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Abstract

Halal tourism has been gaining attention as greater numbers of Muslims vacation internationally.
Nevertheless, there are currently very few hotels that cater to the halal tourism market. An interesting
question is what actions need to be taken to meet the rising demand for halal accommodations. The
strategy of discounting prices to boost room occupancy may not be as effective for hotels as other
strategies which could attract more Muslim guests. This research seeks to answer the question whether
the halal hotel industry would be a worthwhile niche market to develop. The study looked at primary
data both quantitatively and qualitatively gathered from 1,672 tourist samples, particularly Muslim
tourists, in five major tourism destination cities of Thailand: Bangkok, Chiangmai, Phuket, Krabi, and
Songkla. The data were analyzed to calculate Willingness-to-pay (WTP) values using the Experimental
Choice Model. It was found that the calculated WTP of Muslim tourists in almost all the cities for halal-
friendly and full halal hotels had statistically significant ‘Iarge positive values. The data then went through
an Ordinary least squares estimation (OLS) in order to analyze the effects of factors on the ‘halal
premium’—the ratio of room prices of halal hotels that tourists are willing to pay to those of conventicnal
hotels. The findings reveal that religion is a critical factor in determining the halal premium as
hypothesized. That is, if the samples are Muslim, the halal premium values will increase accordingly.
On the other hand, if the samples are secular tourists, as in the case of Chinese tourists, this will lead
to a statistically significant decrease in halal premium values. Additionally, this current study used
Porter's five forces as a tool for analyzing competition of the halal hotel industry and determined that
the industry presents high profitability as it can be considered a ‘blue ocean’ market-not high in the

number of competitors. This reflects an opportunity for hotels in catering to halal tourism.

Recommendations for government policy include establishing a central organization that
oversees and certifies the standards of halal hotels, reducing obstacles to becoming a halal hotel such
as reducing halal hotel certification fees, promoting halal hotels as a business opportunity for investors,
promoting halal hotels among tourists to raise their awareness of them, taking proactive actions to
promote activities associated with halal tourism, and developing a curriculum for training halal hotel
staff. Such efforts should be undertaken as soon as possible. In the meantime, interested hoteliers
should take the necessary steps towards making their hotels halal. The most important adjustments are

having a halal-certified kitchen, and branding/rebranding their hotels as halal-friendly.



