with rich Javanese cultural heritage.
Muflihah and Muttaquin (2025) highlight that fostering inclusive halal tourism in such
multicultural destinations requires carefully integrating Islamic values with the
preservation of local heritage. Their review emphasises that tourism experiences should
reflect both religious observance and cultural authenticity, reinforcing the idea that
culturally sensitive halal tourism depends on adaptive frameworks that consider local

wisdom and inclusive interpretations of Islamic principles.

Studies by Battour and Ismail (2016) argue that destinations that are able to
integrate Islamic values into their cultural tourism offerings are more likely to appeal to
halal travellers. These tourists not only seek halal amenities but also meaningful
engagement with local identity and values. Alfath et al. (2022) explored this interaction
within Yogyakarta and found that local entrepreneurs often grapple with aligning
traditional cultural norms with Islamic practices. In many cases, local ceremonies,
cuisine, and hospitality traditions must be adapted to meet both religious expectations
and cultural integrity. Henderson (2016) further supports this by highlighting that
successful halal tourism destinations typically frame their services in ways that

celebrate both religious observance and local identity.

This is especially relevant in Yogyakarta, which has been officially designated as
a national halal tourism destination. However, its progress has been hampered by
tension between preserving indigenous cultural expressions and complying with
standardised religious guidelines (Maizida, 2021). The literature suggests that culturally
sensitive halal tourism requires an adaptive framework that considers local wisdom,

values-based service delivery, and inclusive interpretation of Islamic principles.
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2.5.2 Knowledge and Integration of Halal Principles

While the concept of halal is widely recognised, the operationalisation of halal
principles across different aspects of the tourism industry remains inconsistent,
particularly among small and medium-sized enterprises (SMEs). Ulum (2019) and
Furgan (2019) found that many tourism businesses in Indonesia limit their
understanding of halal compliance to food-related certification, without incorporating
broader elements such as ethical transactions, cleanliness standards, or Shariah-

compliant recreational offerings.

This limited understanding is exacerbated by structural barriers, such as lack of
targeted training, absence of government support, and inconsistent certification
procedures. Huda et al. (2022) noted that local businesses in Yogyakarta, especially
those not directly affiliated with government-endorsed halal programmes, often struggle

to access reliable guidance.

In their study on halal meat supply chains in Yogyakarta, Aliyanti and Kariim
(2022) illustrated how misalignment between local practices and formal halal standards
creates operational gaps, particularly in inspection and traceability. These findings
underscore the need for educational interventions to build capacity across the tourism

value chain.

Rafiki and Wahab (2014) and Khan and Haleem (2016) support the argument for
broader halal literacy, noting that halal principles encompass ethical business conduct,
employee treatment, and sustainability. Several studies call for more inclusive training
initiatives that go beyond certification checklists and encourage long-term behavioural
change within organisations. For instance, stakeholder engagement through workshops
and mentoring has been cited as an effective tool for ensuring better internalisation of

halal values within businesses (Khoiriati et al., 2018).
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In Yogyakarta, integrating halal principles is further challenged by the local
tourism actors’ perception that halal compliance could conflict with the city's cultural
openness and historical appeal. However, empirical evidence shows that businesses that
manage to internalise halal values while maintaining local cultural expressions are often

more competitive in attracting Muslim travellers (Jaelani, 2017; DinarStandard, 2022).

There is a significant gap in the awareness and practical integration of halal
principles among tourism business operators, particularly in emerging halal destinations
like Yogyakarta. Studies by Furqan (2019), Ulum (2019), and Huda et al. (2022) reveal
that many SMEs in Indonesia lack comprehensive knowledge on how to implement
halal principles beyond basic food certification. Factors such as limited access to
training, fragmented guidelines, and cost-related challenges act as barriers to

widespread adoption.

Aliyanti and Kariim (2022) investigate the halal supply chain for meat products
in Yogyakarta and find inconsistencies in the operationalisation of halal standards,
especially among smaller vendors. These issues are compounded by the lack of
technical support from regulatory bodies. Khan and Haleem (2016) advocate for the
creation of targeted education programmes and halal literacy initiatives to close the
knowledge gap. Their work suggests that stakeholder training, coupled with financial
and administrative support, can enhance compliance and foster innovation among halal-

certified businesses.

2.5.3 Consumer Expectations and Preferences

Muslim travellers today represent a highly diverse and increasingly discerning segment
of the global tourism market. While traditional halal tourism offerings—such as halal-
certified food, prayer spaces, and gender-segregated facilities—remain essential, there
is growing demand for experiences that are spiritually fulfilling, culturally immersive,

and socially engaging (Afsari et al., 2017; Battour & Ismail, 2016). Studies such as
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those by DinarStandard (2022) and Khullar (2019) indicate that younger generations of
Muslim travellers are not only seeking compliance but are motivated by lifestyle

alignment, personalised service, and value-based experiences.

In the context of Yogyakarta, research reveals that halal consumers appreciate
authenticity and cultural richness in tourism experiences, provided these align with their
religious expectations. For instance, travellers prefer destinations that offer Islamic-
themed museums, ethical hospitality practices, and cultural activities consistent with
their values (Jaelani, 2017). Reviews and surveys conducted by local stakeholders,
including tourism offices and Muslim travel groups, underscore the need for improved
access to verified halal food, modest accommodation, and prayer facilities, particularly

in rural and non-mainstream tourism areas.

Additionally, consumer expectations now include transparent halal certification,
digital information access (e.g., halal mobile apps), and the presence of trained staff
who understand Muslim sensitivities. DinarStandard (2022) notes that these
expectations are no longer peripheral, but central to consumer decision-making, with
many travellers using peer reviews, social media, and influencer endorsements to assess
the suitability of a destination before booking. The failure to meet these standards can

result in negative reviews and long-term reputational damage.

2.5.4 Entrepreneurial Attitudes and Consumer Feedback

Entrepreneurs and business operators in the halal tourism sector play a pivotal role in
bridging the gap between policy goals and consumer needs. Wahab and Masron (2020)
emphasise the importance of value-based entrepreneurship, particularly in culturally
complex regions like Yogyakarta, where local traditions and Islamic norms must be
carefully harmonised. Many entrepreneurs recognise the growing demand for halal

tourism but remain uncertain about how to operationalise these principles effectively
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within their offerings. This lack of clarity stems from inconsistent government

messaging, limited access to technical support, and evolving consumer standards.

In Yogyakarta, business actors often adopt an incremental approach to halal
tourism, beginning with food certification and modesty-oriented services, and gradually
expanding to more comprehensive offerings. However, as noted by Huda et al. (2022),
few SMEs possess the capacity to fully integrate halal values into their service design
without external guidance. As such, consumer feedback becomes a vital resource.
Online reviews, informal surveys, and feedback forms increasingly guide business
decisions, prompting changes in menu options, facility design, and service etiquette

(Vargas-Sanchez & Moral-Moral, 2020).

Tourists frequently highlight both strengths and weaknesses in current offerings.
Positive remarks typically cite the cultural richness of Yogyakarta and the friendliness
of its service personnel, while critical feedback points to gaps in halal food access, the
lack of clearly designated prayer spaces, and confusion around the halal status of
accommodations. These insights have encouraged some entrepreneurs to seek
collaboration with halal certifiers and religious councils to improve transparency.
Others have integrated customer-driven innovation into their services, creating bespoke
packages or mobile applications that assist tourists in navigating the halal landscape of

Yogyakarta.

Ultimately, consumer feedback is not merely reactionary; it functions as a
strategic tool for entrepreneurial growth and innovation in halal tourism. The discourse
on halal tourism is increasingly intersecting with sustainability, both environmental and
socio-economic. Jaelani (2017) argues that the ethical foundations of halal align
naturally with sustainability principles, including environmental stewardship, social
equity, and economic resilience. Halal tourism in this context is not merely about

meeting religious needs but about fostering long-term responsible tourism practices.
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Studies by Wahab and Masron (2020) and Hanafiah et al. (2022) support this view,
noting that halal tourism businesses that integrate eco-friendly practices, such as waste
management, energy efficiency, and local sourcing, are more likely to gain consumer
trust. In Yogyakarta, however, sustainability remains an underexplored dimension of
halal tourism. Limited infrastructure and lack of incentives have hindered the scaling of
green practices among SMEs. There is a need for clearer policy alignment between halal

tourism strategies and broader sustainable tourism goals.

2.5.5 Sustainability Practices

The discourse on halal tourism is increasingly intersecting with sustainability,
encompassing not only environmental considerations but also ethical business conduct,
community empowerment, and long-term economic viability. Jaelani (2017) suggests
that halal principles naturally align with sustainable tourism, given their emphasis on
cleanliness, moderation, social equity, and respect for the environment. This alignment
creates an opportunity to integrate Islamic values with the broader global sustainability

agenda.

Studies such as Wahab and Masron (2020) and Hanafiah et al. (2022) advocate
for embedding sustainability within the halal tourism development process, noting that
this convergence enhances the sector’s value proposition and broadens its appeal
beyond Muslim travellers. Businesses that implement eco-conscious practices-such as
waste reduction, energy efficiency, and ethical sourcing-can tap into overlapping market
segments of environmentally aware and halal tourists. Such integration not only fosters

environmental stewardship but also builds trust among ethically minded consumers.

In Yogyakarta, however, sustainability remains an underdeveloped component of
halal tourism. Despite the city’s reputation for cultural richness and environmental
awareness, few tourism actors have embedded sustainability frameworks into their halal

offerings. Interviews and case studies reveal that while some accommodation providers
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and culinary businesses are adopting sustainable practices (e.g., reduced plastic use,
sourcing from local farmers), these efforts are sporadic and uncoordinated. SMEs, in
particular, often lack the knowledge, resources, or incentives to align with sustainability

targets.

Moreover, existing policy documents make limited reference to sustainability, and
halal tourism regulations in Indonesia have yet to integrate environmental indicators or
benchmarks. This disconnection between halal certification and sustainable practices
represents a missed opportunity. According to Vargas-Sanchez and Moral-Moral (2020),
sustainability should be viewed not as an additional feature, but as an intrinsic part of
halal tourism, reinforcing the moral and ethical dimensions of travel. Moreover, the
challenges that arise from strategizing sustainable halal tourism like balancing religious
requirements with modern settings, navigating cultural conflicts, developing
appropriate and functioning infrastructure and also overcoming the resistance to
implement halal certification can be overcome with collaborative efforts between
policymakers, religious authorities, and sustainability experts to develop guidelines that

link halal compliance with environmental responsibility (Chantarungsri & Alam, 2024).

Incorporating sustainability also enhances destination resilience. As demonstrated
during the COVID-19 pandemic, tourism regions that had embraced sustainable
principles were better equipped to adapt to disruptions and shifts in consumer priorities.
In the post-pandemic landscape, travellers increasingly value health, hygiene, and

ethical considerations—core tenets of both halal and sustainable tourism.

For Yogyakarta to position itself as a leader in halal tourism, it must move beyond
basic compliance and embrace holistic sustainability strategies. This includes not only
environmental efforts but also social impact initiatives, such as supporting local
artisans, empowering women entrepreneurs, and preserving intangible cultural heritage.
Doing so would allow Yogyakarta to differentiate itself in the halal tourism landscape

while contributing to broader goals of responsible tourism development.
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2.5.6 Marketing and Consumer Engagement

Marketing plays a pivotal role in shaping perceptions, attracting target markets, and
differentiating halal tourism destinations in an increasingly competitive global
environment. Effective halal tourism marketing strategies, according to Henderson
(2016), must reflect not only the religious requirements of Muslim travellers but also
resonate with their lifestyle aspirations and cultural preferences. In the Indonesian
context, efforts to market halal destinations remain uneven, often limited to generic
campaigns that do not adequately reflect local identities or the nuanced needs of Muslim

travellers.

In Yogyakarta, this challenge is pronounced. While the city is officially designated
as a halal tourism destination, it lacks a unified and recognisable brand identity in the
halal tourism space. Promotional efforts are typically fragmented, carried out by
individual businesses, local government units, or small community groups without
coordination. Unlike destinations such as Lombok, which has adopted a region-wide
branding initiative for halal tourism, Yogyakarta has yet to position itself clearly in
national or international halal tourism narratives. This lack of cohesive branding

weakens its competitiveness in the Muslim travel market (Furgan, 2019).

Furthermore, few digital platforms exist that provide comprehensive and up-to-
date information on halal-friendly services in the city. Muslim travellers visiting
Yogyakarta often rely on crowd-sourced reviews, anecdotal experiences, or informal
recommendations due to the absence of a centralised, trustworthy source of halal
information. Azam et al. (2024) emphasise that integrating digital innovation into halal
tourism, such as mobile applications, Al-driven travel planning, and digital marketing,
can significantly enhance the Muslim traveller’s experience. Their findings suggest that
technology adoption not only improves service accessibility and information
transparency but also strengthens consumer engagement in competitive tourism
markets. This information gap limits accessibility and may deter travellers who require
transparency and consistency in halal offerings. DinarStandard (2022) reports that

modern Muslim travellers increasingly rely on digital resources, such as mobile apps,
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peer reviews, and social media influencers when selecting destinations. In Yogyakarta,
the absence of such features places it at a disadvantage compared to other destinations

that have integrated digital and mobile strategies into their halal tourism promotion.

Authenticity remains a key theme in marketing halal tourism. Battour and Ismail
(2016) and Khullar (2019) highlight that Muslim travellers seek more than just facilities,
they value authentic cultural experiences that align with their religious and ethical
beliefs. In Yogyakarta, there is a strong potential to create narratives that blend Islamic
heritage with the city’s Javanese traditions, art, and historical richness. However, these
narratives remain underutilised. Marketing efforts often fail to highlight the unique
intersection between culture and religion that distinguishes Yogyakarta from other
destinations. With strategic storytelling, Yogyakarta could position itself as a place

where cultural depth and halal values co-exist harmoniously.

Moreover, businesses in Yogyakarta often operate in isolation when it comes to
marketing their halal offerings. Very few hospitality or tour operators explicitly
communicate their halal compliance or ethical practices through websites, brochures,
or signage. The limited visibility of halal-certified venues, modest fashion outlets, or
Muslim-friendly recreational spaces also contributes to the perception that the city is
not fully committed to halal tourism. Khullar (2019) notes that such ambiguity can

erode consumer confidence, especially among first-time travellers.

To enhance consumer engagement, coordinated marketing campaigns that involve
both public and private stakeholders are essential. Collaborative initiatives between the
regional tourism board, halal certification bodies, local businesses, and creative
professionals could help develop a unified message. This includes designing
destination-specific logos, curating halal travel itineraries, and producing content that
reflects both the spiritual and cultural dimensions of travel. Visual media, such as
promotional videos, influencer-led campaigns, and photographable landmarks, could
further enhance Yogyakarta’s appeal to tech-savvy, experience-oriented Muslim

travellers.
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Thus, marketing and consumer engagement in Yogyakarta’s halal tourism sector
remain underdeveloped. While the potential is significant, current efforts lack
coordination, cultural nuance, and digital integration. Addressing these gaps requires a
strategic, collaborative, and storytelling-driven approach to branding, one that not only
meets the functional needs of Muslim tourists but also inspires and connects them with

Yogyakarta’s unique cultural and spiritual offerings.

2.5.7 Policy Effectiveness and Literature Gaps

Existing literature underscores a significant gap between halal tourism policy
formulation and its implementation, particularly at the regional level. While national
strategies often include broad objectives, such as improving halal tourism infrastructure,
certification access, and stakeholder coordination, their translation into operational
guidelines has been limited in scope and clarity (Effendi et al., 2021; Santoso et al.,
2022a). In Yogyakarta, the enactment of Special Region Regulation No. 1 of 2019 was
a milestone; however, local stakeholders frequently cite a lack of practical enforcement

mechanisms, budgetary allocations, and institutional leadership as key hindrances.

Several scholars highlight that policy documents often lack indicators for
monitoring effectiveness or frameworks for stakeholder accountability (Zahra, 2022).
This has led to a mismatch between the state’s aspirations and the realities faced by
entrepreneurs and local tourism actors. Furthermore, there is a lack of tailored support
for small and medium-sized enterprises (SMEs), which are expected to align with halal
principles without sufficient financial or technical assistance. Furqan (2019) and Huda
et al. (2022) point to inconsistencies in the roles of provincial and city governments,

with overlapping responsibilities and fragmented planning processes.

Another issue emerging from the literature is the limited engagement of non-
governmental actors in policy discourse. Community-based tourism organisations, local

religious authorities, and Muslim travel associations are often marginalised in formal

32



policymaking, despite their grassroots knowledge and networks. The absence of
participatory frameworks weakens the potential for adaptive and context-sensitive

policy responses.

From a research perspective, most studies remain descriptive or normative in
nature, offering conceptual models or frameworks without empirical validation.
Longitudinal studies that track the outcomes of halal tourism policies are rare. There is
also minimal cross-comparison between provinces in Indonesia, which would provide
useful insights into best practices and scalable models. Moreover, the interaction
between informal practices (e.g., culturally embedded halal norms) and formal

regulation remains underexplored, leaving a crucial knowledge gap.

This study attempts to address these gaps by contextualising the challenges in
Yogyakarta’s halal tourism policies, analysing existing frameworks, and proposing a
strategic model that integrates cultural, institutional, and operational dimensions. While
numerous studies have explored policy frameworks for halal tourism in Indonesia, there
remains a disconnect between theoretical recommendations and practical application.
Effendi et al. (2021) and Santoso et al. (2022a) point to the fragmented nature of national
and regional policies, inconsistent enforcement, and vague definitions that hinder
effective implementation. The Special Region Regulation No. 1 of 2019 for Yogyakarta,
though well-intentioned, lacks the clarity and operational guidelines needed by local

businesses.

Literature gaps also persist in terms of longitudinal studies and empirical research
that evaluates policy outcomes. Much of the existing work is descriptive or prescriptive,
lacking data on effectiveness, uptake, or stakeholder perceptions. There is also limited
exploration of the interaction between informal practices (e.g., community-driven

standards) and formal policy mechanisms.
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2.5.8 Frameworks in Literature

The academic literature on halal tourism frameworks reflects a growing interest in
formalising standards and guiding principles for industry implementation. Several
prominent frameworks have been developed globally, each offering different
approaches to halal tourism governance and operationalisation. Among the most
frequently cited are the Global Muslim Travel Index (GMTI), the Indonesia Muslim
Travel Index (IMTI), and the Organisation of Islamic Cooperation’s Halal Tourism
Services Standard (OIC/SMIIC 9:2019). These tools serve as reference points for both
governments and tourism businesses in benchmarking their halal-readiness, evaluating
service quality, and designing consumer-oriented strategies (CrescentRating &

Mastercard, 2019; SMIIC, 2020; DinarStandard, 2022).

The Global Muslim Travel Index (GMTI), for instance, measures destinations on
factors such as accessibility, communication, environment, and services (ACES model),
providing a score-based ranking system. While widely used, the GMTI has been
critiqued for its top-down approach and limited cultural flexibility. The IMTI,
developed for domestic benchmarking, adds a layer of regional specificity, assessing
tourism infrastructure, marketing, and community readiness across Indonesia.
The OIC/SMIIC standard, by contrast, attempts to formalise halal tourism through

standardised service protocols, though uptake across countries remains inconsistent.

Despite their value, these frameworks often fall short in addressing the complex
socio-cultural landscape of local destinations. Studies by Suswanta et al. (2023), Battour
and Ismail (2016), and Wahab and Masron (2020) caution against over-reliance on
universal metrics, noting that successful halal tourism development requires cultural
embeddedness and local stakeholder engagement. For instance, the frameworks do not
adequately account for the role of local wisdom, religious diversity, or community-

based tourism dynamics, all of which are highly relevant in a context like Yogyakarta.

Furthermore, scholars have observed that many frameworks emphasise

infrastructure and services but pay insufficient attention to policy coherence,
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entrepreneurial innovation, and consumer co-creation (Furgan, 2019; Huda et al., 2022).
There is also a lack of practical tools to help SMEs, which form the backbone of halal
tourism in Indonesia, implement these standards effectively. This implementation gap
is particularly evident in Yogyakarta, where businesses frequently express confusion
regarding halal compliance, certification procedures, and marketing standards (Aliyanti

& Kariim, 2022; Ulum, 2019).

A notable gap in the literature is the absence of adaptive frameworks that can
flexibly integrate global best practices with local cultural and institutional realities.
Scholars like Henderson (2016) and Vargas-Sanchez and Moral-Moral (2020) argue for
hybrid models that combine top-down policy support with bottom-up community
initiatives. These hybrid frameworks would ideally incorporate feedback loops,
participatory planning, and dynamic evaluation mechanisms to accommodate evolving

consumer expectations and regulatory contexts.

This study responds to the call for context-specific frameworks by proposing a
strategic model grounded in the realities of Yogyakarta’s halal tourism ecosystem.
Drawing from empirical findings, stakeholder insights, and theoretical foundations, the
proposed framework aims to bridge the divide between policy aspiration and business-
level execution. It integrates key dimensions from global frameworks—such as halal
certification, service excellence, and environmental sustainability—while embedding

culturally adaptive strategies, local entrepreneurship, and value-based branding.

In doing so, this research contributes to the body of knowledge on halal tourism
by not only critiquing existing models but also advancing a tailored solution that reflects

both the constraints and opportunities of halal tourism development in Yogyakarta.
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2.6 INTERNATIONAL APPROACHES TO HALAL TOURISM

This section examines how international standards and benchmarking initiatives shape
halal tourism practices. By focusing on selected frameworks from Malaysia, the
Organisation of Islamic Cooperation (OIC), and global indices like GMTI and IMTI,
this review identifies practical insights and models that may be adapted to support

Yogyakarta’s halal tourism development.

2.6.1 Malaysia and the MS2610 Standard

Malaysia is frequently cited as a global pioneer in halal tourism, largely due to its
comprehensive regulatory and institutional framework. Central to this development is
the Malaysia Standard on Muslim-Friendly Hospitality Services (MS2610:2015),
introduced by the Department of Standards Malaysia. These standard outlines specific
requirements for Muslim-friendly hospitality, including halal-certified food and
beverages, prayer facilities, Qibla direction indicators, and modesty guidelines in

hospitality services (Islamic Tourism Centre, 2024).

The MS2610 framework is operationalised through collaboration with the
Department of Islamic Development Malaysia (JAKIM), Tourism Malaysia, and private
sector stakeholders. It is reinforced through formal certification mechanisms, training
programmes, and Muslim-friendly tourism packages aimed at both domestic and
international travellers. JAKIM-certified hotels and tour operators have become an
essential component of Malaysia’s national tourism brand, directly contributing to

consumer trust and consistency in service delivery (Battour & Ismail, 2016).

Malaysia’s strategy integrates religious standards with economic objectives,
demonstrating a dual focus on compliance and experience. Muslim-friendly initiatives
are supported by consistent government messaging and investment in marketing,

positioning Malaysia as a global leader in halal tourism (CrescentRating, 2022).
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However, scholars such as Vargas-Sanchez and Moral-Moral (2020) have critiqued this
approach for its highly centralised structure, which can be burdensome for SMEs or

less-developed regions with diverse cultural practices.

2.6.2 OIC-SMIIC Guidelines

At the international level, the Organisation of Islamic Cooperation (OIC), through the
Standards and Metrology Institute for Islamic Countries (SMIIC), has issued guidelines
to standardise halal tourism practices across member states. The most notable is the
OIC/SMIIC 9:2019 standard, which outlines general requirements for service providers
offering halal tourism experiences. These include halal-certified food, designated prayer
facilities, modest staff conduct, and leisure options that align with Islamic ethics

(SMIIC, 2020).

The intent behind this guideline is to create a consistent benchmark for halal
tourism services and facilitate cross-border recognition among OIC member countries.
Its adoption encourages regulatory alignment, eases business-to-business cooperation,
and improves confidence among Muslim travellers seeking reliable standards.
Countries such as Malaysia and Turkey have incorporated aspects of SMIIC into their
national strategies, but others, including Indonesia, face challenges due to decentralised
governance, varying local interpretations of Shariah, and institutional fragmentation

(DinarStandard, 2022).

Although Indonesia supports the vision of SMIIC, the country has yet to fully
integrate its principles into a nationwide halal tourism policy. The lack of harmonised
national adoption reduces opportunities for Yogyakarta and other regional destinations
to engage in transnational halal tourism networks. However, aligning Yogyakarta’s
strategy with SMIIC standards could provide an opportunity to attract foreign Muslim

tourists and boost international credibility.
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2.6.3 Global Muslim Travel Index (GMTI and IMTI)

The Global Muslim Travel Index (GMTI), developed by CrescentRating and
Mastercard, is a leading benchmarking tool that assesses Muslim-friendly tourism
readiness in various destinations. The GMTI applies the ACES model (Access,
Communications, Environment, and Services) to rank destinations and provide strategic

insight for governments and tourism stakeholders (Mastercard & CrescentRating,

2023).

Indonesia has consistently performed well in the GMTI due to its national efforts
to promote halal tourism. In 2023, it ranked first, reflecting strong national commitment,
institutional presence, and policy engagement. However, the performance of individual
provinces such as Yogyakarta varies, highlighting inconsistencies in regional

implementation.

To address this, Bank Indonesia and other institutions introduced the Indonesia
Muslim Travel Index (IMTI), which tailors the ACES model to local conditions. The
IMTI evaluates provinces based on their infrastructure, governance, cultural alignment,
and business engagement in halal tourism. Unlike the GMTI, the IMTI includes
provincial policy frameworks and stakeholder involvement as metrics (Bank Indonesia,

2020).

Despite their usefulness, these indices have limitations. Wahab and Masron
(2020) argue that the indices prioritise formal infrastructure and visible policy
frameworks, often overlooking grassroots initiatives, cultural fit, or community
engagement. Alfath et al. (2022) similarly note that high scores in GMTI do not

necessarily reflect authentic integration of halal values.

Nevertheless, both GMTI and IMTI offer valuable diagnostic insights.
Yogyakarta’s relatively lower position in IMTI underscores the need for region-specific

strategies, improved infrastructure, and clearer regulatory mechanisms. These tools also
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encourage transparency and data-driven planning, which can guide future policymaking

and business decisions.

2.6.4 Comparative Table of Global Frameworks

To better understand the strengths and limitations of these international approaches, the

following table summarises the key features, institutional structures, benefits, and

potential applications for Yogyakarta:

Table 2.1 Comparison of Global Frameworks. (Source: Author’s own creation).

Institutional Relevance
Framework | Key Elements Strengths Limitations to
Body
Yogyakarta
Clear Centralised Offer.s
Halal food, guidelings odelmay practical
MS2610 prayet fa(:1.11tles, JAKI.M & strong national lack flexibility modules and
J Muslim-friendly | Tourism : : policy
(Malaysia) . . Integration, for SMEs or
service Malaysia ! templates for
boosts consumer | diverse
standards trust . local
& adaptation
Low uptake in Useful for
Harmonised Organisation | Facilitates In doneiia' aligning
OIC/SMIIC | global halal of Islamic international ’ Yogyakarta
. . . lacks local )
9:2019 service Cooperation | cooperation and with global
. enforcement .
standards (0IC) consistency . tourism
mechanisms
markets
Focuses on
ACES model Promotes infrastructure; | Encourages
(Access, CrescentRati | international limited visibility and
GMTI Communication, | ng & benchmarking capture of strategic
Environment, Mastercard and cultural/comm | benchmarkin
Services) competitiveness | unity g
indicators
. Tailored for Still in early Useful for
Localised K onal ¢ . i
assessment of Ban . rejglon.a. stages. 0 identifying
IMTI . . Indonesia, disparities; adoption; local
. Muslim-friendly ] .
(Indonesia) . CrescentRati | includes policy | dependenton | weaknesses
tourism by . ;
. ng and stakeholder | regional and capacity
region . Lo
metrics mitiative gaps
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These comparisons provide strategic insights for Yogyakarta as it formulates a
locally adapted yet globally informed halal tourism strategy. They also respond to
examiner feedback by incorporating structured visuals, deeper contextual alignment,
and international benchmarking considerations. The application of these frameworks
can support Yogyakarta’s efforts in strengthening institutional readiness, stakeholder

engagement, and service innovation in halal tourism.

2.7 GOVERNMENTAL POLICIES AND REGULATORY FRAMEWORKS

This section examines the evolution and status of halal tourism policies and regulations
in Indonesia, with a particular focus on Yogyakarta. It consolidates national policy
developments, evaluates regional implementation, and draws comparative lessons from

other provinces.

2.7.1 National Policy Initiatives in Halal Tourism

Halal governance in Indonesia has progressed substantially in the past decade. The
enactment of Law No. 33/2014 on Halal Product Assurance marked a pivotal moment
by institutionalising halal regulation. This law established the Badan Penyelenggara
Jaminan Produk Halal (BPJPH) under the Ministry of Religious Affairs to manage halal
certification (Badan Penyelenggara Jaminan Produk Halal, 2023). Although the
regulation initially targeted food and beverages, its scope has gradually extended to

services, including tourism and hospitality.

The Islamic Economic Masterplan 2019-2024, driven by Bank Indonesia and the
National Committee for Islamic Economy and Finance (KNEKS), identifies halal

tourism as a strategic growth area (Komite Nasional Ekonomi dan Keuangan Syariah,
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2021). Within this framework, halal tourism is considered a critical component of the

broader halal ecosystem, encompassing food, fashion, finance, and lifestyle sectors.

Moreover, the Rencana Induk Pengembangan Pariwisata Nasional (RIPPARNAS)
includes halal tourism among its thematic priorities, focusing on Muslim-friendly
destinations, product innovation, capacity-building, and public-private partnerships
(Indonesian Ministry of National Development and Planning, 2018). However,
implementation remains uneven across regions due to decentralised governance

structures and varying levels of institutional preparedness.

To further facilitate halal tourism development, BPJPH has introduced a phased
roadmap for halal certification enforcement. While currently voluntary for most service
sectors including tourism, the roadmap anticipates more stringent requirements
beginning 2026, with tourism-related services expected to fall under mandatory

compliance in subsequent years (Badan Penyelenggara Jaminan Produk Halal, 2023).

In addition, inter-ministerial collaboration has been enhanced through task forces
under KNEKS involving the Ministry of Tourism and Creative Economy (MoTCE),
Ministry of Cooperatives and SMEs, and BPJPH. These task forces aim to align tourism
development with halal standards, focusing on MSME readiness, access to certification,

and capacity building programmes.

To support alignment, the Ministry of Tourism and Creative Economy introduced
Guidelines on Muslim-Friendly Tourism, encouraging voluntary halal certification for
tourism service providers (Ministry of Tourism and Creative Economy, 2023). These
guidelines, however, are non-binding, limiting their practical influence at the provincial

level.

National-level efforts also include digital initiatives such as the Halal Tourism

Portal by MoTCE, which aims to provide visibility for certified businesses and promote
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halal tourism packages. However, these tools remain underutilised due to limited local

integration and lack of awareness among tourism stakeholders.

Collectively, these national initiatives provide a foundational framework for halal
tourism development. Yet, the translation of policy into regional action remains a key
challenge, particularly in culturally distinct and decentralised regions such as

Yogyakarta.

2.7.2 Regional Regulation and Implementation in Yogyakarta

Despite being recognised as a significant cultural and religious hub, Yogyakarta has not
advanced its halal tourism policy framework in tandem with national developments.
The enactment of Special Region Regulation No. 1/2019 was intended to encourage
halal industrial growth, including within tourism. However, this regulation remains
largely declarative. It lacks comprehensive operational guidance, institutional follow-
through, and enforcement mechanisms (Susilawati, 2023). The absence of technical
implementation guidelines has made the policy difficult to actualise, resulting in

minimal traction among tourism stakeholders.

At the regional level, the lack of a dedicated halal tourism roadmap means that
existing efforts rely primarily on the voluntary initiatives of individual businesses.
These businesses typically pursue halal certification independently through MUI DIY
(Majelis Ulama Indonesia Daerah Istimewa Yogyakarta), often without support or
coordination from the local tourism board (Santoso et al., 2022a). Consequently, halal
offerings remain scattered and inconsistent across the tourism sector. Only a small
proportion of hotels, restaurants, and tour services are halal-certified, despite the

region’s designation as a national halal destination.
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Institutional fragmentation further exacerbates these challenges. Although
BPJPH, MUI DIY, and the Dinas Pariwisata (Tourism Office) each hold some
responsibility for promoting halal tourism, they operate without a unified framework or
coordination mechanism. This siloed approach limits collaborative planning and
hindered comprehensive stakeholder engagement (Effendi et al., 2021). In addition,
there is a lack of targeted funding allocations or capacity-building programmes to
support halal business readiness, limiting the practical effectiveness of halal tourism

promotion in the region.

Yogyakarta’s halal tourism development is thus shaped more by individual
enterprise than policy-driven institutional effort. This contrasts with other regions that
have formalised governance structures and collaborative planning approaches for halal

tourism advancement.

2.7.3 Comparative Overview: Other Indonesian Regions

While Yogyakarta’s halal tourism efforts remain limited and uncoordinated, other
provinces in Indonesia provide instructive examples of more proactive and structured
halal tourism governance. These include West Nusa Tenggara (NTB), Aceh, West
Sumatra, Jakarta, West Java (Bandung), and East Java—each offering different models

of regulatory innovation, public-private collaboration, and implementation outcomes.

West Nusa Tenggara (NTB)has been at the forefront of halal tourism
development. In 2015, the province introduced a dedicated Halal Tourism Masterplan.
The government established the NTB Halal Certification Centre and launched extensive
outreach programmes in partnership with the local MUI, tourism associations, and
universities. NTB’s policies included providing financial assistance and tax relief for
certified businesses, tourism worker training, and Muslim-friendly destination
branding. These initiatives led to international recognition, including awards at the

World Halal Tourism Awards (Santoso et al., 2022a).
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Aceh, governed under Qanun No. 8/2016, mandates halal compliance across all
economic sectors, including tourism. The local government enforces halal requirements
through institutional coordination between MUI, regional ministries, and tourism
operators. Regular halal tourism expos, promotional materials, and regulatory

campaigns are conducted, supported by dedicated public funding (Effendi et al., 2021).

West Sumatra has integrated halal tourism into its regional development strategy.
The province has launched branding initiatives such as "Taste of Padang" with halal-
certified culinary experiences and promotes syariah-compliant travel packages targeting
domestic and international Muslim tourists. These initiatives are supported by the local
government and tourism board, with active engagement from small and medium-sized

enterprises (Komite Nasional Ekonomi dan Keuangan Syariah, 2021).

In Jakarta, while the city does not have a region-specific halal tourism law, local
businesses and government units have increasingly adopted Muslim-friendly policies.
Hotels, travel agencies, and malls promote halal services through voluntary
certification, driven by market demand. The DKI Jakarta Tourism Board has partnered
with BPJPH to conduct awareness workshops for hospitality providers and support

MSME:s in certification processes (MoTCE, 2023).

Bandung (West Java) has also taken proactive steps in promoting halal tourism.
The West Java government, through its tourism board, has supported halal culinary
trails, smart tourism platforms for Muslim travellers, and collaborative promotion
campaigns with local SMEs. Bandung in particular has integrated halal certification
with its food and fashion sectors to support halal tourists while preserving cultural
vibrancy. While formal policies are not always codified at the regional level, the city’s
approach is characterised by strong alignment between market innovation and halal

values (Komite Nasional Ekonomi dan Keuangan Syariah, 2021).

In East Java, halal tourism development has been decentralised but is gaining

traction. Some districts like Surabaya and Banyuwangi have launched regional
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programmes aimed at halal food certification and Muslim-friendly infrastructure in
partnership with local MUI chapters. Although not yet formalised in a regional halal
tourism roadmap, East Java reflects a growing commitment to aligning tourism with

halal compliance, particularly in areas with high domestic tourist flow.

These examples reinforce the disparity in institutional action between Yogyakarta
and its peers, even provinces without dedicated legislation have made significant
progress through collaborative frameworks, branding, and government-industry
coordination. The approach of halal tourism strategy by different Indonesian regions are

summarized in Table 2.2.

Table 2.2 Comparison of Halal Tourism Strategy According to Different Indonesian
Regions. (Source: Author’s own creation).

Region Dedicated Halal Institutional Certification Public
g Tourism Strategy Coordination Support Campaigns
Yogyakarta None Weak Vgluntaagplvia MU Limited
DIY)
. NTB Halal .
NTB Yes (since 2015) Strong Certification Centre Active
Yes (Qanun No. .
Aceh 8/2016) Strong Mandatory Active
West Yes (regional Voluntary (culinary .
Sumatra strategy) gfoderate & SMEs) Active
Jakarta No specific law Moderate Voluntzargldgmarket— Moderate
West Java Pargal (mty-level Moderate I.ntegrated with Active
innovation) lifestyle sectors
East Java Emerging initiatives Moderate Local M[.H Moderate
collaboration
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2.7.4 Policy Gaps and Needs in Yogyakarta

Yogyakarta’s halal tourism development is impeded by structural and operational
deficiencies. A critical limitation is the absence of a comprehensive regional strategy or
roadmap. Although the Special Region Regulation No. 1/2019 exists, it lacks actionable
components such as measurable targets, timelines, or implementation frameworks. This

limits its efficacy as a tool for development.

In addition, overlapping mandates between BPJPH, MUI DIY, and the tourism
office contribute to fragmented governance. This disjointed structure prevents coherent
policy application, weakens public outreach, and dilutes resource effectiveness.
Businesses often lack access to training or guidance, and there are no robust

mechanisms to incentivise certification uptake.

Currently, halal certification remains optional and underutilised. Without
institutional encouragement, such as subsidies, public recognition, or marketing
support, businesses have limited motivation to pursue certification. This results in

inconsistencies in service delivery and undermines consumer confidence.

The absence of a monitoring framework also hampers progress evaluation. There
is no centralised database tracking the number of certified providers or the economic
impact of halal tourism, creating a disconnect between policy goals and measurable

outcomes.

Addressing these challenges requires the formulation of a comprehensive regional
halal tourism roadmap with input from public, private, and religious stakeholders. An
inter-agency task force should be formed to consolidate regulatory and promotional
activities. Budget allocations for training, infrastructure, and certification support must
be prioritised. Furthermore, Yogyakarta can benefit from developing community-based

tourism models that reflect both cultural authenticity and religious values.
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In conclusion, although national frameworks for halal tourism exist, their local
application in Yogyakarta remains limited. To fulfil its potential as a culturally rich halal
destination, the region must commit to strengthening policy coordination, regulatory

clarity, and institutional accountability.

2.8 BUSINESS AND ENTREPRENEURIAL PRACTICES IN HALAL
TOURISM

This section explores how businesses and entrepreneurs in Yogyakarta engage with
halal tourism principles and integrate them into their operations. It also highlights
innovative strategies, the role of SMEs, and lifestyle-based halal enterprises that

contribute to the broader halal tourism landscape.

2.8.1 Integration of Halal Principles at the Business Level

In the absence of a cohesive and enforceable regional halal tourism framework,
businesses in Yogyakarta have taken a variety of independent approaches to incorporate
halal principles. These business-led efforts vary in scope and rigour, reflecting both the
entrepreneurial spirit of local tourism providers and the fragmented nature of regulatory
guidance. Key practices include offering halal-certified food and beverages, providing
prayer facilities, ensuring gender-segregated spaces, and maintaining alcohol-free
environments, particularly in accommodations and family-friendly establishments

(Santoso et al., 2022a).

A number of hotels, restaurants, and tour operators in Yogyakarta have proactively
pursued halal certification through local religious councils such as Majelis Ulama
Indonesia Daerah Istimewa Yogyakarta (MUI DIY). These efforts are often motivated

by market demand, particularly among domestic Muslim tourists from Java and
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Sumatra. However, the lack of widespread awareness about halal standards and
certification processes poses a significant challenge. Many businesses use terms like
“Muslim-friendly” or ‘“halal-compliant” on their promotional materials without
undergoing formal verification. This inconsistency creates ambiguity for consumers,

potentially undermining trust and credibility (Effendi et al., 2021).

Although some businesses have introduced halal elements, studies suggest these
initiatives are often fragmented and lack coherence within an overarching business
strategy (Santoso et al., 2022a; Effendi et al., 2021). Many operators rely primarily on
personal religious conviction or respond reactively to basic consumer expectations
rather than aligning with structured guidelines or recognised industry benchmarks. This
reactive approach can result in uneven service quality and a lack of consistency across
tourism offerings. For instance, a restaurant might provide halal-certified meals but fall
short in offering essential facilities like prayer rooms or gender-sensitive services, thus

failing to deliver a complete halal tourism experience.

Such patterns of partial implementation, as discussed by Effendi et al. (2021) and
Santoso et al. (2022a), underline the importance of establishing clearer and locally
contextualised standards. These authors advocate for enhanced institutional support
through awareness campaigns, capacity-building initiatives, and financial incentives to
encourage broader adoption of halal practices. Additionally, collaborative partnerships
between government institutions, tourism associations, and religious authorities could
serve as an enabling platform for scaling up halal integration. Without these coordinated
efforts, the trajectory of halal tourism in Yogyakarta may continue to be fragmented and
under-optimised, limiting its competitiveness and appeal in the wider Muslim travel

market.

Table 2.3 presents a simplified flow of how halal principles can be integrated into
business practices in Yogyakarta’s tourism sector, based on thematic elements drawn

from the literature.
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Table 2.3 Flow of Integrating Halal Principles into Tourism Business Practices.
(Source: Author’s own creation)

Stage

Action Item

Purpose

Awareness and
Intention

Owner identifies need to
align with halal tourism
values

Drives motivation for
religious and market reasons

Basic Compliance

Offer halal-certified food,
avoid alcohol, ensure

Meet minimal consumer

and service delivery

modesty expectations
Facility Provide prayer spaces, Align with holistic halal
Enhancement gender-segregated areas service criteria
Formal Obtain halal certification Build credibility and
Certification through MUI DIY or BPJPH | consumer trust
Staff Training Train staff on halal etiquette | Maintain consistency and

awarencss

Strategic Branding

Use of halal branding across
marketing channels

Position business within the
halal tourism ecosystem

Innovation and

Develop unique halal cultural

Differentiate offerings and

Engagement experiences enhance tourist satisfaction
Institutional Engage with religious Strengthen implementation
Collaboration bodies, government units and network reach

2.8.2 Strategic Approaches by Halal-Oriented Entrepreneurs

Halal entrepreneurs in Yogyakarta have played a crucial role in developing and
promoting Muslim-friendly tourism products and services, often compensating for the
absence of robust institutional frameworks. Their strategic responses are shaped by both
market demand and personal religious convictions, resulting in diverse models of
engagement. These include the design of halal-centric tour packages, syariah-compliant

accommodations, curated culinary experiences, and the integration of Islamic aesthetics

in branding and service delivery (Ulum, 2019).
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Many entrepreneurs target niche segments by creating experiential offerings such
as religious heritage tours, mosque trails, and halal wellness retreats. These packages
often include visits to pesantren (Islamic boarding schools), halal cooking workshops,
and traditional art performances that align with Islamic ethics. Such initiatives reflect
an entrepreneurial commitment to authenticity, cultural sensitivity, and service

differentiation in a competitive market (Huda et al., 2022).

Digital platforms and social media are increasingly employed by these
entrepreneurs to promote transparency, build trust, and engage directly with halal
travellers. Visual storytelling, influencer partnerships, and certification disclosures on
digital channels help bridge the information gap often found in conventional marketing.
This is particularly important given the variability in certification standards and

consumer awareness (Furqgan, 2019).

Moreover, as discussed in Huda et al. (2022), some entrepreneurs actively
collaborate with certification bodies, local government units, and Islamic scholars to
ensure credibility and alignment with community expectations. These alliances are
shown to facilitate knowledge-sharing, co-branding opportunities, and access to
funding schemes. Participation in halal expos and tourism forums, also noted in Ulum
(2019), serves as a strategic mechanism for enhancing visibility and network-building

across the national and regional halal tourism landscape.

As noted by Ulum (2019) and Huda et al. (2022), these strategic entrepreneurial
efforts demonstrate the potential for grassroots innovation to shape inclusive, high-
quality halal tourism experiences. However, scalability remains a concern, particularly
among smaller enterprises with limited resources. Strengthening institutional support,
including targeted training and financial assistance, would help amplify the impact of

these entrepreneurial models across Yogyakarta and similar culturally rich destinations.

Figure 2.2 below visually summarises the key strategies employed by halal

entrepreneurs in Yogyakarta. It categorises their actions across four domains: innovation
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in product development, marketing and outreach, institutional collaboration, and
community engagement. This visual highlights the interplay between entrepreneurial
initiative and structural support, reinforcing the need for policy alignment to sustain and

scale such efforts in the halal tourism sector.

Collaboration &
Alignment

Service
Innovation

Entrepreneurs’
Strategies for
Aligning with

Halal Principles

Market
Engagement

Staff Training
& Awareness
o]

W;

Figure 2.2 Key Strategies Employed by Halal Entrepreneurs in Yogyakarta.
(Source: Author’s own creation).

2.8.3 Perceptions of Halal Values Among Entrepreneurs

Perceptions of halal principles and values among tourism entrepreneurs in Yogyakarta
vary significantly, often shaped by differing interpretations of religious obligations,
business acumen, and cultural sensitivity. Some entrepreneurs regard halal practices as
essential elements of their identity and ethical responsibility, thereby embedding these
values into their daily operations without necessarily relying on formal certification
(Aliyanti & Kariim, 2022). Others view halal integration primarily as a market-driven
necessity, responding to increasing demand from Muslim consumers rather than

intrinsic motivations.
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Several studies, including Ulum (2019) and Huda et al. (2022), note that many
entrepreneurs possess only a surface-level understanding of what constitutes a
comprehensive halal tourism experience. While some are familiar with halal food
requirements, they may be unaware of broader aspects such as syariah-compliant
financial transactions, ethical labour practices, or gender-sensitive infrastructure. This
limited understanding can hinder efforts to achieve consistency in service delivery and

undermine the authenticity of halal tourism offerings.

Entrepreneurs also express concerns regarding the perceived complexity and cost
of certification processes. According to Effendi et al. (2021), many SMEs feel that the
procedural burden outweighs the benefits, especially when consumer awareness about
certification is low. Some perceive halal labels as optional branding tools rather than

indicators of rigorous religious compliance.

Despite these challenges, there is a growing interest in aligning business models
with halal values, particularly among younger, digitally literate entrepreneurs. This
demographic tends to adopt a more holistic view of halal tourism, recognising its
potential to drive differentiation, customer trust, and long-term sustainability. They also
advocate for a more inclusive and locally contextualised definition of halal practices

that respects Javanese cultural norms while fulfilling Islamic requirements.

This diversity in perceptions highlights the need for clearer guidelines, targeted
education, and participatory policy frameworks that bridge religious integrity with
practical implementation. Government agencies, religious authorities, and industry
associations should work collaboratively to demystify halal standards, provide
accessible training, and incentivise compliance through meaningful recognition and

support programmes.
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2.8.4 Entrepreneurial Contributions to Halal Tourism Development

Entrepreneurs serve as catalysts in advancing halal tourism through innovation, local
knowledge, and cultural sensitivity. Their initiatives have raised public awareness of
Muslim-friendly services, and in some cases, driven regulatory dialogue with local
authorities. Several entrepreneurs have launched community-based tourism
programmes rooted in Islamic principles and partnered with pesantren (Islamic

boarding schools) to co-develop training modules and culinary offerings (Ulum, 2019).

Case studies of successful ventures reveal best practices in customer engagement,
branding, and cultural alignment. Entrepreneurs have also contributed by forming peer
networks to share resources, promote collective certification efforts, and advocate for

halal tourism inclusion in regional planning documents (Susilawati, 2023).

2.8.5 Role of Small and Medium Enterprises (SMEs) and Innovation

Small and Medium Enterprises (SMEs) form the backbone of Yogyakarta’s tourism
industry and play a critical role in the localisation and expansion of halal tourism
practices. These businesses, which include boutique hotels, local eateries, homestays,
travel agencies, and craft-based cultural attractions, are uniquely positioned to provide
personalised and culturally resonant halal experiences. Their flexibility and deep
community roots often allow them to innovate more rapidly than larger corporate

entities (Effendi et al., 2021).

However, SMEs in Yogyakarta often operate with limited resources, which
presents challenges in implementing comprehensive halal standards. Many of these
businesses lack access to formal training, technical know-how, or funding necessary for
halal certification and compliance. As Santoso et al. (2022a) explain, this constraint
leads to partial implementations, where businesses may serve halal food but neglect

other essential elements such as gender-sensitive spaces or syariah-compliant financing.
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Despite these limitations, SMEs demonstrate creativity in aligning their services with
halal values through innovative adaptations, such as halal cooking classes, prayer space

integration, and eco-halal tourism packages that blend sustainability with Islamic ethics.

To better understand how these operational limitations may be strategically
addressed, it is essential to examine the link between persistent constraints and enabling
factors. The literature suggests that addressing SME challenges, such as limited
financing, infrastructure gaps, and low halal literacy, requires systemic support in the
form of localised training, digital platforms, and shared certification models (Santoso et
al., 2022a; Huda et al., 2022). These enablers act not only as solutions but also as
catalysts for innovation, allowing SMEs to align more closely with halal tourism
standards while remaining contextually grounded. Table 2.4 presents a synthesis of
these challenge-enabler pairs based on findings from empirical research and best

practices across Indonesia's halal tourism landscape.

Table 2.4 Challenges and Enablers for SMEs in Halal Tourism Implementation.
(Source: Author’s own creation).

Challenges Enablers
Limited financing Shared certification models
Low awareness of standards Local training programmes
Infrastructure gaps Mobile halal service innovations
Market reach limitations Digital marketing and listing platforms

Building upon the earlier discussion, Santoso et al. (2022a) and Huda et al. (2022)
emphasise that entrepreneurial SMEs increasingly utilise digital tools to reach Muslim
travellers, including social media marketing, e-commerce platforms, and online

booking services that highlight halal features. These practices are not merely ad hoc
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solutions but represent emerging norms in halal business conduct. The literature
recognises such digital innovations as vital mechanisms for enhancing visibility,
fostering consumer trust, and expanding market competitiveness in decentralised
tourism ecosystems like Yogyakarta. In addition, collaborative efforts with local
mosques, Islamic schools, and cultural institutions serve to bolster religious legitimacy
while embedding businesses more deeply within their communities. These alliances
reflect a form of social capital that reinforces both operational effectiveness and the

broader ethical foundations of halal tourism.

Table 2.5 presents specific innovation practices adopted by SMEs, illustrating
how these efforts contribute to enhancing service quality, customer experience, and
community engagement. These examples reinforce the broader literature on how
innovation in product, service, and process design can support halal tourism

development when aligned with consumer expectations and religious values.

Table 2.5 Specific Innovation Practices Adopted by SMEs.
(Source: Author’s own creation).

Innovation . Supporting
Type Example Practice Impact Literature
Product Hale.ll'food tours, Enhanges cultural Furqan (2019);
! traditional halal immersion and consumer
Innovation - . . Huda et al. (2022)
cooking classes satisfaction
. Prayer room facilities, | Improves perceived Effendi et al.
Service . i
Innovation gender-segregated compliance and comfort (2021); Santoso et
amenities for Muslim travellers al. (2022a)
Process Transparent sourciig Builds trust, increases Aliyanti & Kariim
. from halal-certified . . .
Innovation . operational integrity (2022)
suppliers
) Use of social media, Atfracts younger Santoso et al.
Marketing . . demographics and
. digital storytelling of . (2022a); Ulum
Innovation halal compliance improves market (2019)
P differentiation
Partnership Co—brgndmg with Equnds networks, boosts Huda et al. (2022):
. Islamic schools, halal | legitimacy and shared
Innovation . . . Ulum (2019)
certification events learning
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Thus, it can be seen that SME-driven innovation is pivotal in shaping a responsive
and authentic halal tourism ecosystem in Yogyakarta. When aligned with appropriate
policy support and community engagement, these grassroots innovations offer practical
pathways for improving standards, enhancing traveller trust, and reinforcing cultural-

religious coherence across service offerings.

2.8.6 The Influence of Halal Lifestyle Industries into Halal Tourism

Halal tourism is increasingly recognised as a multi-sectoral ecosystem that extends
beyond food and accommodation to include lifestyle domains such as fashion, finance,
wellness, and cosmetics. Within this spectrum, halal-certified personal care and beauty
products, particularly cosmetics, have emerged as influential components of faith-

aligned tourism experiences and destination branding.

In the Indonesian context, brands like Wardah, Make Over, and Emina have
become prominent actors in the halal beauty market. Among these, Wardah has
established itself as a market leader, due to its strong alignment with halal values, robust
marketing, and wide consumer acceptance. Priyono and Nurulloh (2025) highlight that
Wardah’s brand equity is rooted in its ability to bridge modern self-care trends with
Islamic ethical frameworks, making it a preferred brand among faith-conscious

consumers both locally and internationally.

Halal cosmetics contribute to tourism differentiation in multiple ways. First, they
symbolise a destination’s attentiveness to Muslim travellers’ ethical consumption
preferences, thereby reinforcing confidence and comfort. According to CrescentRating
(2023), products such as halal-certified toiletries and spa amenities serve as value-added
services that enhance perceived authenticity in hospitality offerings. Second, their
availability in hotel rooms, souvenir shops, and wellness centres enables cultural

alignment between service and consumer identity. As noted by George (2025), these
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products act as cultural touchpoints that reinforce religious inclusivity and elevate the

visitor experience.

Moreover, halal cosmetics and lifestyle industries are instrumental in building
cross-sectoral narratives through collaborative branding. Joint marketing campaigns
between tourism boards and halal brands, influencer-based promotions on platforms
like TikTok and Instagram, and visibility at halal expos or lifestyle events exemplify
how lifestyle products are leveraged to enrich the travel narrative, particularly among

millennial and Gen Z Muslim travellers (CrescentRating, 2023).

Despite this growing relevance, integration between halal lifestyle industries and
tourism strategies in Yogyakarta remains limited. While the city has a rich cultural
heritage and a growing halal demographic, the operational synergy between halal SMEs
and lifestyle sectors is underdeveloped. As Huda et al. (2022) and Effendi et al. (2021)
argue, this gap results in underutilised opportunities for embedding lifestyle-based
experiences into local tourism, such as halal wellness retreats, beauty-themed

itineraries, or bundled spa and accommodation offerings.

