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1.0 Introduction  

Islamic Tourism is the type of tourism that adheres to the values of Islam (Al-Hamarneh and 

Steiner 2004).  Although the definition of Islamic tourism looks rigid and confine to the values of 

Islam, the practice of Islamic tourism around the world is diversified and different from conservative 

Muslim countries to less conservative Muslim countries and non-Muslim countries.  For example, in 

Saudi Arabia, Islamic tourism means doing tourism the Islamic way such as performing Hajj 

(Zamani-Farahani and Henderson 2009).  In less conservative Muslim countries such as Malaysia, 

Islamic tourism is considered a tourism product by highlighting the values, history and culture as its 

unique selling proposition (Henderson 2003).  Nonetheless, for non-Muslim countries, Islamic 

tourism activities are still at embryonic stage where the host countries are providing basic facilities 

such as Halal food, prayer room and qibla direction in hotel rooms to accommodate the needs of 

Muslim tourists (www.halalmediajapan.com).  In short, there are three categories of Islamic Tourism 

such as Islamic Tourism for conservative, non-conservative and non-Muslim countries. 

Given the increasing trend of Muslim travelling worldwide, many of non-Muslim countries 

such as Japan embarks to provide a comfortable tourist experience for Muslim.  The Muslim needs 

such as a proper place to pray and food have been provided to ensure the convenience of Muslim 

tourists.  For example, at both Narita and Kansai International Airport, there are more prayer rooms 

being made available for Muslims and the popular Japanese food such as Udon and Ramen are 

certified Halal so that Muslim tourists could treasure Japanese food (www.halalmediajapan.com).  In 

addition, a prayer room is also available at one of shopping complex in Osaka city.  For Halal food, 

many Halal restaurants are mushrooming in big cities of Japan such as Tokyo, Kyoto and Osaka and 

many main restaurants have obtained Halal certification.   

Tourism in Japan 

 

Figure 1:  Number of Foreign Tourists 2012-2014 

Tourism in Japan attracted 12 million foreign visitors in 2014, slightly more than Singapore 
(Bank 2013). Japan has 16 World Heritage Sites, including Himeji Castle and Historic Monuments of 
Ancient Kyoto. Figure 1 shows that number of foreign tourist visiting Japan; it is interesting to note 
that the number of foreign tourists has been increasing for the last three years.  As this study is 
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exploring the potentials of Muslim tourist market in South East Asia, which populated most in 
Malaysia and Indonesia, therefore Table 1 shows the arrival of foreign tourist from Malaysia and 
Indonesia to Japan.  
 
 
Table 1:  Number of Foreign Tourist (including Malaysia and Indonesia) 
 (Source:  Japan National Tourist Organization  

Table 1 indicates that in 2014, the growth of Malaysian and Indonesian inbound market to 

Japan has increased by 41.3 and 16 per cent respectively.  This could be due to the reduction value of 
Yen and the eases of visa requirement for Malaysian (since July 2013) and Indonesian (recently) to 
enter Japan (Japan 2014).  According to the Japan National Tourist Organization (JNTO), a combined 
total of more than 230,000 tourists visited Japan from the predominantly Muslim nations of Malaysia 
and Indonesia in 2012, more than double the 140,000 tourists who visited in 2011 (halalfocus.net).  
As Malaysia and Indonesia population consist of more than 50% of Muslim people, it could be 
considered that there are more than 250,000 Muslim tourists visiting Japan in 2014. As the number of 
Muslim tourists is expected to increase by year, Muslim tourists could be an important niche market 
in Japan.  
 

Tourism statistic for Akita Prefecture 

Data from Statistic of Tourism in Akita Prefecture in 2013 highlighted that Akita received an 
average of 3 million local and foreign visitors each year since 2011.  In 2013, an increase of 390,000 
tourists was observed visiting Akita compared to 2012.  Out of this, Akita Prefecture attracted 31,530 
of inbound foreign tourists an increment of 31.7% per cent compared to 2012.  Table 2 stated the 
main markets of inbound tourist staying at Akita Prefecture and the percentage it represent the whole 
foreigners market.   

Table 2:  The Source of Inbound Tourists Staying at Akita Prefecture 2011-2013 

Year Total Korea % Taiwan % China % Hong 
Kong 

% Other % 

2011 22,150 7,110 - 3,420 - 2,170 - 820 - 7,800 - 
2012 23,930 4,440 18.6 6,370 26.6 3,610 15.1 760 3.2 8.470 35.4 
2013 31,530 8,950 28.4 8,130 25.8 3,200 10.1 690 2.1 10,310 32.7 
(Source:  Tourism Strategy Division, Akita Prefecture, 2014) 

As referring to the above table, it is reflected that foreign from other countries share a bigger 
cake compared to tourist from Korea, Taiwan and China.  This shows that foreign tourists (other than 
Korea, Taiwan and China) are an important market contributing to the growth of Akita tourism 
activities.  The highest number of tourists visited Akita Prefecture is in August due to several 
temporal events such as Kanto Festival at Akita city, Firework at Omagari city.  Figure 2 shows the 
number of visitors according to months in Akita Prefecture for 2013. 

Years Number of Foreign Tourist % Malaysia % Indonesia % 
2011 6,218,752 - 81,516  - 61,911  - 
2012 8,358,105                                    34.4% 130,183  59.7% 101,460  63.9% 
2013 10,363,904                                                                          24.0% 176,521  35.6% 136,797  34.8% 
2014 13,413,567                                                                          29.4% 249,534  41.3% 158,688 16% 



Final Report: "Developing the non-Muslim tourist destination for Muslim tourists: A case study of Akita Prefecture, Japan” 
(Nor Zafir Md Salleh) 

 

Figure 2:  Total Number of Tourists in Akita Prefecture 
Source:  Tourism Strategy Division, Akita Prefecture (2014) 
 

Figure 2 show that Akita received the highest number of tourists in the month of August.  
This could be due to the Kanto Matsuri Festival that is held every year from August 3 to 6.  While in 
May, 50% less tourist than in August visit Akita Prefecture may be due to the famous Cherry Blossom 
Festival at the Samurai Town of Kokunodate and other district as well.  While the number of tourists 
is scattered throughout the year, the months of December and January get the least number of tourists.  
This could be due to less business travelling or meeting for domestic tourists and cold winter and less 
number of activities that foreign tourists could enjoy. 

 

Cherry Blossom at Kokunodate in May and Autumn leaves at Dakigaeri-Gorge, near Lake Tazawa. 
(Source:  travel.nationalgeographic.com/travel/traveler-magazine) 

One of the solutions to the low number of tourists visit in the month of December and January 
is to increase the demand by expanding Akita tourism market to a new market segment such as 
Muslim tourists from tropical climate to enjoy winter at Akita Prefecture. Currently, Akita Prefectures 
attracted less than 50 tourists from countries of South East Asia.  Therefore this study aims explore 
the potentials of Akita Prefectures to attract the Muslim tourist from SEA markets and understand the 
challenges to provide Muslim friendly tourism services.  Several objectives have been identified to 
meet the aim of the study.   

 

Objectives of the study include: 

1. Determine the profile of target market for Akita Prefecture. 
2. Examine the elements to establish Muslim friendly tourism services. 
3. Understand the challenges to provide the Muslim friendly tourism services. 

0

2,000

4,000

6,000

8,000

10,000

Ja
nu

ar
y

Fe
br

ua
ry

M
ar

ch
Ap

ril
M

ay
Ju

ne Ju
ly

Au
gu

st
O

ct
ob

er
N

ov
em

be
r

De
ce

m
be

r

No of Tourists in Akita Prefecture 

No of Tourists in Akita
Prefecture



Final Report: "Developing the non-Muslim tourist destination for Muslim tourists: A case study of Akita Prefecture, Japan” 
(Nor Zafir Md Salleh) 

 

2.0 Literature Review 

Encouragement of travelling in Islam 

 ‘It is He who made the earth tame for you - so walk among its slopes and eat of His 
provision - and to Him is the resurrection.’Al-Mulk verse 15. 

