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Abstract:
This study seeks to highlight the Malaysian modehe tourism

industry, which has succeeded in providing the bestice to the public in
the field of tourism. We have relied on an anabjtidescriptive approach to
illustrate the contribution of halal tourism to eocmic growth beyond
many industries by reference to statistical indicabf a range of criteria:
reception, transportation or accommodation, vartaps and tourism
programs linked to compliance with Islam. Shariemdards and
international standards in providing services agalidg with tourists of
various purposes.

The results of the study showed that Istaoountries (Turkey, Malaysia ar
Dubai) and non-Muslim Western countries in RusSkaina, France, Thailand ar
Italy have been racing to offer facilities that amempatible with Islamic beliefs t
attract Muslim tourists around the world.
Keywords: tourism, halal, services, travels,
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1. INTRODUCTION:

Halal tourism provides entertainment for women ateh establishments,
does not sell alcohol and pork in hotel restaurgntsvides suitable places for
prayer, and offers travel and guided tours for Mugamilies.And the fact that
travel and tourism "Halal" has become a fast-grgvgector in the field of
tourism. Many Western institutions have decidethw@st in this aspect for the
purpose of profit and attract other categorieafists. "The Halal travel market
has experienced a number of major changes ovguasteyears. At the beginning
of the decade, travel agencies and hotels haveadddkcater to the needs of
Muslim tourists from Halal dining options, bath-grayer facilities. Thanks to
the rapid pace of digital and technological transfation, Islamic travel is
entering a new phase, or so called Halal Traveizing the techniques of
artificial intelligence, enhanced reality and vatueality to engage Muslim
travelers more. Halal tourism is categorically degent on the necessity of
adhering to the Islamic principles. Hence, we wiflto analyze the extent of its
efficiency in providing services that take into sateration the needs of the
Muslim tourist by answering the following problems:

A. Research problem:

We are trying to answer the following question: W@ the most

important indicators of halal tourism?
B. Research importance:

The tourism industry is one of the most populaustdes. The importance
of this research paper is to first understand skaariic principles in the Halal
tourism industry, which are distinguished from ttimehal tourism as an input to
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the quality of tourism services provided. Henceithportance of the study in
general, represented in:
. Know the requirements of the Muslim tourist
. Maintain tourist attractions while taking into accw the diversity of
religious beliefs.
. The extent to which host countries and the futditearists meet the
credibility and transparency in accordance withghaciples of Islamic law.
C. Methodology and structure of research
The descriptive analysis approach was used irstogly by introducing
Halal tourism and its scope through the indicatdrhe Islamic tourism market.
Then we introduced Malaysia model in implementiragaHtourism. Finally, we
dealt with Algeria's experience in halal tourism.

2. WHAT'S HALAL TOURISM
Halal tourism, is a new product in the tourism isitly that provides

destinations for Muslim families who are committedshariah law, including
non-alcoholic hotels, swimming pools and healthlitees that separate men and
women. Halal tourism also offers non-onboard flggAtcoholic drinks or pork,
announce prayer times, offer recreational religijougyrams, offer Korans in the
seating pockets, and private spaces to separateandlfemale travelers. Hence,
the needs of the tourist of the Muslim travelerjchidistinguish halal tourism
from other tourism, are defined. Providing servittes facilitate the life of the

Muslim individual while traveling, such as the dgisce of places of prayer and

places of entertainment for all members of the kaespecially women without

any feeling of embarrassment or discomfort is timeast wish of the traveler

Muslim. One of the most important needs is to bpdace. Will you spend too

much time in the tourism industry? Alcoholic begaa or pork, announce prayer

times, and modify programs and hence the needsuabts or traveler have been
determined. Muslim. And the most important of theeeds (Index, Global

Muslim Travel Index,March 2016, pp: 6-7)

A. Halal foods: Halal food, including Sharia-compliant food arel/brages, is
the most important service for Muslim travelerseTévels of Halal food
acceptance vary among travelers based on the rédggrcome from. For
example, easy access to Halal food and availalislitiye preferred choice

for a Muslim visitor Next from any country.
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B. Prayer facilities :Prayer is one of the most important acts of wqrahithe
Islamic religion. It is the second pillar of Islabyt during travel, some of
them gather some prayers together and perform thexa times a day. Or,
in order to meet this need, the services and feslfrequented by Muslims
must be equipped with places of prayer ‘chapaif,raore importantly, clear
places for ablution, and identify the Qiblah anérgthing needed by the
worshiper to perform his prayers correctly.