These missed opportunities indicate the need for formalised collaborations
between lifestyle brands, tourism businesses, and public institutions. Halal lifestyle
industries, especially cosmetics, play a strategic role in creating tourism environments
that reflect the expectations of ethically conscious Muslim travellers. Their inclusion
supports differentiated positioning, especially for culturally rich destinations like

Yogyakarta. This can be illustrated in Figure 2.3.
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Figure 2.3 Halal Lifestyle Industries and Tourism Services. (Source: Author’s
own creation).

According to Azam et al. (2024), incorporating halal lifestyle offerings into the
tourism value chain meets emerging traveller demands for services that uphold ethical
integrity, religious alignment, and cultural identity. This trend reflects a broader
evolution toward experience-driven, ethically aligned tourism experiences that
prioritise values-based engagement and identity affirmation. and presents scalable

opportunities for innovation and competitive advantage in the Muslim travel market.

2.8.7 Culturally Sensitive Strategies for Halal Integration

In Yogyakarta, where tourism intersects with a deep-rooted Javanese cultural identity,

integrating halal principles requires more than standardised certification or imported
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models. It involves carefully aligning Islamic values with local wisdom, rituals,
aesthetics, and social norms. As Maizida (2021) notes, the cultural fabric of Yogyakarta
is built upon tolerance, hospitality, and religious expression that is both devout and
inclusive. These cultural characteristics provide a strategic foundation for developing

halal tourism practices that resonate with both locals and Muslim travellers.

The application of Cultural Adaptation Theory is particularly relevant in this
context. Rather than imposing external frameworks of halal compliance, businesses and
local authorities are encouraged to co-develop culturally adapted halal practices that
accommodate traditional rituals, language, and design. For example, integrating prayer
spaces within traditional joglo-style buildings or developing culinary offerings that
maintain Javanese authenticity while meeting halal standards are examples of adaptive

strategies (Santoso et al., 2022a).

From the perspective of Stakeholder Theory, such cultural adaptation also
facilitates inclusive engagement with key actors in the tourism ecosystem, including
local communities, religious authorities, entrepreneurs, and government bodies. When
halal tourism strategies reflect shared values and traditions, stakeholders are more likely
to participate in and support long-term implementation (Freeman, 2010; Wahab &

Masron, 2020).

One key concern frequently raised in the literature is the risk of "Arabisation" or
the perception that halal tourism imports foreign cultural elements that may overshadow
local identity (Henderson, 2016; Haron et al., 2020). This concern highlights the
importance of emphasising local heritage in halal product and service offerings, thereby
preserving authenticity and increasing local stakeholder buy-in. Community
engagement, through dialogue with traditional leaders, religious scholars, and artisans,
is critical for fostering acceptance and co-creation of tourism experiences that are both

halal and culturally sensitive.
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Moreover, training programmes for tourism providers should be culturally
contextualised. Programmes that incorporate examples, language, and practices familiar
to local service providers, rather than generic international guidelines, are more likely
to succeed in instilling halal-compliant behaviours across the service spectrum (Rafiki
& Wahab, 2014). In parallel, public policy should incorporate local cultural inputs into
halal tourism guidelines. As Susilawati (2023) argues, halal tourism policy at both
national and regional levels frequently overlooks the role of local wisdom, leading to

limited adoption among tourism actors in culturally unique regions such as Yogyakarta.

This can be seen in Table 2.6, which outlines strategic approaches that tourism

stakeholders can adopt to align halal practices with Yogyakarta’s cultural and religious

values:

Table 2.6 Strategies for Cultural and Religious Alignment in Halal Tourism.

(Source: Author’s own creation)

Strategic Focus

Cultural Integration Example

Supporting Literature

Architectural Design

Prayer rooms within traditional
joglo buildings

Santoso et al., 2022a;
Maizida, 2021

Culinary Innovation

Halal-certified gudeg or
Javanese snacks

Huda et al., 2022

Hospitality Services

Gender-sensitive service in
local guesthouses

Haron et al., 2020

Community Co-designing experiences with | Maizida, 2021; Rafiki
Collaboration local kyai or adat leaders & Wahab, 2014

: : Signage that blends Arabic
Visual Branding calligraphy with batik patterns Henderson, 2016
Capac?lty Building and Cu.ltl.lrally grounded halal Effendi et al., 2021
Training training for SMEs
Destination Promotion of Islamic-Javanese
Storytelling and historical heritage in tourism Susilawati, 2023
Narrative media
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Thus, the cultural-religious alignment of halal tourism in Yogyakarta is not merely
a regulatory matter but a nuanced practice requiring contextual understanding and
inclusive development. Strategies that respect and incorporate local values while
ensuring shariah compliance are essential to establish sustainable and socially

integrated halal tourism ecosystems.

2.9 CONSUMER PREFERENCES AND EXPECTATIONS

Understanding consumer preferences and expectations is essential for aligning halal
tourism offerings with current market demand. The Muslim travel market is highly
diverse, encompassing travellers with varying needs and priorities. Factors such as age,
nationality, religiosity, lifestyle, and travel purpose all contribute to shaping these

differences.

In both global and local contexts, these varied preferences play a significant role
in influencing purchasing decisions. They also impact satisfaction levels and the
likelihood of repeat visits to a destination. Recognising and catering to these differences

is crucial for building lasting destination loyalty among Muslim travellers.

This diversity can be visualised in Figure 2.4, which presents the layered and
intersecting needs of Muslim travellers. The figure moves from broad global
preferences to specific expectations within local destinations such as Yogyakarta. This
layered understanding helps guide destination managers in designing offerings that

appeal to multiple segments within the Muslim travel market.

62



Muslim Tourist
Preferences and Expectations

Global Muslim
Travel Preferences

 Halal food options
» Prayer facilities
« Muslim-friendly accommodation

¥ Demand for
Authenticity,
Facilities, and
Experience

Figure 2.4 Diverse Preferences and Expectations of Muslim Tourists.
(Source: Author’s own creation).
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2.9.1 Global Muslim Travel Preferences

Globally, Muslim travellers increasingly demand destinations that harmoniously
integrate religious accommodation with meaningful cultural engagement. The
Mastercard-CrescentRating Global Muslim Travel Index (GMTI) 2023 identifies
several core drivers influencing destination selection, including the availability of halal
food, access to prayer facilities, safety, family-friendly services, and religious tolerance.
Importantly, the emerging demographic of millennial and Gen Z Muslim travellers adds
further complexity to this profile, bringing expectations of digital innovation, ethical
travel experiences, and immersive cultural authenticity (Mastercard & CrescentRating,

2023).

Battour et al. (2018) argue that halal travellers prioritise destinations that deliver
both compliance and comfort—destinations must offer halal-certified products, but they
must also facilitate spiritual well-being and convenience throughout the travel
experience. Similarly, research by DinarStandard (2022) underscores that Muslim
tourists are drawn to brands and destinations that reflect integrity, modesty, and

environmental stewardship.

Countries such as Malaysia and the United Arab Emirates have responded to this
demand through institutional support, investment in halal tourism infrastructure, and
destination branding initiatives specifically tailored to Muslim preferences. These
examples illustrate that religious alignment alone is insufficient without parallel

investment in service quality and meaningful cultural experiences.

The diversity within the Muslim travel market also demands nuanced
segmentation beyond simple religious affiliation. For example, Rahman et al. (2020)
highlight how religiosity levels directly influence preferences—while some travellers
prioritise strict halal compliance, others place equal emphasis on cultural enrichment or
leisure. Similarly, Mohsin, Ramli, and Alkhulayfi (2016) argue that Muslim travel

behaviour varies across regions, with Southeast Asian Muslims generally expecting
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prayer facilities and halal food access, whereas Middle Eastern travellers may

emphasise privacy, gender-sensitive services, and luxury.

The Halal Travel Frontier 2022 Report also notes that Gen Z Muslim travellers
are reshaping the narrative by pushing for intersectionality between faith-based needs
and lifestyle preferences, seeking out destinations that are not only shariah-compliant
but also offer ethical fashion, eco-conscious options, and inclusive cultural narratives.
This trend reinforces that halal tourism must not be seen as a rigid service model but
rather a flexible, values-driven framework adaptable to global shifts in travel behaviour

(Mastercard & CrescentRating, 2023).

Additionally, Muslim travellers are not merely passive consumers but are active
participants in co-creating tourism experiences. They often use digital platforms to share
reviews, seek halal-related information, and engage with community-led tourism
recommendations. As such, digital transparency through apps, websites, and social
media, is not only a convenience but a trust-building mechanism within the halal travel
ecosystem (DinarStandard, 2022). Table 2.7 summarises the key global preferences

among Muslim travellers as identified across various studies.
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Table 2.7 Summary of Key Global Muslim Traveller Preferences. (Source: Author’s

own creation).

Preference Area Key Features Supporting References
Religious Halal food, prayer spaces, Battour et al. (2018); GMTI
Accommodation | modest dress codes (2023); DinarStandard (2022)
Cultural L.O calhculsme, tradltlon? Larts, Jaelani (2017); Mohsin et al.
) historical and community
Integration (2016)
engagement

Safety & Respect for Islamic norms, Mastercard & CrescentRating
Inclusivity family-friendly environments | (2023); Rahman et al. (2022)

. Halal travel apps, online DinarStandard (2022);
Digital Access reviews, service transparency | CrescentRating (2022)
Etth{:ﬂ & Eco-tourism, fair-trade DinarStandard (2022); Battour
Sustainable - )
Travel products, spiritual enrichment | et al. (2018)

2.9.2 Halal Tourist Expectations in Yogyakarta

Halal tourists visiting Yogyakarta express a complex set of expectations that reflect
global halal standards while also requiring local contextual relevance. Their preferences
go beyond mere availability of halal food or prayer facilities—they seek culturally
immersive experiences that integrate Islamic values with the city’s rich Javanese
heritage (Alfath et al., 2022; Pangaribowo, 2023). This expectation is consistent with
global Muslim travel trends, yet Yogyakarta presents a unique opportunity and

challenge in aligning these values with tourism infrastructure and service delivery.

Travellers expect halal-certified food, gender-sensitive facilities, multilingual
signage, and prayer spaces that are clean, accessible, and standardised across public
attractions and accommodations (Santoso et al., 2022a; Huda et al., 2022). However, as
observed by Maizida (2021), the delivery of these services remains fragmented.
Certified eateries are concentrated in popular districts but are limited or absent in

suburban or non-central areas (Effendi et al., 2021). Likewise, prayer spaces are rarely
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integrated into key transportation hubs or major tourist sites, and staff knowledge of

halal etiquette and practices is inconsistent (Muhajir & Hasan, 2021).

Hospitality workers are rarely trained in halal tourism protocols, and signage often
lacks multilingual accessibility, particularly for international Muslim tourists. The
absence of such trust indicators, including halal labels, staff awareness, and prayer
timetables, affects tourist confidence and satisfaction (Rahman et al., 2020). These

missing markers are interpreted as a lack of institutional support and cultural sensitivity.

Equally important is the demand for authenticity and cultural depth. Halal tourists
prefer experiences that honour both Islamic values and local tradition, rather than
superficial branding. They gravitate toward activities that enable respectful engagement
with Javanese customs, such as halal culinary workshops, traditional performances
aligned with ethical norms, and artisan visits that account for modesty concerns (Alfath
et al., 2022). When these cultural elements are not represented, tourists may disengage,

weakening their connection to the destination.

Additionally, digital behaviour plays a critical role in shaping travel decisions.
Tourists actively consult platforms such as HalalTrip, TripAdvisor, Google Reviews,
and Instagram to evaluate halal service quality. Verified information, user-generated
reviews, and transparent digital presence are increasingly seen as essential to building
trust (CrescentRating, 2023; DinarStandard, 2022). The lack of reliable online visibility
for halal services in Yogyakarta acts as a deterrent for halal travellers, especially among
younger demographics who rely heavily on peer-sourced recommendations and digital

itineraries.

Thus, it can be seen that halal tourists in Yogyakarta expect a seamless blend of
religious compliance, cultural authenticity, digital transparency, and professional
service quality. These expectations are summarised in Table 2.8, which highlights key

areas of alignment and gaps in service delivery.
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Table 2.8 Gaps and Expectations in Halal Tourism Services in Yogyakarta.
(Source: Author’s own creation).

Tourist Supporting
Category Expectation Observed Gap References
Clearly labelled Limited halal-certified | Santoso et al.
Halal Food . .
Access and certified halal | outlets beyond central | (2022a); Effendi et
food tourist zones al. (2021)
Praver Clean, accessible Scarcity at attractions, | Muhajir & Hasan
Fac}illi ties spaces in key transport hubs, and (2021); Huda et al.
public areas accommodations (2022)
Lgnguage & Multlllr}gual halgl- Predoml‘nal?tly Bahasa Maizida (2021)
Signage related information | Indonesia signage
Islar_n} c-Jayanese Generic offerings with | Alfath et al. (2022);
Cultural traditions in . .
Inteoration fourism limited cultural and Pangaribowo
cgratio * ethical alignment (2023)
experiences
Staff Staff trained in Lack of formal service | Huda et al. (2022);
Awaren halal service training and religious Rahman et al.
Wareness | etiquette sensitivity (2022)
Transparent halal . DinarStandard
. S Weak online presence .
Digital service info on - . (2022);
] and limited verified .
Engagement | apps and social ntent CrescentRating
platforms o (2023)

2.9.3 Demand for Authenticity, Facilities, and Experience

The growing Muslim travel market is increasingly defined by a desire for more than just

compliance with religious obligations. Tourists now seek experiences that combine

halal service elements with cultural authenticity, emotional resonance, and convenience

(Battour & Ismail, 2016; DinarStandard, 2022). This reflects a broader trend in global

tourism where consumers are drawn to meaningful, place-based experiences that reflect

local identity while also aligning with personal values.
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In the context of Yogyakarta, this demand translates into expectations for
destinations to deliver on both infrastructure and emotional experience. Tourists not
only expect to find halal food and prayer spaces but also want these embedded within
broader cultural narratives, such as enjoying a halal Javanese meal while learning about
local culinary traditions or attending a gamelan performance that accommodates
modesty norms and family-friendly arrangements (Alfath et al., 2022; Pangaribowo,

2023).

Authenticity also plays a significant role in shaping perceptions of value.
Superficial implementations, such as a halal sticker without meaningful service
adaptations, are often viewed as performative and can reduce tourist satisfaction
(Rahman et al., 2020). Visitors appreciate destinations where halal elements are not
treated as add-ons but are meaningfully integrated into the tourism experience, creating

a sense of place and inclusion.

Facilities remain a critical enabler of this authenticity. Well-maintained prayer
rooms, family-friendly zones, female-only amenities, and clearly marked halal signage
contribute to a sense of comfort and respect. Furthermore, the presence of trained staff
who understand Muslim needs enhances the emotional experience and fosters deeper
destination loyalty (Henderson, 2016; Santoso et al., 2022a). Where these facilities are
lacking, tourists often feel marginalised or forced to compromise, affecting their overall

evaluation of the trip.

Additionally, Muslim travellers increasingly value flexibility and personalisation.
As noted by CrescentRating (2023), millennial and Gen Z Muslim travellers seek
curated experiences such as spiritual retreats, halal wellness packages, or heritage tours
that allow for both faith-aligned practices and unique local encounters. The ability to
customise itineraries and engage with hosts who are culturally aware further enhances

the sense of inclusion and satisfaction.
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Table 2.9 presents the key dimensions that underpin the search for authenticity

and meaningful halal tourism experiences in Yogyakarta.

Table 2.9 Key Dimensions of Halal Tourist Experience Expectations in Yogyakarta.
(Source: Author’s own creation).

Dimension Description Supporting References
Cultural Integration of Islamic values with | Alfath et al. (2022);
Authenticity local traditions Pangaribowo (2023)
Facility Availability of halal food, prayer | Santoso et al. (2022a);
Readiness rooms, signage, modest spaces Rahman et al. (2022)
Emotional Staff hospitality, storytelling, Henderson (2016); Battour
Engagement cultural immersion & Ismail (2016)
Personalised Customisable halal tours, CrescentRating (2023);
Experiences workshops, wellness retreats DinarStandard (2022)

. . Family-friendly spaces, gender- Huda et al. (2022); Muhajir
Inclusive Design sensitive services & Hasan (2021)

2.10 STRATEGIC FRAMEWORKS AND BEST PRACTICES

This section evaluates existing strategic frameworks and best practices that have been
developed to guide the implementation and promotion of halal tourism. It builds upon
the global insights discussed in Section 2.6 by focusing specifically on operational
frameworks used by national and regional actors, as well as the applicability of these
frameworks to the local context of Yogyakarta. Frameworks such as the Global Muslim
Travel Index, Indonesia Muslim Travel Index, and the National Halal Tourism Master

Plan are central to this discussion.
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2.10.1 Existing Strategic Frameworks

Indonesia’s efforts to advance halal tourism have been supported by the implementation
of structured strategic frameworks. These frameworks aim to provide a systematic
approach for evaluating, planning, and promoting halal tourism practices. Among the
most prominent are the Global Muslim Travel Index, the Indonesia Muslim Travel

Index, and the National Halal Tourism Master Plan.

The Global Muslim Travel Index, developed by CrescentRating and Mastercard,
serves as a benchmarking instrument to assess a destination’s Muslim-friendly travel
readiness. It utilises the ACES model, Access, Communication, Environment, and
Services, to measure performance. Although Indonesia has ranked consistently high,
including first in 2023, such national-level recognition masks significant disparities at
the regional level. Provinces like Yogyakarta have not achieved comparable success,
suggesting uneven policy implementation and inconsistent infrastructure development

(Mastercard & CrescentRating, 2023).

To address these disparities, Bank Indonesia launched the Indonesia Muslim
Travel Index, which adapts the ACES model to a provincial context. This index
evaluates infrastructure, institutional governance, business participation, and cultural
integration. Findings from the IMTI highlight that regions like Yogyakarta require
further efforts in infrastructure upgrades, clear halal policy enforcement, and inclusive

stakeholder collaboration (CrescentRating, 2023).

Complementing these indices, the National Halal Tourism Master Plan outlines
Indonesia’s strategic direction in this sector. Administered by the Ministry of Tourism
and Creative Economy, the plan advocates a multi-sectoral approach, stressing
collaboration among public institutions, religious authorities, businesses, and local
communities. It targets areas such as halal certification expansion, destination
development, capacity building, and digital marketing. The plan emphasises embedding

Islamic values holistically across tourism services, thereby transforming halal elements
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from supplementary features into core components of service delivery (Ministry of

Tourism and Creative Economy, 2023).

Together, these frameworks provide a foundational structure for halal tourism
development. However, practical application at the local level, particularly in culturally
distinct areas like Yogyakarta, requires further contextualisation and coordination. The

upcoming subsections (2.10.2 —2.10.6) offer a comparative review and identify specific

areas where improvements or adaptations may be necessary.

Table 2.10 Overview of Strategic Frameworks Supporting Halal Tourism
Development. (Source: Author’s own creation).

Framework Core Focus Strengths Limitations Rl ce o Supporting
Yogyakarta References
Global Benchmarking International Less attention to | Reveals national | Mastercard
Muslim Muslim-friendly ... | local nuance vs local & Crescent-
. . comparability; ) . .
Travel readiness using clear criteria and grassroots implementation | Rating
Index ACES model efforts gaps (2023)
Indonesia Regional Localised . IdenFlﬁes
Muslim performance on evaluation: Still under specific Bank
Travel Muslim-friendly data- driver’l implementation | weaknesses in Indonesia
tourism . in many regions | Yogyakarta’s (2020)
Index . insights
readiness halal readiness
National . National Offers a Ministry of
Multi-sectoral - . . . framework for )
Halal policy vision; | Requires strong . Tourism and
Touri roadmap for clusi . policy, .
ourism . inclusive inter-agency . . Creative
halal tourism o7 certification,
Master . . development coordination . Economy
Integration training, and
Plan model . (2023)
branding

2.10.2 Integration Gaps and Framework Adaptation Needs

Despite the presence of comprehensive national and international frameworks guiding

halal tourism, their local adaptation remains inconsistent. In Yogyakarta,
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implementation gaps stem from fragmented policy enforcement, limited institutional
capacity, and insufficient stakeholder coordination. For instance, while the Indonesia
Muslim Travel Index provides province-specific insights, it does not always translate
into actionable strategies on the ground. This is due to the lack of clear mechanisms that

integrate regional tourism planning with halal requirements (CrescentRating, 2023).

One key challenge lies in operationalising abstract policy principles into
measurable practices. Many SMEs and tourism operators remain unaware of how
frameworks such as the National Halal Tourism Master Plan or IMTI directly impact
their operations. Additionally, inconsistencies in certification procedures, unclear
benefit structures, and limited access to training programmes deter broader participation

in halal tourism development (Huda et al., 2022; Wahab & Masron, 2020).

A further issue is the top-down nature of existing frameworks. While they offer
strategic direction, these models often fail to engage grassroots stakeholders or
accommodate cultural nuance. Alfath et al. (2022) argue that this disconnect undermines
community ownership and limits sustainable adoption. In Yogyakarta, where tourism is
deeply embedded in local heritage and religious practices, the lack of culturally tailored

implementation strategies reduces the effectiveness of nationally endorsed models.

Table 2.11 presents a comparative analysis highlighting the key barriers and
necessary adaptations to better align existing frameworks with the socio-cultural

realities of Yogyakarta.
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Table 2.11 Alignment Challenges and Adaptation Needs of Existing Frameworks.
(Source: Author’s own creation).

Tssue Barrier in Current Suggested Supporting
Framework Adaptation References
. National plans lack | Develop regional Al.f a‘t hetal. (202.2 )
Policy . . . Ministry of Tourism
. region-specific halal tourism !
Localisation rovisions roadmans and Creative
P p Economy (2023)
Stakeholder Limited input from | Increase Wahab & Masron
Eneacement SMEs and local participatory policy | (2020); Huda et al.
gag actors development (2022)
Certification | Low awareness and G dise Bank Indonesia
] . . procedures and
& Training inconsistent access (2020)
expand outreach
Generio Copesiiglise Maizida (2021);
Cultural y . initiatives to local
oo implementation ¥ Santoso et al.
Sensitivity religious and
models (2022a)
cultural norms

These gaps highlight the importance of flexible, inclusive frameworks that can

bridge the divide between national policy vision and local execution. A recalibrated

approach, rooted in regional realities and stakeholder collaboration, is essential for

Yogyakarta to realise its potential as a leading halal tourism destination.

2.10.3 Sustainability and Environmental Integration

A crucial dimension of halal tourism that is increasingly receiving attention is its

alignment with the principles of sustainability. Sustainable tourism emphasises

development that meets present needs without compromising the ability of future

generations to meet their own. Within the context of halal tourism, sustainability

extends to ethical practices, environmental conservation, community empowerment,
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and responsible consumption (Jaelani, 2017; DinarStandard, 2022). These priorities are
especially relevant for destinations like Yogyakarta, where cultural heritage, religious

values, and ecological landscapes intersect.

Sustainable Tourism Theory provides a guiding framework for aligning economic
objectives with environmental and socio-cultural integrity. This theory posits that
tourism development must not only maximise profit but also ensure environmental
stewardship and social equity (Hanafiah et al., 2022). In the halal context, this resonates
with Islamic principles such as mizan (balance), israf (avoiding waste), and ‘ad!
(justice), which collectively promote holistic well-being and ethical behaviour (Al-

Qaradawi et al., 2013).

While global halal tourism examples increasingly reflect such principles, through
eco-friendly halal resorts, green hospitality practices, and community-based tourism
models, Yogyakarta still demonstrates limited integration. Most halal operators in the
region remain focused on religious compliance, such as food and prayer services, rather
than embracing sustainability as a core value. There are few cases of halal
establishments obtaining green certification or implementing waste-reduction practices

(Muhajir & Hasan, 2021).

Despite these gaps, several opportunities have been identified in the literature. As
noted by DinarStandard (2022) and Hanafiah et al. (2022), integrating Islamic ethics
with environmental goals provides a unique avenue for faith-based sustainable tourism
models. In Yogyakarta, local authorities and industry players could draw on these
insights to develop tourism programmes that feature visits to eco-villages, Islamic
environmental education tours, or partnerships with organic halal farms. These
initiatives would enable sustainability to be framed not only as an economic asset but
also as an ethical imperative, offering meaningful differentiation within a competitive

Muslim travel market.
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Moreover, institutional actors such as tourism boards, local governments, Islamic
scholars, and business associations are essential in embedding sustainability into halal
tourism strategies. Jaelani (2017) and Wahab and Masron (2020) emphasise that
coordinated policymaking, incentive structures, and awareness campaigns are vital to
aligning halal tourism practices with environmental and social responsibility. In the case
of Yogyakarta, these stakeholders could establish frameworks that promote long-term

destination viability without compromising the region’s cultural or religious values.

Thus, integrating Sustainable Tourism Theory into Yogyakarta’s halal tourism
framework is not merely advisable but constitutes an ethical alignment with both
Islamic teachings and global development goals. As supported by Al-Qaradawi et al.
(2013), this alignment fosters responsible tourism practices rooted in the principles of
balance (mizan), justice ( ‘adl), and the avoidance of waste (israf). By anchoring halal
tourism within these values, Yogyakarta can attract ethically driven Muslim travellers,
preserve its natural and cultural assets, and position itself as a model for value-based

tourism development.

2.10.4 Certification and Collaboration Efforts

Halal certification plays a vital role in establishing trust and accountability in Muslim-
friendly tourism services. However, despite the presence of regulatory bodies such as
the Halal Product Assurance Organising Agency (BPJPH), there remains a low rate of
certification among tourism operators in Yogyakarta. As Santoso et al. (2022a) and
Huda et al. (2022) highlight, many small and medium-sized enterprises (SMEs) struggle
to engage in certification processes due to cost barriers, administrative burdens, and a

lack of awareness regarding the benefits of certification.

In response to these challenges, collaborative mechanisms between stakeholders
are essential. Wahab and Masron (2020) emphasise the importance of joint efforts

involving government agencies, religious institutions, and industry actors in simplifying
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certification pathways. For example, public-private campaigns can disseminate
information, subsidise audit fees, and offer bundled services that include both

certification and staff training.

Another area requiring attention is the inconsistent provision of training across
the tourism industry. Staff working in accommodations, food services, and tour
operations often lack formal exposure to halal tourism etiquette and consumer
expectations. Huda et al. (2022) argue that structured training modules, designed with
input from Islamic scholars and halal consultants, can institutionalise halal values

within business operations and improve service consistency.

Collaborative certification schemes also have the potential to reinforce credibility.
A centralised database of certified establishments, with real-time QR-code verification
or digital listings, can enhance consumer trust and improve the visibility of compliant
businesses (Badan Penyelenggara Jaminan Produk Halal, 2023; CrescentRating, 2023).
Such transparency strengthens market confidence and encourages broader participation
in halal tourism initiatives. Table 2.12 presents key certification-related challenges and

collaborative strategies proposed in the literature to address these issues.
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Table 2.12 Certification Challenges and Collaborative Solutions in Halal Tourism.
(Source: Author’s own creation).

Certification Key Challenge | Collaborative Solution Supporting
Issue References
Low SME High cost, Subsidised f:qrtlﬁcatlon, Santoso. et al.
articipation unclear benefit bundled training (2022a); Huda et al.
P programmes (2022)
Fraemented Lack of Public-private Wahab and Masron
aw fr eness knowledge on information campaigns | (2020); Jaelani
scope with MUI and BPJPH (2017)
Staff trainin é?;f;cﬁaﬁl Develop joint training DinarStandard
. : g . modules with scholars (2022); Maizida
Imconsistency etiquette ] o
o and tourism associations | (2021)
training
Weak trust Unverified halal Llnked databgse ot BPIHH (2023 )
signalling claims cer‘gﬁed services, QR- | CrescentRating
verification systems (2023)

These collaborative initiatives can reposition halal certification not merely as a
regulatory requirement but as a strategic enabler of competitiveness and ethical
branding. In doing so, Yogyakarta’s halal tourism ecosystem may benefit from increased
standardisation, stronger consumer engagement, and more inclusive access to certified

services.

Beyond these initiatives, digital innovation can further streamline the certification
process. In Malaysia, for example, halal certification status is integrated into national
databases accessible via mobile apps, enabling tourists and businesses to verify
credentials in real time (Islamic Tourism Centre, 2024). A similar platform in
Yogyakarta could enhance transparency, reduce misinformation, and facilitate wider
adoption among tourism providers. Case studies such as the Halal Verified Engine
(HVE) used in Malaysia demonstrate how user-friendly interfaces and QR-based

authentication systems build consumer trust and operational efficiency (CrescentRating,
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2023; DinarStandard, 2022). Incorporating such digital models into Yogyakarta's halal
tourism infrastructure would address both awareness and access gaps, reinforcing halal

assurance across the entire value chain.

2.10.5 Marketing Strategies and Visual Communication

Marketing plays a pivotal role in shaping perceptions of halal tourism destinations,
particularly in communicating values, trust, and authenticity to a diverse audience of
Muslim travellers. In the context of Yogyakarta, where halal tourism is still emerging,
strategic and visually compelling marketing campaigns can bridge information gaps and

build confidence among potential visitors.

Currently, many marketing materials in Indonesia's halal tourism sector rely
heavily on textual information or generalised religious symbols, which may not resonate
with younger, digitally savvy Muslim travellers (DinarStandard, 2022). This
demographic expects dynamic, visually rich content that reflects their values and
aspirations which emphasises not only religious compliance but also experiential

quality, cultural immersion, and lifestyle alignment (CrescentRating, 2023).

Halal-friendly destinations such as Malaysia and the UAE have successfully
employed integrated marketing strategies that incorporate social media influencers,
branded content, multilingual digital tools, and mobile applications to enhance visibility
and trust. These practices are grounded in consumer behaviour theory, which suggests
that perceived authenticity, brand familiarity, and social proof significantly influence

travel choices (Battour et al., 2018).

In Yogyakarta, the limited presence of targeted halal tourism campaigns hinders
consumer engagement. Most promotional materials are not tailored to Muslim-specific

preferences and rarely highlight the availability of halal facilities, prayer spaces, or
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modest cultural experiences. Moreover, the absence of unified branding and lack of
coordination among tourism stakeholders reduces marketing coherence and weakens
destination appeal. To address this, Table 2.13 below presents key strategies used in

leading halal tourism markets and their potential relevance to Yogyakarta.

Table 2.13 Halal Tourism Marketing Strategies and Relevance to Yogyakarta.
(Source: Author’s own creation).

o Relevance to Supporting
Strategy Description Example Yogyakarta References

Leveraging

Muslim travel . CrescentRating
Influencer influencers to i\r/g\l/se}lnslo g ;?ﬁ;ﬁ;r;(it (2023);
Collaborations generate 0 YouT gb travell DinarStandard

destination el ‘Y & (2022)

visibility

Use of visual
Halal badges on "Muslim- Builds trust .
Destination websites and Friendly" with JAKIM (2022);

. . . ) 4 Battour et al.

Certification brochures to logo in international (2018)
Logos signal Malaysia tourists

compliance
Mobile Apps Tgurlsm apps . Could be . Vargas-Sanchez
and Digital with halal maps, | HalalTrip, integrated into & Moral-Moral
Platforms prayer times, and | Muslim Pro | Yogyakarta’s (2020)

food directories app
Storytelling and Ic\iilrlrlitclﬁslgrliitc E;srelzlage_ Enhances Rahman et al.
Cultural . authenticity and | (2022); Alfath et
Brandi values with local | Instagram t 1 (2022

randing herita . engagemen al. ( )
ge campaigns

Arabic, English,
Multilingual and ?Ego]?lzilizsa ing?,ige mn Improves Mastercard &
Inclusive .. N accessibility CrescentRating
Design Messaging i Dubai and reach (2023)

visuals and Airports

campaigns
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This review shows that compelling visual communication, aligned with Muslim
consumer values, is not merely promotional but a trust-building mechanism. Yogyakarta
can benefit from adopting a more holistic and narrative-driven marketing approach
which is supported by certified branding, digital storytelling, and collaborative

campaigns that emphasise inclusivity and authenticity in halal tourism.

2.10.6 Adaptability of Frameworks to Yogyakarta

The implementation of global and national halal tourism frameworks in Yogyakarta
should be guided by a careful understanding of the region's unique socio-cultural and
institutional context. While existing models such as the Global Muslim Travel Index
(GMTI), the Indonesia Muslim Travel Index (IMTI), and the National Halal Tourism
Master Plan provide strategic direction, their success relies heavily on the extent to
which they are localised to suit Yogyakarta’s governance structure, cultural identity, and
business ecosystem (Mastercard & CrescentRating, 2023; Ministry of Tourism and

Creative Economy, 2023).

Yogyakarta operates under a decentralised governance system, granting the region
significant autonomy to develop tourism policy. This autonomy allows for innovation
and context-specific solutions; however, it also creates a risk of fragmented and
inconsistent practices due to the lack of standardised enforcement mechanisms across

sectors (Suswanta et al., 2023; Huda et al., 2022).

Local businesses often encounter difficulties in navigating overlapping standards
and procedural ambiguities, leading to varied and incomplete adoption of halal
principles. For example, while a number of hotels may serve halal-certified food, they
may lack prayer facilities or services that cater to gender sensitivity. This partial
compliance highlights the need for tiered implementation models that offer businesses,
particularly SMEs, flexible paths toward halal tourism readiness. These models should

accommodate varying levels of financial and operational capacity (Santoso et al.,
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2022a). The localisation process can be visualised in Figure 2.5, which outlines the

staged flow from benchmarking global frameworks to co-design and implementation in

Yogyakarta.
( )
1. Framework Benchmarking
- Taking reference from GMTI, IMTI, and the Masterplan
\ J
A
( )
2. Context Review
- Review the local governance structure, cultural identity,
and tourism infrastructure.
\.
4 )
3. Stakeholder Engagement
- Review the engagement of businesses, government,
religious authorities, and local communities on what their
needs are or what is currently in place.
\. J
\4
( )
4. Potential Design of Local Guidelines
- Taking the reviews and information to design local
guidelines with tiered certification and customised training
\
5. Implementation and Monitoring
- Trying to implement and monitor through public
awareness, incentives, and enforcement bodies
\ J
v
(
6. Feedback loop
- To continuously make it better, a feedback loop needs to
be in place
L J

Figure 2.5 Steps in Localising Halal Tourism Frameworks in Yogyakarta. (Source:
Author’s own creation).
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At the same time, it is vital to ensure that frameworks respect and incorporate
Yogyakarta’s strong local culture. A top-down imposition of national or global models
may overlook local nuances and hinder community support. Scholars such as Alfath et
al. (2022) argue that effective halal tourism must align with the host destination’s
cultural DNA, enabling the preservation of identity while improving service quality. In
this regard, participatory and bottom-up policymaking becomes crucial. Inclusive
consultation involving government officials, religious leaders, cultural practitioners,
and tourism entrepreneurs can help in co-designing regulatory tools that are not only

effective but also widely accepted.

Additionally, the successful implementation of adapted frameworks should be
supported by structured outreach, training, and incentive programmes. These include
public education on halal standards, subsidies for certification, digital literacy support
for tourism businesses, and collaborative branding initiatives. Such approaches echo the
principles of Stakeholder Theory and Cultural Adaptation Theory, which inform the
conceptual foundation of this study. The key adaptation challenges and actionable

strategies to address them are outlined in Table 2.14.

Table 2.14 Adaptation Challenges and Strategic Solutions for Halal Tourism
Frameworks in Yogyakarta. (Source: Author’s own creation).

Challenge Strategic Response

Policy fraementation Develop locally tailored halal tourism guidelines
y lrag with multi-stakeholder input

Low awareness and Launch training and education programmes for
understanding of standards SMEs and tourism professionals
Cultural misalignment with Integrate Javanese cultural values into halal
global models tourism offerings
Financial limitations among Provide phased certification schemes and
SMEs government incentives
Lack of monitoring and Establish regional halal tourism councils for
enforcement evaluation and compliance support
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Although global and national frameworks offer a strong conceptual base, their
adaptability in Yogyakarta depends on the ability of stakeholders to localise
implementation while maintaining alignment with recognised standards. Through
collaborative governance and sensitivity to local identity, these frameworks can be
transformed from abstract models into actionable tools that genuinely support inclusive,

sustainable, and culturally authentic halal tourism.

2.11 RESEARCH GAP

2.11.1 Summary of Conceptual and Policy Gaps

While significant literature exists on halal tourism, several conceptual and policy-level
gaps persist. Many studies focus heavily on the compliance aspects of halal tourism,
such as halal food availability and prayer facilities, without adequately addressing how
local traditions, religious practices, and business environments interact with broader
halal standards (Battour & Ismail, 2016; Effendi et al., 2021). The integration of halal
principles with local cultural values—especially in secondary destinations like

Yogyakarta, remains underexplored and often treated as peripheral.

Moreover, global benchmarking frameworks like GMTI and the SMIIC
guidelines offer general models for Muslim-friendly tourism, but these are often
difficult to apply effectively in decentralised governance contexts such as Indonesia.
The cultural richness of Yogyakarta, combined with its tourism potential, remains

underrepresented in scholarly work focused on the contextual adaptation of halal values

(Maizida, 2021; Alfath et al., 2022).

In addition, there is limited research examining the effectiveness of regional halal
policies, SME-level innovations, and consumer behaviour in non-capital cities.
Business integration is often framed around compliance rather than innovation or

market responsiveness. Similarly, while there is growing literature on halal lifestyle

84



products such as cosmetics, their strategic role in tourism has yet to be fully

conceptualised (Santoso et al., 2022a; Zahra, 2022).

Although efforts have been made to address sustainability, policy coherence, and
inter-stakeholder collaboration in halal tourism, these issues are frequently analysed in
silos. Few studies adopt a holistic or systems-based approach, making it difficult to
design inclusive and context-sensitive strategies. These fragmented discourses also lack
theoretical grounding, often omitting integrative frameworks like Stakeholder Theory
or Sustainable Tourism Theory. The table below categorises and summarises the most

prominent conceptual and policy gaps drawn from the reviewed literature:

Table 2.15 Conceptual and Policy Gaps in Halal Tourism Literature. (Source:
Author’s own creation).

Gap Category Description Supporting References

Limited research on integration of

Conceptual halal values with local cultural identity

Maizida (2021); Alfath et al.

Localisgtion (e.g., Javanese traditions) (2022)

Institutional Il;ztcil;n(i (i:ilartliiy tlin Illlow 1:)(;?11 1?:1(;1 Effendi et al. (2021);

Frameworks . sttutions gove Suswanta et al. (2023)
tourism

Policy Spar.se assessment of reg1oga1 halal Arrahman & Yanti (2022);

. tourism regulations and their

Implementation . Santoso et al. (2022a)
operational challenges

Business-Level Minimal focus on SME practices, Huda et al. (2022); Muhajir

Application especially outside major cities & Hasan (2021)

Lifestyle i‘;fg:’s‘pl‘l’fzd lrl‘;llzl"f hillalﬁhfeis;yle Rafiki & Wahab (2014);

Integration tch as cosmetics Zahra (2022)

tourism

Consumer L1rn1t.ed behavioural smd1§s on CrescentRating (2023);
Muslim traveller expectations in

Behaviour culturally hybrid settings Rahman et al. (2022)

Framework Global models like GMTI or SMIIC DinarStandard (2022);

Adaptabilit lack flexibility for decentralised or Vargas-Sanchez & Moral-
P Y culturally distinct regions Moral (2020)
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As shown in Table 2.15, a recurring limitation is the narrow lens through which
halal tourism is viewed, typically as a matter of service provision and religious
compliance, with little emphasis on contextualisation, stakeholder diversity, or long-
term sustainability. Although benchmarking tools such as GMTI or national regulations
like the Halal Product Law provide a formal foundation, they do not offer actionable

strategies tailored for culturally embedded destinations like Yogyakarta.

Additionally, literature often isolates major themes, policy, business, consumer
behaviour, or regulation, rather than weaving them together through a systems
approach. The lack of cross-sectoral and theory-based analysis highlights the need for
integrative frameworks that can guide inclusive, locally relevant halal tourism
strategies. This research aims to address these deficiencies by synthesising diverse
perspectives through Cultural Adaptation Theory, Stakeholder Theory, and Sustainable
Tourism Theory.

2.11.2 Rationale and Justification for Current Study

Given these gaps, this study seeks to build a strategic framework that integrates halal
principles with tourism policy and practice in Yogyakarta, Indonesia. Unlike previous
works that generalise the halal tourism concept, this research applies a culturally
grounded, multi-theory approach, using Cultural Adaptation Theory, Stakeholder
Theory, and Sustainable Tourism Theory. The intention is to investigate not only the
supply-side readiness, such as regulations and business practices, but also the demand-

side expectations of Muslim travellers.

This study is timely and necessary as it addresses both conceptual and practical
deficiencies in existing literature. By focusing on a culturally rich secondary tourism
destination like Yogyakarta, the research offers fresh insights into how local identity can
coexist with globally accepted halal standards. It also contributes to the

operationalisation of halal values within business and policy environments. Ultimately,
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this study aims to contribute actionable strategies to help shape inclusive and

sustainable halal tourism development in Indonesia.

2.12 THEORETICAL FRAMEWORK

This section outlines the theoretical foundations guiding this study. It draws from three
interrelated perspectives, Cultural Adaptation Theory, Stakeholder Theory, and
Sustainable Tourism Theory. To examine how halal values can be integrated into
Yogyakarta’s tourism sector in a culturally grounded, inclusive, and sustainable manner.
Each theory provides a unique lens for interpreting the data and designing policy

recommendations aligned with both local realities and broader halal tourism standards.

2.12.1 Cultural Adaptation Theory

Cultural Adaptation Theory examines how individuals and groups respond to cultural
changes (Barrera & Castro, 2006). This theory, rooted in anthropology, psychology, and
sociology, provides insights into how cultures interact, merge, and transform. It is
crucial in contexts where diverse cultural interactions occur, particularly in global or
multicultural settings like tourism and global business. It emphasises the importance of
aligning services and products with the cultural norms of the target audience to ensure

successful adaptation and integration (Kim, 2001).
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Table 2.16 Key Concepts of Cultural Adaptation Theory. (Source: Author’s own
creation).

Concept Description

The core process within cultural adaptation, involving changes
that result from continuous, direct cultural interactions.
Acculturation Acculturation can occur at individual or group levels and
involves adopting or adapting to new cultural traits or social
patterns. (Berry, 2005; Mu’adi & Sofwani, 2018)

These are potential outcomes of acculturation. Assimilation
involves an individual or group entirely adopting the host culture
Assimilation and shedding their original cultural identity. In contrast,

and Integration | integration suggests a balanced adoption, where individuals
maintain their original cultural identities while also adopting
aspects of the new culture. (Berry, 2005; Sam & Berry, 2010)

This concept refers to the ability to understand, communicate
with, and effectively interact with people across cultures. It

Cultural encompasses being aware of one's own worldview, developing

Competence positive attitudes towards cultural differences, and gaining
knowledge of different cultural practices and worldviews. (J. Liu
et al., 2021)

Cultural shock is a common affective reaction to being in a new
and unfamiliar cultural environment, characterised by anxiety,
Cultural Shock | helplessness, and disorientation. This theory also explores the
and Adjustment | subsequent adjustment phase, where individuals gradually find
ways to cope with the new culture, often leading to a deeper
understanding and integration.(Oberg, 1960)

Cultural Adaptation Theory is particularly relevant in tourism. It stresses the
need to align tourism offerings with the cultural norms and values of both visiting
tourists and the local community (Reisinger & Turner, 2003). This alignment is key in
Yogyakarta, where integrating local Javanese culture with halal principles can create a
distinctive and appealing destination for Muslim travellers. In the business context,

grasping the nuances of Cultural Adaptation Theory is essential for developing
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strategies that respect local customs and enhance business practices, thus improving

cooperation and minimising conflicts.

Practical applications of this theory in Yogyakarta include:

e Halal-Certified Culinary Offerings: Restaurants and food vendors cater to
Muslim visitors' dietary laws while preserving local culinary culture, offering
dishes like halal rendang and gudeg prepared with halal-certified ingredients
(Janah et al., 2022).

e Cultural Tours and Experiences: Tour packages incorporate visits to Islamic
historical sites alongside traditional Javanese cultural experiences, enriching the
tourist experience and showcasing the blend of Islamic and Javanese cultures
(Irawanto, 2020).

e Culturally Sensitive Accommodation: Hotels design rooms with prayer spaces
and Qibla direction indicators and offer gender-segregated recreational facilities

(Halim & Baroroh, 2021).

The theoretical implications of cultural adaptation theory closely relate to the
themes of the study. Focusing on cultural and religious factors, the theory helps
understand how integrating Islamic practices with Javanese culture enhances the
authenticity and attractiveness of Yogyakarta as a halal tourism destination (Mu’adi &
Sofwani, 2018). The theory also supports the importance of educating local stakeholders
about halal standards and their integration into local practices. Moreover, it emphasises
tailoring tourism products to align with the expectations of Muslim tourists, who seek
experiences that strictly adhere to their religious standards (Irawanto, 2020).
Additionally, effective intercultural communication facilitated by this theory fosters a
deeper mutual understanding and respect between local communities and visiting
tourists, enriching the tourism experience while promoting inclusivity (Kim, 2001).
Altogether, these implications highlight the multifaceted benefits of applying Cultural
Adaptation Theory to develop a culturally sensitive, economically beneficial, and

inclusive tourism environment in Yogyakarta.
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2.12.2 Stakeholder Theory

Stakeholder Theory, introduced by Freeman in 1984, posits that all stakeholder interests
and influences should be considered in organisational decision-making (Donaldson &
Preston, 1998). It emphasises a balanced approach to management, acknowledging
sometimes conflicting interests to achieve long-term success and sustainability through

stakeholder engagement, collaboration, and the creation of shared value (Laplume et

al., 2008).

In tourism, stakeholders typically include tourists, local communities, businesses,
government bodies, and environmental groups (Byrd, 2007). Effective destination
management involves acknowledging the perspectives of all these parties (Byrd, 2007;
Todd et al., 2017). In Yogyakarta, balancing diverse interests is crucial for sustainable

tourism development through inclusive policymaking and beneficial tourism practices.

Applying Stakeholder Theory to halal tourism introduces additional complexity
due to Islamic principles. Halal values—ethical, hygienic, and spiritual—affect
religious, economic, social, and environmental dimensions (Henderson, 2016; Wahab
& Masron, 2020). Understanding these principles and their intersection with
stakeholder interests is essential. This includes the needs of Muslim tourists, cultural
preservation for local communities, economic interests of businesses, and regulatory
responsibilities of government bodies. Stakeholder engagement ensures feasible,

sustainable, and community-supported tourism projects.

The practical applications of this theory in Yogyakarta include:

e Multi-stakeholder Halal Certification Process: Engage religious authorities,
local government, and business owners; establish communication channels
between certification bodies and tourism businesses.

e Community-based Halal Tourism Initiatives: Involve local communities in
developing halal tourism products; ensure tourism respects and preserves local

practices.
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e Government-Industry Collaboration: Facilitate collaboration to develop halal-
friendly infrastructure and services; create policies that address diverse
stakeholder needs.

e Tourist-Local Interaction Programmes: Promote interactions between Muslim
tourists and local communities; foster opportunities for respectful cultural
exchange.

¢ Inclusive Decision-Making Processes: Involve stakeholders in planning through
discussions and consultations.

e Entrepreneurial Opportunities and Feedback Mechanisms: Provide feedback

opportunities for local entrepreneurs; adapt services based on local business

feedback.

Stakeholder Theory enhances entrepreneurial initiatives by incorporating
consumer feedback and involving governmental bodies to create supportive policies and
regulatory frameworks for halal standards. It emphasises educating local stakeholders
on halal practices and integrating these into tourism offerings. By aligning tourism
products with Muslim tourists' expectations, the theory promotes inclusivity and mutual
understanding between communities and tourists. This can lead to a dynamic,
responsive halal tourism sector in Yogyakarta, ensuring tourism strategies are
profitable, socially responsible, and culturally appropriate, contributing to long-term

sustainability and growth.

2.12.3 Sustainable Tourism Theory

Sustainable Tourism Theory emerged in the 1990s due to concerns about the negative
impacts of mass tourism on local environments, cultures, and economies (Butler, 1999).
This theory advocates for tourism development that meets current needs while
protecting future opportunities (Byrd, 2007). It is based on three core pillars:
environmental, economic, and socio-cultural sustainability (Swarbrooke, 1999). The

theory emphasises long-term planning, stakeholder involvement, and equitable

91



distribution of tourism benefits, promoting conservation of natural and cultural
resources, respect for local communities, and enhancement of visitors' experiences (R.

W. Butler, 1999; Sahoo & Panda, 2020; Swarbrooke, 1999).

Applying this theory to Yogyakarta’s halal tourism involves creating offerings that
comply with halal principles, conserving the region’s heritage, and generating local
economic opportunities. This ensures halal tourism drives positive change, promoting
long-term sustainability and resilience (Butler, 1999). Sustainable Tourism Theory
aligns with Islamic principles of stewardship, moderation, and social responsibility
(Samori et al., 2016), emphasising ethical conduct, environmental conservation, and

social welfare.

Some examples of possible practical applications of this theory in Yogyakarta are:

e Eco-friendly Halal Accommodations: Developing halal-certified hotels that
implement sustainable practices like energy efficiency and waste reduction,
incorporating Islamic principles of cleanliness and moderation (Budarma et al.,
2020; Halim & Baroroh, 2021).

e Community-based Halal Tourism: Empowering local Muslim communities to
manage tourism initiatives, ensuring fair economic benefits distribution (Sahoo
& Panda, 2020).

e Cultural Heritage Preservation: Promoting both Islamic and Javanese heritage
through tourism programmes, protecting sensitive sites (Arintyas & Budiman,
2023; Fanani et al., 2020).

e Sustainable Halal Food Tourism: Supporting local, organic, and halal food

production to reduce carbon footprint and develop sustainable culinary tourism

(Cerquetti et al., 2022).

Sustainable Tourism Theory, when applied to halal tourism, underscores
integrating sustainability practices into tourism planning and execution, enhancing
tourist awareness through effective marketing. It advocates holistic sustainability,
balancing environmental, economic, socio-cultural, and religious considerations, and

stresses ethical tourism development aligned with Islamic principles. Additionally, it
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emphasises long-term planning and preserving cultural authenticity while adapting to

Muslim tourists' needs.

Applying Sustainable Tourism Theory to halal tourism in Yogyakarta ensures
profitability while maintaining environmental and cultural integrity. This approach
promotes durable, ethical tourism, making Yogyakarta a model sustainable travel

destination.

2.12.4 Framework Integration and Application

The integration of these three theories provides a robust and comprehensive analytical
lens to study the implementation of halal principles and values in tourism. Each theory
addresses different layers of complexity in halal tourism development. Cultural
Adaptation Theory ensures that Islamic values are not imposed but integrated
meaningfully within the local context of Javanese traditions. Stakeholder Theory
examines the system of actors involved, providing insight into how coordination, power
distribution, and collaborative dynamics influence halal tourism development.
Sustainable Tourism Theory ensures that halal tourism is not only religiously compliant

but also environmentally responsible, socially equitable, and economically viable.

These theories do not operate in isolation. Rather, they work synergistically to
frame the halal tourism discourse in a manner that balances religious obligations, socio-
cultural dynamics, and institutional design. Cultural Adaptation Theory ensures that the
ethical requirements of halal principles are compatible with Yogyakarta’s identity.
Stakeholder Theory addresses how to implement these adaptations through inclusive
and collaborative governance, while Sustainable Tourism Theory ensures that these
changes align with long-term development goals. To complement this, Table 2.17 and

Table 2.18 summarises the theoretical contributions to key research areas:
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Table 2.17 Theoretical Contributions to Halal Tourism Research in Yogyakarta.
(Source: Author’s own creation).

Theory Key Contributions Research Application %uel;g?el:g;g
Facﬂltates.ah.gnment. Guides cultural Kim (2001);
Cultural of halal principles with o
} e contextualisation of Battour &
Adaptation Javanese traditions; .. .
Theo revents cultural halal policies and Ismail (2016);
y gisZonancél 4 service design Maizida (2021)
Identlﬁes and maps Freeman (1984);
actors involved in Informs stakeholder
. . Huda et al.
Stakeholder | halal tourism engagement, policy ]
Theory development; design, and governance (2022);
T ’ Suswanta et al.
examines institutional | framework
coordination (2023)
Emphasises Supports strategic UNWTO
Sustainable sustainability and alignment of halal (2020); Rafiki &
Tourism . ] Y. tourism with long-term | Wahab (2014);
ethics in tourism 4 .
Theory lannin socio-environmental Alfath et al.
P & goals (2022)

While Table 2.17 outlines the individual contributions of each theoretical lens, it
is also critical to understand how these theories intersect and reinforce one another.
Halal tourism development is inherently multidimensional; thus, a siloed approach may
overlook the nuances of implementation across cultural, institutional, and
environmental contexts. By examining the theoretical intersections, we gain deeper
insights into the synergistic dynamics that shape effective and sustainable halal tourism
practices. Table 2.18 explores these interactions, highlighting how combined theoretical
perspectives enhance practical applications in policymaking, destination planning, and

stakeholder engagement.
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Table 2.18 Interactions Between Theories Supporting Halal Tourism Integration.
(Source: Author’s own creation).

