
INTERNATIONAL JOURNAL OF RESEARCH AND INNOVATION IN SOCIAL SCIENCE (IJRISS) 

ISSN No. 2454-6186 | DOI: 10.47772/IJRISS | Volume X Issue VII July 2026 
 

Page 12070 
www.rsisinternational.org 

 

  

 

 

The Paradigm Shift in Muslim Market Tourism: Terminological 

Complexities, Socio-Cultural Sustainability and Tourist Behavior 

1Mustapahayuddin Abdul Khalim, 2Muhammad Suhaimi Sulong, 3Wan Ainaa Mardhiah Wan Zahari, 
4Ahmad Zamri Mohd Idris 

1Islamic Studies Department, Centre of General and Co-curricular University Tun Hussein Onn 

Malaysia 

2,3Institute Of Ahli Sunnah Wal-Jamaah University Tun Hussein Onn Malaysia 

4Chief Executive Officer (CEO) El Azan Services PLT 

DOI: https://doi.org/10.47772/IJRISS.2026.100700813 

Received: 26 July 2026; Accepted: 31 July 2026; Published: 13 August 2026 

ABSTRACT 

The global Muslim tourism market has experienced exponential growth, transforming from a niche sector 

focused on dietary compliance into a multi-trillion-dollar economic ecosystem. Despite this rapid expansion, 

the industry faces profound terminological complexities, with terms such as “Halal Tourism,” “Islamic 

Tourism,” and “Muslim-Friendly Tourism” frequently conflated. This conceptual paper critically synthesizes 

existing academic literature, industry reports, and policy frameworks to assess the multi-dimensional impacts 

of this paradigm shift. Utilizing a qualitative methodology based on extensive literature review and content 

analysis, the study employs Tourist Behavior Theory, Social Exchange Theory, and a Socio-Cultural 

Sustainability Framework as its primary analytical lenses. The core analysis investigates the implications of 

Muslim market tourism on human and social well-being, highlighting the intersectional marginalization of 

female travelers and the empowerment of local micro-entrepreneurs. Furthermore, it examines the role of 

government regulatory frameworks, contrasting centralized certification systems like Malaysia's JAKIM with 

decentralized ingredient-disclosure strategies in non-Muslim destinations such as Japan and Taiwan. Key 

findings reveal that technological innovations, including Artificial Intelligence (AI) and blockchain, alongside 

shifting generational behaviors, are redefining tourist expectations, demanding an integration of religious 

authenticity with socio-cultural sustainability. The paper concludes by offering strategic policy 

recommendations for Destination Marketing Organizations (DMOs) and industry stakeholders to standardize 

definitions, foster cross-cultural soft diplomacy, and ensure market resilience during global economic shocks. 

By synthesizing insights across tourism management, marketing, and Islamic studies literature, this paper 

contributes a holistic framework that reconciles religious authenticity with commercial viability, offering 

practical value for scholars, destination marketers, and policymakers navigating an increasingly complex and 

technologically driven Muslim travel market. 

Keywords: Halal Tourism, Socio-Cultural Sustainability, Tourist Behavior, Cross-Cultural Interaction, and 

Policy Framework. 

INTRODUCTION 

Background of the Study 

The globalization of the Muslim travel market has positioned it as one of the most dynamic and fastest-

growing segments within the global tourism and hospitality industry. Driven by a burgeoning middle class, 

increased disposable income, and enhanced mobility among populations in Muslim-majority and Muslim-

minority countries, the global halal economy was estimated to reach an unprecedented USD 3.2 trillion by 

2024 (Arab News, 2020). This rapid growth signifies a profound paradigm shift: Muslim market tourism has 
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evolved beyond the fundamental provision of halal food to encompass a comprehensive ecosystem of 

hospitality, medical tourism, digital services, and socio-cultural exchanges. Consequently, global destinations 

are increasingly competing to capture this demographic by adapting their infrastructures and marketing 

strategies. 

Problem Statement 

Despite its vast economic promise, the Muslim tourism sector is plagued by severe terminological confusion. 

Terms such as Halal Tourism, Islamic Tourism, and Muslim-Friendly Tourism are frequently used 

interchangeably by industry practitioners, yet they carry distinct theological, operational, and academic 

implications (Khan & Callanan, 2017). This lack of definitional boundaries creates ambiguity in service 

standards and risks the commercialization of religious values. Without a universally accepted standardization 

framework, the essence of halal values is in danger of being commodified purely for economic gain, which 

directly threatens the socio-cultural sustainability of host destinations. Furthermore, there is an inherent 

philosophical conflict between the traditional hedonistic nature of mass tourism and the ethical, religious, and 

utilitarian boundaries required by practicing Muslim tourists (Saraç, Kiper, & Batman, 2022). 