Islam nurtures travelling. It is translated with the fifth Pillar of Islam which one has to 
perform Hajj once in a lifetime and life in Islam is seen as a journey to meet Allah (Din 1982).   
Prophet Muhammad said that “you should travel to China for the sake of education”, which means 
one should be willing to travel to get more knowledge which will improve themselves (Bah 1998).      

In contrast with modern tourism (satisfying the customer and profit making business), 
travelling in Islam must be carried out for a purpose, in other word, “purposive” travelling.  Among 
the reasons for travelling are to meet spiritual goal (strengthen one submission to Allah), social goal 
(develop and fortify the relationship among Muslims also called as silaturrahim) and self-
development goal (acquire new knowledge because of Allah) (Islamic branding for the 'new Muslim 
consumer'  2010; Din 1982).  However, the main purpose of travelling in Islam is to inculcate the 
awareness of the smallness of man and the greatness of Allah.  There are many verses in Al-Quran 
that encourage and demand man to travel to see what had happen in the past and learn from the 
history.  Furthermore, travel is a test of perseverance and patience, increase knowledge of the 
travelers and resulted in total submission to Allah.  In total, the word journey appears in 17 verses in 
the Quran, for example Surah An-Naml, verses 69 and many more in Q27:69; Q29:20; Q6:11; Q30:42 
(Abdullah and Ahmad 2010; Zamani-Farahani and Henderson 2009).   

Special Muslim Tourists Needs 

As Islam encourage travelling, the teaching let some allowances in daily religious routines 
during travelling, for instance they are allowed to shorten and combine their prayers, to delay fasting 
in Ramadhan month, to take ablution by tayamum and to pray in any position (usually seating 
position) applicable when they are in the airplane (Din 1982; Hashim, Murphy, and Mohammad 2006; 
Henderson 2009).   

  However, Muslim travelers are demanded to adhere to stipulation of dress, conduct, food 
and prayer (Zamani-Farahani and Henderson, 2009).  For example, mixing among non-mahram 
women and men, gambling, alcohol drinking, inappropriate dressing by exposing other than face and 
hands for women (aurah), consumption of non-halal food, unpermitted entertainment for instance 
disco and involve in prostitution are to be prohibited during travelling (Din 1982; Hashim, Murphy, 
and Mohammad 2006).  Table 3 and 4 summarize the rules for Muslim tourists. 

Table 3: The Rules of Travelling for Muslim 
Allowed Quran/Hadith verse 
Shorten the prayer, if travel more 
than 70 km, Muslims could 
shorten and combine the prayers.  
From 5 times to 3 times a day. 

And when you travel throughout the land, there is no blame upon 
you for shortening the prayer, [especially] if you fear that those 
who disbelieve may disrupt [or attack] you. Indeed, the disbelievers 
are ever to you a clear enemy.  

An-Nisa Verce 103 

Delayed fasting in Ramadhan A traveller for whom it is obligatory to shorten a four Rak'ats 
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prayers to two Rak'ats, should not fast. However, a traveller who 
offers full prayers, like, a person who is a traveller by profession or 
who goes on a journey for a haraam purpose, should fast while 
travelling. 

Islamic law, Fiqh 

How to take full ablution. 

Take ablution by Tayamum 
(using dusk) 

"O you who believe, when you rise to observe the Salat, you shall 
wash your faces and your arms to the elbows, and wipe your heads 
and your feet to the ankles."  

Al-Maidah verse 6. 

To pray in any position while on 
the journey (airlines, train, car) 

If it is not possible for him to find the direction of the qiblah, he 
should face the direction that he most probably thinks to be the 
qiblah; if he is unable to prefer one direction to the other, he 
should pray in whatever direction he is facing. If it is not possible 
to face the qiblah except for takbiratul ihram (the opening "Allahu 
akbar"), he should at the least say the takbir facing the direction of 
qiblah. 

Islamic Law, Fiqh 
 

Table 4:  Haraam or Not Allowed during Travelling 
Not Allowed Quran/Hadith verse 

Mixing among non-Mahram 
(women and men) 

 

“No woman should travel except with a mahram, and no man 
should enter upon her unless there is a mahram with her.” 

 Hadeith verse:  al-Bukhaari (1729) and Muslim (2391)  
In appropriate dressing (not 
covering aurah) 
 

Say to the believing men that they should lower their gaze and 
guard their modesty that will make for greater purity for them: And 
Allah is well acquainted with all that they do. And say that the 
believing women that they should lower their gaze and guard their 
modesty that they should not display their beauty and ornaments 
except what (must ordinarily) appear thereof; that they should 
draw their veils over their bosoms and not display their beauty 
except to their husbands, their fathers, their husband's fathers, their 
sons, their husbands' sons, their brothers or their brothers' sons, or 
their sisters' sons, or their women, or the slaves whom their right 
hands possess, or male servants free of physical needs, or small 
children who have no sense of the shame of sex; and that they 
should not strike their feet in order to draw attention to their 
hidden ornaments. And O ye Believers! turn ye all together towards 
Allah, that ye may attain Bliss. 
—Sura 24 (An-Nur), ayat 30  
Islam stresses modesty on both men and women. This all is to 
maintain dignity of humanity for both, and avoid maltreatment of 
women. Women have by nature a strong attraction for men, so one 
who created us wanted that this attraction should be limited within 
some rules. When we abide by these rules, we will not only be 
rewarded, but also there will be less cases of women rape, misuse 
of her body and her modesty. (www.islamicislamic.com) 

Consumption of non-Halal food: 

Halal is no alcohol, no pork, no 
slaughtered meat according to 

He has only forbidden to you dead animals, blood, the flesh of 
swine, and that which has been dedicated to other than Allah. But 
whoever is forced [by necessity], neither desiring [it] nor 
transgressing [its limit], there is no sin upon him. Indeed, Allah is 
Forgiving and Merciful.  

http://en.wikipedia.org/wiki/God_in_Islam
http://en.wikipedia.org/wiki/Sura
http://en.wikipedia.org/wiki/An-Nur
http://en.wikipedia.org/wiki/Ayah
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Islam, healthy food. 

 

The importance of slaughtering in 
the name of Allah.  Animals 
slaughtered without following 
proper procedures are not allowed 
to be consumed. 

 

Al-Baqarah, verse 173. 

And do not eat of that upon which the name of Allah has not been 
mentioned, for indeed, it is grave disobedience. And indeed do the 
devils inspire their allies [among men] to dispute with you. And if 
you were to obey them, indeed, you would be associators [of others 
with Him]. 

Al-An’nam, verse121. 

Unpermitted entertainment 
(disco, prostitution, drinking) 
 

Haraam as it results in bad attitude/behaviour after effect. 
 
Meanwhile, for prostitution, Islam takes a wider perspective of the 
phrase "well being of the community". According to the Islamic 
philosophy, "well being of the community" should not focus only on 
the physical and material well being of the community. Another 
important aspect (if not more important) of this well being, 
according to Islam, should include the moral and ethical well being 
of the community. It is on the basis of this fact that Islam prohibits 
prostitution. It holds a prostitute to be a person, who not only 
endangers her own morals but also that of the community. In view 
of this fact, the Prophet  (peace be upon him) subjected such people 
who endangered the moral standards of the Muslim community to 
punishments of "Fasaad fil Ardh".(Bukhari) 
 

Source: Developed for this study (Bukhari; Muslim) 

 

The Development of Islamic Tourism 

Many scholars have identified religion as a stable factors influencing consumer buying 
behaviour resulting more demand in religious related product and services (Nazlida and Mizerski 
2010).  It is evidence with the growing demand for product and services comply with Islamic law or 
Shariah law in financial, food and travelling industry.  In tourism industry, scholars have highlighted 
the growing demand on Halal food and accommodation that comply to Muslim tourists causing more 
travel destination to offer Halal dish, Halal restaurant and Muslim friendly accommodation facilities 
(Okasha 2010; Hashim, Murphy, and Mohammad 2006; Henderson 2010; Rosenberg and Choufany 
2009).   