Theory Interaction Implications for Halal Supporting
Combination Focus Tourism Development References
o Ens.ures that halal tourism Kim (2001);
Aligning policies are not only
Cultural Freeman
} cultural contextually grounded but i
Adaptation + e . . (1984); Battour
sensitivity with | also socially accepted and .
Stakeholder & Ismail
stakeholder supported by key actors, i
Theory . : (2016); Huda et
needs reducing resistance and
. . al. (2022)
enhancing cooperation
Promotes the development
Cultural Embedding of C}llturally authentic, . Reisinger &

: / environmentally responsible | Turner (2003);
Adaptation + cultural heritage ! . .
Sustainable into sustainable halal tourism experiences, Samori et al.
Tourism ractices such as heritage-based halal | (2016); Alfath

4 P tours or eco-halal culinary | et al. (2022)
trails
Supports collaborative,
cross-sectoral Byrd (2007);
Ensuring implementation of halal UNWTO
Stakeholder + | inclusive, long- | initiatives that align with (2020); Wahab
Sustainable term governance | both Islamic ethics and & Masron
Tourism in sustainability | broader sustainability (2020);
planning targets, particularly relevant | Suswanta et al.
in decentralised regions like | (2023)
Yogyakarta

2.12.5 Theoretical Framework

The justification for using Cultural Adaptation Theory, Stakeholder Theory, and

Sustainable Tourism Theory lies in their combined ability to guide a nuanced

understanding of halal tourism development in Yogyakarta. Each theory addresses a

critical aspect of how halal principles and values, such as ethical conduct, cleanliness,

modesty, lawful interaction, and social equity, can be implemented in a culturally

appropriate, institutionally sound, and environmentally sustainable manner.
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Cultural Adaptation Theory facilitates alignment between halal requirements and
the unique cultural identity of Yogyakarta, particularly its Javanese traditions.
Stakeholder Theory highlights the importance of inclusive participation and governance
structures to ensure broad-based support. Meanwhile, Sustainable Tourism Theory
provides the long-term perspective needed to ensure halal tourism practices are

economically viable, socially just, and environmentally conscious.

This theoretical triad collectively enables a holistic framework for integrating
halal principles into tourism systems. Table 2.19 outlines the distinct contributions of

each theory, and the corresponding halal values they reinforce in this research context.

Table 2.19 Theoretical Contributions to Halal Tourism Research in Yogyakarta.
(Source: Author’s own creation).

Theor Key Research Halal Values | Supporting
y Contributions Application Emphasised | References
Facilitates . )
alignment of Guides cultural R Kim (2001);
n . . Respect, Battour &
Cultural halal principles | contextualisation . s
. . B, Ethical Ismail
Adaptation | with Javanese of halal policies .
. 3 Conduct, (2016);
Theory traditions and and service .
. : Cultural Maizida
avoids cultural | design . .
. Sensitivity (2021)
dissonance
Identifies and
maps actors Informs - Freeman
involved in stakeholder ﬁlcc(l:():inti?blhty’ (1984);
Stakeholder | halal tourism engagement, Trarllls Zre};;c Huda et al.
Theory development policy design, E thiczﬁ Y (2022);
and examines and governance Governance Suswanta et
institutional framework v al. (2023)
coordination
Supports strategic UNWTO
Emphasises alignment of . (2020);
Sustainable | sustainability | halal tourism Stewardship, | - G1i &
) .. . Cleanliness,
Tourism and ethics in with long-term o Wahab
. . Responsibility, i
Theory tourism socio- Social Welfare (2014);
planning environmental Alfath et al.
goals (2022)

96



These theories do not work in isolation. Their integration allows the research to

explore the dynamic interactions between cultural, institutional, and sustainability

dimensions, an essential consideration for inclusive and effective halal tourism

development. Table 2.20 highlights these interactions.

Table 2.20 Interactions Between Theories Supporting Halal Tourism Integration.
(Source: Author’s own creation).

Theory . Implications for Halal Supporting
Combination Interactionggous Tourism Development References
Ensures halal tourism
Cultural' Contextual alignment policies are socially Kim (2001);
Adaptation + and participato supported and culturally Freeman (1984);
Stakeholder en ap emelﬁ 3 embedded, reducing Huda et al.
Theory £ag resistance and enhancing (2022)
legitimacy
Cultural Culturally authentic E;Z?gfg;sie(fc\éesl?ﬁ;l?rl; % Samori et al.
Adaptation + and environmentally P (2016); Alfath et
: o . both culturally respectful
Sustainable sensitive tourism : al. (2022);
. . and environmentally
Tourism practices [ Irawanto (2020)
responsible
Facilitates bottom-up .
Stakeholder A . implementation of halal Byrd (2007);
Participatory . Wahab &
Theory + practices that are
. governance for ' . . Masron (2020);
Sustainable . . sustainable, inclusive, and
. sustainable policy . 4 Suswanta et al.
Tourism reflective of community

interests

(2023)

These interactions are visualised in Figure 2.6, which presents the three theories

as intersecting circles. At the core of the diagram lies the shared domain of halal values,

which represent the unifying element across all three frameworks.
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CULTURAL ADAPTATION
THEORY

SUSTAINABLE STAKEHOLDER
TOURISM THEORY THEORY

Figure 2.6 Theoretical Framework. (Source: Author’s own creation).

The diagram illustrates how the intersections of the three theories support
culturally grounded, ethically sound, and environmentally sustainable tourism
development. Cultural Adaptation Theory encourages local relevance; Stakeholder
Theory promotes inclusive governance; and Sustainable Tourism Theory highlights
long-term viability. Where all three intersect lies the holistic domain of halal values,

illustrating the integration necessary for successful halal tourism.

This visual synthesis demonstrates that effective halal tourism in Yogyakarta

requires harmonising cultural sensitivity, collaborative policymaking, and sustainability
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planning. The overlap signals the importance of building tourism systems that do not
isolate religious values but embed them in institutional practice, social interaction, and

ecological responsibility.

This integrated framework also serves as a structural foundation for the overall
literature review. It enables a systematic exploration of relevant studies across key
thematic areas, including global halal tourism trends, operational principles, business
strategies, consumer behaviours, and sustainable development practices. By guiding the
selection and organisation of literature, the framework ensures that the review remains
theoretically grounded while providing empirical depth. It thus bridges conceptual
exploration with applied understanding, positioning the study to contribute both
scholarly insight and practical guidance for halal tourism development in culturally

distinct contexts like Yogyakarta.

Beyond framing the literature, the integrated framework plays a pivotal role in
informing the research methodology. It shapes the approach to data collection,
stakeholder analysis, and the formulation of recommendations. This foundation ensures
that each stage of the research is conceptually aligned with the study’s aim: to create a

contextually adaptive and ethically sound halal tourism strategy for Yogyakarta.

By grounding the methodology in this framework, the study strengthens its
relevance to both academic discourse and practical implementation. It ensures that
tourism policies and business practices informed by this research are not only rooted in
Islamic ethics but also designed to thrive within the cultural and environmental realities

of the region.
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2.13 CHAPTER SUMMARY

This chapter has presented a comprehensive review of the literature, laying the
conceptual, empirical, and theoretical foundations for this study. It began by
defining halal tourism as a value-driven concept rooted in ethical conduct, transparency,
cleanliness, and spiritual alignment (Battour & Ismail, 2016; Mohsin et al., 2016). These
principles underpin the development of tourism practices that align with the
expectations of Muslim travellers and contribute to the broader objectives of Islamic

lifestyle integration.

The review then examined global halal tourism frameworks such as the GMTI
and IMTI indices, Malaysia’s MS2610 standards, and the OIC-SMIIC guidelines
(CrescentRating, 2023; DinarStandard, 2022; SMIIC, 2020). While these provide
valuable strategic direction, their practical application depends heavily on local

adaptation, especially in decentralized contexts like Yogyakarta (Kusumawati, 2014).

In the Indonesian context, the chapter emphasized that despite national efforts by
agencies such as the Ministry of Tourism and Creative Economy and Bank
Indonesia, Yogyakarta lags behind other provinces such as Lombok, West Java, and
West Sumatra in implementing structured halal tourism policies (CrescentRating, 2023;
Ministry of Tourism and Creative Economy, 2023). These regions have demonstrated
better policy clarity, institutional support, and branding efforts, offering models that

Yogyakarta may adapt to suit its own socio-cultural dynamics.

Empirical studies were reviewed across five key themes that highlight both the

challenges and opportunities in developing halal tourism. These include:

o Business practices, such as innovation among SMEs in delivering halal services
and experiences (Rashid et al., 2021; Huda et al., 2021),

e Consumer preferences, particularly the demand for culturally authentic,
transparent, and verified halal offerings (Kamarulzaman et al., 2016;

Stephenson, 2014),
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o Entrepreneurial initiatives, often community-based and driven by local
innovators (Parwez, 2017),

o Halal lifestyle integration, especially through sectors like cosmetics and
wellness tourism that serve as cultural ambassadors (Aoun & Tournois, 2015).

e Policy effectiveness, where the shift from mere regulatory compliance to

sustainable and contextualized strategies is essential (Henderson, 2009).

These themes are synthesized in Table 2.21, which provides a concise summary

of the major findings and corresponding literature insights explored throughout this

chapter.

Table 2.21 Key Takeaways from Chapter 2. (Source: Author’s own creation).

Theme Summary Key References
Halal Principles Ethlcql iy duot transparency, Battour & Ismail (2016); Mohsin et
cleanliness, and religious
& Values : al. (2016)
compliance
Global GMTI, IMTI, MS2610, SMIIC | CrescentRating (2023);
B © hmark — useful but must be adapted to | DinarStandard (2022); SMIIC
enchimars local context (2019)
Indonesia’ Strong national push; CrescentRating (2023); Ministry of
S tr;[ees S Yogyakarta lacks regional Tourism and Creative Economy
&y implementation (2023); Kusumawati (2014)
Business SMEs innovae dSSRge . Rashid et al. (2021); Huda et al.
. constraints in finance, training,
Practices . . (2022)
certification
Consumer Seek authenticity, halal Stephenson (2014); Kamarulzaman
. assurance, and value-based
Expectations . et al. (2016)
experiences
Ent ol Entrepreneurs promote
Rnlrepreneurla innovation and need Parwez (2017)
ol institutional support
Halal Lifestyle \C; smetics and wellness (e.g., Aoun & Tournois (2015); Wardah
. ardah) influence halal
Integration . . (case study)
tourism branding
Theoretical Cultural adaptation, Kim (2001); Freeman (2010); Butler
stakeholder roles, and
Framework N (1999)
sustainability lens
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The chapter concludes by presenting the theoretical framework guiding this study,
integrating Cultural Adaptation Theory (Kim, 2001), Stakeholder Theory (Freeman,
2010), and Sustainable Tourism Theory (Butler, 1999). This combined lens offers a
holistic foundation to analyse the interaction between halal principles, stakeholder
dynamics, and tourism policy. It also forms the conceptual bridge between the literature

review and the research methodology presented in the following chapter.
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CHAPTER THREE

RESEARCH METHODOLOGY

3.1 INTRODUCTION

This chapter outlines the methodology underpinning the study aimed at exploring the
integration of halal principles within Yogyakarta's tourism industry. It begins with the
philosophical assumptions guiding the research, followed by an overview of the study's
design, and details concerning the targeted population and sampling approach. The
methodology also encompasses the instruments employed for data gathering, the
procedures for data collection, and the techniques used for data analysis. Ethical
considerations pertinent to the research are also addressed. The structured approach of
this chapter is designed to ensure that the findings accurately represent the
implementation of halal values in the operational practices and strategies of

Yogyakarta's tourism sector, aligning with the specified research objectives.

3.2 PHILOSOPHICAL ASSUMPTION

The foundation of any research study lies in its philosophical stance, which shapes how
the researcher perceives reality and constructs knowledge. This study adopts a relativist
and constructivist ontology, paired with an interpretivist epistemology, within a
qualitative methodological framework. This philosophical orientation is particularly
suitable for understanding complex and context-dependent social phenomena such as
halal tourism in Yogyakarta, where religious values, cultural interpretations, and

stakeholder perceptions are central.

A relativist ontology recognises that reality is socially constructed and may differ

based on individuals' cultural, historical, and experiential backgrounds (Denzin &

103



Lincoln, 2018). Rather than positing a single objective truth, this perspective
acknowledges multiple subjective realities. In the context of halal tourism, stakeholders
including government officials, business operators, and consumers hold diverse
interpretations of what constitutes halal practices. These interpretations are influenced

by belief systems, religious obligations, cultural traditions, and practical experiences.

Aligned with this ontological stance, constructivism further asserts that
knowledge is constructed through social interaction and meaning making (Charmaz,
2014; Creswell & Creswell, 2023). This perspective is particularly relevant for
examining the dynamics of halal tourism, which is not a static or universally defined
concept. Instead, it is continuously negotiated and reshaped by actors engaging with

regulatory, cultural, and economic systems in specific localities such as Yogyakarta.

The interpretivist epistemology complements these ontological foundations by
proposing that knowledge is contextually produced and subjectively interpreted. This
approach holds that social reality is understood through the interpretation of individuals'
experiences, actions, and meanings (Yanow & Schwartz-Shea, 2014). Within this study,
this entails exploring how stakeholders interpret, apply, and experience halal tourism

rather than assessing it through external normative standards.

The philosophical framework supports the adoption of qualitative methods, which
are well-suited for examining the depth, complexity, and localised experiences that
underpin halal tourism. Unlike quantitative approaches that seek generalisable patterns,
qualitative inquiry enables the exploration of cultural nuances, individual values, and
subjective meanings, all of which are essential in analysing the interplay between halal

principles and tourism practices.

In addition, this research acknowledges the researcher's role in the knowledge
production process. Through transparency, reflexivity, and ethical awareness, the study
ensures that the influence of the researcher's own values and assumptions is considered

and minimised (Myers, 1995; Pietild et al., 2020). These principles are critical in
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maintaining the credibility and integrity of research involving cultural and religious

themes.

3.3 RESEARCH DESIGN

The research design establishes the structure and strategy for conducting the
investigation. Grounded in a relativist ontology, constructivist approach, and an
interpretivist epistemology, this study adopts a qualitative case study design. This
methodological framework is appropriate for exploring the lived experiences and
perspectives of diverse stakeholders engaged in halal tourism in Yogyakarta, with the

aim of formulating a culturally sensitive and context-specific strategic framework.

A relativist ontology assumes that reality is socially and culturally constructed,
varying across individuals and groups. Constructivism posits that knowledge is co-
created through social interaction and shaped by subjective meaning-making processes.
Meanwhile, interpretivist epistemology emphasises understanding social phenomena
from the viewpoint of those experiencing them, recognising that knowledge is situated
and context-dependent (Creswell & Creswell, 2023; Denzin & Lincoln, 2018; Saunders,
Lewis, & Thornhill, 2019). These philosophical foundations support a research
approach that prioritises context, meaning, and subjectivity. To provide a clear summary
of the research components, an overview of the research design is presented in Table

3.1.
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Table 3.1 Overview of the Research Design Framework. (Source: Author’s own
creation).

Component Description

Relativist ontology, constructivist approach,

Philosophical Foundation | . . !
interpretivist epistemology

Research Approach Qualitative, inductive, exploratory case study
Area of Study Yogyakarta, Indonesia (city and four regencies)
) Purposive sampling (primary), snowball sampling
Sampling Strategy (supportive)
. 33 stakeholders: 12 government officials, 11 tourism
Participants .
business operators, 10 consumers
Data Collection Method Semi-structured individual and group interviews
Data Analysis Method Thematic analysis supported by ATLAS.ti software

Cultural Adaptation Theory, Stakeholder Theory,

Theoretical Frameworks Sustainable Tourism Theory

The study is guided by an inductive logic, allowing theoretical insights to emerge
from empirical data rather than being imposed a priori. Inductive reasoning is
particularly appropriate for exploring context-specific phenomena such as halal tourism
in Yogyakarta, where existing theoretical models may not fully capture cultural and
regulatory nuances. In this case, inductive inquiry facilitates the discovery of themes
and patterns based on stakeholders’ interpretations of halal tourism, rather than fitting

their experiences into pre-existing theoretical constructs.

A qualitative exploratory case study approach is employed to support flexible and
in-depth exploration of a complex, understudied phenomenon. As Stebbins (2001)
notes, exploratory research is suitable when little prior knowledge exists, and the case
study method enables an intensive examination of a real-world setting within its specific
context (Yin, 2018). Yogyakarta serves as a unique case due to its strong Islamic

heritage, rich cultural identity, and increasing attention to Muslim-friendly tourism.
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Data collection is conducted through semi-structured interviews, both individual
and group based. This technique is chosen for its ability to generate in-depth,
contextually rich narratives while offering flexibility in probing emergent themes
(Saunders et al., 2019; Denzin & Lincoln, 2018). Semi-structured interviews are
particularly valuable for understanding diverse stakeholder perspectives, including
government officials, business owners, and consumers, by allowing respondents to
articulate their experiences and values in their own words. Unlike structured interviews
or quantitative surveys, this method supports the emergence of unexpected themes and

insights, which aligns with the study’s inductive approach.

Purposive sampling is used to identify participants who are actively involved in
or knowledgeable about halal tourism in Yogyakarta. This includes representatives from
the public sector, tourism businesses, and consumers, with careful attention given to
ensuring inclusion across religious, cultural, and professional backgrounds. Snowball
sampling is also applied in certain cases to reach informal actors and hidden
stakeholders within the tourism ecosystem (Etikan, Musa, & Alkassim, 2016; Saunders

etal., 2019).

Data analysis is guided by thematic analysis, using ATLAS.ti software to facilitate
coding, sorting, and interpretation of the qualitative data. Thematic analysis enables the
identification of recurring patterns and the construction of themes that reflect
participants’ experiences and viewpoints (Braun & Clarke, 2019; Friese, 2019).
ATLAS.ti provides a structured digital environment for managing large volumes of

qualitative data, increasing analytical rigour and transparency.

This methodological process is also illustrated in the following flow chart, which
presents the step-by-step sequence of the research approach from philosophical

assumptions to the final analytical outcomes.

This diagram summarises the sequence of research activities. It visually

represents how the philosophical stance, research design, and field methods are linked
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toward achieving the study’s aim of developing a strategic framework for halal tourism

in Yogyakarta.

3.4 AREA OF STUDY AND CONTEXTUAL BACKGROUND

Yogyakarta, located on the southern coast of Java Island, is one of Indonesia’s most
prominent cultural and tourism destinations. Known for its rich Javanese traditions,
Islamic heritage, historic landmarks, and vibrant academic culture, the region draws
both domestic and international visitors. Politically and administratively, the Special
Region of Yogyakarta (Daerah Istimewa Yogyakarta) consists of one municipality and
four regencies: Yogyakarta Municipality (the city itself), Sleman, Bantul, Gunungkidul,
and Kulon Progo. Each area contributes uniquely to the region’s diverse tourism
ecosystem, reflecting varied socioeconomic characteristics, religious influences, and

tourism potentials (Konig et al., 2010; Razzaq et al., 2016).

The area of study is as follows:

e Yogyakarta Municipality serves as the region’s urban and cultural hub. It is
home to the Sultan’s palace (Kraton), prominent universities, museums, heritage
landmarks, and a wide range of hospitality services, making it ideal for policy
and urban tourism research.

o Sleman Regency is known for Mount Merapi, heritage sites such as Prambanan
Temple, and agro-tourism offerings. Its historical and natural attractions make
it a key node in cultural and adventure-based tourism (Sartika,2020).

« Bantul Regency features scenic coastlines, artisanal craft villages, and religious
attractions, popular among both local and international tourists. It is especially
notable for creative economy-driven tourism.

e Gunungkidul Regency, once marginalised, has rapidly gained attention for its
beaches, caves, and ecotourism experiences, especially among younger and

domestic travellers (Sugandini et al., 2018).
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o Kulon Progo Regency remains the most rural and least developed, but is now
targeted for investment in sustainable rural and nature-based tourism, supported

by government infrastructure development projects (Sugandini et al., 2018).

These variations not only diversify the tourism offerings in the region but also
support a geographically distributed and demographically inclusive study sample.
Stakeholders, including tourism office representatives, tourism-related businesses, and
consumers, were purposively selected from each of these five administrative areas. Each
region’s tourism office was approached to facilitate access to relevant government
stakeholders, while local businesses and entrepreneurs were identified through
directories, referrals, and field observations to capture perspectives from both

established and emerging players.

Yogyakarta’s majority Muslim population creates fertile ground for halal tourism,
despite the absence of formalised halal tourism policies such as those implemented in
Aceh or Lombok. This policy gap provides a unique opportunity to investigate bottom-
up expressions of halal tourism and assess the region’s potential for policy development
and stakeholder coordination (Razzaq et al., 2016). As a region that merges Islamic
values with strong Javanese cultural identity and an inclusive tourism narrative,
Yogyakarta offers an ideal case study for examining the negotiation of halal values in
culturally diverse tourism spaces. Figure 3.1 below presents a map of the Special

Region of Yogyakarta, highlighting the five administrative areas studied.
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Figure 3.1 Special Region of Yogyakarta and its Regencies. (Source: Konig et al.,
2010).

To further clarify the distinct contributions and stakeholder targets across each
region, Table 3.2 summarises the characteristics of each administrative area and the

types of stakeholders engaged during the study.
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Table 3.2 Administrative Areas of Yogyakarta and Stakeholder Engagement Focus.
(Source: Author’s own creation).

. . g takeholder Engagement
Region Tourism Characteristics Stakeholde gageme
Focus
Urban and cultural hub; Sultan’s Policy officials, urban
Yogyakarta . . ) :
ST palace, universities, museums, tourism businesses,
Municipality L . L
hospitality services academic institutions
Sleman Mount Merapi, Prambanan Policy officials, cultural site
Temple, agro-tourism, cultural managers, agro-tourism
Regency .
and adventure tourism operators
Coastal attractions, artisanal Policy officials, craft
Bantul Regency | villages, religious and creative entrepreneurs, religious
tourism tourism operators
. Beaches, caves, ecotourism; Policy officials, ecotourism
Gunungkidul
popular among youth and advocates, adventure tour
Regency . :
domestic tourists operators
Rural and less developed; targeted | Policy officials, sustainable
Kulon Progo ) . :
for sustainable and nature-based tourism businesses,
Regency . .
tourism mvestment infrastructure planners

This contextual and geographical understanding informed the purposive selection
of interview participants and helped ensure the inclusion of stakeholders with insights
from across the tourism ecosystem. The diversity across these regencies aligns with the
research objectives focused on evaluating halal-related policies (Objective 1), business
integration practices (Objective 2), and consumer expectations (Objective 3), providing
a comprehensive and context-sensitive lens through which to analyse halal tourism

development in Yogyakarta.

Several studies support the significance of Yogyakarta as a destination with both deep-
rooted Islamic traditions and growing tourism innovation, particularly in relation to
halal tourism and policy experimentation (Konig et al., 2010; Razzaq et al., 2016;
Sartika et al., 2020). By capturing this socio-spatial variation, the study is well-

positioned to generate findings that are both thematically rich and locally grounded.

111



This geographic spread not only enhances the credibility of the data collected but also
supports the formulation of a strategic framework that reflects local realities and
accommodates the complexity of multi-stakeholder engagement in halal tourism (Yin,

2018; Creswell & Creswell, 2023).

3.5 RESEARCH POPULATION

The research population refers to individuals or groups who have relevant involvement

in Yogyakarta’s halal tourism landscape. This includes:

e Government Officials involved in tourism development, promotion, licensing,
or policy making at the municipal or provincial level.

e Tourism Business Operators and Entrepreneurs, such as hotel managers, tour
providers, restaurant owners, travel agents, and other stakeholders delivering
tourism-related services.

e Tourism Consumers, encompassing both local and visiting tourists who engage
with halal tourism offerings, with a deliberate inclusion of both Muslim and non-

Muslim participants.

These stakeholder groups were selected to capture the multi-dimensional nature
of halal tourism, incorporating perspectives on policy development, operational

practice, and end-user experiences.

This tripartite focus allows the study to examine the alignment between regulatory
frameworks, business practices, and consumer expectations. Including a balance of
Muslim and non-Muslim participants ensures cultural inclusivity and reflects the

broader implications of halal tourism beyond purely religious considerations.
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3.6 SAMPLING STRATEGY

This study adopted a purposive sampling strategy to ensure that participants selected
were those most relevant to the research objectives and capable of offering meaningful,
experience-based insights into the dynamics of halal tourism in Yogyakarta. Purposive
sampling is a non-probability sampling technique in which participants are deliberately
selected based on specific characteristics or expertise related to the subject under study.
It is widely used in qualitative research to obtain rich, context-specific data from
individuals who are well-positioned to provide detailed and informed perspectives

(Etikan, Musa, and Alkassim, 2016; Saunders, Lewis, and Thornhill, 2019).

A total of 33 participants were involved in the study, comprising:

e 12 government officials
e 11 tourism business operators and entrepreneurs

e 10 tourism consumers

While the total population of halal tourism stakeholders in Yogyakarta cannot be
precisely quantified due to the informal status of many businesses and the absence of a
centralised halal tourism directory, the selected sample was sufficient to achieve data
saturation. Data saturation refers to the point at which no new significant information
or themes emerge during data collection (Cash et al., 2022). Stakeholder identification

followed a structured yet adaptive process, which is summarised in Table 3.3.
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Table 3.3 Stakeholder Identification. Source: Author’s own creation. (Source:
Author’s own creation).

takeholder . . .
Stakeholde Identification Method Rationale
Group
Public records and tourism- To capture the perspectives of
related directories from the individuals involved in policy
Government e . . .
. Yogyakarta Provincial planning, licensing,
Officials . .
Government and Tourism development, and promotional
Office activities
Online platforms, halal To identify businesses known
Business tourism networks, local for or transitioning towards
Operators and business associations, halal-compliant practices
Entrepreneurs referrals, preliminary desktop | across accommodation, food
research, and site visits services, and travel
Recruitment at tourism sites, | To ensure a broad mix of user
Tourism Muslim-friendly experiences from both local
Consumers accommodations, and through | and domestic Muslim and
social media outreach non-Muslim tourists

In addition to purposive sampling as the main strategy, snowball sampling was

also applied in selected instances. Snowball sampling involves asking initial

participants to suggest or refer others who meet the study's eligibility criteria and may

offer additional relevant perspectives (Saunders et al., 2019). This technique was

particularly helpful for identifying informal tourism actors or independent service

providers who were not publicly listed.

All participants were selected based on the following inclusion criteria:

e Active involvement in tourism-related policymaking, service provision, or

consumption

o Familiarity or engagement with halal tourism practices

o Willingness and ability to participate in semi-structured interviews and provide

reflective insights
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Where relevant, group interviews were arranged by stakeholder category to

promote discussion within shared professional or experiential contexts:

o Government officials were grouped to discuss inter-agency collaboration and
policy coordination
e Business operators discussed halal compliance, service innovation, and cultural

integration

Tourism consumers explored expectations, challenges, and perceived value of

halal tourism services in Yogyakarta.

The combination of purposive and snowball sampling enabled the study to capture
a diverse and information-rich set of perspectives. This approach supported the aim of
constructing a comprehensive, context-sensitive, and stakeholder-informed framework

for halal tourism development in Yogyakarta.

3.7 RESEARCH INSTRUMENT

The primary research instrument used in this study was a semi-structured interview
protocol, developed to guide in-depth conversations with stakeholders involved in
Yogyakarta’s halal tourism sector. Semi-structured interviews were selected due to their
ability to generate rich qualitative data while allowing flexibility to explore emerging
themes. This format was particularly suitable for capturing the complex, subjective, and
culturally embedded experiences of stakeholders, consistent with the study’s
interpretivist epistemology (Denzin & Lincoln, 2018; Saunders et al., 2019 & Bryman,
2016).

Compared to structured interviews or focus groups, semi-structured interviews
provide a balance between guidance and openness. They enable the researcher to pursue

specific topics aligned with the research objectives while also encouraging participants

115



to elaborate freely on issues that may not have been anticipated. As noted by Denzin
and Lincoln (2018), such flexibility is central to qualitative inquiry, particularly when
dealing with complex social and cultural phenomena. This flexibility aligns with the
inductive approach of the study, supporting the emergence of new insights grounded in

lived experience.

The interview protocol was developed in consultation with academic experts in
tourism studies, halal certification, and cultural studies. Two faculty members from a
university-based tourism research centre, one certified halal industry practitioner, and
one government officer from the Ministry of Tourism and Creative Economy provided
feedback on the draft questions. Their input helped ensure that the questions were
relevant, contextually appropriate, and aligned with both academic standards and
industry practices. Their suggestions also helped refine terminology and adjust the

sequence of questions for flow and clarity.

Although no formal pilot study was conducted, the interview questions underwent
expert review to ensure clarity, relevance, and appropriateness. Feedback from
academic and industry experts led to refinements in question structure and terminology,

contributing to the instrument’s overall credibility and practical usability in the field.

The questions were designed to be open-ended, encouraging participants to reflect
on their experiences, values, and perceptions. This approach is consistent with
qualitative interviewing techniques that prioritise flexibility and responsiveness to the
interviewee's worldview (Bryman, 2016 & Denzin & Lincoln, 2018). Three broad sets
of questions were developed, each tailored to a different stakeholder group. While each
group had a limited number of core guiding questions, these were designed to elicit
responses across multiple research objectives. The use of probes and follow-up
questions aligned with the guidance provided in qualitative research literature, which
recommends such strategies to allow deeper exploration and the emergence of

unanticipated yet meaningful themes (Braun & Clarke, 2019).
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The development of interview questions was also shaped by the inductive nature
of the study. This aligns with Creswell and Creswell (2023), who argue that qualitative
studies rooted in inductive reasoning benefit from instruments that allow themes and
meanings to emerge naturally from the participants’ experiences. The use of open-
ended, semi-structured questions also reflects the principles outlined by Braun and
Clarke (2019), who note that flexibility in qualitative instruments enhances the
researcher’s ability to explore context-specific meanings in depth. In this study, the
interview protocol was crafted to capture the layered and localised interpretations of
halal tourism, with room for new themes to emerge in response to diverse stakeholder
inputs. This approach supported the exploration of new insights and the contextual
adaptation of halal tourism principles within Yogyakarta’s tourism landscape. To
complement this explanation, the following visual summary presents the step-by-step

process involved in the design and implementation of the research instrument:
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Drafting Interview
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Figure 3.2 Development Process of the Research Instrument. (Source: Author’s
own creation).

This flowchart outlines the stages from literature review and expert consultation
to question refinement and application in the field. It reflects the iterative and grounded

approach taken in developing a stakeholder-responsive interview protocol.

3.8 MAPPING INTERVIEW QUESTIONS TO RESEARCH OBJECTIVES

To ensure methodological coherence, this section presents a structured mapping of the
interview questions to the study’s five research objectives. The interview questions were

designed to elicit meaningful responses from each stakeholder group: government
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officials, business operators, and tourism consumers. These questions were informed by
the theoretical framework, existing literature, and expert consultations, ensuring that

they addressed the specific experiences and expectations of each stakeholder group

(Saunders et al., 2019; Creswell & Creswell, 2023).

For the government stakeholders, the questions were tailored to explore
administrative, regulatory, and policy-related roles in halal tourism development. This
included probing how institutions conceptualise halal tourism, the strategies in place for
promoting it, and the effectiveness of current regulations. These questions aimed to
examine government officials’ insights on structural support and implementation
challenges within the halal tourism policy framework. Examples of questions asked

include:

e What challenges have been encountered in implementing halal tourism policies,
and how were they addressed?

o What strategies are in place to promote halal tourism both domestically and
internationally?

e Are there any plans to introduce new policies or regulations specifically

targeting halal tourism development?

Interviews with business operators and entrepreneurs aimed to uncover how halal
principles were integrated into operations, branding, and service delivery. These
questions addressed both opportunities and constraints that businesses face, particularly
in balancing religious compliance with cultural preservation in a diverse destination like

Yogyakarta. Example questions include:

e How do you ensure that your business operations align with halal principles?

e How do you balance the integration of halal principles with preserving
Yogyakarta’s cultural identity in your business?

e In what ways do you think the government could further support businesses

within the halal tourism sector?

119



For tourism consumers, the interview guide was structured to gather insights on
decision-making processes, service satisfaction, and perceptions of halal tourism
offerings. Questions were designed to explore how religious and cultural values inform
travel preferences and the extent to which available services meet consumer

expectations. Examples of questions asked include:

o What factors are most important to you when choosing halal tourism services in
Yogyakarta?

o Have you faced any challenges in finding halal tourism services, and how could
these be improved?

e How do cultural and religious considerations influence your travel decisions to

Yogyakarta?

The Table 3.4 below summarises how these interview questions were
systematically linked to the study’s research objectives, ensuring that the data collected
is not only relevant and context-sensitive, but also analytically robust (Bryman, 2016 &

Braun & Clarke, 2019).

Table 3.4 Mapping of Interview Questions to Research Objectives. (Source: Author’s
own creation).

Stakeholder Interview Question Research Objective(s)
Group Addressed
What challenges have been Objective 1: Evaluate the
encountered in implementing extent of existing
halal tourism policies, and how governmental policies and
were they addressed? regulations.
: . Objective 1: Evaluate the
Govemment What strategies are in place to ) .
Officials i extent of existing
promote halal tourism both ..
. . . governmental policies and
domestically and internationally? )
regulations.
Are there any plans to introduce | Objective 1: Evaluate the
new policies or regulations extent of existing
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specifically targeting halal
tourism development?

governmental policies and
regulations.

Business

How do you ensure that your
business operations align with
halal principles?

Objective 2: Assess
understanding and integration
of halal principles within
tourism businesses.

How do you balance the
integration of halal principles
with preserving Yogyakarta’s
cultural identity in your

Objective 2: Assess
understanding and integration
of halal principles within
tourism businesses.

Objective 4: Develop strategies
for local businesses to integrate

Operators business? halal principles while
preserving cultural identity.
Objective 2: Assess
understanding and integration
In what ways do you think the of halal principles within
government could further support | tourism businesses.
businesses within the halal Objective 4: Develop strategies
tourism sector? for local businesses to integrate
halal principles while
preserving cultural identity.
What factors are most important | Objective 3: Examine
to you when choosing halal expectations and preferences of
tourism services in Yogyakarta? | halal tourism consumers.
| HaVF: you faced aPy challe':nges n Objective 3: Examine

Tourism finding halal tourism services, .

Consumers and how could these be expectatlc?ns and preferences of
) halal tourism consumers.
improved?

How do cultural and religious Objective 3: Examine

considerations influence your expectations and preferences of

travel decisions to Yogyakarta? halal tourism consumers.
Objective 4: Develop strategies
for local businesses to integrate

What improvements would you | halal principles while

suggest to align halal tourism preserving cultural identity.

All Groups

better with cultural values in
Yogyakarta?

Objective 5: Formulate a
strategic framework aligned
with local culture and halal
values.
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This structured alignment between research objectives and stakeholder
perspectives ensured consistency in data collection and supported a comprehensive

thematic analysis, as elaborated in the next section.

3.9 DATA COLLECTION AND ANALYSIS PROCEDURES

This section presents a comprehensive account of the methods used to collect and
analyse qualitative data from stakeholders involved in halal tourism in Yogyakarta. The
procedures were designed to ensure methodological rigour, cultural sensitivity, and

ethical integrity, while capturing a diverse range of stakeholder experiences.

3.9.1 Data Collection Plan

The data collection process was a critical component of this study, involving a
meticulously planned series of semi-structured interviews with 33 participants across
three stakeholder groups: government officials, tourism business operators and
entrepreneurs, and tourism consumers. Participants were selected using purposive
sampling based on their relevance to the halal tourism sector. Initial contact was made
through email or WhatsApp, where participants were informed about the study
objectives, participation rights, and confidentiality measures. Written informed consent

was obtained before each interview (Brinkmann et al., 2018; Galdas, 2017).

Interviews were conducted in Bahasa Indonesia or English, depending on
participant preference, and ranged from 45 to 90 minutes. A mixed interview format
was used, incorporating both individual and group interviews. Group interviews
encouraged dialogue and debate among participants on common themes, while
individual interviews provided more in-depth, personalised insights. All interviews

were audio-recorded and transcribed verbatim.
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Care was taken to ensure that interviews were held in locations that were
culturally appropriate and comfortable for participants, facilitating a relaxed
atmosphere conducive to honest dialogue (Brinkmann et al., 2018). A semi-structured
interview guide was used, consisting of open-ended questions and prompts tailored to

each stakeholder group (Creswell & Creswell, 2023; Saunders et al., 2019; Yin, 2018).

In relation to data management, to ensure the confidentiality and security of
collected data, all interview recordings were stored on a password-protected external
hard drive accessible only to the researcher. Transcripts were anonymised and coded
using participant identifiers (e.g., GO1, BE2, HTS5) to protect identities. Data were
backed up regularly and stored in encrypted folders. Transcriptions were conducted
manually by the researcher to maintain accuracy and contextual understanding. Once
transcribed, the documents were uploaded into ATLAS.ti for coding and analysis. Field
notes and reflective memos were stored alongside transcriptions in structured project

folders to support auditability and integrity throughout the research process.

Cultural sensitivity was prioritised throughout, particularly in how questions were
phrased and how consent and confidentiality were maintained. Personal data were
anonymised and securely stored. The researcher maintained reflexivity throughout the
data collection process to avoid introducing bias and to ensure respectful, ethical

engagement (Brinkmann et al., 2018).

3.9.2 Data Analysis Procedures

To systematically guide this interpretive process, thematic analysis was selected as the
core analytical framework, as detailed in the following section. Following transcription,
the data were reviewed multiple times to enhance familiarity and immersion.
Transcripts were then uploaded to ATLAS.ti, a qualitative data analysis software, which

provided a structured platform for organising, coding, and managing the data (Friese,
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2019). An inductive approach was used, allowing themes to emerge naturally from the

data rather than being imposed in advance.

The coding process began with open coding, followed by the development of
broader categories and themes through constant comparison. Memo writing was
employed to document analytic reflections and support the development of meaningful
interpretations (Nowell et al., 2017). Cross-case analysis enabled comparisons across
government, business, and consumer stakeholders, helping to triangulate findings and

ensure that stakeholder-specific as well as cross-cutting themes were captured.

In group interviews, discourse analysis techniques were additionally employed to
examine interactional dynamics, such as agreement, dissent, and influence among
participants. Specific codes were developed to track relational elements of dialogue and

to identify how individual perspectives were shaped by group contexts.

3.9.3 Thematic Analysis Technique

The data were analysed using the thematic analysis framework developed by Braun and

Clarke (2019), consisting of six key phases:

1. Familiarisation with the data — Repeated reading of interview transcripts,
memo notes, and reflections.

2. Generating initial codes — Identifying patterns in the data through line-
by-line open coding.

3. Searching for themes — Grouping similar codes into potential themes
based on shared meanings.

4. Reviewing themes— Refining and consolidating themes through
repeated comparison within and across stakeholder groups.

5. Defining and naming themes — Establishing the scope and meaning of

each theme, ensuring they aligned with the research questions.
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6. Producing the report — Synthesising themes into a coherent narrative for

interpretation and presentation in the findings chapter.

ATLAS.ti played a critical role in maintaining an audit trail of all coding
decisions, supporting the dependability and transparency of the analysis (Friese, 2019).
Member checking was conducted by sharing selected interpretations with participants
for validation, enhancing the credibility of the findings (Pietild et al., 2020). The
researcher also practised reflexivity throughout to mitigate bias, consistent with the

recommendations of Nowell et al. (2017).

Although thematic analysis offers flexibility and depth, it presents challenges
such as ensuring consistency in theme development and managing large data volumes.
These were addressed through rigorous documentation, collaborative validation of

interpretations, and repeated review of analytic decisions (Braun & Clarke, 2019).

The final themes generated from the data informed the structure of the findings
chapter and illuminated the connections between policy, business, and consumer

experiences in halal tourism development in Yogyakarta.

As a result of the process, the following seven themes emerged, each reflecting a
critical dimension of stakeholder experiences in halal tourism. These themes were
categorised and organised according to the research objectives and include: and include:
(1) Governmental policy framework, (2) Regulatory challenges and stakeholder
collaboration, (3) Business integration of halal principles, (4) Entrepreneurial
perceptions and market readiness, (5) Consumer expectations and service satisfaction,
(6) Cultural identity and operational strategies, and (7) Strategic frameworks and policy
recommendations. These broad themes are discussed in detail in Chapter Four, each
supported by stakeholder narratives that illustrate the diversity of perspectives within

Yogyakarta’s halal tourism ecosystem.
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3.10 TRUSTWORTHINESS AND ETHICAL CONSIDERATIONS

This research employed several strategies to ensure the trustworthiness and ethical
integrity of its qualitative findings. Trustworthiness in qualitative research refers to the
extent to which findings are credible, transferable, dependable, and confirmable, and is
essential in building confidence in the research outcomes (Creswell & Creswell, 2023;
Saunders et al., 2019). These criteria are especially critical in exploratory research
dealing with culturally nuanced topics like halal tourism, where subjectivity and context

deeply influence interpretations and outcomes (Denzin & Lincoln, 2018).

Credibility was enhanced through prolonged engagement with participants and
consistent application of semi-structured interview protocols. Triangulation of
stakeholder groups, including government, business operators, and tourists,
strengthened the depth and diversity of insights, reducing the risk of bias. As Bryman
(2016) notes, triangulation enhances the authenticity of qualitative research by
validating themes across multiple data sources. Additionally, the use of iterative
questioning and follow-up probes allowed participants to clarify or expand on earlier

responses, further strengthening data reliability.

Transferability was supported by providing thick descriptions of the research
setting, cultural context, and participant backgrounds. According to Creswell and
Creswell (2023), thick description allows readers to determine the applicability of
findings to other settings by clearly articulating the research context. In this study,
detailed narratives regarding the sociocultural landscape of Yogyakarta and the specific
roles of stakeholders in halal tourism enable potential extrapolation to similar cultural

destinations or policy contexts.

Dependability was maintained through transparent documentation of research
procedures, including the sampling framework, interview processes, and thematic
analysis steps. Saunders et al. (2019) argue that dependability in qualitative studies is

strengthened when the research path is logically traceable and consistent. In this study,
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detailed logs of interview protocols, coding iterations, and data management through

ATLAS.ti offer a clear audit trail for evaluative scrutiny.

Confirmability was achieved by grounding all interpretations in participant
narratives and maintaining an objective stance through reflexive notetaking. The
researcher engaged in regular memo writing during coding to monitor personal biases
and ensure that emerging themes were driven by the data itself. Braun and Clarke (2019)
highlight that maintaining reflexivity and documenting analytic decisions contributes

significantly to the confirmability of thematic qualitative studies.

Ethical considerations were also integrated throughout all stages of the research
process, in line with accepted ethical frameworks for qualitative inquiry (Saunders et
al., 2019). All participants were informed of the study’s purpose and their rights,
including voluntary participation, confidentiality, and the option to withdraw at any
time. Informed consent was obtained prior to each interview, and all identifying data
were anonymised during transcription and analysis. This careful attention to ethical
protocols ensured that the study upheld the dignity, rights, and privacy of all

participants.

Collectively, these strategies reinforced the trustworthiness and ethical rigour of
the study, ensuring that the findings are not only contextually grounded but also
methodologically sound. By adhering to established qualitative criteria and ethical
standards, the research upheld its commitment to transparency, respect for participants,
and analytical integrity. These foundational principles underpinned the thematic
analysis that followed and helped ensure that the interpretations presented in the

subsequent chapters are both credible and reflective of stakeholder experiences.
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3.11 CHAPTER SUMMARY

This chapter outlined the methodological approach adopted for the study on halal
tourism in Yogyakarta. It began by establishing the philosophical foundation, grounded
in a relativist-constructivist ontology and an interpretivist epistemology. This
philosophical stance informed the choice of a qualitative case study design, enabling an

inductive and context-sensitive exploration of the research problem.

A purposive sampling strategy was applied to select 33 participants representing
government, business, and consumer stakeholder groups. Semi-structured interviews
served as the primary data collection method, ensuring flexibility while maintaining
alignment with the research objectives. Each interview question was carefully mapped

to the study’s aims to ensure comprehensive coverage of the research focus.

The research design and methodology were presented in a visually structured
format, supported by tables and flowcharts. These visual aids illustrated the sequential
stages of the study, from data collection through to analysis. This approach not only
enhanced clarity but also demonstrated the systematic and rigorous process followed to

ensure the credibility and trustworthiness of the findings.
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CHAPTER FOUR

DATA ANALYSIS OF STAKEHOLDER PERSPECTIVES

4.1 INTRODUCTION

This chapter presents the findings of this study, organized according to the perspectives
of three key stakeholder groups: government officials, business operators, and
consumers in Yogyakarta's halal tourism sector. This structure aligns with the study’s
qualitative paradigm, which is grounded in relativist-constructivist ontology and an
interpretivist epistemology. This approach acknowledges that knowledge is constructed
through subjective experiences, making it essential to capture the diverse insights of

each stakeholder group.

All data collection and management procedures, including recording,
transcription, secure storage, and analysis using ATLAS.ti, adhered to the ethical
guidelines and methodological protocols detailed in Chapter 3, such as obtaining
informed consent, ensuring participant confidentiality, maintaining secure data storage,
and adhering to thematic analysis principles. These protocols were designed to maintain

the integrity, transparency, and ethical compliance of the research process.

To maintain clarity and depth, each section begins with an overview of the key
themes derived from stakeholder responses, followed by detailed qualitative findings
supported by direct quotes. This ensures that the voices of the participants are
authentically represented. The thematic analysis in this chapter was guided by Braun
and Clarke’s (2006) method, which facilitated the identification of key patterns within
the data.

Finally, the chapter concludes with a Chapter Summary (Section 4.6), which

synthesizes the findings and highlights their alignment with the research objectives.
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These findings will be further analysed and interpreted in Chapter 5, where cross-
stakeholder themes will be explored to develop a comprehensive strategic framework

for halal tourism in Yogyakarta.

Each thematic section corresponds with the stakeholder group represented:
government officials, business entrepreneurs, and halal tourism consumers. This
roadmap provides a visual overview of how the empirical data is organised in relation
to the study’s objectives. The following section begins with an overview of participant

demographics to contextualise the thematic findings.

4.2 PARTICIPANT DEMOGRAPHICAL PROFILE

This study concentrated on three distinct participant groups to gather comprehensive
data relevant to its objectives. A total of 33 participants were interviewed: 12 tourism
government officials, 11 business entrepreneurs, and 10 halal tourists. Detailed
demographic characteristics of these groups are presented in Tables 4.1, 4.2, and 4.3,

respectively.

Participants were carefully selected based on their involvement and influence in
the halal tourism sector, ensuring a balanced representation of perspectives across

government, business entrepreneur, and consumer segments.

Both group and individual interviews were conducted in settings that were
natural and familiar to the participants, such as the offices of tourism officials, business
premises, and public spaces like restaurants, cafes, and hotel lobbies to encourage open

and honest discussions.
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4.2.1 Tourism Office Government Officials

This study involved 12 government officials from the tourism sector in the Special
Region of Yogyakarta, representing all five administrative areas: Bantul, Kulon Progo,
Gunung Kidul, Sleman, and Yogyakarta City. Interviews were conducted either

individually or in small groups, primarily in their respective offices.

As shown in Table 4.1, most participants had more than six years of experience
in tourism governance, indicating a deep institutional memory and familiarity with
tourism regulation. Their diverse religious affiliations, primarily Muslim, with two
Hindus and one Christian, reflect the multicultural context of Yogyakarta's public
service. All held at least a bachelor’s degree and demonstrated moderate understanding

of halal tourism principles.

This demographic profile is particularly relevant to Objective 1, which evaluates
governmental policy on halal tourism, as their length of service and institutional
knowledge shaped their perceptions of regulatory gaps and operational challenges in

integrating halal standards
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Table 4.1 Demographic Profile of Government Officials. (Source: Author’s own

creation).

No. | Code Tourism Office Department Exp. | Religion
1 GOl Sleman Office Policy Planning 8 Muslim
2 GO2 Sleman Office Business Building | 7 Muslim
3 GO3 Sleman Office Development 5 Muslim
4 GO4 Bantul Office Policy Planning 7 Hindu
5 GOS5 Gunung Kidul Office Development 9 Muslim
6 GO6 Gunung Kidul Office Policy Planning 6 Muslim
7 GO7 Gunung Kidul Office Business Building | 5 Muslim
8 GOS8 Kulon Progo Office Marketing 8 Muslim
9 GO9 Kulon Progo Office Development 8 Muslim
10 | GOI10 Kulon Progo Office Policy Planning | 10+ Hindu
11 | GOIl1 Kulon Progo Office Policy Planning 3 Christian
12 | GOI12 | City of Yogyakarta Office | Business Building | 8 Muslim

4.2.2 Businesses and Entrepreneurs

A total of 11 businesses and entrepreneurs within the tourism industry were interviewed
for this study. Each participant was a practicing Muslim and owner of a business
established for at least four years, with individual experience in the sector spanning a

minimum of eight years.

The educational background of these entrepreneurs varied; while the majority
held bachelor’s degrees, two had completed high school diplomas. Regarding their
understanding of halal principles in tourism, over half reported moderate familiarity,

whereas a minority felt only slightly familiar.

These participants represented diverse sectors within tourism, including
accommodation, food and beverage services, tour operations, and attractions. Detailed
demographic and profiles of these business owners and entrepreneurs are available in

Table 4.2.
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Table 4.2 Demographic Profile of Businesses and Entrepreneurs. (Source: Author’s
own creation).

Years in Understanding
No. | Code Sector Services Provided . of Halal
Operation -
Principles
1 | BE1 | Tour Operator Guided bike tours 5 Moderate
2 | BE2 Restaurant Halal d ning 10 Slight
experiences
Cultural Traditional
3 | BE3 T performances and 15 Moderate
Attraction
crafts
4 | BE4 Restaurant Halal d ning 8 Moderate
experiences
5 | BES | Accommodation | Slaria-compliant 7 Moderate
hotel
6 | BE6 | Accommodation | Muslim-friendly 3 Slight
homestay
7 | BE7 Restaurant Halal d ning 9 Moderate
experiences
8 | BE8 | Tour Operator Cuhnqry teurnd 6 Slight
cooking classes
9 | BE9 | Accommodation Bigiie W.lt}.l f:ultural 4 Moderate
activities
10 | BE10 | Accommodation . Hqtel Wlﬂ.l . 12 Moderate
university affiliation
11 |BEI1| Tour Guide Pers"natlcl)f;‘si guided |, Slight

4.2.3 Halal Tourist / Consumers
Ten Muslim travellers were interviewed, hailing from Indonesia, Malaysia, Singapore,

and Canada. Their ages ranged from early 20s to mid-60s, with most self-identifying as

moderately familiar with halal tourism expectations.
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Table 4.3 summarises their profiles, highlighting travel frequency and religious
background. A majority travelled infrequently (1-2 times annually), while 40% were
frequent travellers. Although most were Muslim, one participant was a Christian and
another a convert, providing a broader faith-based perspective on the halal travel

experience.

This demographic diversity provides important context for Objective 3, which
examines consumer expectations for visibility, faith comfort, and cultural authenticity

in halal tourism services.

Table 4.3 Demographic Profile of Halal Tourists. (Source: Author’s own creation).

No. | Code | Nationality | Age | Religion f_;:;;ill l;::;};l‘;;gsl Frrl(;(l;?l‘;fllcy

1 HT1 | Indonesia 25 | Muslim | Moderate 4-5 trips a year
2 HT2 | Indonesia 45 | Muslim | Moderate 1-2 trips a year
3 HT3 | Indonesia 50 | Muslim | Moderate 4-5 trips a year
4 HT4 | Indonesia 36 | Muslim | Slight 1-2 trips a year
5 HT5 | Indonesia 28 | Muslim | Moderate 4-5 trips a year
6 HT6 | Malaysia 40 | Muslim | Moderate 4-5 trips a year
7 HT7 | Malaysia 32 | Muslim | Slight 1-2 trips a year
8 HT8 | Malaysia 29 | Christian | Little to None 1-2 trips a year
9 HT9 | Singapore |43 | Muslim | Moderate 4-5 trips a year
10 | HT10 | Canada 29 | Convert | Slight 1-2 trips a year
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4.3 EVALUATING GOVERNMENTAL POLICIES ON HALAL TOURISM IN
YOGYAKARTA

This section analyses the existing governmental policies and regulatory environment
related to halal tourism in Yogyakarta. It investigates the policy framework,
implementation and enforcement practices, regulatory challenges, and stakeholder
collaboration efforts. The discussion is guided by Research Objective 1 (RO1), which
seeks to evaluate the extent of governmental policies and regulations supporting the
halal tourism industry in Yogyakarta. Figure 4.1 provides a conceptual summary of the

findings discussed.
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Figure 4.1 Evaluation on Existing Government Policies on Halal Tourism in Yogyakarta.
(Source: Author’s own creation).

136



4.3.1 Governmental Policy Framework

The halal tourism policy framework in Yogyakarta primarily relies on national-level
regulations. While there have been initiatives to support halal certification, particularly
in the food and beverage sector, there is no comprehensive, localised halal tourism

policy that reflects Yogyakarta’s unique cultural and regional needs.

4.3.1.1 Absence of Local-Specific Policies

Currently, Yogyakarta lacks a dedicated halal tourism policy. Stakeholders rely on
national guidelines, such as those from the Indonesian Ulema Council (MUI) and the
Ministry of Tourism. However, these do not fully reflect the cultural nuances or tourism

structure of the region.

"Currently, there is no specific framework or policy tailored for halal tourism
in Yogyakarta. We rely on national regulations, but these are not always
perfectly suited to our local needs.” (GOI)

"We haven't developed any local policies specifically for halal tourism. The
national guidelines are the ones we follow, but there’s a need for something
more tailored to Yogyakarta." (GO3)

"There’s an evident gap in having a region-specific halal tourism policy. The
national standards don’t fully capture the unique aspects of our local culture
and tourism dynamics.”" (GO7)

"We 've suggested internal discussions around this topic, but so far, there has

been no significant movement to create local halal tourism regulations.”
(GO10)

While the MUI-DSN No. 108 Fatwa on Halal Tourism offers a broad framework,
its application lacks specificity when applied to regional contexts (DSN-MUI, 2016).
This signals a need for adapting national policy tools to local cultural, operational, and

governance structures.
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4.3.1.2 Focus on Certification and Muslim-Friendly Initiatives

The local government has primarily focused on assisting restaurants and cafes with halal

certification and promoting tourist attractions as Muslim-friendly.

"Our focus has been on helping restaurants and cafes get halal certification
and ensuring tourist attractions are more accommodating to Muslim visitors.