Research Objectives & Questions 

This paper aims to critically assess the multi-dimensional impact of the Muslim tourism paradigm shift on 

local communities, government frameworks, the economy, and cross-cultural interactions. The core questions 

guiding this synthesis are: (1) How do terminological complexities influence tourist psychology and industry 

operations? (2) In what ways do government policies and Destination Marketing Organizations (DMOs) 

navigate halal standardization, particularly in non-Muslim destinations? (3) How are changing patterns in 

Muslim tourist behavior driven by Millennials, Generation Z, and technological integration shaping socio-

cultural sustainability? 

Significance of the Study 

By untangling conceptual ambiguities and evaluating the intersection of technology, policy, and tourist 

behavior, this study provides vital policy guidance for governments and global tourism operators. It offers a 

strategic roadmap for DMOs to cater to Muslim tourists inclusively and sustainably, ensuring that tourism 

development does not compromise religious integrity or local cultural norms. 

LITERATURE REVIEW & CONCEPTUAL FRAMEWORK 

Deconstructing the Terms: Halal Tourism vs. Islamic Tourism vs. Muslim-Friendly Tourism (MFT) 

An evolutionary concept analysis reveals a clear divide in how terminology is applied across academia and the 

tourism industry (Khan & Callanan, 2017). Clarifying these boundaries is essential for policy standardization: 

• Islamic Tourism: Predominantly favored in academic discourse, this term is associated with travel 

motivated by religious obligations, spiritual fulfillment, and visits to Islamic heritage sites. It reflects a 

deep adherence to faith-based motives, akin to the pre-modern travelogues of Islamic scholars (Preko, 

Mohammed, & Allaberganov, 2021). 

• Halal Tourism: This concept strictly refers to the provision of tourist services designed to meet the exact 

needs of Muslim tourists in accordance with Shariah (Islamic law). It demands rigorous compliance, such 

as absolute alcohol-free environments, gender-segregated facilities, Islamic financing, and certified halal 

food (Vargas-Sánchez & Moral-Moral, 2019). 

• Muslim-Friendly Tourism (MFT): More pervasive in commercial marketing, MFT operates on a 

continuum of compliance rather than absolute strictness. It is widely adopted by non-Islamic destinations 

(e.g., Japan, South Korea, Taiwan) as a strategic tool to signal a welcoming environment such as providing 
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prayer directions (Qibla) or ingredient disclosures without overhauling their secular tourism infrastructure 

(Said, Adham, Muhamad, & Sulaiman, 2021). 

Theoretical Lens 

This paper analyzes the literature through three distinct but overlapping theoretical frameworks: 

• Tourist Behavior Theory: Utilizing the Theory of Planned Behavior (TPB) and the Stimulus-Organism-

Response (S-O-R) model, studies show that religiosity, halal awareness, and subjective norms profoundly 

shape Muslim tourists' travel intentions and consumption attitudes (Mursid et al., 2026; Chang & Amalina, 

2026). 

• Social Exchange Theory: This lens explains host-guest interactions, positing that mutual respect and 

cultural congruence between tourists and local service providers foster positive interactions, trust, and 

destination loyalty, particularly in bridging the gap between Islamic beliefs and non-Muslim host 

communities (Ghaderi, Hall, Scott, & Béal, 2020). 

• Socio-Cultural Sustainability Framework: This framework addresses the conflict between tourism 

hedonism and halal values. The literature suggests that halal-sensitive tourists exhibit utilitarian and 

responsible consumption patterns. Their Islamic environmental values significantly promote pro-

environmental behaviors, aligning halal tourism with global Sustainable Development Goals (SDGs) 

(Hermawan, Ratnasari, Alimusa, & Huzaini, 2026). 

Core Analysis: Multi-Dimensional Impacts Of The Paradigm Shift 

Impact on Human & Social Wellbeing 

Tourist psychology and identity (sense of security, preserving religious identity while traveling) 

The psychological well-being of Muslim tourists is deeply intertwined with their ability to preserve their 

religious identity while navigating foreign environments. The provision of halal-compliant services generates a 

profound “sense of security,” which serves as a critical antecedent to tourist satisfaction. Mursid et al. (2026) 

demonstrate that religious respect from destination providers acts as a significant mediator between halal 

awareness and a tourist's psychological comfort. In the absence of official halal logos, Muslim tourists 

experience cognitive dissonance and rely heavily on “tacit halal cues” or surrogate indicators such as the 

presence of Muslim staff or other Muslim diners to alleviate anxiety and fulfill their religious obligations 

(Khan & Callanan, 2017). 