Recently, the existence of Muslim friendly tourist destination is mushrooming beyond Gulf 
countries to Asia (ME, 2008).  This development can be traced not limited to Malaysia and Indonesia 
where Muslim are the majority population but to the non-Muslim  countries such as Thailand, 
Philippine, China and Japan (Anonymous 2011; Lee 2010).   

Scholars identified several factors contribute to the growth of Islamic tourism (Zailani, Omar, 
and Kopeng 2011; Abdul Hamid 2010).  Henderson (2010) claims that the increased efforts to 
develop tourism industry among OIC countries enhanced travelling within ME thus booming the local 
and international tourism.  For example, Turkey is ranked 7 in the top 10 destinations most visited in 
the world in the 2010 (UNWTO, 2010).  Cheaper costs of travelling and availability of online 
reservation for hotels and airlines make many more people able to afford to travel overseas frequently.         

The September 11 incident resulted many Muslim tourists alter travel destination from the 
West to the East part of the world.  Tight security measures and complicated visa application imposed 
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on Muslim travelers turn them away from visiting Europe and America, causing increased number of 
ME tourists to Muslim countries such as Malaysia and Brunei (Zailani et al., 2011).  The continuous 
scrutiny of Muslims by the West creates the Halal revolutions, where Muslims are more aware to their 
religious needs and set their own standards (Kaaki, 2008).   

Other important factor in the increased popularity and visibility of the Islamic tourism is 
underlined by the fact that the Muslim market is growing fast at USD$500 billion annually and Halal 
market worth USD$2.1 trillion in the world (Henderson, 2009).  The proliferate growth of Halal 
market and tourism industry lead to the increased demand on accommodation and food industry as 
well (Zailani et al., 2011).  Ibrahim (2010) stressed in his seminal work that this development 
indicated the level of awareness to consume Halal goods among Muslim consumers has increased 
thus the demand of it follow suit.     

Lastly, the growth of Islamic banking and finance increase investors’ interest to invest in 
Halal products and services.  According to Rosenberg and Choufany (2009), the robustness of Islamic 
banking and finance from the previous global financial crises increased availability of funds which 
created many opportunities to finance Shariah-compliant business such as properties (hotels and 
housing).  Henderson (2010) and Birchall (2009) supported that large amount of funds are available 
for the development Shariah-compliant product including hotels.  It is part of the Islamic investment 
requirements that the investment should be made in companies dealing and producing products and 
services permitted by the Syariah law.  For example, a Syariah-compliant business should not involve 
in riba and not permitted to invest in alcohol, gambling prostitution, weapons and conventional 
financial services related business.    

The prospect for the development of Islamic Tourism concept looks bright, however there are 
some impediments slowing the development of Islamic tourism.  Lack of academic discussion exist 
addressing this issue delay the replication of this concept elsewhere especially in non-Muslim tourist 
destination. The absence of a Muslim friendly standard and requirements is a major disadvantage 
causing limited number of hotels offer Muslim friendly accommodation (Rosenberg and Choufany, 
2009; Henderson, 2011; Ibrahim, 2010; Birchall, 2009).  Without the standard, the practice of Muslim 
friendly hotel appears different from one hotel to another (Anonymous 2009).    

Researchers proposed 3 categories of Muslim friendly hotel such as core services, augmented 
services and actual services. For example, the core service consists of primary benefits to hotel guests 
such as a clean room and Halal food. The actual service includes more Islamic services than the core 
services are prayer time, separate recreation facilities for female and male, prayer room and mosque 
location. Lastly, the augmented service comprises extensive Islamic services (Md Salleh et al. 2014).  
Table 5 shows the levels of Muslim friendly hotels. 

Table 5:  Levels of Muslim friendly hotel 

Core Halal food, No alcohol, Qiblah signage, Prayer mat, Bidet in the room 
Actual Separate recreation facilities for male and female, Surau, No adult entertainment, 

Prayer time, Mosque location 
Augmented Zakat counter, Haji brochure, classes, Azan at floor level  

Islamic tourism packages, Staff dress code, Separate floor for male and female, 
Teraweehsolat during Ramadhan  
Sahoor and Breakfast package 

 Source: (Md Salleh et al. 2014) 

In conclusion, the high potentiality of Islamic tourism could be caused by several aspects 
including the increase efforts by OIC countries to develop tourism industry in their region, the stable 
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growth of Islamic banking and finance industry resulting more investment available for Halal 
products and services, and lastly, the fast growing Muslim market at USD$500 billion a year and 
Halal market worth USD$2.1 trillion in the world.  Although the demand of Islamic tourism is proven 
to be high, the market is still untapped as the supply side seems fail to pull alongside resulting slow 
progress in the development of Islamic Tourism.   

 

3.0 Methodology 

This study employed qualitative method by using the semi-structured expert interview.  
Expert interviews allow rich data gathered in answering the research questions.   As this study attempt 
to provide views form supply side of tourism activities at Akita Prefecture, purposive sampling 
technique was adopted to identify experts (Creswell 1998; Mason 2010).  Table 6 identifies the 
experts involved in this study. 

Table 6:  Summary of Respondents 

Area Organization Designation 
Destination 
Management 
Organization (DMO) 

  Tourism Promotion Division Associate Director 

 Semboku Government City  
 Yokote Government City  
 Akita Tourism Federation Senior Staff  
 Port and Trade of Akita city Head of Department 
Tour Operators National Tour Company Head of Akita Branch 
 National Tour Company Sales Manager 

 Akita based Tour Operator Owner 
Hotel  Hotel A Managing Director 
 Hotel B Managing Director 
 Hotel C Supervisor 
 Hotel D Managing Director 
Halal Certified 
Company/ Agency 

Malaysia Halal Corporation Managing Director 

 CrescentRating/Hopewill Group Vice President 
 Halal Japan Business Association Consultant/Researcher 
 Halal Development Internal Japan 

Corp. 
Chairman  

 

There were 16 experts agreed to participate in this study.  They were contacted through email 
and phone calls prior to the interview date for the purpose of inviting the respondents to participate in 
the study.  Interviews were carried out from 17 February 2015 to 7 March 2015 and Table 7 shows the 
itinerary for the interviews held.  The interview was carried out at the respondents’ office and in the 
mother tongue language of Japanese since many of respondents could not communicate in English.  
The translator was hired to translate the questions in English to Japanese language and translate the 
answers in English.  The rich interview data gathered allow in-depth analysis of thematic analysis 
method (Blum 1997).   

 

Table 7:  Research Itinerary  
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Date Itinerary Details 
17 Feb Tue Interviews in Akita City 

I:  Visit of the Senshu Park  
 
II:  Interview with Japan Travel Bureau 
 
III: Meeting with Division of Tourism and 

Local Product 
 
IV: Interview with Hotel Provider:  Castle 

Hotel 
 
VI:  Observation on Tourism spot facilities 
 

 
Tourist spot/Observation 
Statistic on Muslim tourist? 
Prospect on Muslim tourist? 
Planning to attract Muslim tourist? 
Relation of Halal product in the 
production of Akita local product? 
Challenges? 
Accommodation Provider 
Islamic services available? 
Knowledge on Muslim tourist 
needs? 
Current services offered to Muslim 
tourist. 
Observation:   
Prayer place 
Ablution 
Kiblah direction 
Toilet men/women/bidet 
 
 

Wed. 18 
Feb. 