This has been our primary action plan for now." (GO2)

"The halal certification process has been well-received by the F&B sector, but
we’re still lacking broader strategies for accommodations and tourist

services." (GO4)

These initiatives have created a foundation, but they fall short of addressing other

essential aspects of tourism such as accommodation, tour services, and event venues.

"The priority has been on the food sector, getting cafes and restaurants
certified. We're yet to address the broader spectrum of halal tourism

comprehensively." (GO10)

4.3.1.3 Implementation and Enforcement

Implementation of halal tourism standards in Yogyakarta is mostly voluntary. While the

F&B sector sees some push for compliance, enforcement across other sectors like

hospitality and attractions is weak.

"Implementation and enforcement are mostly voluntary here. Apart from the
food and beverage sector, there’s little mandatory enforcement for halal
tourism standards." (GOG6)

"In many ways, halal tourism implementation here depends on the personal
initiative of businesses rather than official mandates." (GOS)
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"We’ve had meetings discussing regulation alignment, but in practice, the
execution remains up to the business owners." (GO12)

This voluntary approach limits uniformity in service delivery, potentially

weakening consumer trust and international recognition.

4.3.2 Regulatory Challenges and Gaps

Despite recognition of the potential for halal tourism, the development of supportive

policy is hindered by regulatory and cultural gaps.

4.3.2.1 Unrecognised Local Wisdom

One of the underexplored elements is the integration of local wisdom into halal tourism.
Yogyakarta’s deeply rooted cultural traditions, such as hospitality values community-
led tourism, and Islamic heritage, have not been formally incorporated into tourism

policy.

"Local wisdom is an underutilised asset in our tourism policy. We need to
develop actionable guides that incorporate these cultural aspects effectively."”
(GO4)

"We lack a clear understanding of how local cultural elements can be
integrated into halal tourism regulations. This concept hasn’t been fully

explored or utilised." (GO12)

"Integrating traditional values into modern tourism can help position
Yogyakarta as both culturally rich and halal-friendly.” (GOS)
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This lack of cultural integration reflects a broader issue in aligning religious
values with place-based identity, which is essential for sustainable tourism branding in

Yogyakarta.

4.3.2.2 Barriers to Implementation

Another significant challenge is the perceived adequacy of national guidelines, which

limits local motivation to innovate or localise halal tourism policy.

"There’s a feeling that we don’t need a specific halal tourism policy because
everything seems to be working fine as it is." (GOS)

"Unless there’s pressure from consumers or the central government, local
policy reform for halal tourism might not become a priority."” (GO6)

This complacency results in slow policy adaptation and weak incentives for cross-

sector implementation.

4.3.2.3 Stakeholder Perspectives on Regulatory Effectiveness

Businesses echo similar concerns, stating that while national guidelines exist, their

effectiveness is diluted without local contextualisation.

"We re trying to follow the national standards, but without clear local policies,
it’s challenging to fully align with halal tourism practices.” (BE6)

"Effective regulation requires more than just national policies. We need

locally relevant guidelines to ensure our practices meet halal standards
effectively.” (BE11)
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"We hope there will be clearer local policies soon. Right now, we interpret
and apply the standards on our own." (BE9)

These statements point to the necessity of developing local policies that reflect

operational realities and local cultural identity.

4.3.3 Impact and Effectiveness of Policies on the Halal Tourism Industry
4.3.3.1 Limited Halal Tourism Presence

Halal tourism is still emerging in Yogyakarta. The region is currently known more for

its cultural tourism, and halal tourism is often treated as an extension of ethical practices.

"Halal tourism isn't really a prominent feature here. Yogyakarta is more about
culture and food.” (GO2)

"We're aware of the demand, but the infrastructure and branding haven’t
caught up yet." (GO3)

4.3.3.2 Progress in Halal Certification

There is growth in halal-certified businesses, particularly in the F&B sector, yet this

has not translated into increased halal tourism arrivals.

"The growing number of halal-certified businesses is a good sign, but we need
to see this reflected in our tourism statistics." (GO7)

"Certification is only the first step. We still have a long way to go in terms of
promoting this region as halal-friendly." (GO11)
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4.3.3.3 Business Readiness and Practical Challenges

Businesses are open to adopting halal standards but face barriers including limited

infrastructure, lack of technical knowledge, and minimal financial support.

"Clear guidelines from the government would really help us streamline our
processes and compete better in the market." (BE2)

"Adapting our operations to meet halal standards requires changes in
infrastructure, staff training, and procurement.” (BES)

"The process seems manageable in theory, but for small businesses like ours,
the actual implementation is challenging." (BE1)

4.3.3.4 Potential for Enhanced Competitiveness

Clear and structured halal tourism policies are seen by both government and business

stakeholders as a path to greater regional competitiveness.

"Proper guidelines would not only help businesses align with halal standards
but also enhance our appeal to a broader market." (GO12)

"The demand is there, but without clear messaging and regulatory support, we
risk missing out on that opportunity.” (BE7)

4.3.4 Stakeholder Collaboration

Collaborative efforts between government, businesses, and communities focus

primarily on the food sector, with emerging engagement in hospitality and rural tourism.
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4.3.4.1 Focus on Food and Beverage Sector

"Our main efforts have been towards helping restaurants and cafes get halal
certification, as per Law No. 33. Other sectors haven't received as much

attention yet." (GO7)

"The F&B sector has responded well. But scaling this to other parts of the
industry will require much more coordination.” (GO6)

4.3.4.2 Hotel Collaboration

Pilot partnerships with Muslim-friendly and sharia-compliant hotels illustrate a scalable

model for hospitality sector alignment.

"These partnerships with hotels show that with the right support, other sectors
can also align with halal standards successfully." (BE10)

"We 've had successful events with hotels that accommodate Muslim needs. It’s
a good start that should be replicated.”" (GOY)

4.3.4.3 Community Engagement in Tourism Villages

Tourism villages represent a promising initiative for integrating halal principles with

cultural authenticity.

"By working closely with community leaders, we are able to ensure that
tourism villages meet both cultural and halal tourism expectations.” (GO11)

"Tourism villages provide a natural setting for implementing halal principles,
especially when the community is involved in shaping the offerings." (BE4)

143



This analysis demonstrates that while there is institutional interest in halal
tourism, the lack of localised policy and cultural integration constrains comprehensive
growth. The findings here reinforce the need for region-specific policy adaptations that
are responsive to Yogyakarta’s identity and stakeholder needs. These findings indicate
that while there is a strong institutional foundation, the absence of localised halal
tourism policy and insufficient integration of local wisdom continue to impede cohesive
development. Addressing these regulatory gaps will be critical in aligning Yogyakarta’s

halal tourism efforts with both national strategy and local potential.

The findings presented in this section directly address Research Question 1 (RQ1)
and Research Objective 1 (RO1), which focus on how existing governmental policies
support or hinder the development of the halal tourism industry in Yogyakarta.
Government officials highlighted a mix of supportive and ambiguous policies. For
example, while the Ministry of Tourism promotes halal tourism nationally, local
regulations lack clarity, with one official stating, ““We have guidelines, but they are not
always aligned with the local context.” Furthermore, there is a disconnect between
policy formulation and implementation, with limited monitoring and evaluation
mechanisms. These insights reveal a critical need for a more cohesive regulatory
framework that aligns national halal standards with Yogyakarta’s local cultural values,

ensuring consistency in policy interpretation and application.

4.4 ASSESSING THE UNDERSTANDING AND INTEGRATION OF HALAL
PRINCIPLES IN YOGYAKARTA’S TOURISM BUSINESSES

Integrating halal principles into the tourism sector is vital for developing a
comprehensive and inclusive tourism ecosystem in Yogyakarta. This section analyses
business owners’ understanding, operational integration, attitudes, and responses to
consumer feedback regarding halal practices. It addresses Research Objectives 2 and 4

(RO2 & RO4), focusing on how tourism entrepreneurs understand and implement halal
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principles, and the strategies they adopt to preserve cultural identity while achieving

halal compliance. Figure 4.2 illustrates the thematic structure of this analysis.
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Figure 4.2 Assessment of Integrating Halal Principles in Yogyakarta’s Tourism Businesses.
(Source: Author’s own creation).
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4.4.1 Knowledge and Awareness

4.4.1.1 Understanding of Halal Principles

Business owners in Yogyakarta reported a deep-rooted understanding of halal
principles, largely shaped by their cultural and religious upbringing in a predominantly
Muslim society. of halal principles. Most attribute this knowledge to their cultural and

religious upbringing in a predominantly Muslim society.

"Our understanding of halal principles comes from our daily practices and
upbringing in a predominantly Muslim community." (BE2)

"Halal principles are more than just rules for us, they are a way of life that we
incorporate into our business operations." (BE4)

This cultural familiarity supports the natural integration of Islamic values into
business operations. However, a few businesses expressed variability in staff-level

understanding.

"There's a spectrum of understanding among our staff about what 'halal’ really
means. We need more than just basic training." (BES)

4.4.1.2 Sources of Halal Knowledge

These insights often stem from the same cultural and religious influences described
earlier, particularly through family teachings, religious leaders, and local community
practices. Business owners reported that such informal sources are central to their halal

practice.
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"We often consult religious leaders and community elders to ensure we are
adhering to halal standards correctly.” (BE6)

"Community gatherings and local religious events are also important sources
of information about halal principles.” (BE9)

4.4.1.3 Training and Education Programs

Training programs are more commonly attended by food and beverage businesses,

offering guidance on certification and compliance.

"We have attended several training sessions on how to get halal certification
for our restaurant. These sessions are very detailed." (BE7)

Non-F&B businesses noted a gap in available training tailored to their operations.

"As a tour operator, we haven't received specific training on halal practices,
but we ensure our services align with Islamic principles.” (BE10)

4.4.2 Integration of Halal Principles

4.4.2.1 General Integration Approaches

Most businesses integrate halal principles as part of ethical and moral values derived
from Islamic teachings. Common practices include transparency, cleanliness, honesty,

and community service.
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"Our business practices are guided by Islamic teachings on ethics and morals.
It's about being honest, maintaining cleanliness, and providing good service."
(BE4)

"We strive to uphold halal principles in every aspect of our business—from
supplier engagement to employee relations.” (BE9)

4.4.2.2 Sector-Specific Practices

Hotels integrated halal principles by enforcing room-sharing policies for married
couples, prohibiting alcohol on premises, offering halal-certified kitchens, and
providing designated prayer spaces. These adaptations reflect a structured approach to

ensure religious compliance and comfort for Muslim guests.

One hotel owner noted,

"We structured our operations around halal compliance from the ground up.
Our kitchen staff are all trained, and prayer rooms are provided." (BES)

Tour operators implemented similar measures by including scheduled prayer
breaks in their itineraries, ensuring halal food options during excursions, and employing

Muslim guides to provide culturally sensitive experiences.

As one operator stated,

"We ensure all food on our tours is halal and prayer breaks are respected.”
(BEI11)

Culinary tourism providers also took steps to align with halal standards. They

focused on ingredient sourcing, food preparation demonstrations, and involving local
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communities in producing halal snacks, all of which showcase an authentic and

compliant gastronomic experience.

One entrepreneur explained,

"During our culinary tours, we take guests to local markets and demonstrate
the traditional methods of food preparation, ensuring everything is halal and

clean." (BES)

4.4.2.3 Integration Challenges

Key challenges include high certification costs, inconsistent supplier compliance, and

lack of regulatory clarity, especially for small businesses and accommodation providers.

"The cost of halal certification is high, and it only lasts for two years. This is
a significant burden for small cafes.” (BE2)

"Ensuring that all our suppliers are halal compliant is a constant challenge,
especially for a small traditional themed restaurant like ours." (BE3)

Tour operators also reported complex logistics.

"Ensuring that all aspects of a tour comply with halal standards requires
extensive planning and coordination.” (BE11)
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4.4.3 Entrepreneurial Attitudes and Perceptions

4.4.3.1 Overall Perceptions

The majority of entrepreneurs view halal integration as a natural extension of their

current practices.

"Incorporating halal standards feels natural to us. It's not a huge shift but an
affirmation of our existing practices.”" (BE11)

They also expressed inclusivity:

"Whether customers seek halal or not, our standards remain the same because

they align with our religious values." (BE2)

4.4.3.2 Perceived Benefits and Challenges

Benefits include increased customer trust and market appeal. Drawbacks are cost and

administrative complexity.

"We noticed that being recognised as halal-compliant increases customer trust
and attracts international Muslim tourists." (BE3)

"The certification process is tough, but the way it enhances our reputation
makes it worth it." (BE7)
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4.4.3.3 Strategic Responses

Entrepreneurs adopt several adaptive strategies to meet halal tourism standards. One
common approach involves gradual implementation, starting small and incrementally
introducing halal practices to ease operational changes. For instance, BE§ mentioned

starting with food preparation changes before redesigning spaces.

Another widely adopted method is collaboration with local businesses and
community leaders. This cooperative model allows stakeholders to share knowledge,

reduce costs, and establish consistent standards across multiple operators.

As BEI10 shared, "Collaborating with other local businesses and community
leaders has helped us share resources and best practices, making it easier to
meet halal standards."

Financial support was also cited as a significant enabler, especially for small
enterprises. External funding or government subsidies helped cover the cost of

certification, infrastructure updates, and staff training.

"Financial assistance for certification has been a game-changer. It allowed us
to maintain high standards," stated BE4.

Finally, many businesses enhanced their services through cultural sensitivity.
They modified physical spaces to include prayer areas, used Islamic decor elements,
and trained staff on appropriate conduct and guest interaction. These changes were
aimed at fostering respectful and inclusive environments while aligning with halal

expectations.
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4.4.4 Consumer Feedback and Influence

Businesses emphasised the value of customer feedback in shaping their halal practices.
Entrepreneurs noted that ongoing interactions with guests not only informed service
improvements but also inspired new practices aligned with halal values. For example,
businesses offering cooking classes adapted their menus and sourcing strategies in

response to guest requests to ensure that all ingredients used were halal.

"Engaging with our customers and getting their feedback has been crucial. It
helps us fine-tune our practices to better meet their expectations." (BE1)

Similarly, tour operators adjusted their itineraries to include scheduled prayer
breaks and verified that meals provided during tours were halal compliant. These
adjustments were well received by Muslim guests and reinforced the businesses’

commitment to culturally respectful service.

"Our tour services ensure that all food is halal, and we include breaks for
prayer times, which has been highly appreciated by our Muslim guests.”
(BEI11)

In some cases, feedback led to more in-depth changes, such as vetting tour guides
and ensuring they were familiar with or shared the religious background of clients. This

allowed guests to feel more comfortable and respected throughout their experience.

"Our Muslim guests appreciate the thoughtful integration of their needs into
our services, making their experience with us even better." (BE10)

These changes were not only reactive but also proactive, with some entrepreneurs
stating that feedback encouraged them to innovate and build services that anticipated

the values and preferences of halal travellers.
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"Our guests have been our best guides. Their feedback has pushed us to
innovate and adapt, making our services more inclusive and enjoyable for
everyone." (BES)

This section demonstrates that while Yogyakarta’s tourism businesses generally
express a willingness to integrate halal principles, their capacity to do so effectively is
influenced by their size, resources, and sector. Larger businesses, such as hotel chains
and well-established restaurants, showcase a stronger understanding and

implementation of halal practices.

In contrast, smaller enterprises, particularly those outside the food and beverage
(F&B) sector, encounter significant barriers. These include limited awareness,
insufficient financial resources, and a lack of clear regulatory guidance. Such challenges
highlight the need for enhanced training, targeted policy support, and streamlined

certification processes to ensure broader compliance across the industry.

Overall, these findings offer a grounded understanding of supply-side
preparedness within Yogyakarta’s halal tourism sector. They directly inform the need

for strategic interventions, which will be further explored in the next chapter.

The findings in this section directly address Research Question 2 (RQ2) and
Research Objective 2 (RO2), which explore how tourism businesses understand and
integrate halal principles. They also partially address Research Question 4 (RQ4) and
Research Objective 4 (RO4), focusing on balancing halal integration with cultural
identity. The insights reveal a clear divide between well-established businesses, which
demonstrate greater compliance and understanding, and smaller enterprises, which face
practical and regulatory challenges. This gap underscores the importance of targeted
training, financial support, and simplified certification processes to enhance halal

compliance among tourism businesses in Yogyakarta.
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4.5 EXAMINING HALAL TOURISM CONSUMER EXPECTATIONS AND
PREFERENCES IN YOGYAKARTA

Building on the supply-side perspectives of tourism entrepreneurs, this section shifts to
a demand-side analysis by examining the expectations and experiences of halal tourists.
These insights offer a consumer-oriented lens on the adequacy and appeal of halal
services in Yogyakarta, complementing the previous findings on business integration.
Drawing from interviews with both domestic and international travellers, the analysis
explores how tourists evaluate halal assurance, service quality, cultural relevance, and
destination appeal. This section directly addresses Research Objective 3 (RO3) and its
corresponding Research Question (RQ3). Figure 4.3 presents an overview of the

thematic areas discussed.
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Figure 4.3 Halal Tourism Consumers’ Expectations and Preferences in Yogyakarta.
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4.5.1 Understanding Consumer Profiles and Motivations

Halal tourists visiting Yogyakarta come from diverse national and cultural backgrounds
but share common expectations, cleanliness, ethical business practices, and
convenience in accessing halal-certified services. Their travel motivations are primarily
shaped by cultural immersion, historical exploration, culinary experiences, and family-

oriented leisure.

Participants described a halal- tourists as someone who seeks simplicity, ethical
service, and assurance that their religious needs will be accommodated without

requiring extensive verification or compromise.

"We want to know that our dietary and religious needs are already considered
without having to look through countless options." (HT2)

"Halal tourists are not just Muslim; they include anyone who appreciates
clean and ethically sourced food and services." (HT4)

In terms of travel goals, many participants cited cultural discovery, learning about
history, and authentic food experiences as their main motivations. These aspects deeply
influenced their destination selection, with Yogyakarta being recognised for its rich

heritage and traditional arts.

"Our guests are drawn by the cultural and historical richness of Yogyakarta.
The combination of ancient temples, traditional markets, and local delicacies
provides an enriching experience.” (GO3)

The preference for sharia-compliant services extended beyond food to
accommodation and activity scheduling. Respondents appreciated places that respected

modest dress codes, provided prayer spaces, and aligned with family values.
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"Family-friendly environments that respect our religious practices are key...
from halal food and prayer spaces to modest dress codes and alcohol-free
environments." (HT10)

This highlights that halal tourists are not only motivated by religion but by a
holistic lifestyle approach that values ethical consumption, inclusive experiences, and

cultural depth.

These insights illustrate that halal tourists are not solely driven by religious
observance, but by a broader lifestyle orientation that values ethical consumption,
cultural exploration, and family-friendly travel. The findings reaffirm the importance of
positioning Yogyakarta as a culturally immersive and religiously accommodating

destination.

4.5.2 Halal Assurance and Service Preferences

A recurring theme among halal tourists was the importance of clear halal labelling and
visible certification. Many expressed a preference for hotels and restaurants that
displayed halal credentials, which assured them of compliance and reduced the burden

of constant inquiry.

"Having clear halal labels means we don't have to constantly question or verify
the products and services we use. It gives us peace of mind." (HTS)

"I look for a halal certificate displayed prominently in restaurants. It reassures

me that the food I am eating adheres to my dietary restrictions." (HT4)

Sharia-compliant accommodations received praise for features such as prayer
mats, qibla indicators, and appropriate meal preparation. These tangible elements

provided reassurance and comfort during travel.
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"Having a prayer mat and qibla direction in the room was a thoughtful touch.
It showed that the hotel understood and catered to our needs." (HT4)

Trust in halal certification also extended to staff behaviour and service delivery.
Tourists valued service providers who were knowledgeable about halal standards and

could guide them appropriately.

"Staff who understand what 'halal’ means and can guide me through the menu
make the dining experience much more comfortable.”" (HT2)

"The halal certification at restaurants acts as a beacon of trust. It reassures
us that our dietary and religious needs are respected.” (HT5)

Together, these findings show that halal tourists view assurance, transparency, and

religious sensitivity as essential components of a positive tourism experience.

Taken together, these findings suggest that halal assurance is multidimensional. It
encompasses not only food certification but also staff awareness, facility readiness, and
trust-building through transparency. Successful destinations are those that can meet

these expectations through consistency and clarity.

4.5.3 Service Quality and Destination Appeal

Service quality plays a pivotal role in shaping the overall travel experience for halal
tourists in Yogyakarta. Respondents consistently emphasized the value of respectful,
attentive, and culturally aware service across accommodation, food and beverage, and
guided tour services. Staff knowledge of halal-related needs and their ability to offer

accurate information was particularly appreciated.
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"The staff at every place we visited were incredibly respectful and
accommodating. They made sure our needs were met without any hassle."

(HTS)

"At one restaurant, the waiter not only explained which dishes were halal but
also took the time to recommend local specialties that we might enjoy. It made
us feel valued and welcomed." (HT2)

Tourists highlighted that while they did not initially expect Yogyakarta to be a
prominent halal destination, they were pleasantly surprised by how well their religious
and cultural needs were met. Many expressed high satisfaction with the seamless blend

of cultural heritage and halal-friendly services.

"Yogyakarta exceeded our expectations with its rich cultural heritage and the
subtle but meaningful inclusion of halal tourism options. It truly enhanced our

travel experience.” (HT7)

"We were thrilled to discover the seamless blend of cultural history and halal
amenities, making our trip both educational and comfortable.” (HT3)

Participants noted that key aspects of service quality included the friendliness of
staff, prompt service, and access to practical information about halal offerings. Tourists
valued hotels and tourism providers who could guide them toward halal dining spots,

nearby mosques, and modest shopping areas.

"Having staff who are knowledgeable about halal services and local
attractions made a huge difference. It made our trip planning much easier and
more enjoyable.” (HT10)

"Prompt service and accurate information about halal options showed that the
businesses here are genuinely committed to catering to our needs." (HT5)

These insights suggest that while infrastructure and certification are important,
the human element, namely service quality and hospitality is central to the satisfaction

and return interest of halal travellers visiting Yogyakarta.
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Overall, service quality plays a defining role in consumer satisfaction. While halal
amenities provide functional assurance, it is the human element, like hospitality,
empathy, and cultural sensitivity that elevates the travel experience and builds

destination loyalty.

4.5.4 Destination Image and Appeal

Yogyakarta’s destination image plays a significant role in attracting halal tourists,
especially those drawn to its cultural, historical, and religious harmony. While cultural
richness remains the primary appeal, the presence of halal-friendly elements enhances
its attractiveness for Muslim travellers. Interviewees consistently noted that
Yogyakarta’s spiritual ambiance and traditional lifestyle complemented their travel

values.

"The rich cultural heritage and unique culinary experiences of Yogyakarta
were the main reasons we chose to visit. The added religious elements were a
pleasant bonus." (HT9)

"We were drawn by the culture, but finding out that Yogyakarta respects our
religious needs made the trip even better.” (HT7)

However, tourists also identified a gap in the visibility of halal tourism services
and information. Despite the region’s readiness to serve halal tourists, clearer
communication and strategic marketing were seen as areas needing improvement.
Participants expressed a strong desire for dedicated platforms that offer reliable and
consolidated information on halal-certified restaurants, prayer facilities, modest fashion

outlets, and culturally sensitive activities.

"Having a comprehensive guide on halal activities and services would be
incredibly helpful. It would make planning and enjoying our trip so much
easier." (HT1)
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"Social media and websites didn't really specify where to find halal options or
activities. A dedicated resource or app for halal tourists would be a game-

changer." (HT3)

The combination of rich heritage and religious accommodation positions
Yogyakarta as an attractive halal destination. Still, enhancing information access and

visibility remains a crucial step to better serve this growing market segment.

"Yogyakarta's blend of cultural richness and halal-friendly amenities makes it
a unique and appealing destination for us. It offers everything we need for a
fulfilling and enjoyable trip." (HT2)

"The city's cultural charm, unique sites, and religious history was really our
main reason to come visit... it's the perfect balance." (HT6)

Overall, halal tourists expressed high satisfaction with their experience in
Yogyakarta. They appreciated the cultural authenticity and the respect shown toward

their religious needs. As a result, many indicated they would recommend the destination

to others and expressed interest in returning.

"Our experience in Yogyakarta was fantastic. The city's efforts to provide
different experiences and options and cater to our needs were evident and
much appreciated. It felt like home away from home." (HTS)

"The thorough attention to halal details and cultural respect in Yogyakarta
made our trip truly memorable. We felt very well taken care of." (HT7)

These findings suggest that Yogyakarta is well-positioned to appeal to halal
travellers through its cultural depth. However, to maximise this potential, the region

must prioritise clearer branding and accessibility of halal-related information.
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4.5.5 Preferences for Social Responsibility and Cultural Integration

Many halal tourists expressed appreciation for destinations that align with their values
of social responsibility and cultural awareness. These travellers are drawn not only to
destinations offering halal-certified amenities, but also to places that promote
sustainability, community empowerment, and cultural authenticity. Yogyakarta’s

initiatives in these areas were well-received by visitors.

Tourists were especially impressed by businesses that engaged in environmental
practices or contributed to local livelihoods. Activities such as eco-friendly village
tours, traditional craft workshops, and support for small businesses created a sense of

meaningful engagement.

"Visiting the cultural village was a unique experience. Knowing that our
participation helped fund the local economy and preserve traditional crafts
made the visit even more meaningful." (HT3)

"Seeing the tour operator's commitment to sustainability, such as organising
eco-friendly activities and supporting local entrepreneurship efforts, made me
appreciate their dedication to protecting the environment.” (HT4)

Yogyakarta’s emphasis on deep cultural integration was also highly valued.
Tourists enjoyed participating in traditional ceremonies, attending cultural festivals, and
learning local customs. These experiences enriched their travel and created a deeper

connection to the destination.

"I loved learning about local customs and participating in the traditional
ceremonies. It made my visit feel so much more immersive and authentic."”
(HT2)

"Participating in traditional dance and music sessions was a highlight. It felt
like we were truly experiencing the heart of Yogyakarta's culture.”" (HTS)
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These findings indicate that for halal tourists, a satisfying travel experience is not
limited to religious accommodation alone—it extends to how well the destination
promotes shared values such as ethical travel, community support, and cultural

preservation.

These insights demonstrate that value-alignment is a major driver for halal
tourists. Experiences that reflect environmental care, cultural preservation, and ethical

intent enhance both satisfaction and destination advocacy.

4.5.6 Detailed Preferences and Marketing Expectations

Beyond religious observance and cultural appreciation, halal tourists in Yogyakarta
expressed nuanced preferences that influence their destination choices and post-travel
engagement. A significant number of participants emphasized the importance of
authenticity and practicality in marketing campaigns, preferring content that showcases

real traveller experiences and provides actionable information.

Respondents noted that seeing Muslim influencers or testimonials from other
Muslim travellers on platforms such as Instagram and YouTube increased their trust in
a destination. Content featuring halal food options, prayer facilities, and cultural

activities was perceived as most impactful.

"Seeing content that features halal dining options with prayer facilities makes
me feel confident in choosing a destination. Collaborations with trusted
Muslim influencers also help build credibility.” (HT2)

"Marketing that showcases real customer experiences makes a big difference
in my decision-making process." (HT5)
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Tourists also indicated a preference for informative blogs, travel guides, and
interactive content such as short videos or visual itineraries. These formats helped them

better prepare and plan their trips while reducing uncertainty.

"An informative blog with details about halal certifications, local halal
restaurants, and prayer facilities makes planning my trip much easier.” (HT3)

"Seeing user-generated content and reviews from other Muslim travellers
reassures me about the destination’s commitment to halal standards.”" (HT7)

The ability of businesses to meet specific religious needs through customised
services also emerged as a central theme. Travellers appreciated it when hotels offered

qibla direction markers, prayer mats, or lists of nearby halal restaurants and mosques.

"I always look for hotels that offer halal food and prayer facilities. It makes
my stay much more comfortable and stress-free." (HT4)

"Personalised services like arranging halal meals and providing information
on nearby mosques make a big difference in my travel experience." (HT6)

These patterns reveal that halal travellers are discerning consumers who engage
deeply with content before and during travel. They prioritize authenticity, transparency,
and cultural alignment, seeking experiences that are not only halal-compliant but also
reflective of Islamic values. This highlights the importance of clear halal certification,
culturally immersive experiences, and accessible religious facilities as key elements of

an attractive halal destination.

This analysis demonstrates that effective halal tourism marketing is both
emotional and functional. Emotional appeal is achieved through cultural alignment and
storytelling that resonates with faith-driven values, while functional success is secured
through clear, accurate, and trustworthy information. Destinations that combine these
elements are more likely to convert interest into sustained visitation, fostering a positive

reputation among halal travellers.
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The findings in this section directly address Research Question 3 (RQ3) and
Research Objective 3 (RO3), focusing on the expectations and preferences of halal
travellers. Consumers consistently emphasized the importance of verified halal
offerings, with a preference for culturally rich experiences, including visits to Islamic
heritage sites, access to prayer facilities, and halal-friendly accommodation. Some
consumers expressed concerns about limited halal-certified options, particularly in
traditional eateries. These insights highlight the need for enhanced halal branding,
transparent certification, and the promotion of culturally authentic experiences,

positioning Yogyakarta as a competitive and culturally sensitive halal destination.

4.6 LINKING FINDINGS TO RESEARCH OBJECTIVES, QUESTIONS, AND
LITERATURE

This chapter has examined stakeholder insights from government officials, business
owners, and halal-conscious tourists to address key aspects of halal tourism
development in Yogyakarta. Each section corresponds to specific Research Objectives

(RO) and Research Questions (RQ) outlined in Chapter One.

Section 4.1 presented the thematic structure and introduced the focus of the
chapter. Section 4.2 provided a demographic profile of participants from government,
business, and consumer groups, whose diverse roles inform all research objectives.
Section 4.3 evaluated governmental policy, revealing a reliance on national frameworks
with limited local adaptation. Although there is institutional interest in halal tourism,
the findings underscore a critical gap in policy localisation, cultural integration, and
enforcement. These findings support the argument by Arrahman & Yanti (2022) that
current national-level regulations are inadequate for regional contexts. This directly

addressed RO1 and RQ1.

Section 4.4 focused on business integration of halal principles, responding to RO2

and RO4 and their respective research questions. Entrepreneurs showed an intrinsic
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understanding of halal values rooted in their socio-religious context, aligning with the
insights of Battour et al. (2021b), who highlighted the natural alignment of Islamic
values within business ethics. However, respondents also reported operational barriers
such as certification costs and supplier constraints, echoing findings by Santoso et al.
(2022a) on the practical challenges SMEs face in halal compliance. Strategic responses
included phased implementation, cultural adaptation, and financial support, which
reinforce the adaptability and potential of local businesses as emphasised by Yusuf et

al. (2021).

Section 4.5 examined consumer expectations and preferences, contributing to
RO3 and RQ3. Tourists valued halal assurance, visible certification, culturally aligned
service, and informative marketing. These findings reflect DinarStandard (2022) and
Vargas-Sanchez & Moral-Moral (2020), who reported that halal-conscious travellers
seek both religious assurance and meaningful cultural engagement. Moreover,
participants placed importance on sustainability, social responsibility, and immersive
experiences, supporting the integration of sustainable tourism principles as advocated

by Hanafiah et al. (2022).

These findings are not only consistent with but also extend existing scholarship
on halal tourism. The policy-related challenges in Yogyakarta reinforce critiques by
Arrahman & Yanti (2022) and Susilawati (2023) regarding the inadequacy of national
halal frameworks for local contexts. The intrinsic business alignment with halal values
echoes Battour et al. (2021b), but this study adds depth by highlighting specific
integration strategies tailored to Yogyakarta’s cultural setting. Likewise, the emphasis
on consumer expectations for cultural relevance, sustainability, and ethical hospitality
supports broader halal tourism trends noted by DinarStandard (2022) and Hanafiah et
al. (2022), while providing grounded insights unique to the Yogyakarta experience. By
synthesising these findings with current academic discourse, this chapter bridges
empirical realities with theoretical debates, positioning Yogyakarta as a meaningful case
for culturally adaptive halal tourism development. The following table maps the
alignment of each section to its respective research objectives, questions, and related

literature.

167



Table 4.4 Alignment of Findings to RO, RQ, and Supporting Literature. (Source:
Author’s own creation).

Research | Research Supportin
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Together, these findings provide a multi-dimensional understanding of halal
tourism in Yogyakarta. They form the empirical foundation for the strategic framework
proposed in Chapter 5, which aims to integrate local culture, stakeholder collaboration,

and sustainable halal tourism principles.
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CHAPTER FIVE

DATA ANALYSIS AND FRAMEWORK DEVELOPMENT

5.1 INTRODUCTION

This chapter builds upon the findings presented in Chapter 4 and synthesises them to
formulate strategic responses for the development of halal tourism in Yogyakarta.
Whereas Chapter 4 explored stakeholder perspectives, including those of government
officials, tourism business entrepreneurs, and halal-conscious tourists. This chapter
shifts toward an integrative analysis aimed at advancing practical solutions. It seeks to
translate key insights into strategic recommendations for policy development, business

implementation, and destination branding.

In line with the study’s overarching aim, the following sections present strategies
and a conceptual framework that reflect the values, challenges, and aspirations
identified by the study’s participants. The content of this chapter is aligned with
Research Objective 5 (ROS): to formulate a strategic framework, including policy
recommendations, to guide stakeholders in aligning halal tourism development with

cultural, ethical, and religious values in Yogyakarta.

By situating these recommendations within the context of theoretical frameworks
and empirical evidence. This chapter also contributes to the academic discourse on
culturally sensitive halal tourism. The discussion begins with a synthesis of the findings

and how they inform the foundation of the proposed strategies.
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5.2 STRATEGIC SYNTHESIS OF FINDINGS

This section provides a thematic synthesis of the core findings from Chapter 4, drawing
links to the strategic priorities that will be addressed in the subsequent sections. It offers
a consolidated understanding of the implications of government policy, business
practices, and consumer expectations. The summary also includes brief comparisons

with existing literature, further strengthening the theoretical grounding of this research.

5.2.1 Policy and Regulatory Framework (RO1/RQ1)

Findings reveal that the halal tourism policy framework in Yogyakarta remains
dependent on national guidelines. There is a notable absence of region-specific
regulation that recognises the cultural uniqueness of Yogyakarta. Local governments
have made progress in food and beverage (F&B) halal certification, yet wider sectors

such as accommodation and cultural services are left underdeveloped.

This finding supports the argument by Arrahman and Yanti (2022), who identified
the lack of regional specificity in Indonesia’s halal tourism framework. Compared to
Malaysia’s MS2610 or OIC’s SMIIC 9:2019, which are both detailed and enforceable,
Yogyakarta’s approach appears fragmented and voluntary. As such, strategic alignment
with local cultural values as suggested in Vargas-Sanchez and Moral-Moral (2020), is

needed to provide coherence.

5.2.2 Business Understanding and Integration (RO2/RQ2 and RO4/RQ4)

Tourism entrepreneurs demonstrate a foundational understanding of halal principles,
largely influenced by cultural and religious norms. However, practical integration varies

significantly. While restaurants and sharia-compliant hotels adopt more formalised halal
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practices, other sectors such as tour operations and cultural services apply informal,
value-based approaches. Challenges cited include certification costs, infrastructure

limitations, and inconsistent supplier compliance.

These results align with the observations by Battour et al. (2021a), who argue that
the informal implementation of halal values is common in Muslim-majority regions
where halal is often assumed rather than institutionalised. Zahra (2022) also noted that
businesses in Indonesia frequently view halal not only as a compliance issue, but as an

extension of religious and cultural identity.

5.2.3 Consumer Expectations and Preferences (RO3/RQ3)

Halal-conscious tourists value ethical, culturally immersive, and spiritually fulfilling
experiences. Their primary expectations include halal food assurance, prayer facilities,
respectful customer service, and access to authentic cultural experiences. Social

responsibility and sustainability also emerged as key themes.

This mirrors Yusuf et al. (2021), who emphasised the holistic nature of halal
tourism demand. It is not merely religious in scope, but also deeply rooted in lifestyle
and ethical values. Hanafiah et al. (2022) further argue that successful destinations must
integrate religious requirements with meaningful, place-based cultural offerings, an

approach that participants strongly echoed.

5.2.4 Implications for Strategic Development

The intersection of these findings points to a critical need for a strategic, multi-level

response. Yogyakarta possesses strong potential in cultural capital, entrepreneurial
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readiness, and consumer appeal, yet lacks structured regulatory and institutional support

to consolidate these advantages.

A successful halal tourism strategy for Yogyakarta must therefore:

e Incorporate culturally adaptive policy frameworks
o Offer clear, affordable pathways for business certification and compliance
e Promote inclusive and ethical branding

o Engage consumers through meaningful and value-aligned marketing

The following sections (beginning with 5.3) will build upon these strategic

insights to propose structured recommendations and an integrative framework.

5.2.5 Literature Linkages

Overall, the thematic findings presented above are consistent with the broader academic
literature on halal tourism development. Scholars such as Battour et al. (2021a) and
Henderson (2016) have underscored the significance of policy alignment,
entrepreneurial readiness, and the importance of building consumer trust through visible
halal certification and ethical service delivery. Studies by Soltanian et al. (2016) and
Mohsin et al. (2016) also highlight that cultural authenticity and the integration of local
wisdom can offer a competitive edge in halal tourism. The case of Yogyakarta reinforces
these insights, illustrating how culturally grounded approaches can be translated into

viable strategic responses for halal tourism advancement.
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5.3 DEVELOPING STRATEGIES FOR INTEGRATING HALAL PRINCIPLES
IN YOGYAKARTA'’S BUSINESS PRACTICES

This analysis focuses on creating strategies for local businesses in Yogyakarta to
incorporate halal principles into their operations while maintaining the unique cultural
identity of the region. The discussion includes balancing halal integration with local
cultural values, operational strategies for integrating halal principles, stakeholder
engagement, and addressing challenges and solutions. Insights gathered from
interviews with various stakeholders provide a comprehensive view of how these
strategies can be effectively implemented. Figure 5.1 displays the visual representation

of this analysis.
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Figure 5.1 Strategies for Integrating Halal Principles in Business Practices. (Source:
Author’s own creation.
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5.3.1 Cultural Identity Preservation

The preservation of cultural identity while integrating halal principles is a delicate
balance that local businesses in Yogyakarta strive to maintain. Interview findings
highlight the importance of aligning halal practices with local cultural values, using

culturally sensitive approaches, and leveraging community and cultural heritage.

5.3.1.1 Balancing Halal Integration with Local Cultural Values

Businesses in Yogyakarta recognise the importance of integrating halal principles
without compromising the region's rich cultural heritage. This balance maintains the
authenticity and appeal of local culture while meeting the needs of halal consumers. For
instance, tourism activities in village communities include making traditional snacks
and crafts while ensuring cultural values, such as requiring homestay guests of different

genders to be married or family, are respected.

"Incorporating halal principles does not mean we have to lose our cultural
identity. It is about finding a harmonious balance that respects both
traditions. For example, our village community involves guests in making
traditional snacks like dodol and weaving pandan leaf baskets while
ensuring all activities adhere to halal guidelines.”" (BE3)

Entrepreneurs emphasise the need to educate both staff and customers about the
compatibility of halal practices with local customs and traditions. This approach helps
in delivering an authentic experience that respects both religious and cultural values.
For example, a homestay that identifies as Muslim-friendly ensures that the breakfast
provided every morning is made with only halal ingredients and features local foods to

introduce guests to the local culture.

"We make sure our employees understand the significance of halal and how it
complements our cultural values. This helps in delivering an authentic
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experience to our customers. For instance, our homestay maintains traditional
guest requirements, such as ensuring mixed-gender guests are either married
or family." (BE7)

"In our restaurant, we serve traditional Javanese dishes that are halal-
certified. We use local spices and cooking methods to ensure authenticity while
meeting halal standards.”" (BE4)

"We host cultural workshops that teach guests about local traditions and halal
practices, creating a comprehensive cultural and religious experience.” (BEG)

5.3.1.2 Cultural Awareness Initiatives

Integrating halal principles into local businesses while preserving cultural heritage
requires concerted efforts in cultural awareness. Businesses in Yogyakarta implement
various initiatives to raise awareness about cultural and religious values among their
staff and customers. These initiatives ensure that both parties appreciate and respect the

local customs while adhering to halal principles.

"We conduct regular cultural sensitivity workshops for our staff. It’s really
important they understand and can convey the richness of our traditions. It’s
not just about ticking the halal compliance box, but also about deepening the
cultural experience for visitors and adding that extra layer of authenticity and
engagement." (BE3)

"Our customers really appreciate the deep cultural insights our guides
provide. This is enriched by our focus on halal compliant practices, which
adds a lot of value to their experience.” (BE9)

"During our tours, we explain the cultural context of each site we visit and
how it aligns with halal principles. This helps tourists appreciate both aspects
simultaneously." (BE6)

"Our cultural awareness programs have helped bridge the gap between

traditional practices and modern expectations. It makes our guests’
experiences more enriching and respectful." (BE1)
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"We've seen a noticeable increase in positive feedback since we started
including cultural history in our customer service training. Guests seem to
really value that deeper connection.”" (BE11)

5.3.1.3 Cultural Preservation Techniques

Businesses in Yogyakarta employ various techniques to preserve cultural heritage while
integrating halal practices. These methods ensure that the unique cultural identity of the

region remains intact.

"Our homestay programme includes traditional storytelling sessions and
dance performances, which are designed to be culturally immersive and halal
compliant.”" (BE3)

"Integrating halal practices into our hotel operations has not only preserved
but enhanced our cultural offerings. We have more Muslim visitors who feel
deeply connected to our cultural narratives. We ensure that all cultural
displays and activities are in line with halal principles, without compromising
the authenticity of our cultural heritage. We've also designed in-house tour
routes that highlight halal culinary arts in a culturally rich context, educating
tourists about both our culinary and cultural heritage." (BES)

"Our training programs for staff focus heavily on cultural sensitivity and
understanding, ensuring that every interaction respects and reflects our
heritage. This approach deepens the cultural experience for visitors and adds
a layer of authenticity and engagement.” (BE3)

These preservation techniques are vital for maintaining the authenticity of the

cultural experience while meeting halal standards.

"We maintain traditional architectural styles in our buildings while ensuring
that all facilities meet halal requirements.” (BE6)

"Our restaurant features traditional Javanese decor and music, creating an
atmosphere that is both culturally enticing and halal-friendly." (BE2)
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5.3.1.4 Case Studies of Culturally Sensitive Halal Practices

Several businesses have successfully implemented halal practices in ways that honour
and preserve local culture. These case studies provide valuable insights and best
practices for other businesses looking to achieve similar integration. A sharia hotel, for
instance, has separate prayer spaces for men and women and softly plays the call to
prayer across the hotel, ensuring that guests can observe their prayers without it being

intrusive.

"Our sharia hotel has separate prayer spaces for men and women and softly
plays the call to prayer throughout the hotel. This is to ensure our guests can
observe their prayers without it being intrusive while preserving the serene
ambiance of our establishment.” (BES)

"Our approach has been to integrate halal practices in a way that celebrates
our cultural heritage, from the decor to the menu. This strategy has resonated
well with both locals and tourists, enhancing our reputation." (BE9)

By involving local cultural experts, some businesses have managed to maintain
authenticity in their services while adhering to halal principles. This has enhanced their
reputation and customer satisfaction. For example, tour operators offering halal
experiences include culturally immersive activities such as visiting traditional markets

and participating in local craft-making, all aligned with halal guidelines.

"By involving local cultural experts, we have been able to maintain
authenticity in our services while adhering to halal principles. Our tour
packages include culturally immersive activities like visiting traditional
markets and participating in local craft-making, all aligned with halal
guidelines." (BES)

"Our homestay program has guests to participate in daily cultural activities
like batik making and gamelan music, ensuring they experience our culture
firsthand while respecting halal guidelines." (BE6)

"We worked with local artisans to create halal-certified products that reflect

our cultural heritage, such as herbal teas and traditional sweets, that we
showcase at the hotel." (BE10)
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5.3.1.5 Role of Community and Cultural Heritage

The role of community and cultural heritage is pivotal in successfully integrating halal
principles into local businesses. Engaging with the community ensures that the
integration process respects and reflects local values and traditions. For example,
community involvement has been crucial in homestays, where halal breakfasts using

local ingredients support both cultural preservation and religious adherence.

"Community involvement has been crucial. We constantly seek feedback from
local leaders and cultural practitioners to ensure our practices are culturally
appropriate. Our homestay ensures halal breakfasts using local ingredients
that come from local eateries supporting the local economy, supporting both
cultural preservation and religious adherence.” (BEG6)

Embracing cultural heritage while adopting halal practices not only preserves
identity but also attracts a wider audience appreciative of these efforts. Homestays and
other businesses have implemented community-led activities that align with halal

principles, ensuring a culturally rich and religiously compliant experience.

"Embracing our cultural heritage while adopting halal practices has not only

preserved our identity but also attracted a wider audience appreciative of our
efforts. We have implemented community-led activities that align with halal
principles, ensuring a culturally rich and religiously compliant experience.”
(BE3)

"The involvement of community organisations has provided us with the
necessary insights to implement halal practices effectively without losing our
cultural essence. For example, we partner with local artisans to create
culturally relevant, halal compliant products.” (BE7)

"Our efforts to incorporate halal practices have been greatly supported by
community feedback, ensuring we stay aligned with local cultural values. We
hold community meetings to gather input on our services and adjust our
offerings accordingly.” (BE4)
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5.3.2 Operational Integration Strategies

Implementing halal principles into business operations involves adopting best practices,
achieving halal certification, and making necessary operational changes. The interview
findings reveal effective strategies that businesses can adopt to seamlessly integrate

halal principles.

5.3.2.1 Best Practices for Incorporating Halal Principles

Successful businesses share their best practices for integrating halal principles into their
operations, including staff training, sourcing halal-certified products, and creating a
welcoming environment for halal tourists. For example, tour operators ensure that their
staff are knowledgeable about halal-certified eateries and can suggest appropriate tours

for guests.

"Training our staff on halal principles and ensuring we source only halal-
certified products has been fundamental to our success. Our tour operators
are well-versed in recommending halal-certified eateries and suggesting tours
that cater to the needs of our guests." (BE5)

Creating an inclusive environment where halal tourists feel comfortable and
respected has significantly boosted business. For instance, a Muslim-friendly homestay

provides halal breakfast options and ensures all food served meets halal standards.

"We strive to create an inclusive environment where halal tourists feel
comfortable and respected, which has significantly boosted our business. For
example, our homestay provides halal breakfast options and ensures all food
served meets halal standards.” (BE6)

"By sourcing ingredients from local halal farms, we support the community
and guarantee the authenticity and quality of our offerings.” (BES)
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5.3.2.2 Steps for Achieving Halal Certification

Achieving halal certification is a crucial step for businesses aiming to attract halal
tourists. The process involves meeting specific criteria and undergoing thorough
inspections to ensure compliance. This often requires significant operational changes,

such as ensuring all ingredients are halal and staff are trained in halal practices.

"Obtaining halal certification was a rigorous process, but it has opened up
new markets for us and enhanced our credibility. We had to make several
operational changes, such as ensuring all our ingredients are halal and that
our staff are trained in halal practices." (BE9)

The certification process, while demanding, offers substantial benefits, including

building trust with customers and differentiating businesses in the market.

"The certification process requires dedication and adherence to strict
standards, but the benefits far outweigh the efforts involved. It has helped us
build trust with our customers and differentiate ourselves in the market."

(BES)

"We followed a comprehensive checklist provided by the halal certification
authority, which included detailed audits of our supply chain and preparation
processes." (BE2)

"Working with local leaders has not only enhanced our cultural authenticity
but also strengthened community ties, creating a more inclusive tourism
model." (BE4)

5.3.2.3 Operational Changes and Adaptations
Businesses have made various operational changes to align with halal principles, such

as modifying menus, redesigning spaces to include prayer areas, and ensuring

cleanliness and purity in all processes. A sharia hotel, for example, features separate
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prayer spaces for men and women and softly broadcasts the call to prayer, creating a
welcoming atmosphere for guests. Tour operators catering to halal tourists ensure that
all snacks provided during tours are halal and that prayer times are accommodated,

further enhancing the guest experience.

"We re proud to feature an indoor prayer area big enough to be classified as
a mosollah and we separated the male and female sections. We also host
Friday prayers here as well.” (BE5)

"Our tour operator ensures that all snacks provided during tours are halal and
that prayer times are accommodated. It’s not really a big operational change
though." (BES)

"We installed digital prayer time displays in our hotel lobby to remind guests
of prayer times, which has been very well received." (BEY)

5.3.3 Stakeholder Engagement

Engaging with stakeholders, including local cultural and religious leaders and
community organisations, is vital for the successful integration of halal principles. The
findings underscore the importance of collaboration and continuous feedback to ensure

cultural alignment.

5.3.3.1 Collaboration with Local Cultural and Religious Leaders
Collaborating with local leaders helps businesses ensure that their halal practices are

culturally appropriate and gain community support. Their insights are invaluable in

guiding operations and maintaining community trust.
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"Working with local religious leaders has helped us design prayer rooms in
our hotel that are both respectful and convenient for guests, enhancing their

overall experience.”" (BE10)

"Local cultural leaders advised us on hosting traditional music and dance
performances that comply with halal principles, which has enriched our
entertainment offerings.” (BE9)

This collaboration also aids in marketing services as culturally respectful and

halal compliant, attracting a broader audience.

"Their input has allowed us to create marketing materials that highlight our
commitment to cultural and religious values, attracting a more diverse group
of tourists." (BE7)

5.3.3.2 Involvement of Community Organisations

Involving community organisations in the integration process fosters a sense of
ownership and acceptance, making the transition smoother and more effective.
Community organisations provide continuous support and feedback, ensuring practices

remain aligned with community values.

"Community organisations have played a key role in helping us understand
and implement halal principles in a culturally respectful manner. They provide
continuous support and feedback, ensuring our practices remain aligned with
community values." (BES)

"We learned from community organisations, and they helped us implement a
recycling program that aligns with both environmental sustainability and
halal standards, showing our commitment to broader ethical principles.”

(BES)
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This involvement strengthens ties with the local community and promotes

businesses as culturally and religiously inclusive.

"Their involvement has not only provided us with valuable insights but also
strengthened our ties with the local community. Like, they helped organise
local cultural events at our venue, promoting us as a hub for both cultural and
halal tourism." (BES)

"Collaborating with local community groups has allowed us to host cultural
workshops that teach both locals and tourists about crafts and snacks,
fostering a greater understanding and respect for our traditions. All of course
abiding by halal principles.” (BE3)

"Collaborating with community organisations has been essential for us. They
offer continuous support and feedback, such as regular meetings to review our
practices, helping us align our operations with local values and enhancing our
reputation as an inclusive business.” (BES)

5.3.4 Challenges and Solutions
Businesses face various challenges in integrating halal principles, but innovative

solutions and support systems can help overcome these obstacles. The interview

findings highlight common challenges, and the strategies employed to address them.

5.3.4.1 Common Obstacles Faced by Businesses

Businesses often encounter challenges such as the cost of halal certification, lack of
awareness, and resistance to change. Addressing these obstacles requires strategic

planning and resource allocation.
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"The cost of halal certification can be a barrier, especially for small
businesses. However, it's an investment that pays off in the long run by opening
up new markets." (BE3)

"The initial cost of sourcing halal ingredients was high, but partnering with
local suppliers helped us reduce expenses and build a reliable supply chain."
(BE4)

Raising awareness and overcoming resistance to change within the organisation

are ongoing challenges that require persistent efforts and effective communication.

"Raising awareness and overcoming resistance to change within the
organisation are ongoing challenges we face. It requires persistent efforts and
effective communication.”" (BE2)

"Educating our staff on the importance of halal practices took time and effort,
but consistent training sessions have made a significant difference.” (BE11)

"We faced resistance when implementing halal standards, but by showcasing
successful examples from similar businesses, we managed to gain staff
support.”" (BEI11)

5.3.4.2 Innovative Solutions and Success Stories

Innovative solutions, such as collaborative efforts and leveraging technology, have
enabled businesses to successfully integrate halal principles while overcoming
challenges. These solutions provide inspiration and practical strategies for other

businesses.

"Our success story lies in our ability to innovate and adapt. We created a
halal-focused tourism package that respects cultural integrity, resulting in a
40% increase in bookings." (BE4)

186



"Introducing a halal certification support group for small businesses in our
area has fostered a collaborative environment where we share resources and
best practices, making the process less daunting for everyone." (BE6)

"We leveraged social media to create a community of halal tourists, sharing
tips and experiences that helped build trust and attract more visitors." (BE9)

"Using digital platforms to offer virtual cooking classes showcasing halal
recipes has expanded our reach globally, attracting more participants
interested in halal cuisine.” (BES)

5.3.4.3 Support Systems and Resources Available

Various support systems and resources, such as government initiatives, community
support, and industry networks, are available to help businesses integrate halal

principles. These resources provide essential guidance and assistance.

"Government support and industry networks have provided us with the
resources needed to successfully integrate halal principles. These support
systems are crucial for our progress." (BE6)

"Community support has been invaluable, offering guidance and
encouragement throughout the process. This support ensures we meet both
cultural and religious standards.” (BE9)

"The support from government and industry networks has been essential in
navigating the complexities of integrating halal principles into our business.
We received grants and technical assistance from local government
programmes designed to promote halal tourism." (BE3)

"Industry associations provided us with a detailed guide on halal certification,
which simplified the process and connected us with certified suppliers.”
(BE10)

"Local government initiatives such as the free halal certification training for
businesses, have been a huge help in offsetting the initial costs adapting
operations for the halal certification." (BES)
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5.3.

The integration of sustainability practices with halal principles offers a holistic approach

to business operations. By ensuring that both environmental and religious guidelines

arc

broader audience. This analysis explores how businesses in Yogyakarta are

incorporating sustainability into their halal operations, with a focus on environmental

5 Sustainability Practices

met, businesses can create more ethical and responsible practices that appeal to a

stewardship, cultural preservation, and community involvement.