However, preserving this identity is not without psychological burdens, particularly for marginalized 

demographics. Guided by intersectionality theory, Nisha, Cheung, and Tung (2025) reveal that female Muslim 

solo travelers frequently endure “intersectional marginalization.” Their marginalization is compounded by the 

dual identities of their gender and visible religious practices (e.g., wearing the hijab), subjecting them to 

heightened scrutiny and cultural barriers in both Western and non-Western destinations. Breaking these 

barriers requires DMOs to foster environments that guarantee mobility rights and psychological safety for 

Muslim women (Bernard, Rahman, & McGehee, 2022). 

Local community empowerment (job creation, community involvement in Muslim-friendly services) 

Conversely, from a supply-side perspective, the halal tourism ecosystem serves as a potent catalyst for local 

community empowerment. The integration of Islamic beliefs into micro-entrepreneurship fosters internal 

growth and self-efficacy among local populations. For instance, Abdullah, Carr, and Lee (2023) note that 

Islamic beliefs positively affect the motivation and resilience of Muslim street food vendors, contributing 

directly to their socio-economic empowerment. Furthermore, the establishment of halal supply chains creates 
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specialized job markets ranging from Shariah auditors to halal logistics coordinators, thereby alleviating 

poverty and elevating the standard of living for grassroots communities. 

Impact on Government Policy & Regulatory Frameworks 

Standardization and halal certification for hospitality/F&B 

The integrity of the Muslim tourism market relies heavily on robust governmental and institutional policy 

frameworks. Malaysia's Department of Islamic Development (JAKIM) exemplifies the gold standard in state-

led halal regulation. Under the Trade Descriptions Act 2011, JAKIM enforces the Malaysian Halal 

Management System (MHMS) and standard MS1500:2009, mandating strict compliance across the entire 

supply chain from raw ingredient sourcing to logistics and packaging (Department of Islamic Development 

Malaysia, n.d.). To manage globalized supply chains, JAKIM established the Recognition of Foreign Halal 

Certification Bodies (FHCB) framework, vetting and auditing international certifiers to prevent halal fraud, a 

critical policy intervention following regional fake halal meat scandals (Arab News, 2020). 

Destination Marketing Organization (DMO) strategy 

Strategic DMO interventions are increasingly utilizing cultural diplomacy and infrastructure adaptations to 

capture the Muslim market. In emerging hubs like Uzbekistan, the government has leveraged its rich Islamic 

heritage, such as the legacy of Imam Al-Bukhari and Ibn Sina, to reform its DMO strategy. By implementing 

simplified visa regimes and heavy privatization under President Shavkat Mirziyoyev, Uzbekistan aims to 

position itself as the intellectual and historical center of Islamic tourism along the Silk Road (Caspian Policy 

Center, 2022). 

Challenges for non-Muslim destinations adapting Muslim-friendly policy 

For non-Muslim majority destinations (e.g., Japan, Korea, Taiwan, and China), implementing standardized 

Muslim-friendly policies without compromising secular local laws presents a formidable challenge. In these 

regions, absolute halal certification is often financially and structurally unfeasible for small businesses. 

Consequently, localized policy adaptations are necessary. Sannomaru et al. (2026) highlight the divergence in 

Japanese municipal strategies: while Taito Ward promotes formal halal certification, Takayama City 

successfully utilizes a policy of “transparent ingredient disclosure,” allowing Muslim tourists to make 

informed dietary choices without forcing local businesses to undergo rigorous certification. Similarly, Chinese 

F&B suppliers utilize the ‘4As’ framework — Awareness, Assurance, Association, and Availability to bridge 

the gap between religious requirements and non-Islamic environments (Xiong & Zhang, 2021). 

Economic Sustainability & Market Resilience 

Market growth and economic diversification (contribution to destination GDP) 

The economic sustainability of the halal tourism paradigm is evidenced by its substantial contribution to 

destination GDPs and its role in economic diversification. In Central Asia, Uzbekistan's macro-economic 

reforms and investment in cultural tourism are projected to help elevate its national GDP to an estimated USD 

240 billion by 2030 (The Investor, n.d.). By diversifying away from reliance on raw commodity exports (like 

cotton and gold) towards value-added service sectors including tourism, countries can stabilize their economic 

portfolios. 