C. Ramadan servicesAlthough there are fewer people who travel dutims
month of Ramadan, some groups prefer to spenadrnbingh away from
home, especially if they coincide with school hald. In order to attract
Muslim travelers in this holy month, which has thgportunity of many
discounts even by foreign countries that are takitmaccount this month
of Ramadan the most important month of reductiorstherefore the
receiving country must be able to meet the needseoMuslim tourist,
Breakfast is on schedule.

D. Health baths For Muslims, water plays a key role in purity arldanliness,
both of which are an important aspect of faith, Messenger of Allah
(peace and blessings of Allah be upon him) saidrityis half of iman
(faith). Physical hygiene is an important elementthe Muslim individual,
so he pays patrticular attention to the cleanlimésmthrooms and toilets.

E. Stay away from non-halal activities When it comes to travel, Muslim
travelers focus on a family-friendly environmenattlexcludes non-
proscribed activities such as avoiding alcohol, lglamg, nightclubs, and so
forth.

F. Leisure facilities and services are provided with pvacy: Muslim
travelers, while traveling on facilities that offemvacy-friendly activities
and services for women and men, include facilitied provide privacy for
both men and women: Swimming pools ;GymnasiumsBaathes .

3. ANALYTICAL THE QUANTITATIVE INDICATORS TO
HALAL TOURISM :

The global Muslim population is grow by about 36¥%er the next 20 years,
rising from 1.6bln in 2010 to 2.2bin by 2030. By520 the Muslim population
could grow between to 2.6 billion - 2.8 billion arepresent nearly 30% of the
projected global population (worldhalalsummit); NMétwitnessing Islamic
tourism market has witnessed a remarkable growtitdwale from the
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international tourism market and is at the forefrafnthe fastest growing sectors,
due to the growing wealth on the one hand and ¢e@kess of Muslim tourists to
resort to facilities and facilities committed. Tagk Malaysia, Dubai, and many
other countries, some non-Muslim, are racing t@ettMuslim tourists around
the world to provide facilities that are in linetiwvitheir religious beliefs. Among
these promising models is the Malaysian model &l ttaurism.

Figure 01: OIC vs Non-OIC GMTI 2018 comarison
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Source :Global Muslim Travel Index « 2018 »
The Halal ecosystem mainly includes three majoustides, including food
and lifestyle; travel and Islamic finance. Where bn average, the global
expenditure of Muslim consumers on food and lifiesgectors reachetin USD
in 2013 and is expected to increase3t@tin USD.The travel sector was valued at
USD140binin 2013 and is expected to re&38bln USD by 2019 . (Thomson
Reuters) Another report by IMARC estimated totalbgll financial assets in the
Islamic finance industry at $ 3 trillion in 2018ldmic assets are expected to rise
to 3.8 trillion$ by 2023 . (Islamic Development Bank)
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Figure 02: Ecosystem: Halal Products and Services
| MAJOR SECTORS |

Food and Lifestyle Travel Islamic Finance
* 2013 - 9.5%, 2tln USD * 2013 - 7.7%, 140tin USD « 2018 - 03 tiIn USD
* 2019 - 10.8%, 3.7tln USD 2019 - 238bln USD + 2023 -3.8tln USD

Source: Adapted from Thomson Reuters: State of the GloleahEBmy Report

A. Islamic Tourism Market:

The Muslim travel market continues to rapidly griast-paced growth
After it was estimated in a yeda017, to131 million Muslim visitor arrivals
globally — up froml21 million in 2016— and this is forecasted to growl0 %
(percent) of the travel segment.to re220 US$ billion by 202Q It is expected to
grow a furtheB0 billion US$ to react800billion US$ by 2026