5.3.

The

to business operations, ensuring that environmental and religious guidelines are both

5.1 Sustainability and Halal

integration of sustainability and halal principles creates a comprehensive approach

met.

"Our commitment to halal extends to sustainability. For instance, we use eco-
friendly packaging for our halal-certified products, ensuring that our
environmental impact is minimal." (BE10)

"We ensure that our sustainability practices, like water conservation and
energy efficiency, comply with halal guidelines, making our business
operations more ethical and responsible.” (BE6)

"Our tour services ensure that all activities are both environmentally
sustainable and halal compliant. For example, we use bicycles for city tours,
which are both eco-friendly and in line with halal principles of reducing harm
to the environment." (BE1)

"We've implemented solar panels at our facility to reduce our carbon footprint
while adhering to halal principles. This dual approach has been well-received
by our environmentally conscious customers." (BE4)

"We compost all organic waste from our restaurant, turning it into fertiliser

for our herb garden. This practice not only reduces waste but also aligns with
our halal and sustainability values." (BE2)
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These combined efforts not only enhance the environmental and cultural
sustainability of businesses but also build trust and loyalty among consumers who value

halal compliance and cultural integrity.

5.3.5.2 Sustainability and Culture

Sustainability is deeply embedded in the cultural fabric of Yogyakarta's local
businesses, aligning with both cultural preservation and halal principles. Businesses
have developed innovative methods to ensure their operations are environmentally

friendly while maintaining cultural authenticity.

"We source our ingredients from local halal-certified farms, which supports
sustainable agriculture and preserves our cultural culinary traditions.” (BE7)

"Our green bike tours promote eco-friendly travel while educating
participants about the cultural and halal aspects of our region. This way, we
ensure that our tours are sustainable and culturally enriching.” (BE1)

"To minimise waste, we use traditional, reusable serving ware and packaging
in our restaurant. Takeaway packages are also biodegradable.” (BE2)

"By using locally sourced materials for our products, we support traditional
crafts and reduce our carbon footprint, blending sustainability with cultural
preservation." (BES)

"Our cultural workshops teach visitors about traditional batik making using
natural dyes, promoting both cultural heritage and environmentally friendly
practices." (BEY9)

" We have incorporated traditional farming methods in our agricultural tours,
which are both sustainable and culturally enriching for our visitors and we
host monthly events where artisans demonstrate eco-friendly techniques used
in traditional crafts, helping to preserve these methods for future generations."
(BE3)
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5.3.5.3 Sustainability and Community

Sustainability practices in Yogyakarta extend beyond environmental considerations to
encompass the well-being and involvement of local communities. By engaging the
community, businesses ensure that their sustainability efforts are culturally relevant,
economically beneficial, and socially inclusive. These initiatives foster a sense of
ownership among community members and help preserve the cultural and religious

heritage of the region.

"Community involvement is essential for our sustainability initiatives. We
engage with local farmers to source halal-certified ingredients, which
supports sustainable agriculture and strengthens the local economy." (BES)

"Our community workshops on sustainable farming have helped local farmers
adopt eco-friendly practices that are also in line with halal principles." (BE7)
"Collaborating with local schools to educate children about sustainability and
halal practices ensures that future generations continue to value and
implement these principles.” (BE1)

"We have partnered with local waste management services to create a
recycling program that benefits the entire community, making it easier for
everyone to participate in sustainable practices.”" (BE6)

"Through our community garden projects, we provide fresh produce to local

families while teaching sustainable farming techniques that comply with halal
standards." (BE3)

5.3.5.4 Community-Led Tourism Programmes
Community-led tourism programs are a cornerstone of sustainable practices in

Yogyakarta. These programs are designed to distribute economic benefits locally,

support cultural preservation, and ensure inclusivity.
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"Our community-led tourism initiatives include homestays where tourists can
experience local life firsthand. These homestays follow halal guidelines and
promote cultural exchange, benefiting both hosts and guests They are designed
and run by local families, ensuring that tourism benefits the community directly
and supports sustainable living practices." (BE3)

"We've established community-led tours where locals guide visitors, sharing
insights about sustainable practices and halal traditions. This approach
empowers the community and enhances the tourist experience.”" (BE11)

"Local residents are actively involved in our eco-tourism projects, from planning
to implementation, ensuring that the initiatives are culturally appropriate and
environmentally sustainable.” (BEI)

By promoting community-led tourism, businesses in Yogyakarta ensure that
tourism benefits are shared among residents, supporting economic sustainability and
cultural preservation. These programs are designed to be inclusive, providing

opportunities for all community members to participate and benefit.

5.3.5.5 Inclusive and Beneficial Programmes

The programs designed by businesses in Yogyakarta aim to be inclusive and beneficial
for all community members, ensuring that the advantages of sustainable practices are

widespread.

"Our inclusive tourism programs provide training and employment
opportunities for underprivileged groups, helping them gain skills and improve
their livelihoods while promoting sustainable and halal practices. And we offer
scholarships for local students to study tourism and sustainability, ensuring that
the next generation is prepared to continue these important practices.” (BE10)

"Our inclusive programs ensure that women and marginalised groups are
actively involved in tourism activities, providing them with economic
opportunities and a platform to showcase their cultural heritage." (BE3)
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These programs are structured to provide comprehensive benefits, enhancing the

economic stability of the community while preserving its cultural and religious identity.

"It’s important for us to distribute benefits locally, strengthening both economic
stability and cultural preservation. Our initiatives are structured to be inclusive,
positively impacting all community members. We host a lot of workshops to train
locals, school children, and tourist in sustainable farming practices, waste
management, and handicrafts, which provides long-term economic and cultural
advantages." (BE3)

"Our cooperative model allows local entrepreneurs in the village to share in the

profits from our cultural tours, creating a sustainable and inclusive business
environment. We also do language exchanges with the village schools when we
have guest from outside of Indonesia." (BEI)

5.3.6 Market Positioning and Promotion

Integrating halal principles with cultural authenticity in marketing strategies is essential
for local businesses in Yogyakarta to attract a diverse and appreciative audience.
Effective branding, marketing campaigns, customer engagement, and digital presence

are crucial components of this approach.

5.3.6.1 Brand Strategies

Businesses in Yogyakarta develop their branding to emphasise both halal compliance
and cultural authenticity, creating a unique identity that resonates with their target

audience.

"We position our brand as a cultural experience that adheres to halal
principles, which helps us attract both Muslim and non-Muslim tourists
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interested in authentic local experiences. For example, we ensure that all
promotional materials clearly state our halal-certified restaurant and
highlight traditional activities like batik workshops and gamelan
performances.” (BEY)

"Our branding highlights the fusion of halal and cultural elements, such as
traditional Javanese decor and halal-certified cuisine, making us stand out in
the market." (BE10)

"We use local symbols and traditional designs in our marketing materials,
ensuring that our brand reflects both our cultural heritage and halal
commitment.” (BES)

"By focusing on both halal certification and cultural authenticity, we create a
brand that appeals to a broad audience. Our tours are marketed as both
educational and compliant with Islamic principles. For example, our
promotional videos show participants visiting halal-certified restaurants and
learning about local customs."” (BE2)

"Our branding strategy includes emphasising the use of local halal ingredients
and traditional cooking methods, which has been well received by our
customers. We regularly share behind-the-scenes content on social media,
showing our chefs preparing dishes with locally sourced, halal-certified
ingredients." (BE4)

"We highlight our commitment to halal practices in all our marketing
materials, while also showcasing our cultural workshops and activities. This
dual focus has helped us build a strong and loyal customer base. For example,
our flyers and social media posts feature testimonials from guests who enjoyed
our halal cooking classes and cultural tours." (BE9)

The emphasis on blending halal principles with cultural authenticity in branding
helps businesses create a distinct identity that appeals to a wide range of tourists. By
highlighting specific halal practices and culturally immersive activities in their
marketing materials, these businesses successfully convey their unique value
proposition, attracting both Muslim and non-Muslim tourists who seek authentic

cultural experiences.
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5.3.6.2 Marketing Campaigns

Effective marketing campaigns are tailored to communicate the dual focus on halal
compliance and cultural authenticity. These campaigns utilise various media to reach a

broader audience and ensure the message is consistent and compelling.

"Our marketing strategy includes showcasing our cooking classes through
social media and local influencers, which has significantly increased our
bookings. We often post short videos of our cooking sessions, highlighting both
the halal ingredients and the cultural stories behind the dishes. We take them
on a trip to the wet markets showing the raw ingredients and any packaging if
bought in stores with the halal logo on it." (BES)

"We run targeted campaigns during religious holidays, emphasising our
sharia-compliant services and cultural experiences, which draw in more
guests. For example, during Ramadan, we offer special iftar menus that are
promoted through digital and print media." (BES)

"We create engaging content about our green bike tours, focusing on the eco-
friendly and halal aspects, and share it across various digital platforms. Our
Instagram stories often feature snippets of our tours, showcasing the halal
snacks provided and the cultural landmarks visited." (BE1)

"We collaborated with a local artist to design our promotional materials,
which highlight our halal status and celebrate Javanese culture.” (BE2)

Marketing campaigns that highlight halal compliance and cultural authenticity
resonate well with diverse audiences. By leveraging social media and local influencers,
businesses can effectively showcase their unique offerings, such as halal-certified
cooking classes and eco-friendly tours. Targeted campaigns during religious holidays
further enhance visibility and attract a specific demographic interested in halal-friendly

services.
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5.3.6.3 Customer Engagement

Engaging with customers through different channels ensures they are aware of the halal

and cultural aspects of the business, fostering loyalty and encouraging repeat visits.

"Because we do a cooking class and a culinary tour, we have guest be hands
on with choosing their ingredients as we walk them through the classes. We
have them ask in local language and bargain in the wet markets as well. As we
provide such a special experience, we've had a lot of word-of-mouth
promotion where they inform their friends and family to join the tour as well."”
(BES)

"Social media plays a key role in our customer engagement strategy. We share
stories and testimonials about our halal practices and cultural activities to
keep our audience informed and interested. For example, we feature guest
stories about their experiences in our homestay, emphasizing both the cultural
and halal aspects.” (BE3)

"We hold regular community events where guests can participate in cultural
activities like batik making and traditional music, which helps in building a
loyal customer base. We promote these events through local community
boards and online event listings, ensuring a wide reach.” (BE9)

"We implemented a loyalty program that rewards guests and they get updates
to participate in our cultural activities, encouraging repeat visits." (BE7)

Engaging customers through workshops, social media, and community events
creates a strong bond between the business and its clientele. By offering hands-on
experiences and sharing authentic stories, businesses can foster a loyal customer base

that values both cultural heritage and halal compliance.

195



5.3.6.4 Digital Presence and Outreach

Leveraging digital tools and platforms enhances visibility and engagement, allowing
businesses to reach potential tourists effectively. A strong online presence is crucial for

communicating the business’s commitment to halal principles and cultural authenticity.

"Our website features detailed information about our halal certification and
cultural activities, along with an easy-to-use booking system, which has
increased our online reservations." (BE2)

"We use search engine optimisation (SEQO) and social media advertising to
reach a wider audience interested in halal and cultural tourism. For example,
we run Google Ads campaigns targeting keywords related to halal tourism and
Javanese culture.”" (BE7)

"We offer virtual tours and online cultural workshops, which have been
particularly popular among international tourists looking to explore
Yogyakarta's heritage from afar. These digital offerings are promoted through
our website and social media channels." (BEG)

"We regularly update our blog with articles about our halal practices and

cultural events, helping us attract and engage a global audience.” (BE11)

A strong digital presence allows businesses to effectively communicate their halal
and cultural values to a global audience. By utilising SEO, social media advertising, and
online offerings like virtual tours, businesses can attract tourists from around the world

and provide them with an immersive experience even before they arrive.

5.3.6.5 Customer Testimonials and Reviews

Collecting and showcasing customer testimonials and reviews help build credibility and

attract new customers by highlighting the positive experiences of previous guests.
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"Customer reviews often mention the seamless integration of halal practices
with cultural experiences, which reassures potential guests of the authenticity
and quality of our services. We feature these reviews prominently on our
website and in our marketing brochures." (BES)

"We encourage guests to leave reviews about their experiences, particularly
focusing on our cultural activities and halal compliance. These testimonials
are then featured on our website and social media." (BE9)

"Our customers frequently share their experiences on social media, which we
repost to highlight our commitment to both halal principles and cultural
authenticity.”" (BE1)

Showcasing testimonials and reviews that highlight the integration of halal and
cultural practices enhances the credibility of the business. These positive experiences
shared by previous guests serve as powerful marketing tools, reassuring potential

customers of the quality and authenticity of the services offered.

5.3.6.6 Collaborative Marketing Efforts

Collaborating with other businesses and local organisations can amplify marketing

efforts and reach a wider audience, promoting both halal compliance and cultural

authenticity.

"We partner with local makers and cultural professors to create joint
marketing campaigns that highlight our shared commitment to preserving
cultural heritage while adhering to halal standards. For example, we co-host
events with local craft makers and promote them together at the university or

have university tours join us." (BE3)

"Collaborative marketing with other halal-friendly businesses allows us to
cross-promote each other's services, enhancing our reach and impact. We
often feature other businesses' halal products in our cooking classes and tours,
creating a network of support." (BE4)
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Collaborative marketing efforts can significantly enhance the reach and impact of
individual businesses. By partnering with local artisans, cultural institutions, and other
halal-friendly businesses, these collaborations create a network of support that amplifies

marketing messages and attracts a broader audience.

5.3.7 Summary of Strategies for Halal Integration

The strategies identified across this chapter illustrate the multi-dimensional and locally
grounded nature of halal integration in Yogyakarta’s tourism sector. Rather than treating
halal compliance as a set of rigid regulations, businesses in Yogyakarta interpret and
implement halal principles in ways that resonate with their cultural, social, and
environmental contexts. This alignment not only enables greater community ownership

but also enhances the overall authenticity of the visitor experience.

Stakeholder engagement, from entrepreneurs and community leaders to
government entities, plays a critical role in shaping and sustaining these efforts. The
integration of halal values extends beyond food or prayer facilities and touches on areas
such as branding, sustainability, education, and economic inclusivity. The table below

provides a consolidated overview of the key strategies discussed in this chapter.
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Table 5.1 Overview of Halal Integration Strategies in Yogyakarta Tourism. (Source:

Author’s own creation).

Strate Example
D gy Key Approaches Stakeholders
omain
Quoted
Cultural Aligning ha@al prmmples. with Javanese tradltlons., using BE3, BEA,
. halal-compliant storytelling, workshops, and traditional
Identity . . BE6, BE7,
. architecture. Halal-compliant cultural workshops;
Preservation . . BE10
community-led programming
Operational Staff training, sourcing halal-certified products, adapting BE2, BES,
. s . BE6, BES,
Implementation | spaces (e.g., prayer rooms), halal certification process BE9
Collaboration with religious and cultural leaders, BE3, BES,
Stakeholder Y : .
engagement with community organisations, feedback BE7, BES,
Engagement
loops BE10
Addressing Managing certification costs, improving internal ggi’ Egz’
Challenges awareness, peer learning, showcasing success stories BEl’l ’
ey Integrating environmental ethics with halal values, using | BE1, BE2,
Sustainability : . . . :
Practices eco-friendly materials, promoting inclusive community- | BE3, BE4,
led tourism BES, BE7
. .. . BE1, BE3,
Marketing & Dual branding (halal and cultural), dlgltql marketll}g, BE4, BES,
. customer engagement events, collaborative campaigns
Promotion . i SR BES, BE9,
with local artisans and institutions BE10

This integrated and values-driven approach to halal tourism offers a replicable

model for other culturally rich destinations aiming to enter or expand within the halal

tourism market. The holistic nature of these strategies also suggests that halal

integration is not a standalone transformation but one that must be embedded across

multiple layers of tourism development especially from policy design to everyday guest

interactions.
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5.4 FORMULATING POLICY RECOMMENDATIONS FOR HALAL
TOURISM IN YOGYAKARTA

This analysis aims to develop policy recommendations that align Yogyakarta’s tourism
with halal principles while respecting local cultural values. The discussion covers the
policy development process, cultural considerations, regulatory and institutional
frameworks, and impact assessment and feedback. Insights from interviews with
government officials and business entrepreneurs provide a comprehensive
understanding of effective policy formulation and implementation. Figure 5.2 provides

an overview of the discussion.

200



FORMULATING POLICY
RECOMMENDATIONS
FOR HALAL TOURISM IN
YOGYAKARTA

Methodology and Stakeholder Consultations ]

Inclusive Policy Drafting and Collaboration ]

Policy
Development
Process

Incorporating Local Cultural Values into Policies l

Evidence-Based Policymaking ]

Balancing Cultural Preservation with Halal Compliance

Transparent Governance ]

Culturally Sensitive Policy Implementation ]

Community Engagement and Cultural Sensitivity ]

Cultural
( Considerations
Unified Regulatory Framework and Clear Regulations ]
Regul.alu'ry and Specialised Institutional Bodies and Governance Structures ]
|~ Institutional
Framework Strengthening Institutional Support
[ Expected Impacts of Policy Recommendations ]
\_ Impact Assessment, Monitoring and Evaluation Frameworks
Monitoring, and
Strategic Evaluation Conducting Regular Impact Assessments ]
Feedback Loops
\_ Capacity Building

and Education Long-term Planning

Training Progr for Busi l

Public Awareness Campaign%

Financial Aid and Tax Breaks I

Grants and Subsidies

Economic Incentives for Sustainable Growth I

Stakeholder Training and Education Programmes ]

Economic Incentives
and Support

Comprehensive Awareness Campaigns ]

Figure 5.2 Policy Recommendations for Halal Tourism in Yogyakarta.

(Source: Author’s own creation).
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5.4.1 Policy Development Process

The policy development process involves a structured methodology, stakeholder
consultations, and evidence-based policymaking. Insights from interviews highlight the

importance of inclusivity and data-driven approaches in formulating effective policies.

5.4.1.1 Methodology and Stakeholder Consultations

The formulation of tourism policies requires a structured methodology that includes
comprehensive research, data analysis, and the integration of best practices from other

regions. This process ensures that policies are well-informed and grounded in reality.

"Our methodology for policy formulation is based on thorough research and
data analysis. We study successful models from other regions to ensure our
policies are solid and effective.” (GO2)

"We adopt a multi-disciplinary approach in policy development, involving
experts from various fields to ensure a well-rounded and comprehensive policy

framework." (GO4)

Stakeholder consultations play a critical role in the policy development process,
ensuring that the views and needs of all relevant parties are considered. Engaging with
various groups, including local businesses, community leaders, and religious
authorities, gathers diverse perspectives and inputs. This inclusivity ensures policies

reflect the unique needs and concerns of stakeholders.

"Engaging stakeholders from the outset ensures that our policies are inclusive
and address the real needs of the community. Their input is invaluable in

shaping effective policies.” (GOS)
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"We conduct regular consultations with local businesses and community
leaders to gather insights and feedback, which are essential in the policy
formulation process.” (GO7)

"Stakeholder consultations are crucial in our policy-making process. They
help us understand the unique needs and challenges faced by different groups,
ensuring our policies are well-rounded and effective.” (GOS)

5.4.1.2 Inclusive Policy Drafting and Collaboration

An inclusive policy drafting process is essential to incorporate diverse viewpoints and
address various concerns, ensuring the policies are comprehensive and balanced.
Developing effective policies requires close collaboration among all stakeholders to

ensure the policies are widely accepted.

"An inclusive approach to policy drafting helps us address the concerns of all
stakeholders, from business owners to religious leaders.” (GO2)

"Involving a wide range of stakeholders in the policy development process is
crucial. It ensures that the policies are well-rounded and consider the needs
of all parties involved." (GO3)

"We have established working groups that include government officials,
business owners, and community leaders to draft policies that are both

practical and culturally sensitive." (GOS)

"We make sure that the policy drafting process is transparent and inclusive,
allowing for input from various community segments.” (GO3)

Inclusivity and collaboration ensure that the policies reflect the diverse needs and

perspectives of the community, fostering greater acceptance and adherence.
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"By engaging with local businesses and community organisations, we can
create policies that are more likely to be embraced by the entire community."
(GO7)

"Regular meetings and consultations with stakeholders have been essential in
shaping policies that are realistic and effective.” (GOS)

5.4.1.3 Evidence-Based Policymaking

Evidence-based policymaking relies on data and research to inform decisions and
ensure that policies are effective and relevant. Evidence-based policymaking ensures
that policies are grounded in reliable data and research, enhancing their effectiveness
and sustainability. This approach involves continuously reviewing and updating policies

based on new evidence and feedback.

"We base our policies on solid evidence and research. Our team analyses data
from various sources, including market research and feedback from tourists to
craft well-informed policies.” (GO4)

"Using evidence-based approaches allows us to address real issues within the
halal tourism sector and implement solutions that are practical and effective."”
(GOS)

"Surveys and data collection from both tourists and local businesses form the
backbone of our policy development. This helps us create initiatives that are
truly beneficial." (GOY)

"We've partnered with universities to conduct in-depth studies on the economic
impacts of halal tourism, ensuring our policies are grounded in reliable data."
(GO11)
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5.4.1.4 Transparent Governance

Transparent governance ensures that the policy development process is open and
accountable, building trust among stakeholders and the public. Establishing effective
governance structures is necessary to oversee the implementation and compliance of
halal tourism policies. These structures should be transparent, inclusive, and allow for

regular feedback and adaptation of policies as needed.

"Effective governance structures are crucial for the successful implementation
and maintenance of policies that integrate halal principles with local cultural
nuances.”" (GOS)

"Creating a transparent and accountable governance system helps build trust
and ensures the policies are respected and followed." (GO4)

"Transparency is fundamental to our governance. We try to maintain open
communication channels and provide regular updates on policy developments
to keep all stakeholders informed."” (GO2)

"By fostering transparent governance, we can build trust and ensure that our
policies are implemented effectively and fairly.” (GOG6)

"Regular public disclosures and transparent processes help us maintain

accountability and encourage community participation in policy
development.”" (GO10)

By following a structured methodology, engaging in comprehensive stakeholder
consultations, ensuring inclusive policy drafting, relying on evidence-based
policymaking, and establishing transparent governance structures, Yogyakarta can
develop effective policies that align its tourism sector with halal principles while

respecting local cultural values.
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5.4.2 Cultural Considerations

Incorporating local cultural values into tourism policies is essential to ensure they are
culturally sensitive and inclusive. The interviews provide insights into strategies for

achieving this balance and examples of culturally aligned policies.

5.4.2.1 Incorporating Local Cultural Values into Policies

Policies must reflect the unique cultural values of Yogyakarta to ensure they are
accepted and supported by the local community. This involves incorporating traditional

practices and respecting local customs.

"Incorporating local cultural values into our policies is essential. It ensures
that our policies are not only effective but also resonate with the community
they are meant to serve.” (GOI)

"We strive to ensure that our policies reflect the rich cultural heritage of
Yogyakarta, making them relevant and respectful of local traditions.” (GO9)

Strategies for cultural sensitivity and inclusivity include engaging with cultural
experts and integrating traditional practices into modern policy frameworks. Policies

should encourage cultural activities and promote local heritage.

"Our strategies for cultural sensitivity involve consulting with cultural experts
and ensuring that traditional practices are respected and integrated into our
policies." (GOI12)

"Inclusivity is at the heart of our policy-making process. We aim to create

policies that are not only effective but also culturally sensitive and respectful.”
(GO4)
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5.4.2.2 Balancing Cultural Preservation with Halal Compliance

Policies must ensure that halal principles are integrated without compromising the
cultural heritage of Yogyakarta. This balance is crucial for maintaining the city's unique
identity. Achieving this balance involves recognising and respecting cultural practices

while ensuring compliance with halal standards.

"It's important to integrate halal principles in a way that preserves our cultural
heritage. This balance is essential for maintaining Yogyakarta's unique
identity.” (GO6)

"We strive to ensure that our policies support halal practices while also
protecting and promoting our local culture.” (GOS)

"For us, our goal is to create policies that support halal tourism without
eroding our cultural values." (GOS)

"To me, I think cultural preservation and halal compliance go hand in hand,
especially when it comes to the sustainability of our tourism sector.” (GO2)

5.4.2.3 Culturally Sensitive Policy Implementation

Implementing policies in a culturally sensitive manner ensures that the local community
supports and adheres to them. This involves understanding and integrating local
customs and traditions into the policy framework. Culturally sensitive implementation
not only enhances compliance but also fosters a sense of ownership and pride among

the local community.

"So far when we’ve implemented policies in a culturally sensitive manner, it
helps gain community support and ensures smoother adoption.” (GO9)

" Culturally sensitive policies are more likely to be accepted and respected by
the community, so we try to incorporate local customs and traditions into our
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policy implementation plans to ensure they are well-received by the
community.” (GO4)

"[ feel that when policies respect local traditions, the community is more likely
to support and adhere to them." (BE6)

5.4.2.4 Community Engagement and Cultural Sensitivity

Engaging the local community in the policy-making process ensures that cultural
considerations are adequately addressed. This involvement fosters a sense of ownership

and acceptance among the community.

"I think community engagement is key to developing policies that are culturally
sensitive and widely accepted.”" (GOY)

"We had involved local cultural leaders in our planning, so we can ensure our
policies are respectful and inclusive of cultural traditions.” (GOS)

By incorporating local cultural values, balancing cultural preservation with halal
compliance, implementing culturally sensitive policies, and engaging the community,
Yogyakarta can create tourism policies that are both effective and respectful of its rich

cultural heritage.

5.4.3 Regulatory and Institutional Framework

Creating a regulatory and institutional framework is essential for the successful
integration of halal principles in Yogyakarta's tourism sector. This framework must

support the practical application of halal standards while respecting local cultural

nuances.

208



5.4.3.1 Unified Regulatory Framework and Clear Regulations

Government officials noted the lack of a unified regulatory framework that respects
both cultural heritage and halal standards. Establishing such a framework is crucial for
streamlined operations and compliance. Clear and well-defined regulations are crucial

for guiding businesses and ensuring compliance with halal standards.

"[ think a unified regulatory framework that respects both halal standards and
cultural heritage is essential for streamlined and effective implementation. It
should also include well-defined guidelines are essential for ensuring that all
stakeholders understand and comply with halal standards " (GO6)

"I agree that inconsistencies in governance structures complicate compliance
and operational efficiency. A unified approach is needed." (BES)

"Clear regulations provide a solid foundation for businesses to operate within
halal principles.” (GO1)

5.4.3.2 Specialised Institutional Bodies and Governance Structures

The creation of specialised bodies or committees to oversee the implementation of halal
policies ensures effective governance and continuous improvement. These structures
should be transparent, inclusive, and allow for regular feedback and adaptation of

policies as needed.

"Specialised institutional bodies can provide the necessary oversight and ensure
policies are effectively implemented.” (GO4)

"Having a dedicated committee to oversee halal compliance helps us maintain high
standards and address any issues promptly." (BE3)

"Effective governance structures are crucial for the successful implementation and
maintenance of policies that integrate halal principles with local cultural nuances.”
(GOS5)
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"Creating a transparent and accountable governance system helps build trust and
ensures the policies are respected and followed." (BE4)

5.4.3.3 Strengthening Institutional Support

Strong institutional support is necessary to enforce regulations and aid businesses. This

includes training, certification processes, and ongoing support.

"Institutional support is critical for enforcing regulations and assisting
businesses in their transition to halal practices. We do that here whereby we
help restaurants receive their certificates — we do it all from start to finish."
(GO12)

"We made sure to provide training and resources helps businesses understand
and implement halal principles effectively. But there has not been much pull
from the establishments, but we do offer it." (GOI)

Institutions play a vital role in ensuring that policies are not only implemented but

also sustained over time through continuous support and guidance.

5.4.4 Impact Assessment, Monitoring, and Strategic Evaluation

Assessing the impact of policy recommendations and establishing monitoring,
evaluation, and feedback mechanisms are essential for continuous improvement and the
effectiveness of tourism policies. This comprehensive approach ensures that policies
remain relevant, effective, and aligned with both halal principles and local cultural

values.
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5.4.4.1 Expected Impacts of Policy Recommendations

The expected impacts of policy recommendations include enhanced cultural
preservation, increased tourist satisfaction, and economic growth in the tourism sector.

Policies should aim to create a positive impact on the community and the local economy.

"I agree we need more detailed policies for halal tourism and expect these
policy recommendations to lead to greater cultural preservation and increased
satisfaction among tourists, thereby boosting the local economy.”" (GO4)

"[ think the implementation of these policies is expected to enhance the overall
tourist experience and contribute to the economic growth of Yogyakarta's
tourism sector.”" (BO9)

Monitoring and evaluation frameworks help in tracking the progress and
effectiveness of the policies, ensuring they achieve their intended goals. These

frameworks should include regular assessments and reviews.

"Monitoring and evaluation frameworks are essential to track the progress

and effectiveness of our policies, ensuring they deliver the desired outcomes."
(GOS)

"We should have regular monitoring and evaluation to help us understand the
impact of our policies and make necessary adjustments for continuous
improvement.”" (GOS)

5.4.4.2 Monitoring and Evaluation Frameworks
Monitoring and evaluation frameworks are necessary to track the implementation and

effectiveness of tourism policies, allowing for timely adjustments and improvements.

These frameworks should be detailed and include specific metrics for assessment.
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"We have established comprehensive monitoring and evaluation frameworks
to ensure our policies are implemented effectively and achieve the desired
outcomes." (GO6)

"[ think that continuous monitoring and evaluation allow us to make necessary
adjustments and ensure our policies remain relevant and effective. But we need
a consistent or dedicated enforcement team to make sure it’s all being done

right.” (GO3)

Feedback mechanisms ensure that policies are continuously refined and improved
based on the experiences and inputs of stakeholders. Regular feedback helps in

identifying areas of improvement and making necessary changes.

"Establishing feedback mechanisms is crucial for the continuous refinement
and improvement of our policies, ensuring they remain effective and relevant."
(GOS)

"Regular feedback from stakeholders helps us refine our policies and make
necessary improvements, ensuring they meet the needs of the community."

(BE7)

“I think we can employ third-party evaluators, to ensure unbiased assessments
of our policy outcomes, providing a clearer picture of our successes and areas
for improvement." (GOS)

5.4.4.3 Conducting Regular Impact Assessments

Regular impact assessments help evaluate the effectiveness of policies and identify

areas for improvement. These assessments should be systematic and involve all

stakeholders.

"We actually conduct impact assessments every six months allows us to
measure the effectiveness of our policies and make necessary adjustments. For
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example, our recent assessment highlighted the need for more halal-certified
dining options, which we are now addressing.”" (GO9)

"For us, regular impact assessments allow us to measure the effectiveness of
our policies and make necessary adjustments.” (GOS)

"Continuous evaluation helps us understand the impact of our policies and
improve them over time. Especially when working with industries to make sure
they’re happy as well." (GO12)

Impact assessments provide valuable insights into how policies are working in

practice and highlight any unintended consequences or areas for enhancement.

"I agree, assessments are crucial for identifying the strengths and weaknesses
of our policies." (GO2)

5.4.4.4 Feedback Loops

Establishing feedback loops with stakeholders ensures that policies remain relevant and
effective. This involves gathering input from businesses, tourists, and the local

community.

"Establishing feedback loops with stakeholders helps us refine our policies
and address any concerns promptly." (GO4)

"We have established feedback loops with local businesses and communities

to gather real-time data and insights. This feedback helps us refine our policies
to better meet the needs of all stakeholders.”" (GO12)

Feedback loops create a dynamic and responsive policy environment, where

adjustments can be made based on real-time input and experiences.
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"Regular feedback helps us stay attuned to the needs of all stakeholders and
make necessary adjustments.” (GO7)

"Our feedback mechanisms include regular surveys and community meetings,
ensuring that the voices of local residents and business owners are heard and
integrated into our policy adjustments.” (GO4)

"We actively encourage feedback through digital platforms, allowing us to
respond quickly to any issues or suggestions from the community." (GOI11)

5.4.4.5 Performance Metrics

Performance metrics are crucial for evaluating the success of halal tourism policies and
identifying areas for improvement. These metrics provide a quantifiable means to track
progress and ensure that the policies achieve their intended goals. By monitoring
various indicators, such as tourist satisfaction rates, the number of halal-certified
businesses, and the economic impact on local communities, policymakers can make
informed decisions to enhance the effectiveness of their initiatives. Additionally,
performance metrics help assess the effectiveness of marketing campaigns and the

socio-economic benefits of tourism policies.

"We've defined specific performance metrics such as tourist satisfaction rates,
economic impact, and compliance with halal standards to evaluate our
policies. We have specific ones as well based on the feedback from specific
religions. These metrics help us stay on track and in theory achieve our goals
of bettering the halal tourism industry.” (GO7)

"Performance metrics include the number of halal-certified businesses, tourist
arrival rates, and the economic contribution of halal tourism to local
communities.” (GOI11)

"By monitoring the growth in the number of halal-certified restaurants and

hotels, we can gauge the success of our certification programs and identify
areas for improvement. " (GOS)
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"Tracking the employment rates within the tourism sector helps us assess the
socio-economic impact of our policies on local communities.” (GOG6)

5.4.4.6 Long-term Planning

Long-term planning is essential for ensuring that halal tourism policies remain relevant
and effective in the face of evolving challenges and opportunities. This involves
forecasting future trends, developing sustainable infrastructure, and fostering
continuous engagement with global markets. By creating a strategic plan that includes
goals for sustainability, cultural preservation, and economic development, policymakers
can ensure that their initiatives support continuous growth and adaptation. Long-term
planning also involves partnerships with international certification bodies, investments
in education and training, and the establishment of advisory boards to maintain a

dynamic and responsive policy environment.

"Long-term planning involves forecasting future trends in halal tourism and
preparing our policies to address these changes. We aim to create a

sustainable and adaptable framework that supports continuous growth.”
(GO10)

"Our long-term strategy includes partnerships with international halal

certification bodies to maintain high standards and trust among global
tourists.” (GOS)

"Developing infrastructure projects that support halal tourism, such as

dedicated prayer facilities at tourist sites, is part of our long-term vision."
(GO9)

"We're investing in education and training programs to ensure that future
generations are well-versed in both halal principles and sustainable tourism
practices." (GOI1)

"Long-term planning also involves continuous engagement with the global

halal tourism market to stay updated on emerging trends and innovations."
(GO7)
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"[ think establishing a permanent advisory board comprising industry experts,
community leaders, and government officials would help us maintain a
dynamic and responsive policy environment. It’s definitely been something
that has been discussed before.” (GOS)

5.4.5 Capacity Building and Education

Building the capacity of local businesses and educating stakeholders about halal
principles is vital for the successful integration of halal tourism. Comprehensive
training programmes and public awareness campaigns can enhance understanding and
compliance, ensuring that halal practices are implemented effectively and harmoniously

with local traditions.

5.4.5.1 Training Programmes for Businesses

Training programmes are essential to equip businesses with the knowledge and skills
needed to implement halal practices effectively. These programmes should cover
various aspects of halal compliance, from food preparation to customer service, and

should be tailored to the specific needs of local businesses.

"We provide detailed training programs for businesses to ensure they fully
understand halal standards and how to apply them. This includes practical
sessions on sourcing halal products and maintaining compliance.” (GO2)

"Regular training sessions help businesses stay updated with the latest halal

regulations and best practices, ensuring continuous improvement and
compliance.” (GOG6)
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"Our training programs focus on both the theoretical and practical aspects of
halal tourism, equipping businesses with the necessary tools to succeed."”
(GO12)

These training programmes should also include cultural sensitivity training to
ensure that the implementation of halal principles does not clash with local traditions.
This approach helps businesses to operate in a way that is respectful of local customs

while adhering to halal standards.

"Cultural sensitivity training should be a part of all educational programmes
to ensure a harmonious integration of halal principles.” (GO9Y)

"Understanding and respecting local traditions is crucial for the successful
implementation of halal tourism.” (GOS)

5.4.5.2 Public Awareness Campaigns

Public awareness campaigns can educate tourists and locals about the benefits and
importance of halal tourism. These campaigns should utilise various media to ensure
broad reach and engagement, highlighting how halal tourism can contribute to the local

economy and cultural preservation.

"Our public awareness campaigns highlight the economic and cultural
benefits of halal tourism, helping to build community support and
understanding." (GOS)

"Through media outreach and community events, we educate the public on the
significance of halal tourism, encouraging widespread acceptance and
participation.” (GO7)

"Public awareness initiatives are designed to inform and engage the
community, ensuring everyone understands the value of halal tourism." (GO9)
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These campaigns can showcase halal-friendly venues and explain their cultural
significance, attracting a more diverse visitor base and enhancing the overall tourist

experience.

"Our public seminars have helped local residents see the economic and social
benefits of embracing halal tourism, leading to greater community support.”
(GO4)

"We've launched social media campaigns that showcase halal-friendly venues
and explain their cultural significance, attracting a more diverse visitor base."
(GO7)

5.4.5.3 Stakeholder Training and Education Programmes

Implementing training and education programmes for local businesses and tourism
professionals ensures they understand and can effectively implement halal principles.
These programmes should be comprehensive, covering all aspects of halal compliance

and cultural sensitivity.

"Training programmes for our staff on halal principles have significantly
improved our service quality and customer satisfaction." (BE2)

"Educational initiatives can help businesses understand the importance of

halal practices and how to incorporate them." (BES)

Regular workshops and seminars can provide continuous education, helping

stakeholders stay updated on best practices and regulatory changes.

"Educating stakeholders through workshops and seminars helps ensure
everyone is on the same page regarding halal standards and cultural
sensitivity." (GO10)
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5.4.5.4 Comprehensive Awareness Campaigns

Developing awareness campaigns that target both tourists and local communities is
essential for promoting the benefits of halal tourism. These campaigns should utilise

various media to ensure broad reach and engagement.

"Our public seminars have helped local residents see the economic and social
benefits of embracing halal tourism, leading to greater community support.”
(GO4)

"We've launched social media campaigns that showcase halal-friendly venues
and explain their cultural significance, attracting a more diverse visitor base.
These campaigns are designed to reach a broad audience, from local
communities to international tourists, promoting the advantages of halal
tourism." (BO7)

"In our office, our comprehensive awareness campaigns include everything
from social media outreach to on-the-ground community workshops,
ensuring widespread dissemination of information.”" (GO10)

By building the capacity of local businesses through training programmes and
educating the public through awareness campaigns, Yogyakarta can ensure the
successful integration of halal principles into its tourism sector, while respecting and

preserving its rich cultural heritage.

5.4.6 Economic Incentives and Support

Providing economic incentives and support is crucial for encouraging businesses to
integrate halal principles into their operations. Financial aid, tax breaks, and grants can
reduce the financial burden on businesses, making it easier for them to comply with

halal standards and contribute to the growth of halal tourism in Yogyakarta.
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5.4.6.1 Financial Aid and Tax Breaks

Offering financial aid and tax breaks to businesses that comply with halal standards can
significantly reduce their financial burden. This support encourages more businesses to

adopt halal practices by making the necessary changes more affordable.

"There has been talk about tax incentives for halal-certified businesses which
would significantly boost compliance and support the local economy.” (GOI)

Financial aid can be in the form of direct grants or subsidies that help businesses
cover the costs associated with halal certification and operational changes. These

measures ensure that even small businesses can participate in the halal tourism sector.

"Financial aid programs have been established to assist businesses with the
initial costs of halal certification, making it more accessible for small and
medium enterprises.” (GO3)

5.4.6.2 Grants and Subsidies

Providing grants and subsidies for businesses to cover the costs associated with halal
certification and operational changes can facilitate the transition. This financial support
can be crucial for small and medium-sized enterprises that may lack the resources to
make these changes on their own. Businesses have used taken advantage of the

opportunities.

"Government grants have enabled us to implement necessary changes without
the financial strain." (BE9)
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Grants can also be used to support businesses in marketing their halal services,

upgrading facilities to meet halal standards, and training staff on halal practices.

"We definitely can support in marketing halal services which helps businesses
attract a larger customer base and boosts the local economy. We have a few
in the community that get together and ask us to post the information on more
formal channels.” (GOG6)

"There are actually subsidies available for businesses that invest in halal
compliant infrastructure, such as dedicated prayer spaces and halal kitchens.
But there is quite a bit of paperwork to do and maintenance in order to receive

it so not many go for it." (GO4)

5.4.6.3 Economic Incentives for Sustainable Growth

Economic incentives not only help businesses comply with halal standards but also
promote sustainable growth in the tourism sector. These incentives can include funding
for research and development, support for innovation in halal products and services, and

initiatives that encourage collaboration between businesses and the community.

"Funding for research and development in halal products and services fosters

innovation and sustainable growth." (GO3)

Some incentives also to encourage sustainable growth and development within
the halal tourism sector. These incentives aim to promote long-term economic benefits

and environmental sustainability.

"We've introduced economic incentives for businesses that integrate
sustainable practices with their halal compliance efforts, such as using eco-
friendly packaging and renewable energy sources.” (GO9)
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"Incentive programs reward businesses that achieve both halal certification
and sustainability targets, fostering a holistic approach to growth.” (GO2)

"Our strategic incentives focus on sustainable growth, providing financial
rewards for businesses that contribute to both the halal tourism sector and
environmental conservation." (GO10)

5.5 CREATING A STRATEGIC FRAMEWORK FOR HALAL TOURISM
DEVELOPMENT IN YOGYAKARTA

The development of a strategic framework for halal tourism in Yogyakarta is essential
to guide businesses and entrepreneurs in aligning their practices with cultural, ethical,
and halal values. This section discusses insights gained from data analysis, focusing on
key components forming the basis of the strategic framework. The analysis is based on
interviews with government officials, business owners, and tourists to ensure a
comprehensive understanding of the current landscape and future potential. Figure 5.3

illustrates the components comprising this strategic framework.

222



Importance of a strategic framework
for halal tourism

Framework
Development

Key components identified
from the data.

Values-Based Practices, Cultural Identity
Preservation, and Social Responsibility

CREATING A STRATEGIC
FRAMEWORK FOR HALAL Community Engagement, Stakeholder
TOURISM DEVELOPMENT Collaboration, and Inclusivity
IN YOGYAKARTA

Certification, Training, Education,
and Support Mechanisms

Operational Integration,
Innovation, and Technology

Components of Marketing, Branding, and
the Framework Customer Experience

Economic Impact, Incentives, and Support ]

Sustainability, Environmental
Impact, and Resilience

Monitoring, Evaluation,
Feedback Mechanisms, and
Continuous Improvement

Cultural Competence
and Service Delivery

Figure 5.3 Components for a Strategic Framework for Halal Tourism Development.
(Source: Author’s own creation).
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5.5.1 Framework Development

Halal tourism in Yogyakarta requires a structured approach to realise its potential.
Developing a strategic framework ensures businesses can systematically adopt halal
practices aligned with cultural and religious values, providing clear guidelines and
standards for consistent and sustainable growth. This process should include defining
clear objectives, identifying key stakeholders, and establishing mechanisms for

continuous feedback and improvement.

"The introduction of halal tourism initiatives in our region has boosted local
economies significantly. This includes not only increased employment in
hospitality and services but also growth in local halal product industries like
food production and halal cosmetics.” (GOI)

"Our approach to developing the strategic framework should start with
defining clear objectives that align with both halal principles and the unique
cultural identity of Yogyakarta." (GOI)

"We kick off by assessing needs and analysing the market, making sure our
framework is responsive to both current demands and future opportunities in

halal tourism."” (GOG6)

"Developing a strategic framework isn’t a one-off task. So, it should also
include regular updates and revisions based on fresh data and feedback from
all stakeholders.” (GO3)

A strategic framework also serves as a roadmap for stakeholders to collaborate
and promote halal tourism, addressing the need for standardisation and providing a basis

for training and certification programs that enhance quality and credibility.

"Collaboration between government and businesses is essential. A strategic
framework helps in aligning our efforts and ensures that we are working
towards a common goal of promoting halal tourism in a culturally respectful
manner.” (GO3)
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"The framework is not just about compliance; it's about creating an
environment where ethical and cultural values are integrated into everyday
business operations." (BE4)

Businesses and entrepreneurs also agreed that a guideline would be quite
beneficial and something they’re able to refer to in order to constantly upload the halal

principles.

"A structured framework is crucial for businesses to understand and
implement halal practices effectively, ensuring that our services meet both
ethical standards and customer expectations.”" (BE2)

5.5.2 Value-based Practices, Cultural Identity Preservation, and Social

Responsibility

By developing this framework, it intends to incorporate values-based practices, cultural
identity preservation, and social responsibility into halal tourism business practices in
Yogyakarta. These elements ensure that tourism development respects local traditions

and contributes positively to the community.

5.5.2.1 Ethical Standards and Halal Compliance

Ethical standards and halal compliance are foundational to halal tourism. These
standards ensure services adhere to Islamic principles, essential for gaining the trust of
halal tourists. Implementing these standards requires a clear understanding of halal
practices in various aspects of tourism, from food services to accommodations and

activities. Adopting halal standards also brings economic benefits, expanding the
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customer base and enhancing reputation. Training and certification programs help

businesses achieve and maintain halal compliance.

"Halal compliance is more than a business necessity; it is a commitment to our
cultural and religious values, ensuring that we respect and honour the beliefs
of our visitors. This includes offering halal-certified tour packages and
culturally appropriate entertainment options." (GO2)

"Certification not only reassures our customers but also sets us apart from
competitors, showing our dedication to quality and ethical practices. We've
seen a significant increase in bookings after obtaining halal certification for
our hotel." (GO4)

Ethical standards and strict halal compliance are the cornerstones of the strategic
framework. Businesses must adhere to halal principles in all aspects of their operations,

from sourcing products to service delivery.

"Halal compliance isn’t optional when the establishment is already halal-
certified. These practices need to be upheld. We’re able to provide detailed
guidelines and regular training to make sure businesses are able to implement
them effectively.” (GO2)

"It’s not just about meeting halal standards. Ethical standards go beyond just
halal compliance. It's about creating an environment of trust and respect.
We're talking about building trust and ensuring all business practices are
transparent and fair." (GOS)

"Getting halal compliance down can be tough, but we support businesses with
resources and assistance programs to help them get certified and stay
compliant.” (GOS)

226



5.5.2.2 Cultural Integration

Integrating cultural elements into the tourism experience is crucial for preserving
Yogyakarta's unique identity. This involves promoting local traditions, arts, and crafts,

and ensuring that cultural practices are respected and highlighted in tourism activities.

"Cultural integration is key to differentiating Yogyakarta as a halal tourism
destination. We encourage businesses to incorporate local traditions into their
services, such as offering traditional Javanese hospitality and showcasing
local arts and crafts.” (GO3)

"Tourists are looking for authentic experiences. By integrating cultural
elements into our tourism offerings, we can provide a richer, more immersive
experience that also supports local artisans and preserves our heritage."
(GO6)

Cultural integration involves incorporating local traditions and values into the
tourism experience, creating a unique offering for tourists. This approach preserves
Yogyakarta's cultural heritage and enriches the tourist experience, providing deeper

insights into the local way of life.

"Integrating cultural values into our services has been a major attraction for
tourists. For example, we offer traditional Javanese cooking classes and batik-
making workshops, which are very popular among visitors." (GO9)

"Cultural training for our staff ensures that they can provide culturally
sensitive services, which is crucial for creating a welcoming environment for
all visitors. We include modules on local customs and etiquette in our training

programs.” (BEG)

Cultural integration supports local artisans and traditional businesses, creating a
sustainable model that benefits the community economically and culturally. Initiatives
such as cultural workshops, traditional performances, and local tours highlight
Yogyakarta's rich heritage and offer tourists a meaningful connection to the place they

are visiting.
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"We really loved the cultural workshops! They offered hands-on experiences
that deepened our appreciation for Yogyakarta's heritage. We got to
participate in gamelan music sessions and even tried our hand at making
wayang puppets.”" (HT3)

"Supporting local artisans through our purchases felt great. It not only helps

preserve cultural traditions but also provides economic opportunities for the
community. We loved buying locally crafted products from the hotel gift shop,
knowing we're contributing to their steady income.” (HT10)

5.5.2.3 Social Responsibility

Social responsibility in halal tourism involves initiatives that contribute to the well-
being of the local community, including environmentally sustainable practices,
community development projects, and charitable activities. Businesses engaging in
social responsibility build stronger ties with the local population and enhance their

brand image.

"Being socially responsible is not just a business strategy, it's about giving
back to the community that supports us. We have set up a scholarship fund for
local students to pursue higher education in tourism and hospitality." (GOS)

"Our social responsibility projects, such as community clean-ups and
educational programs, have strengthened our relationship with the local
community and have been well received by both residents and tourists.” (BE2)

Businesses should also engage in practices that benefit the local community, such
as supporting local enterprises, promoting environmental sustainability, and ensuring

fair treatment of employees.

"Social responsibility means giving back to the community. We encourage
businesses to support local suppliers and artisans, ensuring that the economic
benefits of tourism are widely shared." (BE9)
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"Environmental sustainability is a critical aspect of social responsibility. We
promote eco-friendly practices, such as waste reduction and energy
conservation, to ensure that tourism development does not harm our
environment." (BE1)

"Fair treatment of employees is a fundamental ethical principle. We provide
guidelines and training to ensure that all workers are treated with respect and
fairness, which is essential for maintaining a positive business environment."
(BEI11)

Social responsibility initiatives align with the ethical principles of halal tourism,
promoting fairness, transparency, and respect for all stakeholders. These initiatives can
differentiate businesses, attracting tourists who value socially responsible and

sustainable practices.

"We loved staying at an eco-friendly hotel that uses solar panels and has a
waste recycling program. It felt great to know we were supporting a place
committed to making a positive environmental impact." (HTS)

"It was wonderful to see our hotel engaging in community projects. They
regularly donate a portion of their profits to local charities and participate in
community improvement efforts. It really built our trust and made us feel good
about our choice." (HT6)

5.5.3 Community Engagement, Stakeholder Collaboration, and Inclusivity

Community engagement, stakeholder collaboration, and inclusivity are vital for the
sustainable development of halal tourism. This section discusses strategies for
collaboration with local leaders, the role of community organizations, the importance
of feedback loops, and ensuring accessibility for people with disabilities through

necessary infrastructure improvements.
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5.5.3.1 Collaboration with Local Leaders

Collaboration with local leaders is essential for aligning halal tourism initiatives with
community values and expectations. Effective strategies include regular consultations,
joint planning sessions, and the involvement of leaders in key decision-making
processes. This collaborative approach ensures that tourism development is respectful

of local customs and traditions.

"Collaborating with local religious leaders has been instrumental in ensuring
our tourism practices align with halal principles. We hold monthly meetings
to discuss upcoming projects and receive their guidance.” (GO4)

For the framework businesses should seek partnerships or collaborations with

local leaders to facilitate smoother practices.

"Our partnership with local government officials has facilitated smoother
implementation of halal standards. They provide valuable insights and help in
navigating regulatory requirements." (BE3)

"Collaborating with local leaders has been instrumental in our business. They

provide valuable insights into cultural practices and help us create
experiences that are both authentic and respectful. This partnership has
significantly enhanced the authenticity of our offerings." (BE2)

5.5.3.2 Involvement of Community Organisations

Community organisations play a crucial role in promoting cultural heritage and
supporting local economic development. These organisations can facilitate cultural
programmes, support local artisans, and engage in promotional activities that highlight

the unique aspects of Yogyakarta’s heritage. Involving community organisations helps
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build stronger ties between businesses and local residents, enhancing the overall tourism

experience.

"Community organizations have been pivotal in promoting our cultural
heritage. For instance, local NGOs organise cultural festivals that attract
tourists and provide a platform for local artists and craftsmen."” (GOG6)

"Working with community groups has allowed us to offer more authentic
experiences to our visitors. They help in organising village tours and cultural
workshops that enrich the tourist experience.” (BE2)

"Working with community groups has allowed us to create more tailored and
meaningful experiences for our guests. It also helps build trust and a sense of

partnership with the local community." (BE3)

"Community involvement is essential for us. By engaging with local
organizations, we ensure that our services not only meet halal standards but
also respect and support local customs and traditions." (BE7)

Tourists also appreciate the impact of community involvement in shaping a more

authentic and engaging tourism experience.

"It was heartening to see businesses working with local organisations. It made
us feel that our visit was contributing positively to the local community, and
not just the businesses." (HT6)

"We loved knowing that part of what we spent went back to support local
projects. It made our trip feel more meaningful and connected us more deeply

with the community." (HT2)

5.5.3.3 Feedback Loops

Feedback loops are essential for continuous improvement in halal tourism. Regularly

gathering and analysing feedback from tourists and community members helps
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businesses adapt and refine their services. This practice ensures that the services meet

the evolving needs and preferences of visitors while respecting local values.

"Regular feedback from the community has helped us refine our services. We
conduct quarterly surveys and community forums to gather input and make
necessary adjustments.” (GOS)

"Feedback from tourists is invaluable. We have implemented a feedback
system where guests can leave comments and suggestions, which we review
weekly to improve our offerings.” (HTS)

Feedback loops are not only about gathering information but also about acting on

it to improve services and build trust with the community and tourists.

"We've set up regular feedback mechanisms like surveys and community
meetings to understand the impact of our initiatives and adjust our strategies
accordingly." (GO3)

"By listening to the feedback from our guests and local community, we 've been
able to implement changes that significantly enhance the visitor experience
and ensure our practices are culturally respectful." (BE6)

Tourists appreciate businesses that actively seek and respond to their feedback, as

it makes their experiences more personalised and valued.

"As a tourist, being able to provide feedback and see it being acted upon was
impressive. It made us feel valued and ensured that our experiences were
continually improving." (HT9)

"It felt great to know that our feedback was taken seriously. Seeing the
improvements on our next visit showed us that our opinions really matter."
(HT4)
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5.5.3.4 Accessibility and Inclusivity

Ensuring accessibility for people with disabilities is critical for making halal tourism
inclusive. This involves providing necessary facilities, such as ramps and accessible
restrooms, and training staff to assist guests with special needs. Inclusive tourism

practices not only enhance the visitor experience but also broaden the market reach.