The halal economic ecosystem 

The true economic power of this paradigm lies in its ecosystem integration. Halal tourism does not operate in a 

vacuum; it is deeply interconnected with Islamic banking, halal food production, and Muslim-friendly fashion. 

Mujiatun et al. (2025) empirically demonstrate that Islamic financial literacy and the availability of halal 

finance (e.g., Islamic rural banks) are determining factors in the development and performance of 

entrepreneurial ventures within the halal tourism ecosystem. 
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Crisis resilience of the Muslim tourism market 

Furthermore, the Muslim tourism market exhibits unique crisis resilience during global economic shocks. The 

foundation of halal tourism is built upon Islamic teachings that emphasize social and community resilience, 

ethical consumption, and risk avoidance. A systematic review by Tourism Review (2021) indicates that the 

integration of Islamic principles into modern crisis and disaster management frameworks provides a 

psychological and structural buffer for halal tourism operators, allowing the sector to rebound more effectively 

from global disruptions such as pandemics or geopolitical instability. 

Cross-Cultural Social Interactions & Integration 

Tourism as soft diplomacy breaking down Islamophobia 

Halal tourism functions as a vital instrument of soft diplomacy, possessing the capacity to dismantle 

Islamophobia and bridge the understanding gap between Muslims and non-Muslims. When non-Muslim 

destinations, such as Taiwan or South Korea, invest in Muslim-friendly infrastructure, it sends a powerful 

message of inclusivity. Chang and Amalina (2026) assert that accommodating Muslim travelers' needs fosters 

greater intercultural tolerance and mutual respect. This respectful engagement challenges global stereotypes 

and normalizes Islamic cultural practices within secular public spheres, thereby promoting social harmony. 

Managing acculturation vs. cultural erosion 

However, host-guest relationships must be carefully managed to balance acculturation with the prevention of 

cultural erosion. The influx of Muslim tourists with specific religious demands can create friction if local 

hospitality workers perceive these requirements as an imposition. Boğan et al. (2020) found that hospitality 

employees in secular societies sometimes harbor suspicion or negative perceptions toward halal tourism, which 

reduces their job pursuit intention in Muslim-friendly hotels. Therefore, DMOs must prioritize educational 

interventions that frame halal services not as a threat to local norms, but as a professional hospitality standard. 

Ghaderi et al. (2020) observed in Iranian heritage villages that while Islamic beliefs govern interactions, the 

traditional cultural ethos of hospitality remains the primary driver of positive host-guest encounters, proving 

that religious and local cultural norms can coexist synergistically. 

Tourist Behavior & Sustainability 

Changing Patterns in Muslim Tourist Behavior 

Influence of Muslim Millennials/Gen-Z, use of halal travel apps/technology 

The demographic profile of the Muslim traveler is skewing younger, with Millennials and Generation Z 

driving a profound digital transformation in tourist behavior. These cohorts demand seamless technological 

integration throughout their travel journey. The advent of Web 3.0, Artificial Intelligence (AI), and Augmented 

Reality has given rise to novel consumption patterns. Alizadeh et al. (2026) and Battour et al. (2025) provide 

empirical evidence that the integration of AI models, such as ChatGPT, significantly enhances the value co-

creation process. AI tools provide highly personalized, real-time halal itineraries, which directly amplifies 

tourist satisfaction, triggers positive electronic word-of-mouth (e-WoM), and solidifies revisit intentions. 

Moreover, Susilowati et al. (2026) highlight the impact of Virtual Reality (VR) and the Metaverse on Gen-Z 

tourists. Pre-trip exposure to immersive VR environments generates an emotional “flow experience,” 

positively predicting their intention to physically visit halal destinations. On the logistical front, hardware 

innovations like the Portable Pork DNA Detection Device (PD3) and blockchain-enabled tracking applications 

empower younger, tech-savvy tourists to independently verify halal authenticity, shifting the locus of control 

from centralized authorities directly to the consumer (Ghazali et al., 2022). 

Demand for authentic experiences 

Despite their reliance on digital technology, contemporary Muslim tourists exhibit a strong demand for  
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authentic, experiential travel over highly commercialized mass tourism. They seek holistic faith-aligned 

experiences (HFAE) where spiritual obligations and leisure intersect seamlessly. For instance, Kim, Choi, and 

Lee (2026) note that Muslim tourists engaging with the Hallyu (Korean Wave) evaluate destinations based on 

cognitive and affective interests, heavily moderated by their religious constraints, seeking authenticity in 

foreign cultures while demanding respect for their dietary and spiritual boundaries. 