Figure 03: Growth of Muslim travel market
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Source :https://www.halalmedia.jp/wp-content/uploads/20 ¥3EMITI-Report-2018.pdf

Islamic tourism, known as "Halal tourism," has beepularized for not
offering any activities or services that violate teachings of Islamic law in
several countries such as Turkey, Malaysia and gautiecountries over the past
years. At a time when these countries, especiadiyArab countries, are trying to
develop this tourism activity, the interest of hatairism has reached even
Western non-Muslim companies to offer this segneatitract a segment of
tourists who grow at a high rate annually. The Healarism sector ranks third, as
shown in the figure below, among Halal industrytsesin terms of growth,
followed by halal food and Halal products. Thiswkdhe importance of this
sector. And estimated to exce@88$ billionin 2019. The value of the Islamic
economy around the world was estimated at $ 1l®irj according to a report
prepared by Thomson Reuters, in cooperation witlstiHddard, and with the
support of the Dubai Center for the Developmerisiamic Economy on the local
and global results of the Global Index of Islam@oBomics, Which includes3
States . According to this report, Muslim spending oe tburism sector is
expected to reacP43 billion$ in 2021. This is due to increased investment in
halal tourism by entrepreneurs.
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Figure 04: Growth of the Halal Industry between Yea 2013 & 2019
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The report,'The World Islamic Economy 2018-2019,"released yesterday
in Dubai under the headline "Global Ethical Econdnlsy Thomson Reuters,
predicted spending would rea8hrillion by 2023. Food and beverage spending
came first withl $ 3 trillion, then fashion$ 270 billion, entertainment and
entertainment$ 209 billion, travel by$ 177 billion,drugs at$ 87 billion, and
cosmetics$ 61 billion. The Islamic economy has proven its ability to keep
abreast of the latest developments in technologyimrestment. The companies
also adopt Blockchin's payment technology to enblaial compliance and to
track food, cosmetics and medicines from the mantufeng facility to the retailer.

In addition, there are a large number of intermatidnotels that offer halal
food slaughtered according to the teachings ofigldaw and free of any
materials prohibited by Islam, such as pork andlat Some of these hotels
employ people of Arab origin to provide translats@rvices and other assistance.
May be needed by the tourist coming from an Islagoigntry, and to provide
places for prayer. In this context, the Britishdxh€rescent Tours is one of the
leading companies in the Halal tourism industryd/Antrip to see the Islamic
heritage of Turkey, the stronghold of the Ottomampite, which for six centuries
has been a center of interaction between East axl.Whe company has directed
all its activities towards the preservation of isia values and morals and in
accordance with the desire of Muslims to implenteatcommandment The
Kempinski Luxury Hotels chain, the oldest in Eurppased in Zurich, plans to
build 30 hotels that comply with Islamic Shariafagcooperation with an
institution. Islamic. Like the Arab Islamic courgs, Dubai alone embraces 6
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luxury hotels that adhere to Islamic standards. firesewas: Al Jawhara Group,
which is ISO 9001 certified for quality, (Al JawlaGardens - Al Jawhara Hotel
Apartments - Jawhara Metro) Lootah 27 years agoséif the founder of Dubai
Islamic Bank, the first Arab Islamic bank, as wadlstanding behind a long list of
Islamic projects that broke into most of the ecomosectors. Despite the fact that
most of its non-Arab and Muslim residents, whosgonalities are British,
German and Australian, have preferred it to othespite their knowledge that
they do not offer alcohol and are not allowed tteert.

In the list of countries that do not fall withinetl©rganization of the Islamic
Conference for 2015 Singapore ranked first, folldweg Thailand, the United
Kingdom, South Africa, France, Belgium, Hong Kotigg United States, Spain
and Taiwan. A survey of Singapore's multiculturaligs the best non-Islamic
destination for Muslim tourists surpassed Thailatong Kong and Taiwan as
well as famous tourist destinations such as Fraheenited States and Britain to
become the most non-Muslim Muslim country, accagdmthe World Islamic
Tourism Index. To some Muslim countries such asMia&lives and Egypt after
having scored more points in the areas of friemeigtment with families and the
level of safety and service3here were improvements in the scores for Outreach,
Safety and Culture, Dining Options and Halal Aseaeaand Accommodation
Options for non-OIC destinations. The below tableg a breakdown of the
average scores of criteria over the last threesyear