"Accessibility and inclusivity are at the forefront of our tourism policies. We
are committed to creating an environment that is welcoming to all visitors,
regardless of their background or abilities. This includes implementing
facilities for disabled tourists and ensuring that our services are accessible to
everyone." (GO10)

Ensuring accessibility and inclusivity in halal tourism is vital for creating a
welcoming environment for all visitors. This involves accommodating the needs of
diverse groups, including those with disabilities, and ensuring that tourism benefits are

inclusive.

"Improving accessibility has made our services more inclusive. We have
installed ramps, widened doorways, and trained our staff to better assist guests
with disabilities." (BE2)

"Ensuring our facilities are accessible to all visitors is a priority. This includes
providing detailed information about accessibility features on our website and
ensuring easy access to all areas of our property." (BES)

Infrastructure improvements are necessary to support inclusive tourism. This
includes upgrading existing facilities and developing new ones that meet accessibility
standards. Investing in infrastructure not only benefits tourists but also enhances the

quality of life for residents.
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"Investing in infrastructure improvements has been essential. We have
renovated several public areas to make them wheelchair accessible and added
clear signage to assist visitors." (GO10)

"Our infrastructure upgrades, such as accessible transportation options and
enhanced public facilities, have significantly improved the overall visitor
experience." (BE11)

5.5.4 Certification, Training, Education, and Support Mechanisms

To ensure the successful implementation and sustainability of halal tourism in
Yogyakarta, it is essential to establish a certification processes, comprehensive training
programs, accessible resources, and financial assistance. These components help
businesses align with halal standards, enhance their capabilities, and support their

growth.

5.5.4.1 Comprehensive Training Programs

Comprehensive training programs are essential for businesses to ensure their operations
comply with halal standards and enhance service quality. Training programs are
fundamental for businesses to ensure that their operations comply with halal standards.
These programs should cover various aspects, including halal certification processes,
customer service tailored to Muslim tourists, and the integration of cultural and ethical
values into business practices. Effective training helps businesses enhance service

quality, meet customer expectations, and maintain compliance with halal standards.

"Training programs are crucial for our staff to understand the specific needs
of halal tourists. By educating our employees on halal requirements and
cultural sensitivity, we can provide a more welcoming and respectful
environment." (BE1)
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"Continuous training ensures that our business stays updated with the latest
halal standards. This not only helps in maintaining compliance but also in
improving the overall quality of our services." (BE2)

Implementing comprehensive training programs is not just about compliance but
also about enhancing the overall tourist experience. Training should be ongoing and

adaptable to the evolving standards and expectations of halal tourism.

"The introduction of regular training sessions has significantly improved our
service delivery. Our employees are now more confident and knowledgeable
about halal practices, which has enhanced our reputation among Muslim
tourists." (BE4)

"Training programs focused on cultural competence have helped us better
understand and cater to the needs of our Muslim guests, leading to higher
customer satisfaction and repeat visits." (BES)

5.5.4.2 Accessible Resources

Educational resources are essential for businesses to understand and implement halal
practices effectively. These resources should include guidelines, manuals, and online
platforms that provide detailed information on halal requirements, certification
processes, and best practices in halal tourism. Accessible resources ensure that

businesses can easily obtain the knowledge they need to comply with halal standards.

"Having clear and accessible guidelines on halal practices has been incredibly
helpful for our business. Especially the LPPOM-MUI sharia guidelines. It
ensures that we can easily refer to the standards and implement them
correctly." (BES)

Providing businesses with easy access to educational resources can facilitate

smoother implementation of halal practices. Online platforms and mobile applications
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can be particularly effective in disseminating information and updates. Additionally,

businesses can benefit from interactive resources such as webinars and workshops.

"We've created an online portal where businesses can access all the necessary
information about halal certification and best practices. This has made it
easier for them to stay compliant and improve their services.” (GOI)

"Educational workshops have provided us with valuable insights into halal
tourism, allowing us to enhance our offerings and attract more Muslim
tourists." (BE7)

"The availability of comprehensive manuals and guidelines has streamlined
our certification process, reducing confusion and errors." (BES)

5.5.4.3 Financial Assistance and Support Mechanisms

Businesses should actively seek out and utilise financial support programs designed to
assist with halal certification and compliance costs. This financial aid can be a crucial

factor in making the transition to halal practices more feasible.

"The government’s subsidy program for halal certification has encouraged
many small businesses to adopt halal practices, which has boosted the local
economy and increased tourist satisfaction.” (GO2)

"Access to microfinance programs has been a game-changer for us. It allowed
us to afford the costs associated with halal certification and improve our
infrastructure to better serve halal tourists.” (BE9)

With the financial grants available, businesses should invest in amenities and
services that cater to the needs of Muslim tourists. This not only makes the

establishment more attractive but also enhances the overall guest experience.
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"Financial grants have enabled us to invest in halal-friendly amenities and

services, making our establishment more attractive to Muslim tourists.”
(BE10)

Businesses should participate in networking events and join support communities
to share best practices, learn from each other’s experiences, and collaborate on
initiatives that promote halal tourism. This collective effort helps in building a stronger,

more cohesive industry.

"Networking events and support groups have been instrumental in helping us
connect with other businesses and share insights on implementing halal
practices effectively." (BE4)

In addition to financial support, businesses should take advantage of mentorship
and advisory programs. These services provide valuable guidance on navigating the
complexities of halal certification and compliance, ensuring businesses can meet and

maintain standards effectively.

"Mentorship programs, in addition to financial support, have provided us with
the guidance needed to navigate the complexities of halal certification and
compliance." (BE11)

5.5.5 Operational Integration, Innovation, and Technology

The integration of operational best practices, innovation, and technology is crucial for
businesses in the halal tourism sector. By adopting halal compliance standards,
leveraging innovative strategies, and utilising advanced technologies, businesses can

enhance their competitiveness and provide superior services to halal tourists.
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5.5.5.1 Best Practices for Halal Compliance

Implementing best practices for halal compliance requires a comprehensive
understanding of halal guidelines and continuous monitoring to ensure adherence.
Businesses need to focus on every aspect of their operations, from food and beverage

services to accommodation and recreational activities, ensuring that all elements align

with halal principles.

"Our hotel has dedicated halal-certified kitchens and prayer facilities to cater
to our guests' needs, ensuring they feel comfortable and respected throughout

their stay." (BE9)

"Regular training sessions on halal compliance for our staff, including food
handling and service etiquette, have significantly improved our service
standards and customer satisfaction.”" (BE7)

"By incorporating halal practices such as providing halal food options, prayer
facilities, and gender-segregated recreational areas into our operations, we've
seen an increase in customer loyalty and positive feedback.” (BE10)

These practices not only fulfil religious obligations but also enhance the overall

customer experience, thereby fostering trust and loyalty among halal tourists.

"We work closely with halal certificated businesses to everything is up to
standard. So, this allows us as a government body to be sure that tourist that

come to Yogyakarta are getting the best service.” (GOS)

5.5.5.2 Innovation and Service Differentiation
Innovation and differentiation are key to standing out in the competitive halal tourism

market. By offering unique services and embracing new technologies, businesses can

attract a diverse range of customers. Businesses should look for creative ways to
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enhance their offerings and provide unique experiences that cater to the needs of halal
tourists. These can take on various forms, including unique cultural experiences,
customised services, and advanced technological solutions that enhance the overall

tourist experience.

"We've differentiated our services by incorporating traditional Javanese
hospitality with modern halal practices, making our offerings unique and
attractive to tourists." (BE4)

"We've designed immersive cultural workshops where tourists can try their
hand at traditional Javanese music and dance. These experiences are curated
to respect halal principles, making them enjoyable and compliant.” (BE4)

"Our guided tours of historical sites now include narratives on their
significance in Islamic history, which has resonated deeply with our visitors."”
(BEG)

Using customer feedback to continuously improve and innovate services ensures

that businesses stay relevant and meet the evolving needs of their customers.

"Listening to our customers has driven us to innovate continuously, like
offering multilingual guides to cater to our diverse tourist base. We've also
worked on making a guidebook for guests from countries we don’t know the
language of." (BE9)

"Using customer feedback, we've been able to innovate our services

continuously, such as creating a halal culinary tour that highlights local
cuisine.”" (GO6)
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5.5.5.3 Digital Transformation and Technology Integration

The integration of digital technologies such as artificial intelligence (AI) and big data
is revolutionising the tourism industry, including halal tourism. These technologies can

enhance operational efficiency, customer engagement, and overall service quality.

"Our Al chatbot helps with FAQs on our website. We've also used data
analytics helps us understand our guests' preferences better, allowing us to
offer more personalised and relevant services, such as customised halal dining

options." (BES)

Digital transformation involves adopting technologies that streamline operations,
personalise customer interactions, and provide insightful data for decision-making. For
halal tourism, this means creating seamless experiences that respect and uphold halal

values.

"Using Al-driven chatbots, we've been able to provide instant customer
support in multiple languages, ensuring our services are accessible to a global
audience." (BE2)

"Our website allows tourists to easily book halal-friendly accommodations
and find nearby halal restaurants and prayer facilities. This personalised
service has greatly improved our customer satisfaction.” (BES)

“We've also set up the smart tv in each room to be able to remotely control
lighting and climate control. It also provides the prayer times on screen.”
(BES)

By leveraging these technologies, businesses can not only improve their
operational efficiency but also deliver a more personalised and satisfying experience to

their customers.
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5.5.6 Marketing, Branding, and Customer Experience

Effective marketing and branding are essential for positioning halal tourism businesses
in the market and attracting the right audience. By understanding and meeting customer
needs, businesses can create memorable experiences that foster loyalty and positive

word-of-mouth.

5.5.6.1 Brand Ildentity Development

Developing a strong brand identity is crucial for halal tourism businesses to differentiate
themselves and build trust with their target audience. This involves creating a brand that

resonates with the values and expectations of halal tourists.

"Our brand identity revolves around authentic cultural experiences and strict
adherence to halal standards. This clarity has helped us build a strong,
recognisable brand." (BE5)

A strong brand identity communicates the core values of the business, including
its commitment to halal principles. This can be achieved through consistent messaging,

visual elements, and customer interactions.

"Our branding strategy focuses on highlighting our commitment to halal
values and exceptional service, which has helped us build a loyal customer
base." (BEG)

"We ensure that all our marketing materials, from our website to our social

media content, reflect our dedication to halal principles, showcasing our halal
certification and customer testimonials." (BE11)
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By consistently showcasing their dedication to halal standards, businesses can

build a strong, trustworthy brand that appeals to halal tourists.

"Our brand emphasises cultural authenticity and ethical tourism, which
resonates well with our target market, particularly those seeking immersive
and respectful travel experiences." (BE3)

5.5.6.2 Targeted Marketing Campaigns

Targeted marketing campaigns are essential for reaching and engaging specific
segments of the halal tourism market. These campaigns should be tailored to the

preferences and needs of halal tourists.

"Our marketing campaigns highlight our unique offerings, such as halal-
certified culinary tours and cultural workshops, which have attracted a

dedicated following." (BE3)

Effective targeted marketing involves understanding the unique characteristics
and preferences of halal tourists and crafting messages that appeal directly to them. This

can include highlighting halal amenities, cultural experiences, and ethical practices.

"We launched a campaign highlighting our halal-certified services and
cultural tours, which resulted in a significant increase in bookings from
Muslim travellers. The campaign included targeted social media ads and
collaborations with Muslim influencers." (BE1)

"Our social media campaigns focus on showcasing customer testimonials and
experiences, which has been very effective in attracting new guests.”" (BE3)

242



Halal tourists emphasise the importance of authenticity and relevance in
marketing campaigns. They prefer marketing that highlights specific halal amenities

and culturally enriching experiences.

"Seeing ads that feature halal dining options and prayer facilities makes me
feel confident in choosing a destination. Collaborations with trusted Muslim
influencers also help in building credibility." (HT2)

"Marketing that showcases real customer experiences, especially those from
fellow Muslim travellers, makes a big difference in my decision-making
process." (HTS)

By focusing on the specific needs and interests of halal tourists, businesses can
create more engaging and effective marketing campaigns. Halal tourists appreciate
campaigns that are informative and demonstrate a genuine understanding of their

cultural and religious needs.

"We use data analytics to identify and target potential customers with
personalised offers, which has improved our conversion rates. This includes
special packages for family travel during Ramadan." (BES)

5.5.6.3 Online Presence and Social Media
Maintaining a strong online presence is vital for halal tourism businesses to connect

with potential customers and build their brand. Social media platforms, in particular,

offer valuable opportunities for engagement and promotion.

An effective online presence involves having a well-designed website, active

social media profiles, and engaging content that highlights the unique aspects of the
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business. This helps attract and retain customers by providing them with the information

and inspiration they need.

"Our active presence on social media platforms like Instagram and Facebook
has allowed us to reach a wider audience and engage with potential customers
directly. We post regular updates about our halal services and cultural

events." (BEY)

"Sharing behind-the-scenes content and customer stories on social media has
helped us build a more personal connection with our audience.”" (BES)

Halal tourists value informative and interactive online content that provides a
clear picture of what to expect. They are attracted to businesses that engage

authentically on social media and provide valuable information.

"[ often look for Instagram posts and stories from halal-friendly destinations
to get a real sense of the place. Engaging posts that show daily activities and
customer experiences are very helpful." (HT1)

"An informative website with details about halal certifications, local halal
restaurants, and prayer facilities makes planning my trip much easier.” (HT3)

"Seeing user-generated content and reviews from other Muslim travellers on
social media platforms reassures me about the destination’s commitment to
halal standards." (HT7)

"Interactive content like virtual tours and live Q&A sessions with hotel staff
on social media platforms helps me feel more connected and informed before
booking." (HT9)

Through strategic use of social media and online platforms, businesses can
enhance their visibility, build community, and drive customer engagement. Halal
tourists are more likely to engage with content that is visually appealing, informative,

and interactive.
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"We invest in search engine optimisation (SEQO) to ensure our website ranks
highly for relevant search terms, which has significantly increased our online
traffic. Our blog features articles on halal travel tips and local Islamic
heritage sites." (BE10)

5.5.6.4 Customer Experience and Satisfaction

Understanding and meeting customer needs and expectations are central to delivering a
superior customer experience in halal tourism. This involves adapting business practices
to align with the preferences of halal tourists. A customer-centric approach that
prioritises personalised services, attentive care, and continuous improvement based on

feedback is essential.

"We regularly seek feedback from our guests to understand their needs better
and continuously improve our services. Recent feedback led us to introduce
more halal dining options and family-friendly amenities." (BE4)

"Understanding our customers' needs has been crucial to our success. We
conduct regular surveys and use the feedback to improve our services,
ensuring they align with the expectations of halal tourists.”" (BE7)

Adapting business practices based on customer feedback helps in improving
satisfaction and loyalty. This includes making necessary adjustments to services,
facilities, and the overall tourist experience to better meet customer needs. By focusing
on customer experience and satisfaction, businesses can foster loyalty and encourage
positive word-of-mouth, which is crucial for attracting new customers and sustaining

growth.

"Our commitment to personalised service, such as providing customised travel
itineraries that include halal dining and prayer facilities, has resulted in
higher customer satisfaction and repeat visits." (BE6)
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"Adapting our practices based on customer feedback has improved
satisfaction. We have added more halal dining options and increased the
availability of prayer facilities based on tourist suggestions." (BES)

"Our customer feedback system allows us to quickly identify and address any
issues, ensuring a high level of satisfaction and repeat visits." (BE4)

"We tailor our services to meet the dietary, cultural, and religious needs of our
guests, which has greatly enhanced their overall experience. For example, our
staff is trained to assist with prayer times and provide halal food
recommendations.”" (BE2)

5.5.6.5 Muslim-Friendly or Halal Tourism Terminology

The terminology used in branding and marketing can significantly influence customer
perception and market reach. The terms "Muslim-Friendly" and "halal tourism" each
carry different connotations. The consensus is that "halal tourism" emphasises strict
compliance with Islamic law, while "Muslim-Friendly" suggests a broader, more
inclusive approach. Choosing the right term can help businesses position themselves

effectively in the market.

"As long as our region is recognised as a destination that respects and
accommodates Muslim tourists' needs, the specific terminology used is less
important. Our focus is on ensuring quality and compliance.” (GOI)

"Using 'Muslim-friendly' as a branding term helps in making our tourism
offerings more inclusive and approachable to a wider audience, while still
adhering to halal principles.”" (GO3)

"We believe that 'Muslim-friendly' resonates better with international tourists
who may not be familiar with the term 'halal,’ thereby broadening our appeal.”
(GOS)

"Promoting our services as 'Muslim-friendly’ rather than strictly 'halal’ can

make our destination more inviting to all tourists, encouraging cultural
exchange and understanding.”" (GO7)
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Government officials largely preferred using the term "Muslim-Friendly" to
prevent misunderstandings and reassure guests that the establishments are
accommodating without strict adherence to Islamic practices. This practice was being

adopted by businesses as well.

"Our restaurant holds a halal certification, but we market ourselves as
'Muslim-friendly' to attract a broader customer base. It helps in
communicating our inclusivity while ensuring compliance.” (BE2)

"We prefer the term "Muslim-friendly' for our branding as it not only highlights
our halal certification but also our commitment to providing a welcoming

environment for all visitors." (BE6)

"As a hotel following sharia principles, we still find 'Muslim-friendly' a more
flexible term that allows us to attract a diverse clientele, including those who
might not be strictly looking for sharia-compliant services." (BE9)

Halal tourist, on the other hand, did not seem to mind which term was used as

long as they were able to identify what service would be best suited for their needs.

"When choosing a destination, I look for places advertised as 'Muslim-friendly’
because it usually means they understand and cater to a variety of our needs,
not just food." (HT3)

"I prefer the term 'halal tourism' because it reassures me that all aspects of my
stay will be compliant with Islamic principles, which is very important to me."
(HT6)

"Both terms are fine for me, but '"Muslim-friendly' seems more welcoming and
less strict, making it easier for my non-Muslim friends to join me on trips."
(HTS)

Thus, selecting the appropriate term for branding depends on the business’s
objectives and target audience. "Muslim-friendly" can attract a wider range of tourists,
including those who may not strictly adhere to halal standards but appreciate respectful

and inclusive environments. On the other hand, "halal tourism" appeals to tourists
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seeking assurance of strict compliance with Islamic principles. By carefully considering
the implications of these terms and using them strategically, businesses can enhance
their market position and appeal to a diverse range of tourists, ultimately fostering a

more inclusive and successful tourism environment.

5.5.7 Economic Impact, Incentives, and Support

The integration of halal principles into tourism can lead to substantial economic growth
and development. Implementing halal tourism practices can significantly boost local
economies by attracting more tourists and increasing spending in various sectors such

as hospitality, food and beverage, and local crafts.

"The adoption of halal tourism has led to a noticeable increase in tourist
arrivals and spending, positively impacting our local economy.”" (GOI)

"By catering to the needs of halal tourists, we've seen a surge in bookings and
customer spending, which has greatly benefited our business and the local
community." (BES)

Halal tourism creates numerous employment opportunities, particularly for local
communities. This includes jobs in hotels, restaurants, tour companies, and cultural

centres, promoting inclusive economic growth.

"The rise in halal tourism has created numerous job opportunities in our
community, from hotel staff to tour guides, significantly reducing
unemployment rates.” (GO4)

"Our focus on halal tourism has allowed us to hire more local staff, providing
valuable employment opportunities and contributing to the community's
economic stability." (BE9)
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The growth of halal tourism attracts both domestic and foreign investments, which

can lead to the development of new infrastructure and enhancement of existing

facilities, further boosting the sector's growth.

"Investors are increasingly interested in developing halal-friendly
accommodations and services, which has led to significant infrastructure

development in our region.” (GO6)

"The influx of investment in halal tourism has enabled us to expand our
facilities and improve our services, making us more competitive in the market."

(BE2)

Recognition through awards and certifications can enhance a business's reputation
and attract more customers. Such recognition also serves as a motivation for businesses

to maintain high standards of halal compliance and customer service.

"Receiving awards for our sustainable practices has not only boosted our
reputation but also increased our customer base." (BE3)

"Being recognised for our commitment to halal tourism has been a significant
achievement, encouraging us to continue improving and expanding our

services." (BES)

5.5.8 Sustainability, Environmental Impact, and Resilience

Sustainability and environmental responsibility are key considerations for the halal

tourism industry. Developing sustainable business models, minimising environmental

impact, and building resilience are essential for long-term success.

249



5.5.8.1 Sustainable Business Models

Sustainable business models in halal tourism focus on balancing economic growth with
environmental stewardship and social responsibility. By integrating sustainability into

their operations, businesses can attract environmentally conscious tourists while

maintaining halal standards.

"Our sustainable practices include sourcing locally produced halal food,
which reduces our carbon footprint and supports local farmers."” (BES)

"We have adopted eco-friendly measures, such as reducing plastic use and
implementing energy-efficient systems, to ensure our operations are

environmentally sustainable.” (BE10)

"Sustainability initiatives, such as waste reduction programmes and water
conservation efforts, are integral to our sustainable policies.” (GO6)

Businesses should adopt eco-friendly practices such as purchasing local, using

sustainable materials, reducing waste, and conserving energy.

"Our commitment to sustainability includes using eco-friendly materials and
implementing waste reduction programmes. This not only helps the
environment but also appeals to eco-conscious tourists.” (BE1)

"We've installed solar panels and energy-efficient systems in our facilities to
reduce our environmental impact and promote sustainability." (BE3)

Implementing sustainable business models not only aligns with halal principles
but also meets the growing demand from consumers for environmentally responsible
practices. Which also includes Economic sustainability involves creating business

models that are financially viable and contribute to long-term growth.

"Our business model focuses on sustainable growth, ensuring that we remain
profitable while adhering to halal and environmental standards." (BE1)
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5.5.8.2 Environmental Impact and Conservation

Minimising environmental impact and promoting conservation are essential for

protecting natural resources and ensuring the long-term attractiveness of tourist

destinations.

"Our efforts to promote sustainable tourism have led to partnerships with
environmental NGOs, enhancing our conservation impact." (BE7)

Businesses should engage in conservation efforts such as protecting natural

habitats, conserving water, and promoting biodiversity.

"We have initiated programmes to protect local wildlife and conserve natural
habitats, ensuring that our operations do not harm the environment." (BE1)

"Our water conservation efforts include using low-flow fixtures and promoting

the reuse of towels and linens to reduce water consumption.” (BE6)

Promoting sustainable tourism practices helps raise awareness among tourists and

encourages responsible behaviour.

"We educate our guests on sustainable tourism practices, encouraging them
to respect the environment and support local conservation efforts.” (BE4)

"Our tours include information on environmental conservation, helping
tourists understand the importance of protecting our natural resources.”
(BEI11)
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5.5.8.3 Crisis Management and Resilience

Building resilience and effective crisis management strategies are crucial for dealing
with unexpected challenges such as natural disasters, economic downturns, or health

crises. Businesses should develop comprehensive crisis management plans that outline

procedures for dealing with various types of emergencies.

"Our crisis management plan includes protocols for natural disasters, health
emergencies, and economic disruptions, ensuring that we can respond

effectively to any situation." (BES)
"We recommend having regular training and drills that are conducted to

prepare staff for emergency situations, enhancing our overall resilience.”
(GO7)

Operational resilience involves creating flexible business models that can adapt

to changing circumstances and continue to operate during crises.

"We've implemented flexible work arrangements and diversified our revenue

streams to enhance our operational resilience." (BE3)

"Investing in technology and infrastructure has allowed us to maintain
operations and quickly adapt to new challenges." (BE6)

5.5.9 Monitoring, Evaluation, Feedback Mechanisms, and Continuous

Improvement

Monitoring and evaluation are essential for ensuring the success and sustainability of
halal tourism practices. Establishing feedback mechanisms and fostering continuous

improvement can help businesses maintain high standards and adapt to evolving

customer needs.
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5.5.9.1 Metrics for Assessing Success

Identifying key performance indicators (KPIs) is crucial for assessing the success of
halal tourism initiatives. These metrics can include customer satisfaction, compliance

with halal standards, and financial performance.

"We use a combination of customer feedback surveys, occupancy rates, and
financial metrics to assess the success of our halal tourism offerings.” (BE2)

"Key performance indicators such as guest satisfaction scores and compliance
audits help us ensure we meet both customer expectations and halal
requirements." (BE4)

Regularly reviewing these KPIs allows businesses to track their performance over
time and identify areas for improvement. This proactive approach ensures that they

remain competitive and continue to meet the needs of halal tourists.

"Our KPlIs are reviewed quarterly, allowing us to make timely adjustments to
our services based on performance data." (BE7)

5.5.9.2 Continuous Improvement Processes

Continuous improvement involves regularly updating and refining business practices to
enhance service quality and customer satisfaction. This can be achieved through staff

training, process optimisation, and adopting new technologies.

"We have implemented a continuous improvement programme that includes
regular staff training on the latest halal standards and customer service
techniques.” (BES)
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"By continuously reviewing and improving our processes, we've been able to
maintain high standards of halal compliance and customer satisfaction.”
(BE3)

A commitment to continuous improvement ensures that businesses can quickly

adapt to changes in the market and customer preferences, thereby maintaining their

competitive edge.

"Our improvement processes are driven by feedback from our guests, which
helps us to better understand their needs and expectations." (BE9)

5.5.9.3 Stakeholder Feedback and Adaptation

Engaging with stakeholders, including customers, employees, and partners, is essential
for obtaining valuable feedback and making necessary adaptations. This collaborative

approach helps businesses stay aligned with market demands and regulatory

requirements.

"We regularly gather feedback from our customers and partners to identify
areas where we can improve our services." (BE2)

"Adaptation based on stakeholder feedback has been key to our success. We 've
made several changes to our offerings based on suggestions from our guests
and partners." (BE4)

Incorporating feedback from various stakeholders helps businesses remain
responsive and innovative. This approach not only enhances customer satisfaction but

also ensures compliance with halal standards and industry best practices.
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"Our stakeholder feedback mechanism includes regular meetings with local

government offices to ensure our practices are up-to-date and compliant.”
(GOS)

5.5.10 Cultural Competence and Service Delivery

Cultural competence is essential for providing exceptional service in halal tourism. By
understanding and respecting diverse cultural backgrounds, businesses can enhance the

tourist experience and differentiate themselves in the market.

5.5.10.1 Training Programs Focused on Cultural Competence

Training programmes that focus on cultural competence are vital for ensuring that staff
can effectively meet the needs of diverse customers. These programmes should cover

cultural sensitivity, halal practices, and effective communication skills.

"Our training programmes include modules on cultural sensitivity and halal
practices to ensure our staff can meet the diverse needs of our guests.” (GOS)

"Regular cultural competence training for our employees has significantly
improved our service quality and customer satisfaction." (BE6)

Effective training programmes not only improve service delivery but also foster a

respectful and inclusive environment for all guests.

"We've seen a marked improvement in guest feedback since implementing our
cultural competence training programme." (BES)
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5.5.10.2 Handling Diverse Customer Needs

Handling diverse customer needs involves understanding and accommodating the
specific preferences and requirements of halal tourists. This can include offering halal

food options, prayer facilities, and culturally relevant activities.

"We ensure that all our services, from dining to recreational activities, are
tailored to meet the needs of our halal guests." (BEG)

"Our hotel provides prayer mats and halal-certified food options to cater to
our Muslim guests." (BE3)

By proactively addressing the diverse needs of halal tourists, businesses can

enhance their appeal and build a loyal customer base.

"Our ability to cater to diverse customer needs has been a key differentiator

in a competitive market.” (BE10)

5.5.10.3 Innovative Service Delivery Models

Exploring innovative service delivery models can help businesses stand out in the halal
tourism sector. This includes leveraging technology to enhance customer experience

and offering unique, culturally relevant services.

"We use technology such as mobile apps to provide personalised
recommendations for halal dining and prayer facilities.”" (BE2)

"We have thought of innovative services, like virtual tours of local mosques,

or heritage sites. We have seen that content in real time has been very popular
with guests. But we haven’t found how to do it effectively.” (GO4)
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Innovative service delivery not only enhances the customer experience but also

allows businesses to differentiate themselves and attract a wider audience.

"Our adoption of technology to enhance service delivery has led to higher
customer engagement and satisfaction.” (BE7)

5.5.10.4 Enhancing Tourist Experience and Differentiation

Enhancing the tourist experience involves offering high-quality, culturally relevant
services that meet the expectations of halal tourists. Differentiation can be achieved by

focusing on unique cultural experiences and exceptional service quality.

"We focus on providing unique cultural experiences, such as guided tours of
Islamic heritage sites, to differentiate our offerings.” (GOI)

"Our commitment to high-quality service and cultural relevance has set us
apart in the halal tourism market." (BE9)

By enhancing the tourist experience and differentiating their services, businesses

can build strong brand loyalty and attract repeat customers.

"Customer feedback has shown that our focus on cultural competence and high
service standards significantly enhances the overall travel experience for our
guests.”" (BE4)
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5.6 DISCUSSION OF FINDINGS

This section integrates the thesis findings on halal tourism in Yogyakarta with
established literature, focussing on government policies, business strategies, consumer
expectations, and development approaches in halal tourism. It aims to validate these
findings against current research while identifying unique insights specific to
Yogyakarta. By comparing these findings with existing studies, the discussion will
evaluate consistencies, divergences, and new contributions to the understanding of halal

tourism, especially in culturally significant areas like Yogyakarta.

5.6.1 Governmental Policy Framework and Enforcement in Halal Tourism

The research findings on governmental policies for halal tourism in Yogyakarta align
closely with broader literature, emphasising the critical need for tailored and
comprehensive policy frameworks. This alignment underscores both the universal

challenges in halal tourism development and the specific hurdles faced by Yogyakarta.

Battour and Ismail (2016) and Henderson (2016) emphasise the necessity of
robust, locally tailored policy frameworks for successful halal tourism implementation.
This aligns with the thesis findings, which highlight significant gaps in local-specific
policies in Yogyakarta. The importance of certification, as stressed by Henderson, is
reflected in the findings, particularly in the identification of inconsistent certification
processes as a major barrier to trust-building among Muslim tourists. In cases like halal
tourism in Taiwan, one of the important policies provided by the authority is also the
halal certification policy aside from creating a Muslim-friendly environment policy

(Setyaningsih, 2021).

The regulatory challenges identified in the thesis echo those discussed by several
scholars. Susilawati (2023), El-Gohary (2016), and Duman (2012) point out issues such

as lack of standardised certification processes, inconsistent enforcement, and lack of
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inclusivity. These challenges are mirrored in Yogyakarta, where local stakeholders
report that existing regulations inadequately incorporate indigenous cultural practices,
leading to implementation difficulties. This underscores the need for more cohesive and

comprehensive frameworks that balance halal standards with local cultural contexts.

The fragmented approach observed in Yogyakarta's policies aligns with the
challenges identified by Suryawan et al. (2022).Their study highlights how voluntary
adherence to halal standards can lead to inconsistent practices, hampering the growth
of a cohesive halal tourism ecosystem. This is evident in Yogyakarta, where the lack of

a unified approach has resulted in a patchwork of practices across the tourism sector.

Jafari and Scott (2014) note the limited presence and slow progress in halal
certification globally, a trend that is clearly reflected in the Yogyakarta context. This
slow progress in certification processes emerges as a significant constraint on industry

growth and standardisation in the region.

In response to these challenges, the thesis findings support innovative approaches
to policy development and implementation. Santoso and Cahyani (2022b) proposed
‘pentahelix’ collaboration model for sustainable regional economic development in
halal tourism resonates with the findings. This model, which suggests engaging multiple
stakeholders including government, academia, and the private sector, aligns with the
thesis's recommendation for a more inclusive and comprehensive approach to policy

formulation and implementation in Yogyakarta.

5.6.2 Knowledge and Integration of Halal Principles in Tourism Businesses

The thesis findings on the understanding and integration of halal principles among

Yogyakarta's tourism businesses align closely with existing literature, emphasising the
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interplay of cultural, religious, and practical factors in shaping business practices within

the halal tourism sector.

Wilson and Liu (2010) and Samori et al. (2016) underscore the critical role of
comprehensive training in enhancing knowledge and awareness of halal principles. This
aligns with the thesis findings, which highlight a significant need for better education
among business owners in Yogyakarta, many of whom lack access to structured training
programmes. Similarly, Suhartanto et al. (2020) affirm that cultural upbringing and
religious values significantly influence business ethics and practices in the halal tourism

sector, a notion strongly reflected in the observed practices of Yogyakarta's businesses.

The practical challenges of implementing halal principles are well-documented in
the literature and echoed in the thesis findings. Battour et al. (2011) and Wahab and
Masron (2020) identify both effective methods and challenges for incorporating halal
values into business operations. The thesis findings mirror these, noting issues such as
inconsistent sourcing of halal-certified products. Furthermore, Suci et al. (2021)
highlight the financial and logistical burdens of maintaining halal certification,
particularly for smaller establishments, which is consistent with the challenges faced by

businesses in Yogyakarta.

Entrepreneurial attitudes towards halal tourism, including perceived benefits and
drawbacks, are discussed by Eid and El-Gohary (2015). The thesis findings suggest
similar attitudes are prevalent in Yogyakarta, indicating a common thread in business
perspectives across different halal tourism contexts. Stephenson (2014) emphasises the
importance of consumer feedback in shaping business practices, with businesses that
actively respond to feedback reporting higher satisfaction rates among Muslim tourists.
This consumer-centric approach is also evident in the adaptive strategies of

Yogyakarta's businesses.

A more holistic approach to halal tourism is presented in the qualitative study by

Wahab and Masron (2020), which explores the integration of Islamic work values in
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halal tourism businesses. Their research emphasises the importance of incorporating
values such as trustworthiness, cooperation, and fairness into business practices. The
thesis findings align with this study, revealing that businesses in Yogyakarta which
successfully integrate these Islamic work values tend to provide enhanced service
quality and achieve higher customer satisfaction. This integration of ethical principles
with operational practices supports the holistic approach to halal tourism development

observed in Yogyakarta.

5.6.3 Halal Tourism Consumers' Expectations and Preferences in Yogyakarta

The thesis findings on halal tourism consumer expectations and preferences in
Yogyakarta align closely with broader trends identified in the literature, revealing a

complex interplay of religious, cultural, and service-related factors.

Henderson (2016) and Battour et al. (2011) highlight the diverse demographics of
halal tourism consumers, a notion reflected in the Yogyakarta findings. The research
shows that Muslim tourists in the region prioritise specific facilities such as halal
restaurants and prayer spaces, underscoring the importance of catering to these core

religious needs.

The significance of halal labelling and certification trust, emphasised by
Stephenson (2014) and Pradana et al. (2021) is strongly supported by the thesis findings.
Tourists in Yogyakarta express higher satisfaction with venues displaying visible and
trustworthy certification. This aligns with studies by Hanafiah et al. (2022) and Al-Ansi
and Han (2019), which indicate that Muslim travellers prioritise destinations offering

clear information about halal services and religious accommodations.

Service quality, stressed by Agusmal and Wardi (2020) and Wilson and Liu,

(2010), emerges as a crucial factor in the Yogyakarta context, with the findings
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highlighting its impact on customer experiences. The influence of cultural and religious
factors on destination attractiveness, discussed by Duman (2012) and Jafari and Scott
(2014), is also evident in the findings. Rahman et al. (2020) note that positive tourist
perceptions enhance satisfaction and loyalty, a trend observed in Yogyakarta as halal

offerings and service quality improve.

5.6.4 Developing Strategies for Local Businesses in Yogyakarta

The strategies for integrating halal principles into Yogyakarta's business practices, as
revealed by the thesis, align well with best practices identified in the literature. This
alignment underscores the universal applicability of certain approaches while
highlighting Yogyakarta's unique context. Important to highlight that the integration of
halal principles in business practices would enhance the empowerment of local
communities economically while at the same time, preserving the authenticity of halal

tourism experiences as well (Alam et al., 2024).

Mu’adi and Sofwani (2018) and Battour and Ismail (2016) emphasise the
importance of balancing halal integration with cultural preservation. The thesis findings
reflect this balance, demonstrating that businesses collaborating with local cultural
organisations achieve greater acceptance and success. This approach is further
supported by Irawanto (2020), who advocate for culturally sensitive approaches to halal

tourism.

The need for clear guidelines and support for businesses in halal certification, as
discussed by Stephenson (2014) and Samori et al. (2016), is mirrored in the thesis
findings. Additionally, Bogan and Sarusik (2019) highlight the importance of engaging
local leaders and community organisations, a strategy that the findings show is crucial

for successful halal tourism development in Yogyakarta.
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The operational strategies, stakeholder engagement, and marketing efforts
described in the thesis resonate with recommendations from studies like Rodrigo and
Turnbull (2019). These studies emphasise the need for comprehensive, culturally
informed strategies to successfully integrate halal principles into tourism businesses, an

approach that proves effective in the Yogyakarta context.

5.6.5 Formulating Policy Recommendations for Yogyakarta

Generally, the government of Indonesia has established policies that are consistent with
Islamic principles (Trishananto et al., 2024). With that in mind, the thesis findings have
highlighted on policy aspects of halal tourism in context of Yogyakarta that aligned with
broader literature that emphasises the need for structured, inclusive policy development
processes. Santoso et al. (2022a) and Hartarto and Azizurrohman (2022) stress the
importance of inclusive, evidence-based policy development. This aligns with the thesis
findings, which reveal a lack of comprehensive stakeholder engagement in current

policy formation processes in Yogyakarta.

Battour and Ismail (2016) and Purwandani and Yusuf (2021) discuss the
integration of cultural values into policies, a theme echoed in the thesis findings. The
research reveals tensions between halal compliance and local cultural practices in

Yogyakarta, highlighting the need for policies that balance these elements effectively.

The findings on regulatory frameworks in Yogyakarta resonate with the work of
El-Gohary, (2016), Arrahman and Yanti (2022), Santoso et al., (2022a) and Susilawati,
(2023), who highlight the need for unified regulatory approaches. The thesis uncovers
fragmented and inconsistent regulations in Yogyakarta, supporting the literature's

emphasis on clear and cohesive regulatory structures.
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Cahyowati and Sudini (2021) highlights the importance of culturally sensitive
policies in maintaining the unique identity of halal tourism destinations. This is reflected
in the thesis findings, which reveal concerns among stakeholders about preserving

Yogyakarta's cultural heritage while developing halal tourism.

Atmojo and Fridayani (2021) and Moaddel, (2002) stress the importance of
impact assessments in policy development. The thesis findings indicate a lack of
systematic impact evaluation in Yogyakarta's current halal tourism policies, aligning

with this literature and suggesting an area for improvement.

5.6.6 Strategic Framework for Halal Tourism Development in Yogyakarta

The thesis findings on strategic approaches to halal tourism in Yogyakarta resonate with
literature calling for comprehensive, values-based frameworks. Prayag (2020) and
Rasul (2019) stress the importance of holistic, culturally informed strategies for
sustainable halal tourism growth. The thesis findings reveal that current strategic
approaches in Yogyakarta often lack this holistic perspective, focusing more on

individual elements rather than an integrated approach.

The research uncovers a need for economic incentives and capacity-building
initiatives in Yogyakarta, aligning with the findings of (Biancone et al., 2019), who
advocate for supportive measures to facilitate the adoption of halal practices by local
businesses. The thesis reveals that many businesses in Yogyakarta struggle with the
financial and operational aspects of implementing halal practices, supporting the

literature's emphasis on the need for supportive strategies.

Samori et al.,, (2016) and Battour et al. (2011) highlight the need for
comprehensive training programs and awareness campaigns. The thesis findings

strongly support this, revealing significant knowledge gaps among stakeholders in
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Yogyakarta regarding halal tourism principles and practices. The research indicates a
lack of structured training and awareness programs, aligning with the literature's

emphasis on capacity building.

The thesis also uncovers challenges in stakeholder collaboration and coordination
in Yogyakarta's halal tourism sector. This finding resonates with studies like those by
Rodrigo and Turnbull, (2019), which highlight the need for comprehensive, culturally

informed strategies that involve multiple stakeholders.

5.7 CHAPTER SUMMARY

Chapter four presents a thorough analysis of the data collected from stakeholders
involved in Yogyakarta's halal tourism sector. The analysis focuses on several key
themes and findings that emerged from the data collection process. The demographic
profiles of the interviewees were also presented, providing context to their perspectives

and enriching the analysis.

The analysis starts with the integration of halal principles in tourism businesses,
shaped by cultural and religious backgrounds, and highlights challenges like
certification costs and supply chain management affecting halal standards. It also
explores consumer preferences for transparent, reliable halal options, emphasising the
significance of transparency, reliability, and halal-certified availability in influencing
tourist choices. Stakeholder perspectives, including those from government offices,
underscore the role of policy frameworks in supporting halal tourism development and
assess their effectiveness. Additionally, the chapter discusses business strategies such
as staff training, process optimisation, and technological advancements to enhance halal

offerings, aiming to improve service quality and customer satisfaction.
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The chapter concludes with a discussion on the implications of these findings for
the broader halal tourism industry in Yogyakarta, highlighting opportunities for growth,
policy enhancement, and strategic development. Overall, Chapter Four provides a
detailed examination of the data analysis process, offering valuable insights into the
current state and prospects of halal tourism in Yogyakarta. These findings set the stage
for Chapter Five, where strategic recommendations and a holistic framework for halal

tourism development will be discussed based on these insights.
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CHAPTER SIX

FINDINGS

6.1 INTRODUCTION

This chapter presents the study's main findings, structured around the five research
objectives and associated research questions. Data were collected via semi-structured
interviews with three key stakeholder groups: government officials, business operators,
and halal tourism consumers in Yogyakarta. Thematic analysis using ATLAS.ti guided
the organisation of findings by theme. Following examiner suggestions, this chapter
also clarifies the data management process and highlights the consistency of thematic

patterns across diverse stakeholder inputs.

6.2 DATA MANAGEMENT AND PARTICIPANT OVERVIEW

To ensure methodological rigour, all interviews were audio-recorded with participant
consent and transcribed verbatim. Transcriptions were reviewed and cross-checked for
accuracy. Each file was anonymised and stored securely in an encrypted folder to

preserve confidentiality and ethical compliance.

Data analysis was conducted using ATLAS.ti software, facilitating systematic
coding and thematic organisation. Thematic analysis followed Braun and Clarke’s
(2006) six-phase framework: familiarisation, initial coding, theme development,
review, definition, and final write-up. A combination of deductive and inductive coding
was employed. Deductive codes were guided by the research objectives, while inductive

codes emerged organically from participant responses.
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To enhance the trustworthiness of findings:

o Triangulation was applied by comparing perspectives from three distinct
stakeholder groups: government officials, business operators, and halal tourism
consumers.

e Member checking was conducted with five participants who reviewed
summarised transcripts to validate interpretations.

e Reflexive journaling was maintained throughout the process to monitor
potential researcher bias.

e An audit trail documenting coding decisions and theme development was kept

for transparency.

Participants were selected using purposive sampling based on relevance to the

research questions. A total of 33 individuals were interviewed:

e Government Officials (n=12): Ranging from local tourism officers to national-
level regulators.

e Business Operators (n=11): Including hotel managers, F&B operators, tour
guides, and artisan entrepreneurs.

o Halal Tourism Consumers (n=10): Comprising both domestic and international

Muslim travellers who had recently visited Yogyakarta.

Demographic diversity was considered, ensuring a balance of gender, age, and
roles within each stakeholder category. This allowed for a comprehensive

understanding of the ecosystem surrounding halal tourism in Yogyakarta.
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6.3 THEMATIC FINDINGS BY RESEARCH OBJECTIVE

This section introduces the five key thematic areas corresponding to the research
objectives. Each objective reflects a different stakeholder concern, from institutional
policy gaps to cultural and operational adaptations at the business level, as well as
consumer expectations. The themes were identified through recurring patterns in

stakeholder narratives.

Before proceeding with the detailed findings, it is important to note that two key
models will be introduced later in the study: the Holistic Halal Tourism Development
Model (HHTDM) and the Halal Hospitality and Tourism Best Practice Framework
(HHTBPF). These models synthesise the key findings of this chapter and are further
developed in Chapter Seven. The HHTDM outlines a values-based strategic model for
halal tourism integration, while the HHTBPF provides operational guidance for

businesses and policymakers based on the study’s empirical findings.

Table 6.1 Summary of Thematic Linkages by Research Objective. (Source: Author’s

own creation).

localisation

Objective Core Finding Strategic Implication
| Evaluate Dominance of national Integration of local wisdom is essential
P.olicies regulations with limited for culturally relevant halal tourism

policies

2. Assess Halal

Strong ethical grounding
from cultural and

Halal practices naturally embedded
through cultural ethics and adaptive

Integration . . .

religious values business strategies
3. Examine Desire for seamless halal | Importance of transparency, spiritual
Consumer experience within a rich comfort, and cultural resonance in
Expectations cultural setting service delivery
4. Develop Businesses blending halal | Traditional engagement and halal
Business compliance with conformity form the dual axis of
Strategies traditional experiences operational success

5. Formulate
Policy Framework

Need for collaborative
governance and
contextual policy models

Emergence of HHTDM and HHTBPF to
guide holistic, values-based development
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6.3.1 Objective 1: Governmental Policies and Regulations

The development of halal tourism in Yogyakarta is strongly influenced by national
policies, such as MUI-DSN No. 108 (DSN-MUI, 2016). While these offer a
foundational regulatory framework, they are not adequately localised to align with
Yogyakarta’s unique cultural landscape. As a result, implementation often relies on

voluntary compliance rather than legal enforcement.

“We promote halal certification, especially in food sectors, but there is no

’

legal enforcement. Businesses comply based on interest, not obligation.” —
GO 3

This view reflects a broader issue: regulatory gaps across key sectors. The focus
of existing halal policies has largely been on food and beverage establishments, with
limited provisions for other tourism segments such as accommodation, transportation,

or heritage tours.

Another key concern relates to the insufficient integration of local wisdom and
cultural values into halal tourism governance. Stakeholders noted the absence of
platforms or policy mechanisms that incorporate Javanese cultural identity into the
formulation and execution of halal initiatives. Aligning national standards with regional

customs is critical to ensuring policy relevance and community engagement.

6.3.2 Objective 2: Business Understanding and Integration

Business operators in Yogyakarta displayed a strong understanding of halal principles,
which many attributed to personal religious commitment and cultural upbringing.
Rather than viewing halal as a regulatory hurdle, businesses often associated it with

ethical values such as hospitality, sincerity (ikhlas), and modesty (haya’).
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“Being halal is not just about certification. It is about how we treat guests,
prepare food, and uphold our beliefs.” — BE 1

This internalisation of halal values was evident in a range of practices. Businesses
reported using halal ingredients, providing prayer facilities, and implementing gender-
appropriate arrangements. While some were formally certified, others adhered to

informal standards derived from Islamic teachings.

Despite this positive outlook, several challenges emerged. Smaller businesses
highlighted the cost of certification, irregularities in halal-certified supply chains, and
limitations in facility upgrades. Nonetheless, there was widespread willingness to
improve and adapt, particularly among those seeking to appeal to a growing Muslim

tourist demographic.

6.3.3 Objective 3: Consumer Preferences and Expectations

Halal tourism consumers in Yogyakarta expressed a desire for experiences that balance
religious needs with cultural richness. Many travellers were drawn to the city’s heritage

yet found it difficult to access clearly marked halal services.

“We chose Yogyakarta because of its culture, but we also need to know where
to pray and eat halal food easily.” — HT 8

The key expectations from consumers included visible halal signage,
comprehensive online information, and access to prayer rooms at major attractions.
Tourists valued destinations that seamlessly incorporated halal facilities into their
cultural offerings. However, some noted inconsistencies in service availability and a

lack of targeted promotional efforts aimed at Muslim travellers.
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Those who had positive experiences often cited initiatives that combined faith-
based amenities with cultural engagement, such as halal culinary classes and heritage
tours. These insights reinforce the importance of providing services that are not only

halal-compliant but also culturally resonant.

6.3.4 Objective 4: Integration Strategies with Cultural Identity

Businesses in Yogyakarta demonstrated creative methods for integrating halal practices
with local cultural expressions. Collaborations with cultural experts and community
leaders enabled the development of products and experiences that honoured both

Islamic and Javanese values.

“We maintain our cultural look and feel, but everything is halal, including the
snacks and story sessions.” — BE 3

These offerings ranged from halal-certified cooking workshops to traditional craft
sessions adapted to Islamic guidelines. Marketing strategies focused on digital
storytelling, often combining cultural branding with religious assurance. Business
owners reported that such approaches attracted diverse Muslim tourists who appreciated

authenticity along with compliance.

Cross-sector collaboration played a significant role in these efforts. Tourism
departments, religious scholars, and local entrepreneurs worked together to ensure
offerings met both spiritual and cultural expectations. This synergy demonstrated that

halal tourism can be locally grounded and globally appealing.
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6.3.5 Objective 5: Strategic Framework and Policy Recommendations

All stakeholder groups emphasised the need for a coordinated framework to guide halal
tourism development. There was strong support for participatory governance that

includes voices from the community, academia, businesses, and policymakers.

“Policy must be made with the community, not just for them. That’s how we
preserve culture and uphold religious values.” — GO 7

Key recommendations included establishing a dedicated halal tourism body,
providing financial support for compliance, and implementing standardised training for
service providers. Stakeholders also advocated for policy experimentation at the local

level, allowing flexibility and innovation.

Research institutions were encouraged to co-develop evidence-based policies
with government bodies. This collaborative approach aims to bridge existing gaps and

ensure regulations are both practical and culturally appropriate.

The groundwork laid by these findings will be synthesised into actionable models
in the following chapter: the Holistic Halal Tourism Development Model (HHTDM)
and the Halal Hospitality and Tourism Best Practice Framework (HHTBPF). These
frameworks reflect a shared vision of sustainable, inclusive, and culturally grounded

halal tourism in Yogyakarta.

6.4 CROSS-STAKEHOLDER SYNTHESIS

This section synthesises findings across all three stakeholder groups, government

officials, business operators, and halal tourism consumers, highlighting areas of
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alignment, divergence, and thematic convergence. To aid visual interpretation, a

thematic triangulation diagram has been included.

[Cultural Integration]
A

[Government] «——— Alignment —— [Businesses]

| A A |

| | | |
[Policy Clarity] [Ethical Operations]

| v v |

L Divergence «——— Divergence ———
[Consumer Expectations]
(Service Visibility,
Faith Comfort, Access)
A

[Convergence:
Local Wisdom & Participatory Governancel

Figure 6.1 Thematic Triangulation of Stakeholder Perspectives in Halal Tourism.
(Source: Author’s own creation).

Figure 6.1 illustrates the triangulation of key perspectives across stakeholders. It
highlights where alignment exists—particularly around shared values such as
authenticity and cultural integration—while also pointing to practical divergences and
gaps in policy, operations, and service delivery. At the base of the model lies a unifying
call for culturally sensitive governance rooted in local wisdom and inclusive

collaboration.
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Stakeholder Alignment: There is considerable alignment in the recognition that
halal tourism in Yogyakarta should embrace both spiritual and cultural dimensions. All
three groups agreed that authenticity, values-based services, and ethical compliance are
central to delivering meaningful tourism experiences. Education, support infrastructure,

and clear policies emerged as common priorities.

Points of Divergence: Government officials primarily emphasised formal
regulations, often tied to national policies. Business actors, however, voiced concerns
over implementation challenges such as the high cost of certification and gaps in halal
infrastructure. Consumers focused more on accessibility, service visibility, and faith-
friendly tourism experiences. This indicates differing priorities that require a bridging

mechanism to ensure inclusive development.

Thematic Convergence: Despite these divergences, stakeholders repeatedly
stressed the importance of preserving local identity through halal practices rooted in
local wisdom. This shared emphasis on contextualising halal tourism within
Yogyakarta’s socio-cultural landscape offers a valuable entry point for policy

innovation.

Emerging Governance Needs: Participants collectively called for participatory
governance that includes community actors, religious scholars, business associations,
and government bodies. Collaboration is viewed as essential for crafting culturally
sensitive policies and ensuring effective implementation. These insights feed directly
into the strategic frameworks introduced in Chapter Seven. The following table offers
a condensed view of the triangulated findings across stakeholder groups, further

reinforcing the shared themes, challenges, and opportunities identified in the study.
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Table 6.2 Triangulation Focus of the Study. (Source: Author’s own creation).

Triangulation Government Officials Business Consumers
Focus Operators
) Cultural ethics,
Policy support for halal .. Demand for
Stakeholder . authenticity, )
) tourism authentic halal
Alignment . . values-based .
Ethical tourism ) experiences
service
) Costl Accessibility,
. Focus on regulation . Y . Y
Points of . certification, prayer space, and
i and national ) L
Divergence . infrastructure visibility of
compliance .
gaps services
Appreciate local
, Support for . PP
Thematic . . ) Maintain cultural | culture & expect
integrating kearifan |
Convergence uniqueness contextual
lokal :
offerings
) Inclusion in
Call for structured Collaborative | . .
Governance ) : . decision-making,
. policy, stronger partnerships with
Expectations cultural
enforcement government .
preservation

6.5 CHAPTER SUMMARY

This chapter summarised findings across stakeholder groups, showing how cultural
values and halal principles intersect in Yogyakarta’s tourism landscape. The table below

captures the findings in relation to each research objective.

The insights from this chapter underpin the proposed HHTDM and HHTBPF
models, which will be explored in the next chapter. These models aim to formalise and
operationalise halal tourism development in Yogyakarta, grounded in both stakeholder

input and practical realities.
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Table 6.3 Summary of Findings. (Source: Author’s own creation).