Research Project Presentation 
i. Welcome lunch at Mannan (the only 

Halal restaurant in Akita City) run by a 
Bangladeshi. 
 

ii. Interview with Tourism service 
provider 
Akita Tourism Association  

 
iii. Reseach presentation in the CEAR 

Room 
 

Tourism Provider association 
Challenges in meeting the Muslim 
needs. 
Effort to fulfil the needs. 
Demand for Islamic tourism. 
 

Thu. 19 Feb. Interviews in Akita City Accommodation 
 
I:  Interviews with hotel providers 
13:00 interview at Comfort Hotel Akita 14:30 
interview at Akita View Hotel  
16:00 interview at Richmond Hotel Akita 
Ekimae  
 

 
Interview at Hotels: 
What are the Islamic services can 
be provided by hotels? 
Room, Food, Recreational 
What are the challenges to meet the 
needs of Muslim travelers? 
Do you know the basic needs of 
Muslim tourist? 
Observation:   
Fill in the observation form. 

Fri. 20 Feb. Visits to Masuda  
Visits to Masuda Town, Yokote city and 
Kokunodate with Prof. Yo Negishi. 
Interview with Masuda Town Tourism Officer 
 

 
Observation of tourist spots 
JR Train station  
Challenges in meeting the Muslim 
needs. 
Effort to fulfil the needs. 
Demand for Islamic tourism. 
 

Sat 21 Feb. Visit of historical sites in Aomori 
with Prof. Negishi and his class (HUM232-W 
Archaeology: Prehistoric Japan) 

Observation of tourist spot 
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http://syllabus.aiu.ac.jp/syllabus/syllabus_detai
l.html?ssc=2015_1200801_HUM_232_W_3& 
  
Sannai-Maruyama archaeological site, Aomori 
Prefectural Museum of Fine Arts, downtown 
Aomori 
 

Sun. 22 Feb. Visit of Touristic Sites in Akita 
 
 

Observation to tourist spot 

Mon. 23 
Feb. 

Interviews in Semboku @ 12 pm 
Semboku City Government Officer 
Mr. Susaki, Travel Design 
 

Challenges in meeting the Muslim 
needs. 
Effort to fulfil the needs. 
Demand for Islamic tourism. 
Why pursue Muslim friendly 
homestay? 
What are the activities at homestay? 

Tue. 24 Feb. 
 

Akita-Tokyo 
11:45-13:15 Lunch with Profs. Kumagai and 
Toyoda at Tokyo Halal Restaurant  

 
 

 
Visits and interviews in the afternoon 
Hotel Ibis-Shinjuku 
Visit to Sakura Hotel Shinjuku @ 9:00 
 
 

 
 
 
 
 
 
(refer above for questions) 

Wed. 25 
Feb. 
 

 
i. Interview with Malaysia Halal 

Corporation @ 9:00 am   
ii. Interview with Muslim friendly Rating 

Agency@ 13:00-14:00 
iii. Tokyo Mosque 15:00 

Shinjuku 
 

 
Future of Halal tourism in Japan? 
What are your services? 
What could they do to attract 
Muslim tourists? 
Challenges for tourism providers to 
obtain Halal certificate/rating? 
The cost of obtaining such 
services? 

Thu. 26 Feb. 
 

i. Interview with Japan Halal Business 
Asociation at  9:30 am  

 
ii. Halal Development Internal Japan 

Corporation  @ 14:45 pm 
 

 
Future of Halal tourism in Japan? 
What are your services? 
What could they do to attract 
Muslim tourists? 
Challenges for tourism providers to 
obtain Halal certificate/rating? 
The cost of obtaining such 
services? 

Fri. 27 Feb. 
 

13:40 departure Tokyo-Haneda (ANA405) 
14:45 arrival Akita 
 

 

Sat. 28 Feb. 
Tue 3 March  

Data analysis 
Pre-liminary Report submission 

 

Thu 5 March 
 

Interviews in Yokote 
The Annex Hotel  
 

(refer Accommodation questions) 

Thu 6 -8 
March 

Preparation of final report and Presentation 
material 

 

http://syllabus.aiu.ac.jp/syllabus/syllabus_detail.html?ssc=2015_1200801_HUM_232_W_3&
http://syllabus.aiu.ac.jp/syllabus/syllabus_detail.html?ssc=2015_1200801_HUM_232_W_3&
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Sun 9 
March 

A visit to Oga Peninsula 
@1:30-6:30 

Observation on cultural and 
tradition of Oga Peninsula 

10.  
Tue. 

Preparation of Presentation  

11 March. 
Wed 

Concluding Public Presentation  
@1:00-3:00 

 

12 March 
Thu 

Submission of the final report 
 

 

13 March Departure from Akita 
1930(NH410)2040 Tokyo-Haneda 
13 March Tokyo-Haneda  
2355(NH643)0635(14 March)Singapore 
 

 

Source: Developed for this study. 

 

4.0 Proposing Akita Prefecture as a Muslim friendly destination 

 In the findings section, it is structured as according to the objectives stated earlier in the study. 

Objective 1:  Determine the profile of target market for Akita Prefecture. 

Since Akita Prefecture experience less number of tourists in month of December and January, 
it could be a great advantage to extend the winter tour packages to South East Asia tourists.  This is 
because climate of SEA is hot and humid so the winter package could attract them to experience snow, 
visited scenic area around Akita prefecture and live life as farmers at Semboku city.   As explained 
earlier, Akita prefecture received less than 50 tourists from Malaysia and Indonesia therefore, a 
market expansion strategy could be applied to these Muslim populated countries.  Some experts 
express their views on targeting the Muslim tourists from SEA countries: 

“I think people from Malaysia and Indonesia are eager to come and visit Akita during winter 
as they have different climate in their countries.  Furthermore, Akita has fantastic scenic spots that 
could attract the Muslim tourists.” (Expert A, International Muslim travellers rating agency) 

“Since people in Malaysia and Indonesia have much interest with Japan culture, movies, 
children tv programme, heroes and food, I am confident if we could market Akita to them it will be a 
success.”  (Expert B, Halal certified agency in Japan) 

A search through blog post on keyword of interest to visit Japan has resulted several motives 
for bloggers from Malaysia to list Japan in their travel destination list.  The motives are presented in 
the vignette below: 

Viginette 1:  Japan as Malaysian top list travel destination. 
 
Blogspot1: 
My life is influenced by Japanese culture, food, songs, movies and heroes (eg Ultraman, Naruto and 
Doraemon).  It always my dream to go to Japan to eyewitness the environment, culture and tradition 
they have always sample in their movies.   
 
Blogspot 2: 
Japan is my dream destination.  Even though people are more interested to show support for Korean 
movies and k-pop songs, I still adore Japan because I personally think their movies are of higher 
quality than the Korean.  In terms of food for example, most people could eat Sushi compared to the 
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Korean food.    
 
Blogspot 3: 
I believe I grow up with Japanese influence as I read Japan anime, admire their technology, heard 
about their unique culture and inspired by their nice photo of Sakura tree.  Based on these factors, 
Japan would be the first destination for me to travel abroad. 
(Search on inspiration to tour Japan at Google.com) 

 

 The motives highlighted by bloggers are technology, personal interest and idols (culture and 
traditions, movies, scenic, food and songs).  Having said that, the biggest influence of Japan has in the 
life of Malaysian is the AEON (Malaysian like to enjoy shopping and eating) and Uniqlo (affordable 
clothes) shopping complex that already have branches in each big city in Malaysia.  In addition to that, 
there are more than 270 Japanese restaurants operating in Malaysia shows that Malaysian love to 
treasure Japanese food. These findings indicate that Japan culture, car, heroes, goods and food have 
huge influence in Malaysian life and inspired them to travel to Japan.   