Figure 05 : Comparison of 2018 Average Scores for the Top 200© and

Non-OIC Destinations

Top 20 OIC Top 20 Non-OIC GMTI40
GMTI40
Average Average Average
Top 20 NON-OIC Average GMTI 62.6 46.7 54.7
Visa Requirements 72 62 67
Air Connectivity 57 52 54.5
Transport Infrastructure 33 61 47
Outreach 36 34 35
Ease of Communication 59 35 47
Digital Presence 27 37 32
Safety & Culture 86 79 82.5
Inbound Economy 35 18 26.5
Enabling Climate 47 76 61.5
Access to Prayer Spaces 100 41 70.5
Dining Options & Halal Assurance a3 49 66
Accommodation Options 46 35 40.5
Airport Facilities 82 45 63.5
Unique Experiences 17 24 20.5

Source :Global Muslim Travel Index « 2018 »
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It is worth mentioning that Islamic countries ad the only ones looking to
increase their share of the growing Halal tourisarkat. European and Asian
countries are focusing on activating the Halal israrsector to attract more
tourists from Islamic countries. These countries@ingapore, Thailand, Taiwan,
Hong Kong, the United States, Britain, Belgium,rt&@, Spain and South Africa.
There are estimates that the Halal tourism mark@iunts for 13% of the global
tourism market. Following are the rankings of 2@#@IC countries according to
the World Tourism Indicators 2017 and 2018 :

Figure 06: Comparison of 2018 Top 20 Non-OIC Destations with
Corresponding Performance in 2017

Rank il'op 20 Non OIC 2018 Score Rank Top 20 Non OIC 2017 Score
6 Singapore 66.2 10 Singapore 67.3
16 Thailand 56.1 18 Thailand 61.8
22 United Kingdom 53.8 20 United Kingdom 60
25 Japan 514 30 South Africa 53.6
27  Taiwan 496 31 Hong Kong 53.2
27 Hong Kong 496 32 Japan 528
32 South Africa 47.7 33 Taiwan 52.4
35 Germany 457 34 France 521
36 France 452 36 Spain 48.8
37 Australia 447 37 United State 48.6
38 Switzerland 440 39 Germany 482
39 Spain 435 40 India 476
41 South Korea 431 41 Sri Lanka 475
42 Philippines 428 42 Australia 46.7
45 Canada 421 43 Philippines 46.5
45 Russian Federation 421 a4 Russian Federation 46.5
47 China 41.8 45 China 459
47 Ireland 418 47 South Korea 455
49 India 416 49 Canada 45.1
51 New Zealand 41.2 51 Belgium 448

Source :Global Muslim Travel Index « 2017 , 2018 »
According to the study of the 2017 Womdéx of Islamic Tourism by
MasterCard and Crescent Consulting, three Middktdfa countries ranked
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prominently as Halal destinations. The UAE rankecbsid after Malaysia,
Turkey ranked fourth after Indonesia, while Sauthlfia ranked fifth out of 130
countries around the world, based on four criteneuding the size of Islamic
tourism it receives, the quality of its Halal ecset®yns, awareness campaigns and
the size of the sector's contribution to employment
As seen by comparing the average scores, Asiamu@dito be the leading
region. Oceania and Africa are the second and besd regions, followed by
Europe and the Americas respectively.
Figure 07: Regional Analysis of GMTI 2018 Scores

Score Comparison by region
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Source: Global Muslim Travel Index « 2017 , 2018 »
4. WHY MALAYSIA'S MODEL ?
As the approach of the theory of the first sciéntibnference discussing
the product of Islamic tourism (Halal) was exaatlfthe province of Andalusia,
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southern Spain, which included experts and ownkiguoism agencies and
researchers to discuss the prospects of tourisah, lait as a practical approach is
considered a global tourism index of the most irtgodrreports based on the
assessment of tourism Halal This indicator incluglest of basic criteria, such as:
. The suitability of selected countries as a famiiday destination suitable
for holidays,
. Level of services and facilities available,
. Accommodation options, marketing initiatives,
. Reception of visitors and expatriates.
Points of each criterion are then calculated uhéloverall index is reached.
So in our research paper we did choosing Malayleating model, but why
Malaysia specifically? We answer this through tharacteristics that
characterized the State of Malaysia by asking thestion referred to below:
Figure08 : Top OIC Destinations & Non-OIC Destinatons