Preserving Socio-Cultural Authenticity 

Ensuring tourism development does not compromise local traditions and norms 

As destinations pivot to accommodate the lucrative halal market, there is a palpable risk of diluting indigenous 

cultures to manufacture a sanitized, “hyper-Islamic” environment. Preserving socio-cultural authenticity 

requires an integration strategy that honors both the guest's religious needs and the host's heritage. Sari et al. 

(2025) illustrate this balance in their study of Setanggor Village in Indonesia, where analytical frameworks 

were used to seamlessly blend modern halal tourism practices with the preservation of traditional Sasak 

cultural heritage. Sustainable halal tourism must be developed as a community-driven initiative rather than a 

top-down corporate mandate. 

Furthermore, the alignment of Islamic principles with environmental sustainability is redefining tourist 

responsibility. Hermawan et al. (2026) extended the Norm Activation Model (NAM) to prove that Islamic 

Environmental Values (IEVs) significantly trigger Pro-Environmental Behavior (PEB) among Muslim tourists. 

By perceiving nature conservation as a divine mandate (Khalifah), Muslim tourists engage in responsible 

consumption that actively protects the ecological and cultural authenticity of the destinations they visit, 

effectively neutralizing the destructive impacts of traditional hedonistic mass tourism. 

CONCLUSION AND STRATEGIC RECOMMENDATIONS 

Summary of Main Findings 

The paradigm shift in Muslim market tourism represents a transition from mere dietary compliance to a highly 

sophisticated, technology-enabled, and ethically driven global ecosystem. The synthesis of literature reveals 

that terminological ambiguities between Halal, Islamic, and Muslim-Friendly tourism create friction in policy 

execution and consumer expectations. However, tourist behavior is increasingly leaning toward utilitarian, pro-

environmental, and digitally integrated experiences. The socio-economic impacts are profoundly positive when 

managed correctly, ranging from the empowerment of local micro-entrepreneurs and the fortification of 

national GDPs, to the facilitation of cross-cultural soft diplomacy that actively dismantles Islamophobia in 

non-Muslim destinations. Conversely, failure to implement standardized regulations, address workforce 

prejudices, or protect female tourists from intersectional marginalization can severely hinder market resilience. 

Policy Recommendations 

For Governments and Policymakers: 

1. Definitional Standardization and Mutual Recognition: Governments must spearhead the 

standardization of halal terminology. Expanding mutual recognition agreements (MRAs) between global 

certification bodies modeled after the JAKIM Foreign Halal Certification Body (FHCB) framework will 

reduce bureaucratic redundancy and facilitate seamless international trade. 

2. Integrating Sustainability into Policy: Policymakers should embed Islamic Environmental Values (IEVs) 

into national tourism master plans. Regulations should incentivize green financing and eco-friendly 

hospitality practices that align the halal ecosystem directly with the UN Sustainable Development Goals 

(SDGs). 

3. Bilateral Cultural Diplomacy: Non-Muslim majority governments (e.g., Japan, South Korea) should 

adopt flexible frameworks, such as mandatory ingredient disclosure laws, and invest in public 
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infrastructure (e.g., airport prayer facilities) to legally and culturally accommodate Muslim travelers 

without compromising secular governance. 

For Industry and Private Players: 

4. Inclusive Marketing and Workforce Education: To combat the stigma and suspicion among hospitality 

staff, management must implement comprehensive cultural competency training. Marketing campaigns 

must move beyond stereotyping and address the specific needs of diverse subgroups, particularly solo 

female Muslim travelers and tech-savvy Generation Z consumers. 

5. Technological Adoption: The private sector must accelerate the adoption of blockchain for transparent 

supply chain management, and AI/ChatGPT for personalized customer service. Investment in immersive 

pre-trip marketing (VR/Metaverse) will be critical in capturing the attention of the modern, digitally native 

Muslim tourist. 

Limitations & Future Research Directions 

While this conceptual paper synthesizes a broad spectrum of contemporary literature, it is inherently limited by 

its reliance on secondary data and existing theoretical models. The rapid pace of technological advancement 

(e.g., AI and blockchain) within the halal sector outstrips the current volume of longitudinal empirical studies. 

Future research should prioritize empirical field testing to quantify the actual ROI of AI integration in halal 

hospitality. Additionally, there is a critical need for longitudinal ethnographic research focusing on the host-

community perspectives in non-Muslim destinations to better understand the long-term socio-cultural impacts 

of acculturation. Finally, expanded research into the intersectionality of gender, race, and religion within 

Muslim travel behavior will provide essential insights for developing truly inclusive global tourism policies. 
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