In the view of Malaysian outbound tourist market, it is estimated that 7 million trips abroad 
were performed in 2011. More than 90 per cent of outbound travel destination is concentrated at Asia 
Pacific region.  However, Japan attracted 82,000 tourists from Malaysia in 2011.  United Nation 
World Tourism Organization (UNWTO) report on tourism market in SEA market highlighted that 
when travelling abroad, Malaysians spend on accommodation, transportation, goods such as souvenirs 
and food (Australia 2013).  It is reported that Malaysian tourists ranked 8 in the international tourist 
expenditure amounting US10.7 billion in 2011 (Board, Visa, and Co. 2013).   

According to the report by UNWTO, Malaysians are adventurous on food and like to try 
different food while travelling.  Nevertheless, the younger generations of Muslim are following strict 
diet regulations when travelling and would request for Halal food or Islamic accommodation 
anywhere possible.  Nature based tourism and shopping are among popular activities for Malaysians 
when travelling abroad.  The average age of Malaysian outbound tourist is 35 and travelling abroad 
has been the status symbol for most Malaysian tourists.   Safety and health, price, climate, sightseeing 
opportunities, transportation and food are factors for them to decide which destination to go.  Lastly, 
in term of travel companions 31 per cent of Malaysian would like to travel in group that will allow 
chances to share and help each other in the travelling experience.  While family outbound travelling 
represents 25 per cent of total outbound tourist in Malaysia.  

Meanwhile Indonesian tourists have less purchasing power as they spend US7 billion for 
outbound travelling.  In 2011, 62,000 tourists depart for Japan represents 1 per cent from total number 
of outbound tourists.  Majority of the outbound tourists are aged 20-59 years and travel in group is 
still popular. Indonesian tourists mainly prefer shopping as activities during the holiday along with 
sightseeing.  They are interested in history and culture and a bit relax on Muslim strict diet on food.  
Muslim tourists from Indonesia are more easy-going in terms of fulfilling their religious needs when 
travelling abroad because of their relax interpretation of Islam at their home country.  Table 8 
indicates the summary of Malaysian and Indonesian outbound profile. 

 

 

Table 8:  Summary of Tourists Profile from Malaysia and Indonesia 



Final Report: "Developing the non-Muslim tourist destination for Muslim tourists: A case study of Akita Prefecture, Japan” 
(Nor Zafir Md Salleh) 

Item Malaysia Indonesia Remarks 

Estimated No of 
Muslim Tourist 
to Japan 

82,000 
50%=41,000 

62,000 
50%=31,000 

Considering 5% go to Akita.  
Malaysia: 41,000x5%=2050 
Indonesia:  31,000x5%=1550 
 

Total expenditure USD55million 
 

USD32million 
 

USD87million 
 

Tourist Age  35 20-59 The age of Malaysian and 
Indonesian tourists.  
Akita should provide activities 
and facilities that suit to the 
target market. 

Travel 
companion 

Group/family Group Transportation:  Small van, 
small bus, big bus 

Interest  Nature  
Shopping 

Shopping 
Culture 

Shopping: souvenir, Halal 
packed food 
Tour:  Nature trail/ 
culture trail 

Muslim religious 
needs 

Follow strict diet on 
food 
Prefer Muslim 
friendly 
accommodation 

Relax on diet and food 
Easy going on Muslim 
needs 

Food:  Halal food 
available/vegetarian/no pork no 
meat 
Prayer places: 
Hotel-qiblah direction 
Shopping places: 
Prayer room 

Communication Internet users are 
60% of the 
population.  

Internet enthusiast, 
ranked 9th in the world 
on social media use. 

Increase appearance in social 
media and internet. 

Source: Developed for this study. 

 According to the theory of motivation, decisions to travel are a balance of push and pull 
factors.  The push factors are the factors that push the tourist to travel or external factors for the 
destination country.  For instance, the tourists’ origin countries are looking for working in order to 
play attitude (work hard and travel frequently) or experiencing increase of economy thus increase 
income per family.  While the pull factors are the factors that the destination have to offer which is 
considered internal factors such as destination countries’ attraction, unique tradition and culture, 
geographical, advancement of technology and safe to go (Weaver and Lauton 2006).  Table 9 shows 
the push and pull factors for visiting Japan. 

 

Table 9:  Push and pull factors for visiting Japan. 

Push Factors: Remark Pull factors: Remark  
Social, 
Demographic 

Work in order to play:  
learn new things, less 
commitment, more time. 

Technology, Culture, 
Geography, 
Accessibility, 
Availability service, 
Affordability, Peace, 
Image, Attraction. 

Naturally untouched. 
Technology, Japanese Culture 
and tradition, Availability of 
low cost carrier, High safety, 
kind people, Snow, Food, 
Sakura, Festival. 

(Source:  Developed for this study) 

 

Proposing winter tour in Akita 
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 This section explains the tourism product of Akita that is suitable to Muslim market from 
SEA countries.  Since the minimum number of tourists to Akita Prefectures visited during winter, we 
proposed a winter tour for Muslim tourist market.  As explained above, Muslim tourists must travel 
with a purpose.  Therefore, this study suggests nature and culture trail as the main attraction for 
tourists from these countries.   

Nature trail (winter December and January) Cultural trail 
3 days 2 nights 
Day 1 
Arrive at Semboku from Tokyo/Sendai at 
afternoon. 
Check in at homestay  
Enjoy the surrounding scenery, local activities 
held at homestay area, enjoy local food prepared 
by homestay owner. 
Day 2 
Check out in the morning after breakfast 
Visit Lake Tazawa 
Visit to Kokunodate, the samurai town. 
Visit the souvenir shops. 
Check in at hotel with hot spring. 
Enjoy the hot spring. 
Day 3  
Check-out after breakfast at hotel 
Enjoy Akita city (art Museum/souvenir shop) 
Go to other prefecture 

3 days 2 nights 
Day 1 
Arrive at Yokote city in the afternoon. 
Go to Masuda town and enjoy the story of store 
room at Edo period. 
Check in at Hotel with hot spring. 
Dinner at hotel. 
Day 2 
Check out from hotel after breakfast 
Visit Kokunodate, the samurai town (house) 
Visit lake Tazawa 
Visit the souvenir shops. 
Check in at Akita city hotel 
Visit the art museum, Kanto museum, souvenir 
shop. 
Day 3  
Check out from hotel after breakfast 
Head to Oga Peninsula Area 
Proceed to next destination 

*the hot spring for private is Muslim friendly and could be booked at ¥1500 for in house guests. 

 

Objective 2:  Examine the elements of establishing Muslim friendly tourism services. 

 This study intends to estimate the allocation of cost for tourism suppliers to fulfil the 
requirements of Muslim tourists.  Therefore, interviews with Halal certificate providers and agency 
were held in Tokyo between 24-27 February, 2015.  Findings of the interviews are discussed in the 
next section. 

 Several themes have emerged during the discussion with Halal certificate providers and 
agency. Creating awareness on Halal food, advising the right strategy to get Halal certified, the cost of 
obtaining and maintaining the Halal certificate and creating sustainable Halal business through 
developing Halal supply chain and platform are among the theme raised up by the respondents. 

1.  Creating awareness on Halal food.  All of the respondents agreed that the tourism suppliers at 
Akita must have high awareness of Halal food.  It is highlighted that only with the high 
understanding of why, what and how to prepare Halal food, the tourism suppliers will be able 
to perform or produce Halal food. 
 