Rank OIC Drestination Score Rank Nom-OIC Destination Score
1 Malaysia B0.6 1 Singapare BE.2
2 Indonesia T72.8 15 Thailand 58.1
2 Uinited Arab Emirates T2.8 27r United Kingdom 538
4a Turkey &9.1 25 lapam 51.4
5 Saudi Arabia BB3.7 27 Taiwan A40.8
a Datar BE.2 2T Hong Eong 485
8 Bahrain 65.9 32 South Africa arT.7
9 Omamn a5.1 35 Germany 457
10 Morocco s1.7 36 France 45.2
11 Eunwrait &0.5 3T Australia a44.7
11 Brunei 60.5 E+:4 Switrerfand 440
13 Tunizia a2 39 Spain 43.5
13 Jordan B0.2 41 South Kaorea 431
15 Egypt &0.0 a2 Philippines 42.8
17 lran 55.9 45 Canada 421
i8 Maldives 55.4 45 Russian Federation 42.1
e Pakistan 551 a7 China 41.8

20 Kazakhstan 54.8 47 Ireland 41.8

Source :Global Muslim Travel Index Analysis of GMTI 2018 Scorgfank)

Malaysia continues to top the index for the eigtdhsecutive year. The
destination has managed to maintain its leadeeshimne of the best destinations
for Muslim travelers in terms of the various criéethat were analysed. Indonesia
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has risen in the ranks and is tied with United AEathirates at second spot.
Singapore retained its top position among non-Gd€§tidations with significant
improvement in its standing along with Japan anievda.

Tourism is the third largest source of nationabme by 15 %, Malaysia
tops the rankings for overall Good Communicatiopshie destinations to Muslim
travelers. Indonesia scored strongest in termsubfé@ch. There was a
considerable lack of strong Digital Presence bytrdestinations.

Figure09 : Top 10 Destinations — Communications

Ease of

Chgital Prezence

Drestimation Communication Dutreach

FCare

Malaysla 95.3 681 76.3 239.6
Indonesia 230 597 o938 236.5
Singapore 7749 48.6 51.3 177.8
Thalland 35.8 514 E3.8 151.9
Japan 19.1 583 2.5 139.9
Unitaed Arab Emirates 71.0 236 33.8 132 .4
MNew Zealand 53.4 361 A0.0 1295
Brunsl 78.4 236 26.3 1283
Bahrain 715 222 31.3 1250
Australia 53.4 23.6 45.3 123.3

Source :Global Muslim Travel Index « 2018 »

Malaysia topping the list destinations in the t@ai$t with Enabling
Services are OIC-destinations, malyaysia has opseraice touchpoints whish
maked the one of key to welcoming and retainingMutravelers to each
destination.

Figure 10: Top 10 Destinations — Enabling Services

Frayer

Destination Restaurant
Places

Malaysia 95.0 100.0 100.0 10.2 5.2 IBO.4
Endonesia 0.0 100.0 100.0 18.0 s59.4 I57.4
Saudl Arabia 95.0 100.0 100.0 9.2 52.9 3I67.1
United Arab Emirates B|0.0 100.0 100.0 10.4 ¥2.3 3I62.7
Egypt 85.0 100.0 BO.O 53.8 379 356.7
Turiceny 755 100.0 B&.7 40.8 51.5 I54.5
Qratar 20.0 100.0 100.0 96 54.6 354.2
Oman 20.0 100.0 1000 s 455 236.1
Bahraln TO0 100.0 100.0 208 a2 335.6
lren 85.0 100G 204 33.2 34.2 232.6

Source :Global Muslim Travel Index « 2018 »
Ease of Access of destinations is dependent osdbres of Visa
Requirements, Air Connectivity and Transport Intfinasture. Turkey was the top
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destination, with Malaysia, Singapore, UAE and H#&wgg rounding up the top
five destinations. Six out of the top 10 destinasidor Ease of Access were non-
OIC destinations.