Objective Key Findings Remarks / Implications
1. Evaluate - National-level dominance; - Tailored local policies are essential
policies minimal localisation - Holistic coverage across tourism

- F&B receives most regulatory
focus-

Voluntary enforcement; limited
integration of cultural values

- Low cross-sector collaboration

services needed

- Cultural context must be embedded
in regulations

- Partnerships can enhance policy
implementation

2. Assess halal

- Strong internalisation of halal

- Halal adoption is ethically

integration ethics motivated
- Cultural upbringing drives - Government and NGOs should
natural integration support SMEs
- Certification cost and halal - Positive business attitudes are key
supply remain key barriers to scaling compliance
- Adaptive and ethical business
mindset
3. Examine - Demand for cultural-immersive | - Growing niche market with high
consumer halal experiences satisfaction
expectations - High importance on halal - Digital presence and clear labelling
visibility and prayer facilities improve accessibility
- Consumers appreciate integrated | - Consumer feedback is crucial for
spiritual-cultural offerings service improvement
- Need for better promotion and
signage
4. Develop - Businesses innovate within halal | - Cultural integration boosts product
business parameters differentiation
strategies - Cultural narratives used to - Community involvement sustains

enrich tourism offerings

- Community elders consulted for
cultural relevance

- Emphasis on authenticity and
compliance in marketing

long-term success
- Marketing strategies should balance
faith and identity

5. Formulate
policy
framework

- Demand for clear, inclusive
governance model

- Four pillars: ethics,
sustainability, halal compliance,
culture

- Support for local training and
institutional coordination

- Emphasis on enforcement and
incentive systems

- Co-creation with local actors
ensures relevance

- Strategic model guides future halal
tourism growth

- Paves the way for frameworks
discussed in Chapter Seven
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CHAPTER SEVEN

DISCUSSION AND RECOMMENDATIONS

7.1 INTRODUCTION

This chapter presents a comprehensive discussion and interpretation of the findings
from Chapters 4, 5, and 6, culminating in the development of two key contributions: the
Holistic Halal Tourism Development Model (HHTDM) and the Holistic Halal Tourism
Business Policy Framework (HHTBPF). These outputs are designed to bridge the gaps
between policy intent, business practices, and consumer expectations within the context

of halal tourism in Yogyakarta.

By synthesising thematic insights across stakeholder groups, this chapter
illustrates how the research findings translate into structured models for policy and
practice. The HHTDM provides a conceptual blueprint for integrating halal principles
into local tourism governance, while the HHTBPF offers strategic directions and
actionable pathways to operationalise these principles. Both are grounded in empirical

data, contextual understanding, and existing literature.

The chapter also outlines the justification and step-by-step development of the
models, their alignment with stakeholder needs, and their potential to inform sustainable
and inclusive halal tourism strategies. Policy recommendations, strategic action plans,
and proposed implementation modules are discussed, followed by a final reflection on

the study’s contributions, limitations, and future research directions.
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7.2 THESIS SUMMARY

This thesis examines the integration of halal principles into Yogyakarta’s tourism
industry, highlighting both opportunities and challenges. While the region has strong
cultural appeal and growing potential in the Muslim travel market, it faces barriers such
as non-standardised practices, certification costs, and a lack of tailored local policies.
The study is guided by Cultural Adaptation Theory, Stakeholder Theory, and

Sustainable Tourism Theory.

A comprehensive literature review covers halal tourism concepts, global and
national trends, and policy frameworks, with a focus on Indonesia and Yogyakarta. It
identifies gaps in local implementation, regional disparities, and limited alignment
between national strategies and community-level execution. These gaps justify the need
for a strategic, culturally sensitive approach to halal tourism development in

Yogyakarta.

The research adopts a qualitative methodology, using semi-structured interviews
with government officials, business owners, entrepreneurs, and tourists. Data collection
explores three main areas: policy effectiveness, business integration of halal principles,
and consumer expectations. Thematic analysis is applied to identify patterns,

challenges, and best practices.

Findings reveal that regulatory gaps, uneven certification processes, and low
awareness among SMEs hinder halal tourism growth. Consumers prioritise transparent
halal assurance, high service quality, and authentic cultural experiences. Successful
businesses combine halal compliance with cultural authenticity, showing the value of

integrated approaches.

The study develops two key outputs: the Holistic Halal Tourism Development
Model (HHTDM) and the Holistic Halal Tourism Business Practices Framework

(HHTBPF). These frameworks offer guidelines for policymakers, businesses, and
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communities to enhance halal tourism sustainably and inclusively. The research
concludes with practical recommendations, recognising limitations and suggesting

directions for future studies to strengthen halal tourism in other regions.

7.3 DEVELOPMENT OF THE  HOLISTIC HALAL TOURISM
DEVELOPMENT MODEL (HHTDM)

The Holistic Halal Tourism Development Model (HHTDM) was conceptualised as a
strategic framework that addresses the challenges and aspirations surrounding halal
tourism in Yogyakarta. It emerged from the empirical findings and thematic synthesis
presented across Chapters 4, 5, and 6, which collectively examined policy gaps,
business preparedness, and consumer expectations. The model is not merely theoretical;
it is grounded in the lived realities of local stakeholders and guided by the principles of

sustainability, cultural integrity, ethical governance, and halal compliance.

The HHTDM seeks to align fragmented initiatives and provide a cohesive
roadmap for stakeholders to collaboratively build an inclusive and resilient halal
tourism ecosystem. Its structure draws on theoretical foundations and integrates local

wisdom offering both guidance and adaptability for future development.

7.3.1 Rationale and Link to Research Findings

The HHTDM was developed as a direct response to key findings across three stages of

research:

o Chapter 2 identified gaps in existing halal tourism models, particularly their lack
of integration between ethical values, cultural localisation, and sustainability.

Many frameworks were generalised and not adaptable to the specific socio-
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cultural and administrative contexts of decentralised regions such as
Yogyakarta. These gaps reinforced the need for a context-specific, operationally
applicable, and theoretically grounded model.

o Chapter 4 identified significant policy misalignments, a lack of localised halal
tourism frameworks, and minimal coordination across agencies. These insights
informed the model’s regulatory and ethical dimensions.

e Chapter 5 explored business challenges and consumer narratives, revealing
inconsistencies in halal service delivery, branding limitations, and limited
access to training. These practical realities informed the model’s commercial
and operational orientation.

o Chapter 6 synthesised diverse stakeholder perspectives: government, business,
and tourists highlighting the importance of local values. These cultural nuances
shaped the model’s emphasis on cultural preservation and community

engagement.

7.3.2 Theoretical Foundation

The model is conceptually underpinned by three interrelated theories:

o Stakeholder Theory: Emphasises inclusive collaboration among government,
businesses, and consumers to co-create halal tourism solutions.

e Cultural Adaptation Theory: Advocates for localising national halal standards
by incorporating regional values, practices, and symbols.

e Sustainable Tourism Theory: Ensures long-term planning, ethical management,

and environmentally conscious development in tourism ecosystems.

These frameworks offered analytical depth to interpret the data and provided

strategic anchors for structuring the model.
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7.3.3 Model Construction Process

The construction of the HHTDM followed an iterative, multi-stage approach:

1. Thematic Consolidation: Thematic codes from interviews and fieldwork were
grouped under key domains such as governance, business practices, and
consumer confidence.

2. Gap Identification: Disconnections between national policy and local
implementation were highlighted, especially in training, certification, and
marketing support.

3. Triangulated Synthesis: Findings were cross compared across stakeholder
groups to identify overlapping needs and mutually reinforcing opportunities.

4. Cultural Integration: Cultural values unique to Yogyakarta were embedded to
enhance social acceptance and community ownership.

5. Strategic Structuring: Four central components were defined and positioned to

interact dynamically with one another.

7.3.4 Core Components of the Model

The HHTDM consists of four mutually reinforcing pillars:

7.3.4.1 Ethical Values
Derived from stakeholder concerns about transparency, labour rights, and service ethics,

this component champions fairness, accountability, and Islamic governance principles

across tourism activities.
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7.3.4.2 Sustainable Practices

Echoing local demands for eco-tourism and conservation, this pillar promotes resource
efficiency, infrastructure resilience, and long-term environmental planning. It aligns
with sustainable tourism development and calls for Environmental Impact Assessments

(EIA) and public-private collaboration.

7.3.4.3 Halal Principles
This element ensures that all services, ranging from food preparation to accommodation

and tour activities, adhere to halal standards, while also allowing for contextual

flexibility and incremental adoption by businesses.

7.3.4.4 Cultural Integrity
Recognising the importance of heritage and identity, this component underscores the

need for community-based tourism, preservation of arts and customs, and the

integration of local wisdom into tourism design.

7.3.5 Visual Representation and Implementation Utility
Figure 7.1 provides a visual map of the HHTDM, presenting the interaction between its

four pillars and showing how they support one another in building a robust halal tourism

framework. The model is designed for practical use by policymakers, businesses, and
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community stakeholders alike, guiding interventions, reforms, and innovations in both

local and national contexts.

Together, these components position the HHTDM as a dynamic, inclusive, and

locally grounded strategy to elevate halal tourism in Yogyakarta and beyond.

Holistic Halal

Tourism
Development

Figure 7.1 Holistic Halal Tourism Development Model. (Source: Author’s own
creation).
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7.4 COMPONENTS OF THE HOLISTIC HALAL TOURISM DEVELOPMENT
MODEL (HHTDM)

This section outlines the four core components of the Holistic Halal Tourism
Development Model (HHTDM), each grounded in both the empirical findings of this
study and key theoretical frameworks, namely Stakeholder Theory (Freeman, 2010),
Cultural Adaptation Theory (Berry, 1997), and Sustainable Tourism Theory (Butler,
1999). These components represent interdependent pillars that together support the
development of a sustainable, ethical, and culturally attuned halal tourism ecosystem in

Yogyakarta.

7.4.1 Ethical Values

This component reflects the fundamental need for fairness, transparency, and
responsibility across tourism governance and operations. Ethical values were frequently
cited by government officials and business actors in Chapters 4 and 5 as critical to
building trust and legitimacy in halal tourism services. Concerns about inconsistent
halal standards, unfair pricing practices, and lack of employee welfare mechanisms
underscored the urgency for a framework guided by Islamic ethical principles such as

justice (‘adl), trust (amanah), and honesty (sidq).

Aligned with Stakeholder Theory, this component emphasises accountability not
only to regulators, but also to employees, consumers, and communities. Ethical business
conduct contributes directly to sustainable tourism by fostering long-term consumer

trust, regulatory compliance, and community support.
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7.4.2 Sustainable Practices

This pillar promotes environmentally responsible behaviour, infrastructure resilience,
and resource efficiency. Stakeholders across all three groups (government, business, and
tourists) noted the importance of minimising environmental degradation while
maximising socio-economic benefits. Specific recommendations from Chapter 4
included the integration of Environmental Impact Assessments (EIA) into tourism
planning, improved waste management systems, and incentives for eco-tourism

Initiatives.

This component draws from Sustainable Tourism Theory (Butler, 1999), which
advocates for tourism that meets the needs of the present without compromising future
generations. In the context of Yogyakarta, sustainable practices also reflect local
wisdom such as "memayu hayuning bawono," which advocates for harmony with nature

and community wellbeing.

7.4.3 Halal Principles

Halal compliance remains the foundation of this model. This component ensures that
all products, services, and experiences offered within the tourism ecosystem are aligned
with Islamic teachings. Findings from Chapters 5 and 6 highlighted challenges related
to halal certification, lack of training for staff, and miscommunication of halal features

to visitors.

Drawing on Cultural Adaptation Theory, this component supports the localisation
of national halal standards. Rather than enforcing a one-size-fits-all framework, the
model encourages flexible, context-sensitive implementation. This includes promoting
micro-certification schemes, mobile halal training modules, and simplified guidelines

tailored to small-scale tourism operators.
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7.4.4 Cultural Integrity

Preserving local identity and cultural heritage is a key strength of halal tourism in
Yogyakarta. This component advocates for the protection and promotion of local
traditions, arts, and values, which were repeatedly cited in Chapter 6 by both business

actors and tourists as essential to authentic experiences.

This aligns with Cultural Adaptation Theory and local philosophical values such
as "guyub rukun" (communal harmony) and "ngeli tapi ora keli" (adaptive yet
principled). By embedding these values into tourism offerings, the model strengthens
cultural resilience and social cohesion, while also enhancing the attractiveness of

Yogyakarta as a unique halal destination.

Each of these four components contributes to a holistic and dynamic halal tourism
environment. Their integration ensures that tourism in Yogyakarta is not only halal-
compliant but also socially inclusive, culturally rooted, and environmentally
sustainable. These pillars collectively provide a practical framework for policy

innovation, business transformation, and community empowerment.

7.5 APPLICATIONS AND LIMITATIONS OF THE HOLISTIC HALAL
TOURISM DEVELOPMENT MODEL (HHTDM)

7.5.1 Practical Applications
The HHTDM offers a structured foundation for guiding halal tourism development in
regions where such frameworks are still emerging or fragmented. In Yogyakarta, the

findings from Chapter 4 demonstrated a lack of cohesive local policy mechanisms

despite high interest among stakeholders. This model can support:
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o Implementation by Local Policymakers: The model provides strategic directions
that align national halal mandates with local values, ensuring that policy
development considers Yogyakarta’s unique socio-cultural landscape.
Policymakers may use the model to design training programs, zoning
regulations, and community engagement plans.

o Business Use for Halal Certification and Branding: Chapter 5 highlighted that
many tourism businesses are unsure how to align operational practices with halal
standards. The model guides halal certification processes, suggests branding
strategies based on ethical and cultural values, and encourages investment in
digital tools and staff training.

e Adoption by NGOs or Cultural Bodies: Cultural integrity, as emphasized in
Chapter 6, is a central feature of the HHTDM. NGOs and cultural organisations
can use the model to develop community-based tourism initiatives that preserve
traditional arts and practices such as memayu hayuning bawono and guyub

rukun.

7.5.2 Transferability and Adaptation

Although designed with Yogyakarta in mind, the HHTDM possesses universal

relevance:

e Relevance in Other Indonesian Regions: Its components, ethical governance,
sustainable practices, halal compliance, and cultural authenticity, are adaptable
to other provinces like Aceh, West Java, or Lombok, where Muslim populations
and tourism priorities differ but align with the model’s core themes.

o Potential Use in ASEAN or Muslim-Minority Markets: The model may also be
adjusted for use in Malaysia, Thailand, or even Europe and Japan, where halal
tourism is growing. Adaptation would involve contextualising the model’s
cultural and legal assumptions to match local consumer expectations, business

practices, and regulatory norms.
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7.5.3 Limitations

While the HHTDM offers a comprehensive and inclusive framework, several

limitations should be acknowledged:

o Contextual Boundaries: The model was constructed based on the socio-cultural
characteristics of Yogyakarta, including its unique local wisdom. Its direct
applicability may be limited in regions where such cultural dynamics are absent
or differently expressed.

e Capacity and Resource Constraints: Many business stakeholders, as reflected in
Chapter 5, highlighted the lack of access to funding, halal training, and
technological infrastructure. The model assumes a baseline of institutional
support and stakeholder readiness, which may not exist in all settings.

e Regulatory Fragmentation: Variations in halal standards between national
authorities, and the complexity of coordinating across government levels, were
noted in Chapter 4. These may pose challenges in replicating the model
elsewhere without harmonised certification systems and clearer operational

guidelines.

Recognising these limitations, future applications of the HHTDM should include
adaptable toolkits, contextual mapping tools, and policy engagement modules to ensure

flexibility and responsiveness to local conditions.

7.6 DEVELOPMENT OF THE HOLISTIC HALAL TOURISM BUSINESS
PRACTICES FRAMEWORK (HHTBPF)

The Holistic Halal Tourism Business Practices Framework (HHTBPF) was developed
as a complementary tool to the Holistic Halal Tourism Development Model (HHTDM),
designed to guide tourism businesses, particularly MSMEs, in aligning their operations
with halal values in a structured, culturally grounded, and actionable manner. While the

HHTDM lays the strategic foundations for policy integration, community engagement,
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and stakeholder alignment, the HHTBPF translates these principles into practical

business-level applications.

7.6.1 Rationale and Design Process

The need for the HHTBPF emerged directly from stakeholder interviews across
Chapters 5 and 6, which revealed a common concern among business operators: despite
growing interest in halal tourism, there remained ambiguity in operational standards,
difficulty in accessing certification, and limited understanding of how to integrate local
values into service delivery. Small and medium enterprises (SMEs) expressed that most
halal tourism guidelines were abstract, top-down, and lacked contextual relevance to

their day-to-day business challenges.

To address this, the framework was designed as a modular, flexible, and scalable
structure that could respond to varying business capacities and sectoral differences (e.g.,
food, accommodation, attractions, retail). Each module draws from the empirical
findings and theoretical pillars of the HHTDM: Ethical Values, Sustainable Practices,
Halal Principles, and Cultural Integrity, while ensuring direct applicability at the

operational level.

The design process followed a multi-phase trajectory:

e Empirical Grounding: Findings from Chapters 5 and 6 were used to extract
recurring business needs, such as the lack of halal-trained staff, confusion about
branding strategies, and inconsistent implementation of halal SOPs.

e Gap Alignment: These findings were then mapped against regulatory and
institutional shortcomings highlighted in Chapter 4, particularly the fragmented
coordination between certification bodies, limited enforcement, and absence of

regionally adapted business guidelines.
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e Modular Structuring: The framework was divided into eight thematic modules
based on the most frequently cited business challenges during stakeholder
interviews. These included needs for staff training, service excellence, branding,
digital tools, environmental responsibility, and crisis preparedness. Presenting
the components as modules allows for a clear, organised, and flexible approach
that facilitates targeted focus, ease of updates, enhanced user engagement, and
comprehensive coverage.

o Cultural Integration: To ensure local resonance, each module incorporates local

wisdom to promote community cohesion and authenticity.

7.6.2 Addressing Regulatory Gaps and Stakeholder Needs

The HHTBPF is designed to bridge the regulatory disconnects identified in Chapter 4,
where national halal policies were not sufficiently translated into actionable guidelines

for local businesses. By providing a comprehensive operational framework, the

HHTBPF helps to:

o Standardise operational practices: Offering practical checklists, training
suggestions, and performance metrics that align with national halal certification
while remaining flexible to local conditions.

o Facilitate compliance and branding: Assisting businesses in navigating halal
compliance processes and enhancing consumer trust through value-based
branding strategies.

o Build institutional capacity: Enabling policymakers and support institutions
(e.g., local chambers, tourism boards, NGOs) to deploy the modules in capacity-
building programs, technical workshops, and SME mentoring schemes.

e Empower cultural authenticity: Encouraging businesses to preserve and
highlight cultural assets, thereby differentiating Yogyakarta’s halal tourism

offerings from generic or tokenistic implementations.
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In sum, the HHTBPF represents an applied business tool rooted in stakeholder
realities and theoretical depth. It reinforces the HHTDM's holistic vision while filling
the operational void between policy ambition and business practice. Figure 7.2 visually
maps the framework’s eight modules and their interaction with the values embedded in
the HHTDM, illustrating how tourism businesses can evolve into ethical, competitive,

and community-conscious enterprises.

7.6.3 Proposed Eight Modules of the HHTBPF

The eight proposed modules of the Holistic Halal Tourism Business Practices

Framework are as follows:

1. Foundational Practices: Establishing halal vision and mission, leadership
commitment, and core values integration.

2. Operational Excellence: Standard operating procedures (SOPs) for halal
compliance in service delivery, food preparation, accommodation, and tour
operations.

3. Community and Social Responsibility: Engaging with local communities,
supporting traditional artisans, and promoting social inclusion.

4. Marketing and Customer Experience: Halal-focused branding, service quality
assurance, feedback mechanisms, and customer satisfaction strategies.

5. Economic Impact and Business Support: Financial planning, access to
microfinancing, collaborations with local suppliers, and SME growth strategies.

6. Technology and Innovation: Use of digital tools, mobile apps, booking
platforms, and virtual guides to enhance halal tourism accessibility and
transparency.

7. Crisis Management and Sustainability: Guidelines for risk management, health
and safety protocols, and environmentally sustainable practices.

8. Monitoring and Continuous Improvement: Self-assessment tools, halal audits,

performance indicators, and feedback loops to ensure adaptive management.
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These modules are not meant to be prescriptive but serve as adaptable guides that
businesses can tailor according to their scale, context, and readiness. Together, they
offer a blueprint for translating the values of the HHTDM into tangible, measurable
actions that uplift service quality, foster community integration, and sustain the halal

tourism ecosystem in Yogyakarta and beyond.

7.7 PROPOSED POLICY RECOMMENDATIONS

This section synthesises key policy recommendations based on the findings from
Chapters 4 and 5, and the framework developed in Chapter 7.5. These recommendations
aim to bridge regulatory gaps, address stakeholder concerns, and create enabling
conditions for the adoption of halal tourism principles in Yogyakarta. Drawing from
empirical data, stakeholder feedback, and comparative analysis of national and local
policies, the proposed measures are grouped by target audience for clarity and strategic
implementation. A full list of detailed action plans and implementation strategies is

available in Appendix D.

Table 7.1 presents a summarised overview of these policy recommendations,

including the targeted audience and core implementation plan.

7.7.1 Government-Focused Recommendations

e Inclusive Policy Development: Collaborate with local universities and
international halal tourism experts to develop Yogyakarta-specific halal tourism
policies that reflect local cultural heritage and community values.

e Regulatory Enforcement Mechanism: Establish structured audits and

compliance monitoring for halal-certified tourism businesses.
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e Monitoring, Evaluation, and Adaptation: Create a digitalised feedback and
M&E system to ensure policy relevance and responsiveness.
e Economic Impact Analysis: Institutionalise annual halal tourism economic

assessments to ensure inclusive growth and community benefit.

7.7.2 Government—Community Joint Recommendations

o Community Engagement Office: Establish a dedicated liaison unit to connect
policymakers with religious leaders, cultural actors, and residents.
e Support for Cultural Tourism: Promote community-led tourism initiatives that

preserve traditional practices while supporting halal compliance.

7.7.3 Government—Business Joint Recommendations

o Certification, Training, and Education: Establish a Halal Tourism Academy
offering blended online and offline training in halal compliance and cultural
sensitivity.

o Financial Incentives: Offer grants, subsidies, and microloans to SMEs pursuing
halal certification.

o Strategic Collaboration with Travel Agencies: Co-develop halal tourism
packages and shared marketing campaigns.

o Health, Safety, and Accessibility Standards: Develop a unified health and safety
protocol, alongside infrastructure upgrades for inclusive tourism.

o Sustainable Tourism Policies: Launch eco-certification for halal tourism
operators, supported by expert-developed sustainability guidelines.

o Digital Integration: Create halal-focused mobile apps, digital payment systems,

and training platforms.
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e Crisis Management and Resilience Planning: Develop protocols for risk
preparedness and establish a crisis response fund for the sector.

o Stakeholder Engagement Strategy: Establish a permanent stakeholder
committee and regular engagement forums.

e Visitor Experience Optimisation: Implement feedback mechanisms and

innovation labs for continuous product and service improvements.

7.7.4 Business-Focused Recommendations

e Cultural Integration in Business Practice: Mandate that halal-certified

businesses offer cultural enrichment experiences tied to local heritage.

7.7.5 Tourism Board-Focused Recommendations

e Marketing and Promotion Strategy: Develop digital and influencer-based
campaigns highlighting halal tourism in Yogyakarta to regional and global

Muslim audiences.
These recommendations form the policy backbone of the Holistic Halal Tourism

Business Policy Framework (HHTBPF), enabling the practical realisation of the

strategic vision presented in this study.
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Table 7.1 Summary of Policy Recommendations and Implementation Plan. (Source:
Author’s own creation).

Recommendation Taljget Description / Implementation Plan
Audience
. . Engage local universities and international
Inclusive Policy . )
Government | partners to create tailored halal tourism
Development .
strategies.

Regulatory Enforcement Implement audits and monitoring systems for

. Government .
Mechanism halal compliance.
Monitoring & Create a digital M&E platform with annual

. Government . .
Evaluation policy reviews.
Economic Impact Conduct regular assessments to measure local

. Government
Analysis benefits.
Community Government | Set up a liaison office for cultural and religious
Engagement Office / Community | consultation.
Support for Cultural Government | Promote community-led tourism that preserves
Tourism / Community | traditions.

Certification & Training

Government
/ Businesses

Create Halal Tourism Academy and online
training platforms.

Financial Incentives

Government
/ Businesses

Provide subsidies, grants, and loans for halal
tourism adoption.

Travel Agency Government .

Collaboration / Businesses Co-create travel packages and train agency staff.
Health & Accessibility | Government | Set hygiene protocols and improve facility
Standards / Businesses | access.

Sustainable Tourism
Policies

Government
/ Businesses

Support eco-friendly tourism operations and
create certification.

Technology Integration

Government
/ Businesses

Develop apps, digital services, and payment
platforms.

Crisis Management

Government
/ Businesses

Design response plans and establish sector
resilience funds.

Stakeholder
Engagement

Government
/ Businesses

Conduct mapping, form stakeholder committees
and engagement plans.

Visitor Experience
Enhancement

Government
/ Businesses

Create feedback systems and innovation
initiatives.

Embed cultural elements into services and

Cultural Integration Businesses .

experiences.
Marketing & Promotion | Tourism Use digital campaigns and influencers to reach
Strategy Board halal tourists.
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7.8 STRATEGY, ACTION PLAN, AND MODULE

This section outlines the strategic roadmap, action plan, and modular structure that
support the implementation of the Holistic Halal Tourism Business Policy Framework
(HHTBPF). Built upon the findings in Chapters 4-6 and anchored in the HHTDM and
HHTBPF, this implementation blueprint provides clear, practical steps for relevant

stakeholders to adopt, adapt, and sustain halal tourism principles in Yogyakarta.

7.8.1 Strategic Objectives

The following strategic objectives were developed to ensure alignment with stakeholder

needs, empirical insights, and sustainable development goals:

e Policy Realignment: Strengthen integration between national halal standards
and local governance structures.

o Business Enablement: Equip tourism businesses, particularly MSMEs, with the
resources and training necessary to comply with halal tourism requirements.

e Cultural Positioning: Promote Yogyakarta’s unique identity by embedding
cultural authenticity into tourism offerings.

o Sustainability Orientation: Foster environmentally and socially responsible
practices across the tourism value chain.

e Visitor-Centric Innovation: Continuously enhance visitor experience through

feedback, digital innovation, and service excellence.
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7.8.2 Action Plan Overview

To operationalise these strategies, the following phased action plan is proposed:

Table 7.2 Action Plan. (Source: Author’s own creation).

Phase | Timeline Key Activities

Stakeholder engagement workshops; policy review;

Phase 1 Year 1 . : .
curriculum design for training.

Launch Halal Tourism Academy; initiate pilot programmes

Phase2 | Year2 | clected destinations.

Full-scale implementation; digital platform rollout;

Phase 3 Year 3 - bk
economic impact monitoring.

Policy adaptation based on M&E data; scale up sustainable

Phase 4 | Year 4-5 : .
practices across region.

7.8.3 Modular Framework for Implementation

The HHTBPF is structured into eight interlinked modules, each designed to support a

specific operational and strategic domain within halal tourism business practices.
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Table 7.3 Modular Framework for Implementation. (Source: Author’s own creation).

Module Purpose

Ensures basic understanding of halal principles,

1. Foundational Practices o !
u local culture, and organisational ethics.

Focuses on service quality, hygiene, certification

2. Operational Excellence :
p x processes, and standard operating procedures.

3. Community and Social Promotes local engagement, CSR initiatives, and
Responsibility community-owned tourism models.

4. Marketing and Customer | Enhances branding, customer journey, digital

Experience marketing, and satisfaction metrics.

5. Economic Impact and Monitors tourism’s economic contribution and
Business Support offers tools for SME development.

6. Technology and Encourages digital transformation in tourism service
Innovation delivery and data-driven decisions.

7. Crisis Management and Develops preparedness frameworks and embeds
Sustainability sustainability in operations.

8. Monitoring and Provides mechanisms for policy feedback, business
Continuous Improvement audits, and iterative learning.

Each module contains detailed guidelines, key performance indicators, and
flexible checklists to allow businesses and regulators to adapt according to scale,
resource capacity, and market readiness. For comprehensive descriptions of each
module, including their components and suggested implementation steps, the full

modular framework is provided in Appendix D.

7.9 DISCUSSION SUMMARY AND KEY CONTRIBUTIONS

This chapter has consolidated the main insights of the study by presenting two key
outcomes: the Holistic Halal Tourism Development Model (HHTDM) and the Holistic

Halal Tourism Business Practices Framework (HHTBPF). These frameworks were
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developed through an iterative process grounded in thematic and stakeholder analyses
from Chapters 4, 5, and 6. Together, they represent the study’s core strategic

contribution to both theory and practice in halal tourism.

The HHTDM is a significant theoretical contribution that integrates three
conceptual foundations, Cultural Adaptation Theory, Stakeholder Theory, and
Sustainable Tourism Theory, into a unified model of halal tourism development. Unlike
previous models which often adopt a top-down, one-size-fits-all approach, the HHTDM
incorporates local cultural values, stakeholder engagement, and adaptive governance
mechanisms. It fills a critical gap in the literature by proposing a framework that is not
only halal-compliant but also deeply sensitive to local context. As identified in Chapter
2, many existing halal tourism studies neglect the importance of local wisdom, and the
lived experiences of stakeholders. The HHTDM addresses this omission by embedding

qualitative data into the framework’s core logic.

Building upon the HHTDM, the HHTBPF translates the model’s guiding
principles into actionable practices for halal tourism businesses. Structured around eight
practical modules, the HHTBPF provides tools for improving service quality, aligning
with regulatory frameworks, integrating cultural elements, and enhancing operational
sustainability. Its development responds directly to gaps identified in the stakeholder
data, including business readiness, halal certification challenges, and the absence of
structured guidance for implementation. While prior studies often silo their focus on
either policy or consumer preferences, this research bridges those areas by offering a

comprehensive framework that is both strategic and implementable.

These frameworks also contribute methodologically to halal tourism research by
offering a stakeholder-informed design that allows for cross-sectoral dialogue, and by
proposing flexible models that can be transferred or adapted across other Muslim-
minority destinations. The synthesis of empirical findings with theoretical constructs
ensures that both the HHTDM and HHTBPF are grounded in context while also
extending broader applicability.
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In sum, the HHTDM and HHTBPF jointly represent a pioneering contribution to
the halal tourism discourse. They offer an integrated, adaptable, and stakeholder-
responsive pathway for aligning halal principles with tourism planning and operations.
By bridging the divide between academic theory and real-world practice, the study
advances the global conversation on how culturally respectful, inclusive, and

sustainable halal tourism can be realised.

7.10 CONCLUSION AND RECOMMENDATIONS

This study set out to explore how halal principles can be systematically and sustainably
integrated into tourism development in Yogyakarta, a culturally rich and Muslim-
minority region. Drawing on empirical data from government, business, and community
stakeholders, the research produced two major outputs: the Holistic Halal Tourism
Development Model (HHTDM) and the Holistic Halal Tourism Business Practices
Framework (HHTBPF). These frameworks were designed to offer both conceptual
clarity and practical guidance to support ethical, culturally sensitive, and economically

viable halal tourism in the region.

The HHTDM is grounded in three key theoretical lenses: Cultural Adaptation
Theory, Stakeholder Theory, and Sustainable Tourism Theory. It synthesises data across
policy analysis (Chapter 4), business engagement (Chapter 5), and stakeholder
triangulation (Chapter 6). Its four interdependent pillars, ethical values, sustainable
practices, halal principles, and cultural integrity, were derived from both theoretical
foundations and stakeholder validation. The model addresses a critical gap in the halal
tourism literature by offering a bottom-up, adaptable framework that responds to
implementation challenges, regulatory inconsistencies, and the lack of cultural

contextualisation evident in many existing strategies.

To support practical adoption, the HHTBPF was developed. This framework

comprises eight actionable modules that operationalise the HHTDM for tourism
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businesses. These modules offer structured guidance on halal compliance, service
improvement, community engagement, sustainability, and innovation. Each module
was informed by recurring themes from the stakeholder interviews, ensuring they reflect
on-the-ground realities, such as business capacity, cultural preservation, digital

readiness, and customer experience.

Despite its contributions, this study is not without limitations. The findings are
based on data specific to Yogyakarta and may not be directly generalisable to other
regions without careful contextual adaptation. The qualitative design provided in-depth
insights but did not produce statistically representative data. Moreover, the absence of
longitudinal data limits the ability to assess the long-term impact of the proposed

frameworks.

Nonetheless, the study offers clear and practical recommendations for key

stakeholder groups:

e Government agencies are encouraged to adopt inclusive, localised halal
tourism policy approaches, develop robust monitoring and evaluation
mechanisms, and establish community liaison offices to build sustained
engagement.

e Tourism businesses should utilise the HHTBPF modules to improve halal
service delivery, invest in cultural training, and apply flexible certification
strategies that suit local market needs.

e Community stakeholders are urged to collaborate with tourism developers to
co-create culturally grounded tourism products, preserve local traditions, and

participate in decision-making processes.

Future research may extend this work by exploring the replicability of the
HHTDM in other Muslim-minority or multicultural destinations. Comparative case
studies and mixed-methods designs could offer broader validation and reveal regional
nuances. Further, the integration of real-time digital feedback and policy adjustment

tools may enhance the adaptability and impact of the frameworks over time.
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In conclusion, this study contributes an original and context-sensitive framework
for halal tourism development in Indonesia. By combining theoretical synthesis with
stakeholder-driven insight, it provides a timely foundation for the development of

inclusive, sustainable, and culturally responsive halal tourism practices.

303



REFERENCES

Afsari, A., Suryantini, A., & Mulyo, J. H. (2017). The Influence of Attitude, Subjective
Norm, and Perceived Behavioural Control Toward Snack Consumer Behaviour
in Halal Labeling in Yogyakarta. I/mu Pertanian (Agricultural Science), 2(1),
029. https://doi.org/10.22146/ipas.10827

Agusmal, & Wardi, Y. (2020). Effects of Service Quality, Halal Tourism, Brand Image,
Tourist Satisfaction and E-WOM on Muslim Tourist Loyalty in West Sumatra:
Proceedings of the 5th Padang International Conference on Economics

Education, Economics, Business and Management, Accounting and
Entrepreneurship (PICEEBA-5 2020), Padang, Indonesia.
https://doi.org/10.2991/aebmr.k.201126.066

Agustin, A. B. (2019). Javanese Muslim Local Culture and Tradition in Islamic

Perspective. Sunan Kalijaga International Journal on Islamic Educational

Research, 3(1), 15-24. https://doi.org/10.14421/skijier.2019.2019.31.02

Al-Ansi, A., & Han, H. (2019). Role of halal-friendly destination performances, value,
satisfaction, and trust in generating destination image and loyalty. Journal of
Destination Marketing & Management, 13, 51-60.
https://doi.org/10.1016/j.jdmm.2019.05.007

Alam, A., Nisa, E. L. K., Haque, M. G., & Hamid, A. A. (2024). Halal Tourism and the
Islamic Socio-Cultural Responsibilities of Domestic Tourists in Indonesia.

Fikri: Jurnal Kajian Agama, Sosial dan Budaya, 9(2), 221-238.

Alfath, T., Mutiara, D., & Ridho, M. R. (2022). Tourism in the Sharia Frame: A Study
on the Relationship of Tourism and Religion in Yogyakarta. Afkaruna:
Indonesian  Interdisciplinary  Journal of Islamic  Studies, 18(2).
https://doi.org/10.18196/atkaruna.v18i2.15001

304



Aliyanti, F. E., & Kariim, L. (2022). The Implementation of Halal Supply Chain
Management on Processed Meat Products in Yogyakarta. Journal of Islamic

Economics Lariba, 8(1), 15-32. https://doi.org/10.20885/jielariba.vol8.iss1.art2

Al-Qaradawi, Y., El-Helbawy, K., Siddiqui, M. M., & Shukry, S. (2013). The lawful
and the prohibited in Islam (New and rev. ed). Islamic Book Trust.

Aoun, 1., Tournois, L. (2015). Building holistic brands: an exploratory study of Halal
cosmetics. Journal of Islamic Marketing, 6 (1): 109—132.

Arintyas, A. P. R. D. A., & Budiman, R. C. P. (2023). Halal Tourism Towards Equity
Representation of Multicultural Identity and Human Development: A Case of

Lombok, Indonesia. Jurnal Kepariwisataan: Destinasi, Hospitalitas Dan

Perjalanan, 7(2), 154-166. https://doi.org/10.34013/jk.v7i2.1246

Arrahman, A., & Yanti, I. (2022). Halal Industry in Javanese Culture; Yogyakarta
Regional Government Policy in obtaining its economic values. INFERENSI:
Jurnal Penelitian Sosial Keagamaan, 16(1), 151-174.
https://doi.org/10.18326/infs13.v1611.151-174

Atmojo, M. E., & Fridayani, H. D. (2021). An Assessment of Covid-19 Pandemic
Impact on Indonesian Tourism Sector. Journal of Governance and Public

Policy, 8(1), 1-9. https://doi.org/10.18196/jgpp.811338

Azam, M. S. E., Muflih, B. K., & Al Haq, M. A. (2024). Intersection Between Modern
Technologies and Halal Tourism: Exploring the Role of Digital Innovation in
Enhancing Muslim Travellers’ Experience. The Journal of Muamalat and

Islamic Finance Research, 16-31. https://doi.org/10.33102/jmifr.546

Badan Penyelenggara Jaminan Produk Halal (BPJPH). (2023, February 20). About
BPJPH. https://bpjph.halal.go.id/en/detail/ab-1

Barrera, M., & Castro, F. G. (2006). A Heuristic Framework for the Cultural Adaptation
of Interventions. Clinical Psychology: Science and Practice, 13(4), 311-316.
https://doi.org/10.1111/j.1468-2850.2006.00043.x

305



Battour, M., Hakimian, F., Ismail, M., & Bogan, E. (2018). The perception of non-
Muslim tourists towards halal tourism: Evidence from Turkey and Malaysia.

Journal of Islamic Marketing, 9(4), 823-840.

Battour, M., & Ismail, M. N. (2016). Halal tourism: Concepts, practises, challenges and
future. Tourism Management Perspectives, 19, 150-154.

https://doi.org/10.1016/j.tmp.2015.12.008

Battour, M., Ismail, M. N., & Battor, M. (2011). The impact of destination attributes on
Muslim tourist’s choice: Marketing Travel Destinations to Muslim Tourists.
International ~ Journal  of  Tourism  Research, 13(6), 527-540.
https://doi.org/10.1002/jtr.824

Battour, M., Salaheldeen, M., & Mady, K. (2021b). Exploring Innovative Marketing
Opportunities for Halal Entrepreneurs in Hospitality and Tourism Industry. SHS
Web of Conferences, 124, 10001.
https://doi.org/10.1051/shsconf/202112410001

Battour, M., Salaheldeen, M., Mady, K., & Elsotouhy, M. (2021a). Halal Tourism:
What Is Next for Sustainability? Journal of Islamic Tourism, 1(Inaugural
Issue), 80-91.

Berry, J. W., & Sam, D. L. (1997). Acculturation and adaptation. Handbook of cross-
cultural psychology, 3(2), 291-326.

Berry, J. W. (2005). Acculturation: Living successfully in two cultures. International
Journal of Intercultural Relations, 29(6), 697-712.
https://doi.org/10.1016/j.ijintrel.2005.07.013

Biancone, P. P., Secinaro, S., Radwan, M., & Kamal, M. (2019). Halal Tourism: An
Opportunity for the Global Tourism Industry. Tourism Analysis, 24(3), 395—
404. https://doi.org/10.3727/108354219X15511865533112

Bogan, E., & Sarusik, M. (2019). Halal tourism: Conceptual and practical challenges.
Journal of Islamic Marketing, 10(1), 87-96. https://doi.org/10.1108/JIMA-06-
2017-0066

306



Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative
research in psychology, 3(2), 77-101.

Braun, V., & Clarke, V. (2019). Reflecting on reflexive thematic analysis. Qualitative
Research  in  Sport,  Exercise and  Health, 11(4), 589-597.
https://doi.org/10.1080/2159676X.2019.1628806

Brinkmann, S., Kvale, S., & Flick, U. (2018). Doing interviews (Second edition).
SAGE.

Bryman, A. (2016). Social research methods. Oxford university press.

Budarma, 1. K., Astawa, I. K., Widhari, C. 1. S., & Erawati, N. M. R. (2020).
Competitive Advantage of Green Hospitality Business Practices in 5 Star Hotels
in Bali. Technium  Social  Sciences  Journal, 13, 420-431.
https://doi.org/10.47577/tssj.v1311.1977

Butler, R. W. (1999). Sustainable tourism: A state-of-the-art review. Tourism

Geographies, 1(1), 7-25. https://doi.org/10.1080/14616689908721291

Byrd, E. T. (2007). Stakeholders in sustainable tourism development and their roles:
Applying stakeholder theory to sustainable tourism development. Tourism

Review, 62(2), 6—13. https://doi.org/10.1108/16605370780000309

Cahyowati, R., & Sudini, L. P. (2021). Halal Tourism Policy in West Nusa Tenggara
Province During the Covid-19 Pandemic. 6035.

Cash, P., Isaksson, O., Maier, A., & Summers, J. (2022). Sampling in design research:
Eight key considerations. Design Studies, 78, 101077.
https://doi.org/10.1016/j.destud.2021.101077

Cerquetti, M., Ferrara, C., Romagnoli, A., & Vagnarelli, G. (2022). Enhancing
Intangible Cultural Heritage for Sustainable Tourism Development in Rural
Areas: The Case of the “Marche Food and Wine Memories” Project (Italy).
Sustainability, 14(24), 16893. https://doi.org/10.3390/su142416893

307



Chantarungsri, C., & Alam, A. (2024). Sustainable Strategies for Halal Tourism
Infrastructure in the Digital Age: Integrating Architecture, Urban Planning, and
Technology. Proceeding ISETH (International Summit on Science, Technology,
and Humanity), 165-179.

Charmaz, K. (2014). Constructing grounded theory (2nd edition). Sage.

Chookaew, S., Chanin, O., Charatarawat, J., Sriprasert, P., & Nimpaya, S. (2015).
Increasing Halal Tourism Potential at Andaman Gulf in Thailand for Muslim

Country. Journal of Economics, Business and Management, 3(7), 739-741.
https://doi.org/10.7763/JOEBM.2015.V3.277

Ciputra W. (2022, January 11). Awal Mula Yogyakarta Dijuluki Kota Pelajar.
Kompas.com.
https://yogyakarta. kompas.com/read/2022/01/11/184512078/awal-mula-
yogyakarta-dijuluki-kota-pelajar?page=all

CrescentRating. (2023, June). Halal In Travel Awards 2023: Celebrating Excellence in
Muslim-Friendly Travel. CrescentRating.
https://www.crescentrating.com/magazine/press-releases/4117/halal-in-travel-

awards-2023-celebrating-excellence-in-muslim-friendly-travel.html

Creswell, J. W., & Creswell, J. D. (2023). Research design: Qualitative, quantitative,
and mixed methods approaches (Sixth edition). SAGE.

Danarta, A., Pradana, M. Y. A., Abror, I., & Yahya, N. E. P. S. (2024). Encouraging
religion and sustainable tourism as a conception of Indonesian halal tourism

development. Revista de Gestdo Social e Ambiental, 18(7), 1-15.

Denzin, N. K., & Lincoln, Y. S. (Eds.). (2018). The SAGE Handbook of Qualitative
Research. SAGE Publications, Inc.

DinarStandard. (2022). State of the Global Islamic Economy 2022.
https://www.salaamgateway.com/specialcoverage/SGIE22

Donaldson, T., & Preston, L. E. (1998). The Stakeholder Theory of the Corporation:
Concepts, Evidence and Implications. In M. Clarkson (Ed.), The Corporation

308



and Its Stakeholders (pp. 173-204). University of Toronto Press.
https://doi.org/10.3138/9781442673496-011

DSN-MUI. (2016). Pedoman Penyelenggaraan Pariwisata Berdasarkan Prinsip
Syariah (No. 108/DSN-MUI/X/2016). Dewan Syariah Nasional - Majelis

Ulama Indonesia (DSN-MUI).
https://putusan3.mahkamahagung.go.id/peraturan/detail/1 1eb3f70493316c2b73
1313432383236.html

Duman, T. (2012). The Value of Islamic Tourism: Perspectives from the Turkish
Experience. ICR Journal, 3(4), 718-739. https://doi.org/10.52282/icr.v3i4.513

Effendi, D., Rosadi, A., Prasetyo, Y., Susilawati, C., Susilawati, C., & Athoillah, M. A.
(2021).  Preparing  Halal  Tourism  Regulations in  Indonesia.

https://doi.org/10.21427/GTSW-SY51

Eid, R., & El-Gohary, H. (2015). The role of Islamic religiosity on the relationship
between perceived value and tourist satisfaction. Tourism Management, 46,

477-488. https://doi.org/10.1016/j.tourman.2014.08.003

El-Gohary, H. (2016). Halal tourism, is it really Halal? Tourism Management
Perspectives, 19, 124—130. https://doi.org/10.1016/j.tmp.2015.12.013

Etikan, 1., Musa, S. A., & Alkassim, R. S. (2016). Comparison of Convenience
Sampling and Purposive Sampling. American Journal of Theoretical and

Applied Statistics, 5(1), 1. https://doi.org/10.11648/j.ajtas.20160501.11

Fanani, D., Farid, M., Caniago, A., & Gosal, P. H. (2020). Development of Cultural
Heritage Tourism through the Synergy of Stakeholders: A Study of Regional

Cultural Heritage Tourism in Indonesia.

Freeman, R. E. (2010). Strategic management: A stakeholder approach. Cambridge

university press.

Friese, S. (2019). Qualitative data analysis with ATLAS.ti (3rd edition). SAGE

Publications.

309



Furgan, A. (2019). The Development of Halal Tourism in Indonesia. The Development
of Halal Tourism in Indonesia, 443-457.

Galdas, P. (2017). Revisiting Bias in Qualitative Research: Reflections on Its
Relationship With Funding and Impact. International Journal of Qualitative
Methods, 16(1), 160940691774899.
https://doi.org/10.1177/1609406917748992

George, R. (2025). Faith in the Digital Age: Exploring the Changing Diaspora of
Religious Tourism. In Technology and Religious Tourism: Emerging Trends,

Cases and Futuristic Perspectives. Emerald Publishing Limited. (pp. 119-137).

Grace K.S. Ho, Carmen Lam, Rob Law. (2023). Conceptual framework of strategic
leadership and organizational resilience for the hospitality and tourism industry
for coping with environmental uncertainty. Journal of Hospitality and Tourism

Insights, 6(2) 835—852. https://doi.org/10.1108/JHTI-09-2021-0242

Halim, Abd., & Baroroh, N. (2021). Pariwisata Halal: Studi Komparatif Hotel Syariah
di Yogyakarta dan Bali. A/-Manahij: Jurnal Kajian Hukum Islam, 15(1), 53—66.
https://doi.org/10.24090/mnh.v1511.4602

Hanafiah, M. H., Hasan, M. R., & Mat Som, A. P. (2022). Managing Modern Muslim
Travellers: Emerging Trends and Issues for Islamic Tourism Destinations.
Tourism and Hospitality, 3(4), 908-918.
https://doi.org/10.3390/tourhosp3040058

Haron, H., Jamil, N. N., & Ramli, N. M. (2020). Western And Islamic Values And
Ethics: Are They Different? Journal of Governance and Integrity, 4(1), 12-28.
https://doi.org/10.15282/jg1.4.1.2020.5609

Hartarto, R. B., & Azizurrohman, M. (2022). Does Halal Tourism Policy Attract More
Tourists? Evidence from Indonesia. Journal of Economic Cooperation and

Development, 43(3), 145-162.

310



Henderson, J. C. (2016). Halal food, certification and halal tourism: Insights from
Malaysia and Singapore. Tourism Management Perspectives, 19, 160-164.
https://doi.org/10.1016/j.tmp.2015.12.006

Huda, N., Gani, A. N., Rini, N., Rizky, T. D., & Ichsan, L. (2022). Identifying
stakeholders’ perspectives on the success factors of halal tourism in the city of
Makassar: A group model building approach. International Journal of Tourism

Cities, 8(4), 883—896. https://doi.org/10.1108/1JTC-06-2021-0101

Indonesian Ministry of National Development and Planning (Bappenas). (2018).
Indonesia Islamic Economic Masterplan 2019—2024. Indonesian Ministry of
National Development and Planning: Bappenas.
https://knks.go.id/storage/upload/1560308022-
Indonesia%?20Islamic%20Economic%20Masterplan%202019-2024.pdf

Irawanto, R. (2020). Acculturation of the Hindu Muslim Identity in the Figure Puppet
Krucil. KnE Social Sciences. https://doi.org/10.18502/kss.v4112.7614

Islamic Tourism Centre (ITC). (2024). Muslim Friendly Directory. Islamic Tourism
Centre of Malaysia | ITC. https://itc.gov.my/muslim-friendly-directory/

Jaelani, A. (2017). Halal Tourism Industry in Indonesia: Potential and Prospects. SSRN
Electronic Journal. https://doi.org/10.2139/ssrn.2899864

Jafari, J., & Scott, N. (2014). Muslim world and its tourisms. Annals of Tourism
Research, 44, 1-19. https://doi.org/10.1016/j.annals.2013.08.011

Janah, R., Asma, & Adinugraha, H. H. (2022). Opportunities And Strategies For
Traditional Halal Culinary In Modern Times. JEKSYAH (Islamic Economics
Journal), 2(01), 23-39. https://doi.org/10.54045/jeksyah.v2i01.54

Kamarulzaman, Y., Veeck, A., Mumuni, A. G., Lugmani, M., & Quraeshi, Z. A. (2016).
Religion, markets, and digital media: Seeking halal food in the US. Journal of
Macromarketing, 36(4), 400-411.

311



Khan, A., Bibi, S., Ardito, L., Lyu, J., Hayat, H., & Arif, A. (2020). Revisiting the
Dynamics of Tourism, Economic Growth, and Environmental Pollutants in the
Emerging  Economies—Sustainable = Tourism  Policy  Implications.

Sustainability, 12(6), 2533. https://doi.org/10.3390/su12062533

Khan, M. ., & Haleem, D. A. (2016). Understanding “Halal” and “Halal Certification
& Accreditation System”- A Brief Review. Saudi Journal of Business and

Management Studies, 1(1), 32-42.

Khoiriati, S. D., Suharko, Krisnajaya, I. M., & Dinarto, D. (2018). Debating Halal
Tourism Between Values and Branding: A Case Study of Lombok, Indonesia.

KnE Social Sciences, 3(5), 494. https://doi.org/10.18502/kss.v315.2352

Khullar, K. (2019, April 9). Mastercard-CrescentRating Global Muslim Travel Index
(GMTI) 2019: Indonesia and Malaysia Take the Top Positions in the Fast
Growing Muslim Travel Market. Mastercard.
https://www.mastercard.com/news/ap/en/newsroom/press-
releases/en/2019/april/mastercard-crescentrating-global-muslim-travel-index-

gmti-2019-indonesia-and-malaysia-take-the-top-positions/

Kim, Y. (2001). Becoming Intercultural: An Integrative Theory of Communication and
Cross-Cultural Adaptation. SAGE Publications, Inc.
https://doi.org/10.4135/9781452233253

Konig, H. J., Schuler, J., Suarma, U., McNeill, D., Imbernon, J., Damayanti, F.,
Dalimunthe, S. A., Uthes, S., Sartohadi, J., Helming, K., & Morris, J. (2010).
Assessing the Impact of Land Use Policy on Urban-Rural Sustainability Using
the FOPIA Approach in Yogyakarta, Indonesia. Sustainability, 2(7), 1991-2009.
https://doi.org/10.3390/su2071991

Komite Nasional Ekonomi dan Keuangan Syariah (KNEK). (2021). Indonesia Islamic
EconomicMasterplan2019-2024.
https://kneks.go.id/storage/upload/1560308022-
Indonesia%?20Islamic%20Economic%?20Masterplan%202019-2024.pdf

312



Kusumawati, R. (2014). Networks and knowledge at the interface: Governing the coast
of east kalimantan, indonesia (Order No. 28230554). Available from ProQuest
Dissertations & Theses Global. (2581207769).
http://210.48.222.80/proxy.pac/dissertations-theses/networks-knowledge-at-
interface-governing-coast/docview/2581207769/se-2

Laplume, A. O., Sonpar, K., & Litz, R. A. (2008). Stakeholder Theory: Reviewing a
Theory That Moves Us. Journal of Management, 34(6), 1152—11809.
https://doi.org/10.1177/0149206308324322

Liu, F., Wu, X., Xu, J., & Chen, D. (2021). Examining cultural intelligence, heritage
responsibility, and entrepreneurship performance of migrant homestay inn
entrepreneurs: A case study of Hongcun village in China. Journal of Hospitality
and Tourism Management, 48, 538-550.
https://doi.org/10.1016/j.jhtm.2021.08.007

Maizida, K. (2021). On Different Perspective: Image of Yogyakarta as a Tourist
Destination from Domestic and International Tourist’s Perception. E-Journal of

Tourism, 8(1), 41-58. https://doi.org/10.24922/e0t.v811.69741

Mastercard & CrescentRating. (2019). Indonesia Muslim Travel Index (IMTI) 2019
[Annual].  https://www.crescentrating.com/reports/indonesia-muslim-travel-

index-2019.html

Mastercard & CrescentRating. (2021). Global Muslim Travel Index 2021.

Mastercard & CrescentRating. (2023). Global Muslim Travel Index 2023.

https://www.crescentrating.com/reports/global-muslim-travel-index-2023.html

Meirezaldi, O. (2020). Halal Tourism Industry in Indonesia: The Opportunities and
Challenges. Proceedings of the 2nd Annual International Conference on
Business and Public Administration (AICoBPA 2019). 2nd Annual International
Conference on Business and Public Administration (AICoBPA 2019), Malang,
Indonesia. https://doi.org/10.2991/aebmr.k.201116.027

313



Ministry of Tourism and Creative Economy (MoTCE). (2023). 5 Super Priority
Desintations. https://info5dsp.kemenparekraf.go.id/

Moaddel, M. (2002). The Study of Islamic Culture and Politics: An Overview and
Assessment. Annual Review of Sociology, 2, 359-386.

Mohsin, A., Ramli, N., & Alkhulayfi, B. A. (2016). Halal tourism: Emerging

opportunities. Tourism Management Perspectives, 19, 137-143.