“The supplier of tourism in Akita need to know why is Halal important to Muslim.  What is 
Halal food? How to prepare Halal food?..... When asked why, the respondents said, this is 
because Muslim is almost none in Akita prefecture, so Akita people do not know the Islamic 
culture, rules and regulations.”  MD, Halal certificate company 
 
“I suggest that the government of Akita hold a meeting among tourist suppliers explaining the 
importance of Halal industry and Muslim tourists market.  It may be not strong now, but we 
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have to prepare for their numbers are increasing. Malaysian and Indonesian tourists are 
coming to Japan and their number is 30 and 20 per cent more than last year.” Vice President, 
Rating agency 
 
“We helped the government of Akita to expose and create awareness for some homestay 
operators on how to serve Muslim markets and I think it was a successful one.”  Consultant, 
Halal Association 
 
“Everybody involve tourism business in Akita need to the basic of Halal food and Muslim 
culture to ensure they understand and willing to serve the Muslim tourist.”  Chairman, Halal 
certificate agency 

 
2.  Cost of obtaining and maintaining the Halal certificate: In order for the hotels and restaurants 

to serve food to Muslim, it is strongly advised to get the Halal certification in ensuring 
confidence to the service provider and satisfaction to the Muslim tourists. The cost of having 
Halal certification or Muslim friendly rating range around ¥10,000 per dish to ¥300,000 for 
rating of a restaurant or hotel.  
 

“We understand that there will be cost incurred to obtain Halal certification for restaurants 
and hotels but we advise our clients not to spend unreasonable cost for this purpose. This is 
because there are cases where the Halal certification is not recognized.” Consultant, Halal 
Association 
 
“We charged ¥10,000 per ingredient or for one menu it is ¥500,000 limited to 100 ingredients.  
We first explain to them how to prepare Halal food, once they agreed we helped them to build 
Halal menu, separate the container, freezer, utensils and kitchen for Halal ingredients and 
promote their restaurants/hotels in our website.”  Managing Director, Halal certification 
company 
 
“Our company do not provide Halal certification but provide rating to the services they offer 
as according to our Muslim friendly rating.  The whole process of rating and marketing their 
restaurant/hotels cost about ¥300,000 per restaurant/hotel.  After we rate them, we will put 
them in our system via website and help to do marketing as well.”  Vice President, Rating 
company 

 
 

In order to visualize their services and costs mentioned above, Table 10 highlights 
costs and services available for tourism service providers in Akita to choose. 

 
Table 10:  Halal certification and rating services. 
Organization Costs Services Hotel/Restaurant 
Rating agency ¥300,000 for each 

hotel/restaurant 
Marketing at website. 
Rate the hotel using its own 
rating system. 
There are 5 level of rating 
(refer appendix) 

Hotel/Restaurant runs 
business as usual. 

Local Halal 
company 

¥500,000 for a 
halal menu that 
consists of less 
than 100 
ingredients. 

Educate Halal concept 
Assist to get Halal 
certification 
Help to market through 
website 
Maintaining the Halal 
certification 

Convert kitchen to be 
Halal kitchen. 
Involve extra cost to 
renovate the kitchen, 
buy new freezer, 
containers, and 
utensils. 
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There are 4 levels of 
certificate 
(refer appendix) 

 
 The rating agency offers a simple rating system for business to adopt and customer 
could choose which hotel to stay base on the indicators in the rating system.  There are 7 
levels of Islamic services offered by hotels.  The example of rating system is as follows: 
 

Figure X:  Crescentrating Of 1 To 3 

   

These Hotels are considered "helpful" to the Muslim Travelers. They will be able to provide 

information regarding Prayer times and prayer direction as well as information on nearby Halal food 

and Mosques. Unless otherwise specially stated in the Hotel listing on CrescentRating.com or 

HalalTrip.com, these hotels DO NOT provide Halal food in the Hotel. 

(Source:  Crescentrating.com) 
 
 
 

Table 11:  Icons representing Salaat facilities in Crecentrated hotel 

Icon Facilities 

 

• Hotel staff able to answer the Islamic related 
questions. 

• Qiblah direction.  

 

• Prayer timetable is available in the room. 
• Prayer timetable is available at the front office. 

 

• Prayer mat is available in the room. 
• Prayer mat is available at the front office. 
• Prayer dress is available upon request. 

(Source:   www.crescrentrating.com) 
 

Local halal certification uses 4 tiers to show the extent of strictness to follow Syariah 
rules on preparing food.  The lowest one is the premise provide information on the ingredients 
used in the dish such as labelling no pork, no meat and no alcohol at the buffet table or in the 
menu.   

http://www.crescrentrating.com/


Final Report: "Developing the non-Muslim tourist destination for Muslim tourists: A case study of Akita Prefecture, Japan” 
(Nor Zafir Md Salleh) 

 
Figure 3:  Levels of Halal by MHC 
(Source:  Malaysia Halal Corporation, a company based in Japan) 
 
 
 
 

3. Involvement of Destination Marketing Organization (DMO) to initiate Muslim-friendly 
facilities:  At least 3 of the experts forwarded the idea that Akita prefecture government must 
play a lead role in developing Akita as a Muslim friendly tourist destination.   
 

“ In my opinion, Akita prefecture government must invite hotels, restaurant, shopping 
complex and create a consolidation or organization or association that would like to promote 
Muslim friendly destination at Akita prefecture.  According to my experience, without a 
conglomerate or collective effort from determine hotels, restaurants and shopping complex, 
the Muslim friendly tourist destination could not be realized in Akita.  This happened to 
Komamoto city where the mayor inspired to venture into Islamic tourism but cannot convince 
the local tourism suppliers to follow suit.  Therefore, until now there is no development on 
Islamic tourism at that city.”  Chairman, Halal certification agency 
 
“I am confident of Akita tourism product, however, the government has to promote Akita to 
Muslim countries if this is their target market. Right now there are advertisement about 
Southern East and West of Japan offering comfortable tour experience by providing Muslim 
friendly environment to the Muslim tourists.  However, lack has been shown to foreign tourist 
especially Muslim tourists about Akita.  Therefore, the government must promote through 
social media and websites.  If they are serious about targeting Muslim market, they must 
spend on promotion and it is not cheap.  Well you know with promotion we can market things 
successfully.”  Vice President, Rating company  

  
“Akita prefecture government must promote Akita as a Muslim tourist destination as we are 
only the branches and we follow our headquarters which is in Tokyo.  So far there is we are at 
initial stage of thinking to create a product for Muslim tourists.  But it is still at very early 
stage.” Head of Branch, Travel and Tours Company. 

  
4. Creating sustainable Halal business through developing Halal supply chain and platform:  

One of the experts strongly suggest that Islamic tourism could be in strong position and 
sustain as a tourism product when there is enough support system around it. 
 

“Akita must develop a platform like an area that is dedicated to produce Halal product.  This 
is because there is strict regulation that  Halal producers need to follow in producing a Halal 

Jakim 

Japan Halal 

Local halal 

No pork/meat/no alcohol 
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product.  For example, if it is according to Jakim requirement, the factory obtained Halal 
certification could operate near the pig farm by 5-10 kilometres.  In Japan this is impossible, 
because Japanese like to eat pig.  Therefore, in order to sustain the Muslim friendly tourist 
destination, suppliers could produce at the Halal platform or area.  If not, the cost of 
obtaining Halal supplies will be expensive.” Chairman, Halal certification agency 

 

Objective 3:  Understand the challenges to provide the Muslim friendly tourism services 

The data revealed that many challenges occurred on the effort to develop a Muslim friendly 
destination for Akita. This section arranges challenges based on tourism providers to ensure better 
understanding. 

Accommodation:   

1. The preparation of Halal food seems do not exist in Akita prefecture due to the limited 
demand of Halal food in this region.  Nonetheless, there is evidence that the awareness on 
Muslim tourists’ needs are at the introductory level.  The government and agencies have held 
seminars on Islamic tourism and explained how hotels at other part of Japan have ventured 
into providing services to Muslim tourist.  