Figurell : Top 10 Destinations — Ease of Access

Destination Air Connactivity Visa Requirements 1r.\:;r:5::lf:t:re

Turkey 100.0 213 49.2 2305
Malaysia 710 96.0 56.4 223.4
Singapore &4.4 714 25.4 2311
United Arab Emirates 2.0 65.5 56.7 2143
Hong Kong 47.8 771 B8.3 21332
Germany 774 58.7 75.5 2116
MNetheriands 70.0 58.7 79.9 2087
France 724 58.7 74.1 205.3
United Kingdom 75.2 54.7 73.7 203.6
South Korea 535 84.4 60.7 198.6

Source :Global Muslim Travel Index « 2018 »

And its occupation has been an Islamic touristidason for Muslim
tourists for many years since the emergence oftioidern product. It has 6,229
mosques under the supervision of the Departmeistarhic Development and
Bamama 10 377 Imam, as well as following the petiaf those who offer
products of private haraam in the holy month, arudides the most important
Islamic hotels called hotels friendly to Muslimscluding Grand Blue Wave,
TCH Hotels, Predana BNP Hotel & S & W, and Du Palmiaich includes ethical
codes on the Traveler's Guide website and offerd mitable for the month of
fasting under the supervision of the Islamic CeRt@artourism, and in terms of
leisure, it also provides private beach areas fumen only, and others have
mixed beach areas for families with respect to gwiing in the attire, as well as
the existence of prayer facilities All these featuenabled by the Halal tourism
industry, Attracts Muslim tourists as Arab investbegan a $ 303 million ($ 1.1
million) project To build two "Arab cities" in Maiaia's historical Malakas,
according to the Malaysian Star Daily, one on alkisiand south of the city and
the other on the beach west of the historic pait) tihe aim of attracting more
Arab tourists looking for such tourism in Malay$i@onesia and Brunei, such as
those indicated in the table below:

Figure 12 : Malaysia's most important achievements halal tourism
| 2011 | 5.22 million Muslim tourists were registered
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2012

Malaysia recorded 5.44 million Muslim tourists, acnting for 21.75% of the
total number of tourists

2013

Malaysia was the top tourist destination in theldidiollowed by Turkey and
the United Arab Emirates in second and third plaespectively, followed by
Singapore, Russia, China, France, Thailand angl Kalcording to a survey by
the American Standard Standard for Marketing Reseavhich specializes in
studying the markets of Islamic countries. Depegdin the :
1. Quantitative indicators:
* Average trips and destinations for tourists frotarfsc countries.
« Data from the tourist markets in more than 50 caestaround the
world, where Malaysia achieved the best result)ait estimate of 8.3
on a scale of 1 to 10.
2. Quality Indicators:
* How successful countries are in meeting the growmngber of Muslim
tourists.
< Availability and service of hotels that meet thed of Muslim guests,
such as: easy access to Halal food and provisiptaogs of prayer.
* The level of security in the tourist destination.
* Access to halal food and the provision of placegrafer, and whether
the hotels meet the needs of Muslim guests or not.

2014

Malaysia topped the list of Muslim travelers foe tiop 10 destination
destinations for families that prefer Halal tourjgollowed by the UAE, Turkey,
Indonesia, Saudi Arabia, Morocco, Jordan, QatarTamdsia. Where alone

Malaysia and Turkey attracted 13% of the total Mugtavelers and the numbe

of tourists coming to Turkey about 39 million tais last year, while in
Malaysia about 25.7 million foreign tourists, whilee number of tourists
coming to Egypt about 9.5 million tourists Duririgetsame year. The global
expenditure of Muslims on travel, excluding Hajpdomrah on the world
market, accounts for 11 percent of global spendmgravel markets. The
number of Muslim travelers in the world is 108 moifl, with a volume of 145
billion US dollars (Global Muslim Travel Index , 25)

)