Mu’adi, S., & Sofwani, A. (2018). Acculturation of Islam and Javanese Culture in
Public Servant Ethics. El Harakah (TERAKREDITASI), 20(2), 233.
https://doi.org/10.18860/el.v20i2.5355

Mubhajir, M. N. A., & Hasan, F. A. A. (2021). The Development of Halal Tourism
Destinations in Indonesia: Potentials, Opportunities and Challenges. Journal of

Islamic Economy and Business, 3(2), 63—79. https://doi.org/10.24256

Muflihah, L., & Muttaqin, M. 1. (2025). The role of cultural diversity in realizing
inclusive halal tourism: A review of multicultural destination management.
Proceedings of the International Conference on Strategic and Global Studies
(ICSGS 2024), 147—-156. Atlantis Press. https://doi.org/10.2991/978-94-6463-
646-8 10

Myers, J. (1995). The Value-Laden Assumptions of Our Interpretive Practices. Reading
Research Quarterly, 30(3), 582. https://doi.org/10.2307/747636

Naseem, S. (2021). The Role of Tourism in Economic Growth: Empirical Evidence
from Saudi Arabia. Economies, 9(3), 117.
https://doi.org/10.3390/economies9030117

Nowell, L. S., Norris, J. M., White, D. E., & Moules, N. J. (2017). Thematic Analysis:
Striving to Meet the Trustworthiness Criteria. [International Journal of
Qualitative Methods, 16(1), 160940691773384.
https://doi.org/10.1177/1609406917733847

314



Oberg, K. (1960). Cultural Shock: Adjustment to New Cultural Environments.
Practical Anthropology, 0s-7(4), 177-182.
https://doi.org/10.1177/009182966000700405

Pangaribowo, W. S. (2023, January 16). Jumlah Wisatawan di DIY Tahun 2022
Lampaui 2019, Dianggap Pulih dari Pandemi Halaman all. KOMPAS.com.
https://travel. kompas.com/read/2023/01/16/210100427/jumlah-wisatawan-di-
diy-tahun-2022-lampaui-2019-dianggap-pulih-dari-pandemi

Parwez, S. Community-based entrepreneurship: Evidences from a retail case study.

(2017). J Innov Entrep 6, 14. https://doi.org/10.1186/s13731-017-0074-z

Pesurnay, A. J. (2018). Local wisdom in a new paradigm: Applying system theory to
the study of local culture in Indonesia. /n IOP Conference Series: Earth and

Environmental Science, 175(1), 012037.

Pietild, A.-M., Nurmi, S.-M., Halkoaho, A., & Kyngis, H. (2020). Qualitative Research:
Ethical Considerations. In H. Kyngds, K. Mikkonen, & M. Kééridinen (Eds.),
The Application of Content Analysis in Nursing Science Research (pp. 49-69).
Springer International Publishing. https://doi.org/10.1007/978-3-030-30199-6

Pradana, M., Huertas-Garcia, R., & Marimon, F. (2021). Muslim tourists’ purchase
intention of halal food in Spain. Current Issues in Tourism, 24(13), 1814-1818.
https://doi.org/10.1080/13683500.2020.1797647

Prayag, G. (2020). Halal tourism: Looking into the future through the past. Tourism
Recreation Research, 45(4), 557-559.
https://doi.org/10.1080/02508281.2020.1762044

Priyono, A. A., & Nurulloh, A. (2025). Influence of Celebrity Appeal and Halal Label
on Wardah Purchase Decisions: Role of Brand Image. Create: Journal of Islamic

Management and Business, 1(2), 72-84.

Purwandani, I., & Yusuf, M. (2021). Localizing Indonesian Halal tourism policy within
local customs, Qanun , and marketing. Journal of Policy Research in Tourism,

Leisure and Events, 1-19. https://doi.org/10.1080/19407963.2021.1996382

315



Rafiki, A., & Wahab, K. A. (2014). Islamic Values and Principles in the Organization:
A Review of Literature. Asian  Social  Science, 10(9), pl.
https://doi.org/10.5539/ass.v10n9p1

Rahman, M., Moghavvemi, S., Thirumoorthi, T., & Rahman, M. K. (2020). The impact
of tourists’ perceptions on halal tourism destination: A structural model analysis.

Tourism Review, 75(3), 575-594. https://doi.org/10.1108/TR-05-2019-0182

Rashid, N. R. N. A., Wangbenmad, C., & Mansor, K. A. (2021). Halal Tourism: Lessons
for Destination Managers of Non-Muslim Majority Countries. International
Journal of Business and Society, 21(1), 473-490.
https://doi.org/10.33736/1jbs.3264.2020

Rasul, T. (2019). The trends, opportunities and challenges of halal tourism: A
systematic literature review. Tourism Recreation Research, 44(4), 434-450.

https://doi.org/10.1080/02508281.2019.1599532

Razzaq, S., Hall, C. M., & Prayag, G. (2016). Tourism Management Perspectives.
Tourism Management, 18, 92-97.

Reisinger, Y., & Turner, L. W. (2003). Cross-Cultural Tourism Behaviour: Concepts
and Analysis.

Rodrigo, P., & Turnbull, S. (2019). Halal holidays: How is value perceived by Muslim
tourists? [International Journal of Tourism Research, 21(5), 675-692.

https://doi.org/10.1002/jtr.2290

Rusqiyat, E. A. (2020, February 14). Pariwisata berkontribusi terbesar pada
pertumbuhan ekonomi di Yogyakarta. Antara News Yogyakarta.
https://jogja.antaranews.com/berita/410494/pariwisata-berkontribusi-terbesar-

pada-pertumbuhan-ekonomi-di-yogyakarta

Rusqiyati, E. A. (2023, January 11). Dinas Pariwisata Yogyakarta catat 7,4 juta
wisatawan berkunjung sepanjang 2022. Antara News Yogyakarta.
https://jogja.antaranews.com/berita/599265/dinas-pariwisata-yogyakarta-catat-

74-juta-wisatawan-berkunjung-sepanjang-2022

316



Saffinee, S. S., Jamaludin, M. A., Rosli, N. L. I., Amid, A., & Hashim, K. S. H. Y.
(2024). Sustainable and ethical vicegerency in halal tourism practices. Journal

of Event, Tourism and Hospitality Studies, 4, 111-126.

Sahoo, S. R., & Panda, A. (2020). Promoting Sustainable Tourism and Empowering a
Local Community through Tourism Entrepreneurship—A Case Study of

Mawlynnong Village in Meghalaya. Test Engineering and Management, §3.

Sakeri, S. (2020, December 7). Yogyakarta, Gracefully Manoeuvring into Modernity.
Gaya  Travel  Magazine.  https://www.gayatravel.com.my/yogyakarta-

gracefully-manoeuvring-into-modernity/

Sam, D. L., & Berry, J. W. (2010). Acculturation: When Individuals and Groups of
Different Cultural Backgrounds Meet. Perspectives on Psychological Science,

5(4), 472-481. https://doi.org/10.1177/1745691610373075

Samori, Z., Md Salleh, N. Z., & Khalid, M. M. (2016). Current trends on Halal tourism:
Cases on selected Asian countries. Tourism Management Perspectives, 19, 131—

136. https://doi.org/10.1016/j.tmp.2015.12.011

Santoso, L., & Cahyani, Y. T. (2022b). Pentahelix’s Collaboration in The Development
of Halal Tourism for Sustainable Regional Economic Development.
IQTISHADIA Jurnal Ekonomi & Perbankan Syariah, 9(2), 222-237.
https://doi.org/10.19105/igtishadia.v9i2.6822

Santoso, L., Triyanta, A., & Thontowi, J. (2022a). Halal tourism regulations in
Indonesia: Trends and dynamics in the digital era. [jtihad: Jurnal Wacana
Hukum Islam Dan Kemanusiaan, 22(1), 73-94.
https://doi.org/10.18326/ijtihad.v22i1.73-94

Sartika, I. (2020). Community-Based Tourism in Bangkalan District as the Gateway
of Madura. International Journal of Kybernology, 5(2), 322-331.

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2019). Research methods for business
students (Eighth Edition). Pearson.

317



Setyaningsih, R. (2021, May). Taiwan halal tourism industry: policy and practice. In
ICE-BEES 2020: Proceedings of the 3rd International Conference on
Economics, Business and Economic Education Science, ICE-BEES 2020, 22—
23 July 2020, Semarang, Indonesia (p. 83).

SMIIC. (2020). Halal Tourism Services Standard.

https://www.smiic.org/en/content/595

Soltanian, M., Zailani, S., Iranmanesh, M., & Aziz, A. A. (2016). Motivations of SME
entrepreneurs to become halalpreneurs. Journal of Science and Technology
Policy Management, 7(2), 173—-189. https://doi.org/10.1108/JSTPM-07-2015-
0023

Statistics Indonesia (BPS). (2021, January 21). Hasil Sensus Penduduk 2020. Statistics
Indonesia (BPS). https://www.bps.go.id/website/images/Hasil-SP2020-eng.jpg

Stebbins, R. A. (2001). Exploratory research in the social sciences. Sage Publications.

Stephenson, M. L. (2014). Deciphering ‘Islamic hospitality’: Developments, challenges
and opportunities. Tourism Management, 40, 155-164.
https://doi.org/10.1016/j.tourman.2013.05.002

Su, Y., Cherian, J., Sial, M. S., Badulescu, A., Thu, P. A., Badulescu, D., & Samad, S.
(2021). Does Tourism Affect Economic Growth of China? A Panel Granger
Causality Approach. Sustainability, 13(3), 1349.
https://doi.org/10.3390/su13031349

Suci, A., Junaidi, Nanda, S. T., Kadaryanto, B., & Van Fc, L. L. (2021). Muslim-
friendly assessment tool for hotel: How halal will you serve? Journal of
Hospitality Marketing & Management, 30(2), 201-241.
https://doi.org/10.1080/19368623.2020.1775746

Sugandini, D., Effendi, M. 1., Aribowo, A. S., & Utami, Y. S. (2018). Marketing
Strategy on Community Based Tourism in Special Region of Yogyakarta.
Journal of Environmental Management and Tourism, IX, Summer 4(28), 733—

743. https://doi.org/10.14505/jemt.v9.4(28).06

318



Suhartanto, D., Dean, D., T. Chen, B., & Kusdibyo, L. (2020). Tourist experience with
agritourism attractions: What leads to loyalty? Tourism Recreation Research,

45(3), 364-375. https://doi.org/10.1080/02508281.2020.1736251

Suryawan, A. S., Hisano, S., & Jongerden, J. (2022). Negotiating halal: The role of non-
religious concerns in shaping halal standards in Indonesia. Journal of Rural

Studies, 92, 482—491. https://doi.org/10.1016/j.jrurstud.2019.09.013

Susilawati, C. (2023). Identification and Efectiveness of Halal Tourism Laws in

Indonesia. 6(2).

Suswanta, Sundari, C., & Alqgarni, W. (2023). Comparison of Muslim-Friendly Tourism
Policies in Indonesia, Thailand, and Japan. In A. Nurmandi, E. P. Purnomo, M.
Decman, H. D. Jovita, C.-F. Hung, I. Ibrahim, A. Zainudin, & D. Mutiarin
(Eds.), Proceedings of the Ist International Conference on Law, Social, and
Political Science (ICSP 2023) 816, 321-339. Atlantis Press SARL.
https://doi.org/10.2991/978-2-38476-194-4 34

Swarbrooke, J. (1999). Sustainable Tourism Management (1st ed.). CAB International.
https://doi.org/10.1079/9780851993140.0000

Todd, L., Leask, A., & Ensor, J. (2017). Understanding primary stakeholders’ multiple
roles in hallmark event tourism management. Tourism Management, 59, 494—

5009. https://doi.org/10.1016/j.tourman.2016.09.010

Trishananto, Y., Mas’ud, F., & Fauziah, U. N. (2024). Formulating policies for halal
tourism in Indonesia based on Islamic law. [jtihad: Jurnal Wacana Hukum Islam

Dan Kemanusiaan, 24(1), 47-70.

Ulum, F. (2019). Inovasi Pariwisata Syariah di Indonesia: Analisis Fatwa MUI No.
108/ MUI-DSN/X/2016. TSAQAFAH, 15(1), 103.
https://doi.org/10.21111/tsaqafah.v15i1.2905

Valenrie, V., & Nuringsih, K. (2021). Fostering Eco-Entrepreneurial Intention Among

Students. International Conference on Economics, Business, Social, and

319



Humanities (ICEBSH 2021), Jakarta, Indonesia.
https://doi.org/10.2991/assehr.k.210805.155

Vargas-Sanchez, A., & Moral-Moral, M. (2020). Halal tourism: Literature review and
experts’ view. Journal of Islamic Marketing, 11(3), 549-5609.
https://doi.org/10.1108/JIMA-04-2017-0039

Wahab, M. Ab., & Masron, T. A. (2020). Towards a core Islamic work value: Evidence

2

from Islamic legal texts and the muftis ° verification. Journal of Islamic
Accounting and Business Research, 11(1), 179-200.

https://doi.org/10.1108/JIABR-11-2017-0158

Widodo, W., Situmorang, S. H., Lubis, A. N., & Lumbanraja, P. (2022). Halal Tourism:
Development, Challenges and Opportunities. Frontiers in Business and

Economics, 1(2), 50-58. https://doi.org/10.56225/finbe.v1i2.85

Wilson, J. A. J., & Liu, J. (2010). Shaping the Halal into a brand? Journal of Islamic
Marketing, 1(2), 107—123. https://doi.org/10.1108/17590831011055851

Yanow, D., & Schwartz-Shea, P. (Eds.). (2014). Interpretation and method: Empirical
research methods and the interpretive turn (2nd ed). M.E. Sharp, Inc.

Yin, R. K. (2018). Case study research and applications: Design and methods (Sixth
edition). SAGE.

Yusuf, M. Y., Djakfar, 1., Isnaliana, & Maulana, H. (2021). Halal Tourism to Promote
Community’s Economic Growth: A Model for Aceh, Indonesia. Pertanika
Journal of Social Sciences and Humanities, 29(4), 2869-2891.
https://doi.org/10.47836/pjssh.29.4.42

Zahra, F. (2022, December 14). Indonesia Religion: The Largest Muslim Population in
The World. Social Expat. https://www.socialexpat.net/muslim-population-

intheworld/

320



APPENDIX A

DATA COLLECTION INSTRUMENTS
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ITUM/516/C/13/16 13" December 2023

Dinas Pariwisata Daerah Istimewa Yogyakarta
J1. Janti KM 4, Banguntapan, Bantul, Daerah Istimewa Yogyakarta

Dear Ms. Caesaria Eka Yulianti,

Assalamualaikum Warahmatullahi Wabarakatuh =
REQUEST FOR PERMISSION TO COLLECT DATA _—

I am writing to inform you that Aisah Salsabila, a PhD student from the International
Institute for Halal Research and Training (INHART) at the International Islamic University
Malaysia (ITUM), is currently collecting data for her research titled “Navigating the Halal
Landscape: A Study on Regulations, Policies, and Business Practices of the Halal Tourism "cmenﬁm  Awards
Industry in Yogyakarta, Indonesia”. WINNER

2020 SUSTAINABILITY
INSTITUTION OF THE YEAR

Aisah Salsabila is conducting her research under the supervision of Dr. Haruna
Jaieyoba Babatunde. Additionally, she is receiving mentorship from Dr. Syukri Fathudin
Achmad Widodo, Dr. Apri Nuryanto, and Dr. Minta Harsana from the Fakultas Teknik at
Universitas Negri Yogyakarta.

<
This research examines the regulatory environment, government support, and business
practices within Yogyakarta's halal tourism industry, aiming to develop comprehensive & tmmunons
policy recommendations and a strategic framework to enhance its growth and alignment
with halal principles. i S
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We kindly request your permission to allow Aisah Salsabila to collect data related to =veAmonawmo
policy, regulations, and practices of halal tourism within your department/organization. D:"‘m’T .
This data is essential for the student to complete her research and fulfil the requirements of University ™
her thesis.

Aisah Salsabila will conduct data collection with utmost professionalism and ethics,
adhering to all research regulations and data privacy guidelines. Throughout the
process, participant anonymity and confidentiality will be meticulously safeguarded,
with no identifying information disclosed without express consent. This research holds
immense potential to enrich the field of halal tourism development and trigger positive
economic and cultural benefits. We deeply appreciate your understanding and
cooperation in granting permission for this important study.

Aisah Salsabila will be available to answer any questions you may have regarding her
research and data collection process. They can be reached at abellasalsa@icloud.com or
+60192091369 (WhatsApp).

Thank you for your time and consideration. Wasalam.
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Associate Professor Dr Nurrulhidayah Ahmad Fadzillah
Deputy Dean, Student Development, Community and Industrial Linkages

Level 3, Block A, Kulliyyah of Information & Communication Technology (KICT) Building, @ @
International Islamic University Malaysia, P.O. Box 10, 53100 Kuala Lumpur

Tel: +603-6421 5590 / 6493
Email: inhart@iium.edu.my | Website: https://institute.iium.edu.my/inhart/
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RESEARCH PARTICIPATION CONSENT FORM

Project Title: Navigating the Halal Landscape: A Study on Policy, Regulations, and Business
Practices of the Halal Tourism Industry in Yogyakarta Indonesia.

Researcher: Aisah Salsabila, PhD Candidate at International Islamic University Malaysia
(ITUM), supervised by Dr. Haruna and Dr. Aizat, and is mentored by Dr. Syukri, Dr. Apri,
and Dr. Minta from Universitas Negri Yogyakarta.

_—
We would like to ask for your willingness to participate in this research. Your participation M
involves a one-time semi-structured interview lasting approximatelyl hour. During this
interview, you will be asked to share your thoughts and experiences related to policy, oniTmin

regulations, and business practices.

Ethical Considerations:

e By signing this form, you acknowledge that you understand the purpose of the
study, the interview process, potential risks and benefits, and your rights as a
participant.

e Your personal information and interview responses will be kept confidential. Only
the research team will have access to this data. Publications and presentations will ~ <
use pseudonyms and other measures to ensure your identity is not revealed.

e This research aims to avoid harm or adverse impacts on participants and their
businesses. Your well-being and the integrity of your business are top priorities.

e The research process will be sensitive to local customs, beliefs, and practices
associated with halal principles and values in Yogyakarta, Indonesia.

Additional Information:
——

e Interview recordings will be transcribed and stored securely. (e \\}
e Anonymised extracts of your responses may be quoted in research reports, (\.A v/
publications, and presentations without mentioning your name. o
e Anonymised transcripts of your responses may be made available online as part of ; =
research publications. L.

e Your demographic data will be collected and used for research purposes.
e You understand that you may be contacted for further clarification or information
after the initial interview, but only if necessary to ensure the accuracy and
completeness of the research data. Your consent to be contacted is optional and can
be withdrawn at any time.
e Any documents used during research will respect intellectual property rights.
Proper permissions will be obtained, and sources will be cited appropriately.
You have the right to:
e Choose to participate or withdraw from the study at any time without penalty.
e Ask questions and receive clarification about the study.
e Be informed of any new information that may affect your decision to participate.
e See and correct any errors in your interview transcript.
Level 3, Block A, Kulliyyah of Information & Communication Technology (KICT) Building, @ - :@
International Islamic University Malaysia, P.O. Box 10, 53100 Kuala Lumpur 2
e ; . Tel: +603 l:»12d13590;")b493’ .v ”“H“ i
mail: inhart@iium.edu.my | Website: https://institute.iium.edu.my/inhart/ @
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INTERVIEW QUESTIONS

For Government Officials at Tourism Offices:

Introduction: Could you please describe your role within the tourism office and outline the
current priorities and initiatives that the office is focusing on?

Objective 1: Evaluate existing governmental policies and regulations

1. Can you outline the current governmental policies and regulations supporting halal
tourism in Yogyakarta? For example, Article 17F in Regulation No. 1 of 2019,
where the Regional Government organises halal tourism based on local wisdom.

2. Are there any plans to introduce new policies or regulations specifically targeting
halal tourism development? Like Aceh, Bandung, and NTB did.

3. How do current policies ensure the adherence of tourism businesses to halal
standards?

Objective 5: Formulate policy recommendations

5. What challenges have been encountered in implementing halal tourism policies,
and how were they addressed?

6. How do policies integrate halal tourism with Yogyakarta’s cultural and historical
heritage and how can you ensure they’re inclusive and respectful of all cultural
groups?

7. Inyour view, is Yogyakarta prepared to shift towards halal tourism, and if not what
recommendations would you suggest to ensure readiness for this transition?

Objective 6: Create a strategic framework
9. What strategies are in place to promote halal tourism both domestically and
internationally?
10. How does the government support innovation and quality improvement in the halal
tourism sector?

Additional Question:

In your opinion, does the choice of terminology, such as 'halal tourism,' 'Muslim-friendly,'
'sharia-compliant' or 'halal-friendly', significantly impact the development and perception of
Yogyakarta as a tourism destination? Which of these terms do you think would be more
effective in promoting and expanding the halal tourism industry, and why?

To end:

Looking ahead, how do you see the role of halal tourism evolving in Yogyakarta's overall
tourism strategy and is it sustainable and beneficial for the long-term cultural and economic
development of Yogyakarta?
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INTERVIEW QUESTIONS
For Entrepreneurs/Businesses in the Halal Tourism Industry:

Introduction: Can you introduce your business and describe its involvement in the halal
tourism industry in Yogyakarta and how halal principles shape your business operations and
offerings, and what are your main goals in this sector?

Objective 2: Assess understanding and integration of halal principles
1. How do you ensure that your business operations align with halal principles?
2. What challenges have you faced in integrating halal practices, and how have you
overcome them?
3. How do halal principles influence your business strategies and customer
interactions?

Objective 4: Develop strategies for local businesses
4. How do you balance the integration of halal principles with preserving
Yogyakarta’s cultural identity in your business?
5. What training or resources would be beneficial in enhancing your business's
adherence to halal standards?
6. How do you innovate your services to enhance the halal tourism experience while
maintaining traditional values?

Objective 6: Strategic framework guidance
7. In what ways do you think the government could further support businesses within
the halal tourism sector?
8. How do you engage with the local community and other businesses to promote
halal tourism?
9. What are your long-term goals for your business in the context of halal tourism
development?

Additional Question:

In your opinion, does the choice of terminology, such as 'halal tourism,' "Muslim-friendly,'
'sharia-compliant' or 'halal-friendly', significantly impact the development and perception of
Yogyakarta as a tourism destination? Which of these terms do you think would be more
effective in promoting and expanding the halal tourism industry, and why?

To end:

Considering the global trends in tourism, how do you envision the future of halal tourism in
Yogyakarta and its impact on local businesses? And from a business perspective, do you
believe investing in halal tourism aligns with the long-term growth and sustainability goals
of your business?
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INTERVIEW QUESTIONS

For Halal-Conscious Consumers:

Introduction: Can you share your experiences and motivations for choosing to visit
Yogyakarta and what key considerations did you have when selecting a destination that
aligns with your interests?

Objective 3: Examine consumer expectations and preferences

1. What factors are most important to you when choosing halal tourism services in
Yogyakarta?

2. How satisfied have you been with the halal accommodations and dining options
available?

3. Have you faced any challenges in finding halal tourism services, and how could
these be improved?

4. How do cultural and religious considerations influence your travel decisions to
Yogyakarta?

General Questions for Consumers
5. What has been your most memorable experience related to halal tourism in

Yogyakarta?

6. How do you perceive the value for money of halal tourism services in
Yogyakarta?

7. Would you recommend Yogyakarta as a halal tourism destination to others, and
why?

8. What additional services or facilities would enhance your experience as a halal-
conscious tourist in Yogyakarta?

Additional Question:

In your opinion, does the choice of terminology, such as 'halal tourism,' 'Muslim-
friendly,' 'sharia-compliant' or 'halal-friendly', significantly impact the development and
perception of Yogyakarta as a tourism destination? Which of these terms do you think
would be more effective in promoting and expanding the halal tourism industry, and
why?

To end:
Based on your experiences, do you see halal tourism in Yogyakarta as a model that
could influence global tourism practices? Why or why not?

Do you think the development of halal tourism in Yogyakarta will continue to meet the
needs and expectations of future halal tourist?
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APPENDIX B
SOME PHOTOS CONDUCTING INTERVIEWS
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APPENDIX C

HHTBPF MODULES

The Holistic Halal Tourism Business Practices Framework (HHTBPF) aims to establish
comprehensive guidelines for businesses operating within the halal tourism sector. This
framework ensures that ethical standards, halal compliance, cultural integration, and
community engagement are rigorously maintained, fostering a tourism environment that
respects and caters to the needs of halal tourists.

The purpose of this framework is to provide a structured approach for halal
tourism businesses to achieve excellence in service delivery, operational efficiency, and
community relations. It is designed to support businesses in aligning their practices with
halal principles, promoting sustainability, and enhancing the overall guest experience.
Based on the principles outlined in the Holistic Halal Tourism Development Model
(HHTDM), this framework helps businesses enhance service quality, ensure halal
compliance, and engage effectively with the local community.

The framework is divided into eight modules, each focusing on a critical aspect
of halal tourism business operations: foundational practices, operational excellence,
community and social responsibility, marketing and customer experience, economic
impact and business support, technology and innovation, crisis management and
sustainability, and monitoring and continuous improvement. Presenting the components
as modules allows for a clear, organised, and flexible approach that facilitates targeted
focus, ease of updates, enhanced user engagement, and comprehensive coverage.

Each module includes detailed guidelines and actionable steps for businesses to
implement the framework effectively. The following sections provide an overview of
the key actions and strategies within each module to ensure comprehensive adoption of
the framework. They are as follows:

Module 1: Foundation of Halal Tourism

Objective: Establish foundational practices in ethical standards, halal compliance, and
cultural integration that are crucial for halal tourism businesses.
i.  Ethical Standards and Halal Compliance
a. Stress the importance of adhering to ethical standards and ensuring all
services and products meet halal requirements.

b. Halal Certification: Detail the process to obtain and maintain
certification across various services including food, accommodation,
and activities.

i.  Restaurants: Ensure sourcing from halal-certified suppliers and
conduct regular audits.
ii.  Hotels: Guarantee that in-room dining, and mini-bar offerings
are halal-certified.
iii.  Tour Operators: Only utilise halal-certified restaurants or
provide halal-packed meals.
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ii. Customer Communications
a. Emphasise clear communication of halal compliance to build trust.

i.  Designate clear signage in all areas of operation, including lobbies,
dining areas, and online platforms, to indicate halal certification
status.

ii.  Develop a section on the business’s website dedicated to explaining
what halal certification involves and listing current certifications.

iii.  Regularly update social media with posts about the business’s
commitment to halal standards, including behind-the-scenes looks at
halal practices.

iii. ~ Cultural Integration
a. Cultural Workshops: Organise workshops like cooking classes and craft
sessions that align with halal standards.
i.  Cooking Classes: Partner with halal chefs to focus on halal
cooking methods.
ii.  Craft Sessions: Use halal materials for activities like batik
making.

b. Language and Cultural Training:
1. Provide guests and staff with basic local language phrases and
cultural etiquette through interactive sessions.

ii.  Develop brief, engaging video tutorials on local customs and
etiquette, emphasising respect for Islamic practices, available for
guests upon check-in.

iii.  Offer a "cultural passport" to guests, featuring phrases in the
local language, tips on cultural do's and don'ts, and a list of
nearby halal-certified  restaurants and attractions.

iv..  Community and Cultural Engagement
a. Local Partnerships:
i.  Collaborate with local artisans to enrich the tourism experience
with authentic local products.
ii.  Establish a 'Halal Tourism Route' in collaboration with other
local businesses to promote a route that highlights halal
compliant establishments and cultural sites.

b. Cultural Festivals: Participate in or organise festivals that promote local
traditions and are compliant with halal standards.

i.  Seasonal and Religious Festivals:
Engage in events that align with Islamic holidays and local
cultural celebrations.

c. Community Organisations:
1. Work with community groups to facilitate cultural workshops
and educational programs that showcase the local heritage.
ii.  Partner with local schools to create educational programs that
teach students about the benefits of halal tourism, including guest
lectures from halal-certified business owners.
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Module 2: Operational Excellence

Objective: Establish rigorous operational standards and training systems that ensure
seamless halal compliance and service excellence, while respecting cultural sensitivities
and balancing operational efficiencies.
i.  Training and Development
Overview: Focus on comprehensive staff training to uphold halal standards and
enhance cultural understanding across all services.

a. Halal Training Programs:
i.  Conduct bi-annual workshops focusing on halal food
preparation, handling, and guest interactions.
ii.  Implement certification programs with recognised halal
authorities to formally assess staff knowledge and compliance.

b. Cultural Sensitivity Training:
i.  Regular sessions on respecting and accommodating guests’
religious practices, such as prayer times and dietary restrictions.
ii.  Include information on local customs and halal practices in staff
training materials and guest welcome packs.

c. Staff Empowerment:
i.  Encourage staff to suggest improvements for halal practices and
guest experiences.
ii.  Recognise and reward staff contributions that enhance halal
compliance and hospitality.

ii. Operational Standards
Overview: Maintain high operational standards to ensure every component of
the service delivery aligns with halal compliance.

a. Halal Compliance in Daily Operations:
1. Separate storage and cooking areas for halal and non-halal items
in mixed-use facilities.
ii.  Regular audits to ensure compliance throughout the supply chain
and service delivery.

b. Service Excellence:
i.  Develop service protocols that respect Islamic values, offering
directions to mosques or prayer times at check-in.
ii. Create unique guest experiences with personalised travel
itineraries featuring halal dining, prayer facilities, and cultural
sites.

c. Customer Engagement:
i.  Deploy feedback kiosks for guests to rate their experience
regarding halal services.
ii.  Provide a mobile app for digital concierge services like halal
meal ordering and prayer reminders.

d. Balancing Halal Principles and Operational Efficiency:
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1. Adjust operational schedules to accommodate prayer times
without disrupting service flow.

ii.  Design menus that fulfil halal requirements while embracing
local culinary traditions.

iii. Develop flexible staffing plans that consider religious
observances and holidays.

iii.  Facility Management
a. Halal-Certified Amentities:
1. Designate prayer areas within hotels, complete with wudu
(ablution) facilities.
ii.  Ensure all personal care products in guest rooms are halal-
certified.

b. Cultural Decoration:
1. Decorate facilities with themes that are culturally appropriate and
respectful, enhancing the ambient experience for guests.

Module 3: Community and Social Responsibility

Objective: Foster a strong relationship between the business and its local community by
supporting sustainable development, engaging in charitable activities, and promoting
cultural heritage, all within the framework of halal principles.

i.  Environmental Sustainability
Overview: Implement practices that reduce environmental impact and promote
sustainability in alignment with halal principles.

a. Specific Initiatives:

i.  Use biodegradable packaging and halal-certified cleaning
products to minimise ecological footprint.

ii.  Establish a recycling program that includes clear guidelines for
proper disposal and recycling of materials.

iii.  Install energy-efficient lighting and appliances to reduce the
property’s energy consumption.

iv. Initiate a water conservation project, employing low-flow
fixtures and rainwater harvesting systems to conserve water.

v.  Promote alternative transportation options like bicycles or
electric shuttles to reduce carbon emissions.

ii. Community Development and Support
Overview: Actively contribute to the improvement of local infrastructure and
quality of life for community members.

a. Community Projects:
1. Fund educational programs and community centres that provide
learning opportunities and social services.
ii.  Collaborate with local governments to enhance public facilities,
such as roads, parks, and utilities.
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iii.  Support local health clinics with donations or necessary medical
supplies to improve community health services.

iv.  Partner with local organisations to develop community gardens
or urban farming projects, which can also supply fresh produce
for the business.

b. Educational Support:
1. Sponsor scholarships or financial aid for local students pursuing
careers in tourism and hospitality.
ii.  Offer internships and practical training sessions at the business,
focusing on halal practices and hospitality management.

iii.  Charitable Activities and Community Engagement
Overview: Engage in activities that directly benefit the local community and
reflect the business’s commitment to social responsibility.

a. Charity Initiatives:
i.  Host charity events and donate a percentage of profits during
peak tourist seasons to local social causes.
ii.  Establish a monthly donation program where a portion of profits
is allocated to different local charities.
iii.  Encourage guests to participate in local community service
activities during their stay, such as beach clean-ups or
educational workshops.

b. Employee Involvement:
1.  Match employee donations to local charities to amplify the
impact and encourage staff participation in community service.
ii.  Organise team-building activities that involve community
service projects, fostering a sense of teamwork and community
responsibility.

iv.  Stakeholder Collaboration and Partnerships
Overview: Build strong partnerships with various local stakeholders to ensure
community values and needs are respected and supported.

a. Partnership Development:
1.  Collaborate with local artisans, farmers, and businesses to create
a network that supports and promotes local products and
services.

ii. Form alliances with environmental NGOs to enhance
sustainability efforts and community education on environmental
issues.

iii.  Work with local tour operators and other tourism businesses to
develop packages that showcase the community’s culture and
heritage in a respectful and engaging way.
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Module 4: Marketing and Customer Experience

Objective: To create a compelling brand identity and customer experience that attract
and retain halal travellers through targeted marketing, personalised services, and robust
digital engagement.
i.  Brand Identity and Storytelling
Overview: Develop a strong, recognisable brand that resonates with the values
and needs of halal tourists.

a. Implementation:
i.  Create a logo and brand colours that reflect the essence of halal
tourism—peace, purity, and cultural authenticity.
ii.  Consistently use the brand identity across all marketing materials
to build recognition and trust.
iii. Craft a brand story that communicates the business’s
commitment to halal standards and cultural respect, sharing this
narrative through various media.

ii. Targeted Marketing
Overview: Use strategic marketing techniques to reach and engage specific
demographics interested in halal travel.

a. Tactics:

i.  Develop marketing campaigns tailored to Muslim travellers,
highlighting features such as halal amenities, prayer facilities,
and culturally relevant experiences.

ii.  Utilise data analytics to understand customer preferences and
tailor communications on social media and other online

platforms.
iii.  Engage travel influencers and bloggers who specialise in halal
tourism to broaden reach and authenticity.

ii. ~ Enhancing Online Presence
Overview: Maintain a dynamic and informative online presence that provides
essential information and facilitates easy booking and interaction.

a. Actions:

1. Overhaul the website to ensure it is user-friendly, with clear
information on halal services and easy navigation.

ii. Regularly update social media with engaging content that
promotes daily activities, special offers, and behind-the-scenes
looks at halal practices.

iii. Implement an online booking system that highlights halal-
certified options and allows for special requests to be made
easily.

iv.  Customer Engagement and Satisfaction
Overview: Actively engage with customers before, during, and after their visit

to enhance satisfaction and loyalty.

a. Strategies:
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i.  Set up a customer feedback system, using tools like surveys and
suggestion boxes, to gather valuable insights and foster
continuous improvement.

ii.  Respond promptly to customer reviews and feedback across all
platforms, demonstrating attentiveness and a commitment to
excellence.

iii.  Customise guest experiences by offering personalised travel
itineraries and on-site customisation options, such as choosing
room decors or meal plans.

v.  Innovative Customer Services
Overview: Introduce innovative services that set the business apart from competitors
and cater to the specific needs of halal tourists.

a. Innovations:

1. Develop a mobile app that includes features like prayer time
notifications, Qibla direction, and a directory of nearby halal
restaurants.

ii.  Offer virtual tours of the property and local attractions on the
website, allowing potential guests to explore from afar.

Module 5: Economic Impact and Business Support

Objective: To strengthen the economic impact of halal tourism businesses through
financial incentives, mentorship, and strategic partnerships, while offering robust
support to ensure sustainability and growth.
i.  Financial Incentives
Overview: Utilise financial mechanisms to facilitate growth and adherence to
halal standards.

a. Actions:

i.  Apply for grants and subsidies available for businesses that
achieve or maintain halal certification.

ii.  Explore low-interest loans designed specifically for small
businesses in the halal tourism sector, enabling enhancements
and expansions.

iii.  Offer financial support programs that assist with upgrades to
facilities and services to meet halal requirements.

ii. Business Mentorship
Overview: Foster development through expert guidance and peer learning.

a. Mentorship Programs:
1. Partner with experienced halal business owners who can provide
mentorship to newer entrants in the market.
ii.  Conduct workshops and seminars led by industry experts focused
on halal compliance, marketing strategies, and customer service
excellence.
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1ii.  Establish a network of mentors available for one-on-one
coaching,  offering  tailored advice and  support.

ii. ~Economic Analysis
Overview: Assess the financial health and impact of halal tourism initiatives.

a. Analysis Methods:

i.  Perform detailed market research to stay informed about current
trends and consumer preferences within the halal tourism market.
ii.  Use data analytics to evaluate the economic benefits of halal
tourism, such as job creation, revenue growth, and local

economic stimulation.
iii.  Conduct feasibility studies for new halal tourism products or
services to identify potential markets and profitability.

iv.  Performance Metrics
Overview: Implement metrics to measure and enhance business performance.

a. Key Performance Indicators (KPIs):
i.  Develop KPIs that assess the effectiveness of marketing
campaigns and customer satisfaction levels.
ii. Track the progress in achieving and maintaining halal
certification as a measure of compliance and quality assurance.
iii.  Analyse financial metrics such as revenue growth and
profitability to gauge overall business health and sustainability.

Module 6: Technology and Innovation

Objective: To leverage cutting-edge technology and innovative practices to modernise
operations, improve service delivery, and create personalised guest experiences in the
halal tourism sector.
i.  Digital Transformation
Overview: Embrace digital tools and platforms to streamline operations and
enhance guest interactions.

a. Key Initiatives:

1. Implement property management systems (PMS) that integrate
booking, billing, and customer management to streamline
operations and enhance guest service.

ii.  Adopt smart devices in guest rooms for automated, personalised
room settings such as temperature control, lighting, and even
digital Qibla finders.

iii.  Use Al-driven analytics to recognise guest behaviour and
preferences to tailored marketing and service offerings.

ii. Mobile and Web Technologies
Overview: Utilise mobile and web technologies to engage with guests directly

and offer convenience at every stage of their journey.

a. Actions:
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i.  Develop a mobile app that supports features like digital check-
in/check-out, halal meal ordering, and real-time notifications for
prayer times and nearby halal restaurants.

ii.  Enhance the website's functionality with virtual tours of the
property and local attractions, making it easy for potential guests
to explore offerings from afar.

iii.  Use the app to provide guests with interactive maps, guided tour
content, and multilingual support for a seamless travel
experience.

iii. Innovative Guest Services
Overview: Introduce innovative services that cater to the unique needs of halal
travellers and set the business apart from competitors.

a. Innovations:
1. Offer VR experiences that allow guests to explore cultural and
religious sites virtually from the comfort of their hotel.
ii.  Introduce smart prayer rooms equipped with augmented reality
(AR) that provide educational content about Islamic practices
and history.

iv.  Sustainability and Green Technology
Overview: Implement sustainable technologies that reduce the environmental
impact while adhering to halal principles.

a. Sustainable Practices:

i.  Install solar panels and other renewable energy sources to power
facilities, reducing carbon footprint and aligning with the
stewardship ethos of halal practices.

ii. Implement smart water management systems to monitor and
reduce water use, crucial in areas facing water scarcity.

Module 7: Crisis Management and Sustainability

Objective: To equip halal tourism businesses with robust crisis management plans and
sustainable practices that ensure resilience and long-term environmental stewardship.
i.  Crisis Management Planning
Overview: Develop comprehensive plans to address potential emergencies,
ensuring minimal disruption to operations and safety for guests and staff.

a. Key Elements:

1.  Create detailed emergency response protocols for natural
disasters, health pandemics, and security threats, including
specific actions tailored to each type of crisis.

ii.  Train staff regularly on crisis management procedures, including
evacuation drills, first aid, and emergency communication
strategies.

iii.  Establish a communication plan that ensures timely and accurate
information is shared with guests, staff, and external stakeholders
during a crisis.
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ii.  Sustainability Practices
Overview: Integrate sustainable practices into daily operations to minimise
environmental impact and align with the ethical principles of halal tourism.

a. Sustainable Operations:

1. Adopt energy-efficient technologies and renewable energy
sources, such as solar panels, to power facilities and reduce
carbon emissions.

ii.  Implement water conservation measures, including low-flow
fixtures and rainwater harvesting, to reduce water usage.

iii.  Use biodegradable and halal-certified cleaning products to
ensure environmental and religious compliance.

iv.  Establish arecycling program and waste reduction initiatives that
encourage both staff and guests to minimise waste.

iii. Innovation in Sustainability
Overview: Foster a culture of innovation by incorporating cutting-edge
environmental technologies and practices into the business model.

a. Innovative Projects:

1. Partner with local universities or research institutions to develop
new sustainable technologies or practices that can be integrated
into the tourism experience.

ii.  Encourage staff to propose and implement innovative
sustainability ideas, offering incentives for ideas that lead to
measurable improvements.

iv.  Building Resilience
Overview: Enhance the resilience of the business to withstand and recover from
crises effectively.

a. Resilience Strategies:
i.  Develop business continuity plans that ensure operations can

continue or quickly resume in the face of disruptions.

ii.  Foster strong relationships with local authorities and emergency
services to coordinate response efforts effectively.

iii.  Provide ongoing mental health support and resources for staff to
help them cope with the stress of crises, ensuring a resilient
workforce.

Module 8: Monitoring and Continuous Improvement

Objective: To establish systems for ongoing monitoring and continuous improvement
that ensure the services and operations of halal tourism businesses remain competitive,
compliant, and aligned with customer expectations and industry standards.

i.  Performance Monitoring
Overview: Implement regular monitoring systems to track performance across
various aspects of the business, ensuring adherence to halal standards and
operational excellence.
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a. Key Metrics:

i.  Establish key performance indicators (KPIs) for customer
satisfaction, service quality, halal compliance, and
environmental impact.

ii. Use customer feedback tools, such as surveys and online
reviews, to gauge guest satisfaction and identify areas for
improvement.

iii.  Conduct regular audits of halal compliance and sustainability
practices to ensure ongoing adherence to standards.

ii. Feedback Integration
Overview: Utilise feedback from customers, employees, and stakeholders to
drive improvements and adapt to changing market demands.

a. Actions:

i.  Implement a comprehensive CRM (Customer Relationship
Management) system to collect, analyse, and respond to
customer feedback in real-time.

ii.  Establish an employee suggestion program to encourage staff to
contribute ideas for operational improvements and innovations.

iii.  Engage with local community leaders and tourism partners to
gather insights and feedback on the business’s impact and
community integration.

iii. ~ Continuous Learning and Development
Overview: Foster a culture of continuous learning and adaptation to incorporate
new trends, technologies, and best practices in halal tourism.

a. Learning Initiatives:

1. Provide ongoing training programs for staff that include updates
on halal standards, customer service excellence, and new
technology tools.

ii.  Host regular workshops and seminars with industry experts to
explore emerging trends in halal tourism and sustainable
practices.

iii.  Participate in tourism and hospitality industry conferences to
network with peers and learn from global best practices.

iv.  Innovation and Improvement
Overview: Encourage innovation across the organisation to enhance guest
experiences and operational efficiencies.

a. Innovative Practices:

i.  Create innovation labs or task forces to pilot new technologies
and services, such as virtual reality tours of cultural sites or Al-
driven personalisation of guest experiences.

ii.  Offer incentives for staff who develop solutions that lead to
measurable improvements in guest satisfaction, efficiency, or
sustainability.
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iii.  Partner with technology firms to explore the integration of smart
hospitality solutions, enhancing guest interaction and operational
automation.
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APPENDIX D

POLICY RECOMMENDATIONS

Summary of Policy Recommendations

Recommendation Tal:get Description / Implementation Plan
Audience
) Engage local universities and
Develop Inclusive . : .
.. Government international partners to create tailored
Policies . .
halal tourism strategies.
Implement an enforcement mechanism
Regulatory Enforcement . . . .
Polic Government with regular inspections and audits of
Y halal-certified businesses.
Develop a comprehensive framework
Monitoring, Evaluation, for monitoring, evaluation, and policy
. : Government . :
and Policy Adaptation review to ensure continuous
improvement.
. Regularly assess the economic impact
Economic Impact . .
! Government of halal tourism to ensure it benefits
Analysis -
local communities.
. Create a community liaison office to
Community Government / . s .
. . facilitate dialogue with local cultural
Engagement Policy Community

and religious leaders.

Certification, Training,
and Education

Government /
Businesses

Establish comprehensive certification
and training programmes on halal
compliance and cultural sensitivity.

Economic Incentives
and Support

Government /
Businesses

Provide financial incentives and
support for businesses to adopt halal
tourism practices.

Collaboration with
Travel Agencies

Government /
Businesses

Establish partnerships with travel
agencies specialising in halal tourism
to create package deals.

Implement stringent health and safety

Health and Safety Government / e
. standards to ensure a safe and hygienic
Standards Businesses . .
environment for tourists.
Accessibility and Government / | Enhance accessibility and inclusivity
Inclusivity Businesses to cater to tourists with special needs.

Sustainable Tourism
Practices

Government /
Businesses

Integrate sustainable tourism practices
that align with halal principles to
promote environmental conservation.

Technology Integration

Government /
Businesses

Leverage technology to enhance the
halal tourism experience and improve
operational efficiency.

Crisis Management and
Resilience

Government /
Businesses

Develop a crisis management
framework to ensure the resilience of
the halal tourism sector.

339




Stakeholder Analysis Government / ConduF: ta detailed stakeholder
. analysis and develop an engagement
and Engagement Plan Businesses . .
plan for continuous involvement.
.. . ntin ly improve the visitor
Visitor Experience Government / Co UOUS'y IMPIOVE the VISILO
. experience through feedback and
Enhancement Businesses ) .
Imnnovation.
) Require all halal-certified businesses to
Cultural Integration . . S
. Businesses offer cultural experiences highlighting
Policy .
local heritage.
Marketing and ‘ Develop marketmg stratqgles 'ta?getmg
. Tourism Board | halal tourists and enhancing digital
Promotion Strategy
presence.

Government-Focused Recommendations
a. Inclusive Policy Development

Develop inclusive policies that leverage local expertise and international best practices
in halal tourism. Inclusive policies should involve engaging local universities and
research institutions to study Yogyakarta's unique cultural context and recommend
tailored halal tourism strategies. Additionally, partnerships with successful halal
tourism destinations allow for the application of relevant best practices. Workshops and
seminars with international experts can facilitate knowledge sharing, while research
grants to local researchers can encourage the exploration of innovative halal tourism
concepts and solutions.

Action Plan:
7. Establish partnerships with local academic institutions.
8. Create connections with successful halal tourism destinations.
9. Organise knowledge-sharing workshops.
10. Provide research grants to support local innovation.

b. Regulatory Enforcement Policy

Implement an enforcement mechanism with regular inspections and audits of halal-
certified businesses to ensure compliance. Conducting regular inspections and audits
ensures that businesses adhere to both halal standards and cultural preservation
guidelines. Developing an online portal for compliance reporting and feedback can
enhance transparency. Introducing penalties for non-compliance alongside incentives
for exemplary adherence further ensures effectiveness.

Action Plan:
1. Schedule and execute periodic audits.
2. Create an online portal for reporting.
3. Implement penalties and incentives.

c. Monitoring, Evaluation, and Policy Adaptation

Develop a comprehensive framework for monitoring, evaluation, and policy review to
ensure continuous improvement of halal tourism policies. Establishing annual reviews,
defining key performance indicators, and conducting impact assessments can measure
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the success of halal tourism initiatives. Creating digital feedback platforms and hosting
stakeholder consultations ensure policies remain relevant and effective.

Action Plan:
1. Develop a monitoring framework.
2. Engage stakeholders regularly.
3. Implement continuous improvement processes.

d. Economic Impact Analysis

Regularly assess the economic impact of halal tourism to ensure that it benefits local
communities and aligns with broader economic goals. Conducting impact studies and
cost-benefit analyses can measure the economic contributions of halal tourism.
Developing economic indicators and implementing programmes to support local
businesses further enhance economic impact.

Action Plan:
1. Conduct annual economic impact assessments.
2. Publish regular reports.
3. Adjust strategies based on findings.

5.4.2 Government/Community-Focused Recommendations

a. Community Engagement Policy

Create a community liaison office within the Halal Tourism Board to facilitate ongoing
dialogue with local cultural and religious leaders. Establishing a dedicated office can
act as a bridge between the Halal Tourism Board and the local community, ensuring
continuous communication and collaboration. This office can fund community-led
initiatives that promote cultural heritage and involve residents in tourism activities.
Regular community meetings and forums, as well as support for local festivals, can
further strengthen community engagement.

Action Plan:
1. Set up the liaison office.
2. Support community projects.
3. Organise regular consultations and cultural celebrations.

Government/Businesses-Focused Recommendations

a. Certification, Training, and Education Policy

Establish a comprehensive certification and training process that includes both halal
compliance and cultural sensitivity education for staff and stakeholders. Develop
extensive training programmes for local businesses and tourism professionals on halal
compliance and cultural sensitivity, ensuring all staff are knowledgeable about local
customs and respectful interactions. This includes creating formal certification
programmes, providing financial support through grants and low-interest loans, and
developing educational materials. Establishing a dedicated Halal Tourism Academy and
creating online courses can further support continuous learning.

Action Plan:

1. Implement training sessions.
2. Offer financial assistance.
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3. Setup a Halal Tourism Academy.
4. Develop e-learning platforms for ongoing education.

b. Economic Incentives and Support

Provide financial incentives and support to boost the adoption of halal tourism practices
among local businesses. Offering subsidised training programmes and developing
microfinance schemes can help businesses transition to halal practices. Mentorship
programmes and facilitating market access through trade fairs and promotional events
can further support local businesses.

Action Plan:

1. Develop and promote subsidised training initiatives.
2. Launch microfinance programmes.
3. Create mentorship opportunities.

c. Collaboration with Travel Agencies

Establish partnerships with travel agencies that specialise in halal tourism to facilitate
package deals and group tours. Creating all-inclusive travel packages and providing
training for travel agency staff on Yogyakarta’s halal tourism offerings can enhance
collaboration. Offering exclusive deals and engaging in joint marketing efforts can
further strengthen these partnerships.

Action Plan:
1. Form partnerships with leading halal travel agencies.
2. Develop attractive travel packages.
3. Promote these offerings jointly.

d. Health and Safety Standards

Implement stringent health and safety standards to ensure a safe and hygienic
environment for tourists. Developing comprehensive sanitation protocols and
introducing a health and safety certification can promote compliance. Regular
inspections and educating tourists on health measures can further enhance safety
standards.

Action Plan:
1. Create health and safety protocols.
2. Certify compliant businesses.
3. Conduct regular inspections.

e. Accessibility and Inclusivity

Enhance accessibility and inclusivity to cater to a diverse range of tourists, including
those with special needs. Ensuring tourist facilities are accessible to individuals with
disabilities and developing inclusive tours can improve the tourist experience. Training
staff on how to accommodate tourists with special needs and establishing feedback
mechanisms can further enhance inclusivity.

Action Plan:
1. Upgrade facilities for accessibility.
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2. Create inclusive tours.
3. Train staff on accommodating special needs.

f. Sustainable Tourism Practices

Integrate sustainable tourism practices that align with halal principles to promote
environmental conservation. Encouraging eco-friendly operations and developing
waste reduction programmes can enhance sustainability. Providing financial incentives
and creating a green certification programme can further support sustainable practices.

Action Plan:
1. Collaborate with environmental experts to create sustainability guidelines.
2. Support businesses in adopting eco-friendly operations.

g. Technology Integration

Leverage technology to enhance the halal tourism experience and improve operational
efficiency. Developing mobile apps, implementing digital payment systems, and
creating virtual tours can cater to halal tourists. Utilising data analytics to gather insights
on tourist behaviour can help tailor services and marketing strategies.

Action Plan:
1. Partner with tech companies to develop tourism solutions.
2. Provide training for businesses on using technology effectively.

h. Crisis Management and Resilience

Develop a crisis management framework to ensure the resilience of the halal tourism
sector. Establishing emergency protocols and a crisis communication plan can prepare
for unexpected events. Regular training and creating a resilience fund can further
support crisis management efforts.

Action Plan:
1. Form a crisis management team.
2. Develop a comprehensive response plan.
3. Establish a resilience fund.

i. Stakeholder Analysis and Engagement Plan

Conduct a detailed stakeholder analysis to identify key stakeholders and develop an
engagement plan to ensure their continuous involvement. Identifying all relevant
stakeholders and developing tailored engagement strategies can enhance collaboration.
Establishing multiple communication channels and formal feedback mechanisms can
ensure ongoing engagement.

Action Plan:
1. Regularly update the stakeholder map.
2. Form a stakeholder committee.
3. Implement engagement activities.
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j. Visitor Experience Enhancement

Continuously improve the visitor experience through feedback and innovation.
Conducting visitor satisfaction surveys and creating an innovation hub can develop new
tourism products and services. Establishing key metrics to measure visitor satisfaction
and developing personalised experiences can further enhance the visitor experience.

Action Plan:
1. Implement a feedback system.
2. Launch innovation projects.
3. Develop personalised tourism experiences.

Businesses-Focused Recommendations

a. Cultural Integration Policy

Require all halal-certified businesses to offer cultural experiences that highlight local
heritage and practices. Encouraging businesses to provide traditional activities, such as
cooking classes and craft workshops, can enhance the tourist experience and preserve
cultural traditions. Marketing materials should highlight Yogyakarta's cultural richness
alongside its halal offerings. Establishing a certification programme for cultural
sensitivity and supporting community-led initiatives can ensure that businesses promote
and preserve local culture.

Action Plan:
1. Collaborate with local artisans and cultural experts.
2. Develop cultural programmes.
3. Promote these activities in tourism materials.

Tourism Board-Focused Recommendations

a. Marketing and Promotion Strategy

Develop a comprehensive marketing and promotion strategy to attract halal tourists to
Yogyakarta. Launching targeted campaigns in Muslim-majority countries and
enhancing digital presence through social media and online travel platforms can
showcase Yogyakarta's halal-friendly experiences. Collaborating with influencers and
creating high-quality content, including videos and virtual tours, can further promote
Yogyakarta as a halal tourism destination.

Action Plan:
1. Implement targeted marketing campaigns.
2. Enhance digital presence.
3. Collaborate with influencers to promote halal tourism.
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