“We know that Muslim cannot eat pork, drink alcohol and pray 5 times a day.”  Hotel A 

“In Kyoto, they already practice Islamic tourism and some hotels are ready to accept Muslim 
tourists by providing prayer mat, Halal menu and prayer places.” Hotel C 

2. Willingness to provide Halal meal in the hotel: The interview data revealed that most of the 
hotels are not willing to obtain Halal certification due to the high costs to obtain Halal 
certification, lack of support from suppliers to provide Halal ingredients and lack of 
knowledge to provide solutions on Halal matters. 

“Our suppliers cannot provide Halal ingredients so we cannot cook Halal meal.”  Hotel C 

 “This hotel cannot provide vegetarian and Halal food as we must ensure that the taste of the 
food is representing the hotel standard.  So far our staffs have no experience to provide 
vegetarian and Halal food.” Hotel B 

At least three hotels have put up the effort to provide all the best for their guests.  One 
of the efforts is to provide the information of ingredients at the dish so that customers could 
choose which dish to eat. 

“We will explain to our guests what we could do and try to meet their requirement.  For 
example, we will use fish or seafood instead of meat or pork.  We will try our best to provide 
food for them.”  Hotel D 

“Yes, we would try to do our best to provide what the customers want.”  Hotel E 

 “In order for us to obtain Halal certification, we have to spend big amount of money, with 
almost zero demand now, we don’t think it is worth it.  However, we have experience handling 
Muslim tourists group, we provide prayer room if they requested earlier and prepare no meat 
dish.  In the future, we plan to put information of ingredient at each dish so that guests could 
select the dish they want to have.”  Hotel A 

 



Final Report: "Developing the non-Muslim tourist destination for Muslim tourists: A case study of Akita Prefecture, Japan” 
(Nor Zafir Md Salleh) 

3. Prayer facilities:  Many hotels are willing to provide the qiblah compass if required.  Hotels 
believe it is cheap and easy to provide qiblah sign and it will help to delight the Muslim 
guests.  However, hotels are yet to experience such request from their guest. 

“There are one group from Indonesia, Muslim tourists invited by Ministry of International 
Trade came to our hotel, but they never requested qiblah compass.  They eat the food that we 
serve during breakfast.  We put the sign of no pork or no meat so they choose the one that has 
no pork and meat.”  Hotel A 

“Providing the direction to mecca is easy and affordable to us.” Hotel B 

“We will try our best to provide the direction to Mecca.”  Hotel C 

4. Providing solutions to the Halal food requests:  Most of the hotels give open options such as 
let the guests make their decision during breakfast because it is a buffet style, so the Muslim 
guests could choose the food that suit their diet.  Little effort has been seen to meet the 
Muslim guests’ diet requirement.  One of the reasons is maybe their number is very little. 

“Every morning we have buffet breakfast, those with vegetarian or Halal requirement will 
take food that is suitable to them.  For instance, bread and jam or salad.” Hotel B 

“As I said before, during the breakfast if there are requests from tour agent on Halal food, we 
will only cook no pork and no meat food and put it at a corner and label it.”  Hotel A 

“We could provide the no pork and no meat food provided the request is made earlier 1 week 
before checking-in.  This is because we have to order the suitable food from our suppliers.  
We do not keep those foods because the demand is very low.  We will use all resources and 
information that we know to provide the Halal food.  We get information through the internet 
and some of our staff has work in Muslim countries so they know a little on how to prepare 
Halal food.”  Hotel C 

5.  The number of Muslim tourists visiting Akita Prefecture 

The statistics shows that there is limited number of Muslim tourists to Akita in the 
past year.  One of the hotels indicate that there is Muslim tourists came to their hotels but 
mainly because of the conference held nearby.  In Semboku city, there are several homestay 
that already committed to provide Muslim-friendly accommodation, however they do not 
know how to attract the Muslim tourists to their premise. Therefore, DMO or local tour 
operator could help to bring in more tourists to meet the supplies available at Semboku city 
during winter.   

 In short, this study found that the awareness about Islamic tourism and Halal food is 
low as limited information is available in Japanese on Muslim strict diet.  Because little is 
known about Islam, it is difficult for the hotel to offer Halal food due to many reasons such as 
lack of knowledge on how to prepare Halal food, difficult to get Halal food supplies and the 
cost to get Halal certification is costly.  Since there is limited demand on Halal food, hotels 
are not serious in dealing with this matter.   

However, there are hotels that are willing to fulfil the demand of their guests by 
searching the information themselves through the internet and ask the staff who have been 
working at Muslim countries. These hotels are considered resourceful as the staffs are very 
knowledgeable about Islam.  In addition, the homestay services at Semboku city are very 
progressive and positive in providing Muslim-friendly accommodation especially during 
winter. 
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   Restaurant: 

1. Availability of Halal food:  There is only one Halal restaurant in Akita city that provide Halal 
food.  The restaurant is owned by a Pakistan who married the Japanese lady.  According to 
the owner, the Halal supplies are easy to get, this restaurant do not have Halal certification as 
he will ensure everything used to cook dishes at this restaurant is Halal.  In terms of buying 
Halal meat, he get the supplies from Tokyo and ordered twice a month. 

At other part of Akita, there is no Halal restaurant.  However the restaurants are quite 
flexible to provide the food that Muslim could eat. For example, the restaurant in Yokote 
serving Yakisoba the famous food originated in Yokote, agreed to cook the Yakisoba without 
using animal oil and meat.  Therefore, Muslim could enjoy this traditional and famous food of 
Yokote without fear of eating pork and meat. 

2. Prayer room facilities:  In terms of prayer room, it could be a problem for Muslim guests to 
pray after a long journey from other city.  Therefore it could be good if the restaurant has a 
temporary prayer room that is located near the toilet, so the Muslim tourists can perform 
prayer and enjoy food.   

“We could provide the temporary prayer room at Michinoeki because we have ample space to 
convert to be a prayer room.  But this has to be arranged a week or two prior to their arrival 
at the particular Michinoeki.”  Tourism Promotion Division. 

In short, more Halal food could be served by restaurants in Akita to make Akita a 
Muslim friendly destination.  One solution is to label the food that only use seafood and fish 
as main ingredients.  So that the customer has a choice to eat and feel secured and satisfied 
enjoying the delicious meal from Akita. 

 

Airport and shopping complex 

Through observation several challenges await Akita prefecture to provide facilities for 
Muslim at airport and shopping complex.  Facilities such as prayer room, Halal food and Halal 
souvenir are important to make Muslim tourists experience at Akita a memorable one. 

1. Prayer room:  As tourists reach Akita, they might have a long journey from Tokyo, Sendai or 
Osaka, it is good if the airport or shopping complex prepare a prayer area/room that is close to 
the toilet (as they have to take ablution) so that they could pray.  Through the observation, 
there is none of the praying facilities are available at the airport/shopping complex. 
 

2. Halal food:  As mentioned before, there is no Halal food that could be found in Akita airport 
and shopping complex.  However, it could be a solution if the restaurants inform/state/label 
the ingredients they use in the menu because some dish do not use animal oil or pork or meat.  
So Muslim tourists could opt for such dish that is not halal but allowable to eat at places 
where Halal food couldn’t be found. 
 

3. Halal souvenir:  Akita has so many dried food and packed food that could be brought back as 
souvenir.  Through the observation of Akita souvenir food, there is none written in English.  
Therefore, Muslims are not confident to buy and create uncertainty on the status of the food.  
So they can’t buy and give it as souvenirs.   
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Destination Marketing Organization (DMO) 

As function of DMO is important to coordinate all resources that the destination has for the 
purpose of promotion.  Often DMO provide leadership in policy and planning, marketing, product 
development, industry advocacy, coordination and education/training (Blumberg 2005).  Several 
interviews carried out to know the strategy planning on promoting Akita as Muslim tourist destination.   

1. Initial stage for Islamic tourism:  The findings of the interviews revealed that the DMO are at 
the initial stage of introducing Islamic tourism to the local tourism suppliers.  