2015

Malaysia ranked first in the World Islamic Tourisndex, followed by Turkey,
United Arab Emirates, Saudi Arabia, Qatar, Indoae®man, Jordan, Morocco
and Brunei, among the OIC countries. Where 117anilMuslim tourists were
registered in 2015. (Global Muslim Travel Index0,13)

2016

The number of Muslim tourists reached 121 milli@mpared to 155 billion
dollars from the Halal tourism market .(Index, GibMuslim Travel

Index,March 2016, pp: 6-7, 2016)
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2017

Malaysia ranked first, followed by the United ABmirates 2, Indonesia 3,
Turkey 4, Saudi Arabia 5, and Qatar 6. Accordintheesame report, the Halal
tourism market will continue to grow rapidly in tbeming years,

The number of Muslim tourists is expected to rebs6 million by 2020.
(Global Muslim Travel Index , 2017)

Source :Global Muslim Travel Index « 2013-2017 »
Malaysia has been the leader of the Halal tourissdehsince 2013 or
slightly earlier, according to reports by Standdf® Marketing Research,
Crescent Racing, MasterCard and Global Halal TouReports. Malaysia has
always ranked first, followed by Turkey and somdf@auntries such as UAE
and Saudi Arabia As well as other non-OIC countsigsh as Singapore and
Thailand, are a favorite tourist destination fomyp&uslim travelers. In Malaysia,
Malaysia ranks 20th among the OIC countries acogrth the Islamic Tourism
World Index 2017 and 2018, as indicated below:
Figure 13 : Comparison of 2018 Top 20 OIC Destinatins with
Corresponding Performance in 2017

Rank Top 20 OIC 2018 Score
1 Malaysia 80.6
Zx Indonesia T2.8
Z United Arab Emirates 728
4 Turkey 69.1
5 Saudi Arabia 68.7
1] QOatar 662
8 Bahrain 65.9
9 Oman 65.1

10 Morocco B61.7
11 Kuwait 80.5
11 Brunei a80.5
13 Tunisia 80.2
13 Jordan 60.2
15 Egypt 60.0
i7 fram 55.9
18 Maldives 55.4
i9 Pakistan 55.1
20 Kazakhstanm 54.8
21 Algeria 54.1
23 Lebanon 53.4

Rank

RRe@mNonhswNR

13

23

Top 20 OIC 2017 Scorg
PMalaysia B82.5
United Arab Emirates 76.9
Indonesia T2.6
Turkey 72.4
Saudi Arabia 71.4
Qiatar 70.5
PMorocco B8.1
Oman B¥.9
Bahrain 67.9
Iram 6.8
lordan B6.3
Brunei &4.4
Egypt B64.1
Kuwwait 63.9
MMaldives 653.1
Kazakhstan B2
Tunisia B1.1
Bangladesh 50.8
Alperia 50.4
Pakistan 57.6

Source :Global Muslim Travel Index « 2017, 2018 »

5. Algeria's experience in Halal tourism:
Algeria was absent from the global index of Islatogrism before 2015, as
the reports of the International Organization fouilism have been limited to
encourage the tourism sector desert. And the ingmnewt is reflected in the
efforts and measures taken by the competent atidsoin the tourism sector for
the advancement of Halal, where Algeria ranked @106 130 destinations
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around the world more in line with the needs of Mugourists. According to this
classification of the 2017 version of the recepilplished World Islamic

Tourism Index, three criteria have been adopteaatitwitize the destinations of
Muslim tourists, security and holiday quality foutists with family, quality of
Halal services, good reception, easy access teplaicworship, The form of
restaurants and accommodation centers, "while Taimsved to Algeria, where

it replaced the 20th place in terms of compatipikith the needs of Muslim
tourists, while Algeria came in the 21st place.cBithe summer of 2014, a group
of young people from the coastal districts of Atgibave formed committees to
impose "modesty" in the beaches in cooperation wothmittees formed by

imams who initiated a campaign called "Islamic Iemcwith Algerian values” Or
fragmentation of space or public space accordirdjfterent religious patterns.