“We understand that many other cities are concentrating to this market (Islamic tourism) 
however, here in Akita we are trying to upgrade the tourism facilities to foreigners such as 
fixing and encouraging tourism suppliers to supply Wi-Fi or high speed internet in the hotels 
and restaurants.” Local City Government. 

“At the moment we are trying to figure out how to plan to attract Muslim tourists.  We are a 
bit late actually, but the knowledge in this area is limited and we do not know how to start.”  
Tourism Promotion Division 

2. Not promoting Akita to Muslim toruists:  Some of the DMO highlighted that they are running 
the promotion and plan to attract foreigners to Akita.  The Islamic tourism is still at the initial 
conceptual stage and the DMO have no idea on how to pursue to target Muslim tourists. 

“We are at the initial stage of conceptualizing Islamic tourism, as we also do not know what 
are Muslim tourists concerns and needs. Currently, we are promoting Akita to the foreigners 
and not Muslim tourists.” National Tour Operator, Akita Branch 

3. Lack of information or promotional tools in the brochure, internet/social media. Since there is 
almost no plan to promote Akita to Muslim tourist, it is not a surprise to see lack of promotion 
and information in English has been done through brochure, internet and social media.   

“Akita prefecture has Facebook called akitafan.  However we admitted that the information 
on the Facebook is not up-to-date and sufficient to assist the foreign tourists to visit Akita. 
However, we are trying to improve it.”  Tourism Promotion Division  

4. The missing link of local tour operators and tour operators at target market country.  As the 
interview reveals that there is no relationship has been established to collaborate effort of 
local tour operators and tour operators at target market of the source country. In most cases, 
the local tour operators will depend on the demand from national tour operators for inbound 
tourist to Akita. 

“Tour operators in Akita are relying on the business by bigger tour operator in Tokyo.  They 
will do the promotion but locally we just accept the tour that has been determined by Tokyo.  
We depend on our headquarters.” National Tour Operator, Akita branch 
 
“…the local tour operators do not have direct contact with foreign tour operators.  They 
depend on the bigger tour operators to bring in business.”  Tourism Promotion Division 

  
Since there is no direct contact/collaboration to attract inbound tourist to Akita 

directly, it is difficult to promote Akita to targeted countries.  Probably this is due to the 
language barriers, where people in Akita can hardly talk in English and tour operators at the 
target countries do not understand Japanese.   
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5.0   Conclusion and Recommendations  

 In short, Akita Prefecture offers many attractions for Muslim tourists to explore such as World 
Heritage sites, natural scenic areas, distinct culture and tradition, unique festivals, nice food and 
climate.  Some types of accommodation in Akita have experience and ready to cater Muslim tourists 
such as homestays in Semboku area.  

  Nonetheless, hotels, restaurant and tour operators are still at early stage in welcoming Muslim 
tourists.  As Muslim have specific rules to follow and to perform routine religious obligations 
wherever they are, tourism providers at host country should satisfy their needs. For example, it is 
crucial for hotels to provide options such as no meat, no pork, no alcohol food if the Halal food is not 
available. The ability to provide these services is important to ensure tourists are satisfied and have 
memorable experience travelling around Akita Prefecture.  This will give positive effect to the 
sustainability of Akita prefecture tourism industry as an international tourist destination. 

Recommendations and future plan: 

Hotel 

Halal food.  Specifically for hotel operated at non-Muslim destination such as Akita which has no 
mosque and no Muslim population, researcher found that it is sufficient to provide information on the 
ingredient of the food that the hotel serve so that Muslim guests could choose which dish to have.  IN 
addition, hotels could offer solutions such as offer food that only use fish as main ingredient, use the 
paper cup and plate to serve food for Muslim tourists, give information of ingredients for the dish they 
prepare. This will increase confidence and satisfaction to the services by the hotels. 

At the introductory stage where the demand for Halal food is almost zero, no support system 
such as Halal supply-chain for Halal goods at the town and considering the cost of obtaining the Halal 
certificate is quite high, it is not worth it for hotels to pursue Halal certification.  Muslim tourist 
travelling to non-Muslim destination could have searched for the condition in Akita and be ready with 
the challenges such limited Halal food is available.  

 However, in the long run, to sustain the Muslim market when the demand is increasing, it is 
strongly advisable for hotels to obtain the local Halal certificate.  This is to delight the Muslim guests 
so that they are satisfied with the hotel services and ensure repeat patronage to the hotel. 

Prayer facilities:  Hotels should use the hand phone application to provide direction of Mecca for 
Muslim guests if requested.  There are many applications for Muslim to find the direction to Mecca 
and hotels could easily provide it.   

Communication:  Nowadays, internet is an important tool of communication and promotion in this 
digital edge.  Among favourites referred websites that the international tourists go to get information 
are lonelyplanet.com and tripadvisor.com.  Hotel’s websites are more personalised gateway to deliver 
information to prospective guests. Therefore, the presence of hotels in these communication media is 
important to disseminate information and convince guests about the hotel services.   

 In the long run, hotels in Akita, could upgrade their website to offer English language option to 
deliver more information to the tourists.  Not restricted to online promotion, hotels must provide 
brochure in English so that tourists could bring back to their home country and show to their friends. 
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Tour Operator: 

Direct connection with tour operators at Muslim countries:  One of the ways to reach to the Muslim 
target market is by creating connection with tour operators at the host countries.  Especially in the 
country that speaks less English, the function of tour operator at host country is important to perform 
marketing function such as creating tour packages and promotion to the target market.  Appointment 
of origin destination agent of Akita could be helpful in promoting Akita in the short run.   

However, in the long run, Akita prefecture may establish the connection by having the 
monitoring tour and inviting foreign media or travel bloggers for public relations purposes.  Normally 
the media or bloggers will publish reviews at their media.    

Brochure in English/website:  The independent tourists could want to buy tour packages at Akita, so 
brochure in English is crucial and needed to sell as many tour packages to foreign tourist.  Website 
could also be used as a place for sales but it has to be in English.  Since there is lack of tour operator 
that could provide English speaking staff, the usage of website in English is crucial to ensure foreign 
tourists could explore Akita with local tour packages.  

In the long run, English speaking tour guide could be hired to explain on the historical, 
tradition and culture of many historical places in Akita Prefecture. Part time English speaking tour 
guide could be a good option with minimal cost.  Nonetheless, the stand-alone information machine 
place at tourist sites could be used to explain information on historical sites, story on the culture and 
tradition and provide road directions of Akita prefectures.   

 

Destination Marketing Organization (DMO) 

Providing more information in English:  Information is crucial for foreign tourists especially when 
there is less English speaking staff available at the hotels, local tour company and restaurants. 
Therefore, information on directions, maps, transportation, suggested tourist route could be provided 
English so the tourist could enjoy Akita better.   

Increase awareness campaign on Muslim Tourism:  In the long run, the DMO could plan to advance 
tourism services such as transportation of intercity and inner city for tourists.  We suggest that the 
concept could be like a hop off and on bus that go from one tourist site to another in frequent trips. 
Information on tourist sites could be provided in multiple languages in the bus and printed in a book 
for the whole trip.   

In enhancing the image of culture and tradition of Akita, the tangible aspect of it should be 
made visible at visiting points and places such as painting the buses around Akita city with trademark 
of Akita culture and tradition.   

Develop platform for Halal supply chain and produce:  In the long run, to sustain the Muslim markets 
to Akita prefecture, the Halal food supply-chain could be established to meet the demand of 
restaurants and hotels in preparing Halal food. The findings show that sustainability could be achieved 
through collective effort of tourism suppliers by establishing a platform or area that Halal food 
products could be processed and produced to meet the demand Muslim tourists in the case of 
increased growth of inbound Muslim tourists.  
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