The map in the followindgigure 14 shows that the first 30 countries are classified
as follows:1 Saudi Arabia, 2 Malaysia ,3 UnitechB[Emirates, 4 Turkey ,5
Kazakhstan ,6 Indonesia ,7 Egypt ,8 Iran ,9 Gagmd.0 Azerbaijan, 11

Nigeria ,12 Qatar ,13 Pakistan ,14 Albania ,15 Algel6 Oman,17 Tunisia , 18
Russia , 19 Lebanon , 20 UK, 21 India,22 Morocg8 Kuwait ,24 China, 25
France , 26 Uzbekistan, 27 Kyrgyzstan, 28 Banglad29 Singapore , 30 Jordan .
Figure 14: Top 30 Muslim Outbound Markets in GMTI 2018

Source :Global Muslim Travel Index « 2018 »
Where Algeria is occupied the first rank in cousgrdestinations represent a
vast majority of annual Muslim visitor arrivalstae African level. The 130
destinations ranked in the report cover 48 OlCidasons and 82 non-OIC
destinationsSuch as described below
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Figurel5 : rank in countries destinations
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alrica Fe
Banin
Burking

India

Guinea-Bissau iran

Source :Global Muslim Travel Index « 2018 »
Algeria ranked 21via terms of five dimensions aadhredimension includes a set
of criteria ; ou get the points as follows:

a. Gmti:
2018 Rank (21)
2018 Score (54,1) ,

b. Environement :
Enabling Climate (37),
Safety And Culture (84)
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» Visitor Arrivals (35)
c. Services:
* Restaurant (89)
* Prayer Places(100)
* Airport (50)
* Unique Experiences (10)
* Hotel (25)
d. Communication :
» Ease Of Communication(56)
» Digital Presence(22)
* Outreach(25)
e. Access:
» Air Connectivity(46)
* Visa Requirements(51)
* Transport infrastucture(31) .

6. CONCLUSION :

Through this paper we can come up with a set afltethat we include as follows:

. Halal tourism derives its principles from the vau Islam, which calls for
the moral values of the provisions of Islamic law.

. Halal tourism has grown significantly across theldiand faster than other
sectors. The influx of foreign tourists to non-Mas on hotels in line with
the traditions of Islamic law, and their reluctanadotels that have their
requests are forbidden in Islam.

. The experience of halal tourism has boosted thestousector with the
expansion of geographic boundaries to attract mésvnational investment
flows such as: in the Middle East Singapore, TimajaJnited Kingdom,
South Africa, France, Belgium.

. Increased efforts in tourism within the framewofklee guidelines of the
Shari'ah have produced a variety of Sharia'a c@npproducts and services:
halal foods, halal beaches that respect gendeaqyjvdecent swimming
suits according to Islamic law, non-alcoholic hetewimming pools,
Between men and women, the Halal tourism indussy affers flights with
no alcohol or pig meat, prayer times, religiouse@inment programs,
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Koran in the seating pockets, private seating falenrand female travelers,
hospitality Compatibility with Islamic law ... etc.

. Penetrating Halal tourism to some Western counsues as: Hong Kong,
United States, Spain and Taiwan

. Malaysia is the world's halal tourism industry.

The achievement of Islamic tourism for thesengas very important, but
the Islamic countries need to reform their econsmaied improve their
investment climate by applying the recommendattbey provide to enhance the
ways to meet the challenges and infrastructuréhi®growth of this new product,
which can be summarized as follows:

. Consolidation and integration to enhance coopardieiween regional and
global countriesin which Islamic tourism services provided by
harmonizing legitimacy with economic efficiency.

. To create legal systems and appropriate framewnrkse with
international standards and in the applicatiorstarhic law.

. Creating a unified ethical culture and enhancirggdfiectiveness of the
supervisory and supervisory systems appropriatedgading moral
awareness.

. Organizing Islamic tourism exhibitions and cultueaknts on a regular
basis, similar to the Islamic Trade Fair, with ghéblication of a code of
good Islamic tourism practices.

. The selection of tourism leaders in the departmehksgh efficiency is
good to talk and interact with local and internaibmedia and possess the
tools to stimulate and encourage tourism with thednto rearrange the
sectors and bodies of the Ministry of Tourism frathin, in accordance
with Islamic law.
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