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Scholars have long shown a keen interest in understanding the role of religion 
within the travel and tourism industry, and the relationship between Islam and 
the tourism industry is gaining an increased interest and attraction as evidenced 
by a growing scholarly work published under the title of Halal or Islamic 
tourism in recent years (e.g., Henderson, 2009, 2016; Jafari and Scott, 2014; 
Carboni and Janati, 2016; Battour and Ismail, 2016; El-Gohary, 2016; Mohsin 
et al., 2016; Samori et al., 2016; Battour et al., 2017).

In 2015, the global Muslim population was an estimated 1.8 billion, making 
up about 24% of the world population (Pew Research Center, 2017a). Islam is a 
dominant religion in some parts of the world such as in South Asia, Central Asia, 
the Middle East, Indonesia and North Africa. Islam is also the second largest reli-
gion in Europe after Christianity, making up 4.9% of Europe’s population in 2016 
and is estimated to increase to 7.4% by 2050 (Pew Research Center, 2017b).

Islamic tourism describes the sector of the tourism industry that aims to 
follow the rules of Shari’ah (the Islamic law) representing a growing segment of 
the global tourism industry. Islam is:

a total way of life resulting from a state of submission to one God whereby all acts 
in life are considered a form of divine worship. The Islamic world view is thereby 
tawhidic in nature (focusing on the absolute oneness of God), and comprised of 
maintaining God-consciousness as the purpose in all aspects of life. (El-Bassiouny, 
2014, p. 43)

In practical terms, however, religious life and cultural aspects in Islam can 
be closely intertwined (Jafari and Scott, 2014) and, therefore, it is important to 
understand the world view and motivations of Islamic tourists from both religious 
as well as cultural perspectives. Such insights are essential to effectively manage 
tourist destinations within the Islamic tourism industry.
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Overview of the Chapters

In this context, Chapter 2 by Jamal and El-Bassiouny discusses the extent to 
which the Islamic tourism industry is a social and cultural institution requiring a 
close examination of the way culture and religion may interact with each other. 
Not all tourists are the same and despite the recent scholarly work published  
in the context of Islamic tourism, there remains a need for developing a better 
understanding of the Muslim religious tourists and how and in what sense 
such tourists may interact with the Islamic industry. Accordingly, Jamal and 
El-Bassiouny demonstrate the extent to which culture, both as an external and 
an internal factor (cultural orientation as a personal tendency) can potentially 
play an important role in shaping Muslim tourists’ responses to external stimuli 
(e.g. service marketing mix) within the Islamic tourist industry.

Using insights from cultural theory (Hofstede, 1991; Shavitt et al., 2006) and 
consumer motivation, the authors provide insights into how best to manage the 
interaction between various cultural dimensions (e.g. uncertainty avoidance, 
power distance, individualism and collectivism) and motivations of Muslim 
tourists originating from different countries. An interesting proposition is that 
Muslims can have different levels of religious commitment and cultural orien-
tations and that perceived value and usefulness of Islamic tourism can vary as 
per levels of religious commitment and cultural orientation. The authors call 
for future research on the interaction between Islamic tourists’ motivations, 
cultural orientations and religious commitment levels. They also advise man-
agers to focus on building relationships with Muslim religious tourists who are 
expected to seek different types of value from their travel experiences depend-
ing on their levels of religiosity and cultural orientations.

Suleman and Qayum (Chapter 3) take a closer look at some of the intrica-
cies of Islamic tourism and its management with a view to adding to the criti-
cal debate and creating an awareness of the potential audience. Building upon 
the transformative agenda within the tourism industry, the authors explore 
interesting and challenging approaches to the management of Islamic tourism 
destinations.

The authors argue that while managers can aim to implement a long-term 
positioning strategy, interesting questions remain about the potential impact of 
globalization and commodification on consumer evaluation of unique features 
associated with travel destinations.

While acknowledging the need for theological contextualization to frame 
religious tourism and for moving beyond the economic perspective, the 
authors argue that the management of Islamic destinations requires a nuanced 
and specific set of management considerations, including an assessment of 
how and in what sense Islamic destinations are (re)presented, projected and 
managed, especially for audiences that are less familiar with Islamic culture, 
heritage and traditions.

Citing the example of contested representation of the Taj Mahal in current 
times, the authors pose important questions in relation to voice, representa-
tion and audience, meaning and symbolism, Muslim identity, and managerial 
practices. While contrasting the Islamic versus Halal tourism terminology, the  
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authors demonstrate that matters of audiencing as well as semantics remain 
significantly important, though commonly overlooked by the Islamic tourism 
industry. Contrasting between a packaged approach versus a process approach 
to understanding and managing Islamic or Halal tourism, the authors propose 
steps for counter-messaging extreme voices and for pushing counter-narratives.

Bilim, Bişkin and Kaynak (Chapter 4) also argue for considering the needs 
of Muslim tourists so that product development can be managed and planned 
efficiently within the Islamic tourism industry. Pointing to a lack of proper tour-
ism marketing policy, the authors argue that interpretations of religion strictures 
and degree of conservativeness are not the same and are not uniform in Muslim 
communities. In this context, the authors aim to evaluate marketing approaches 
of Islamic destinations with a view to highlighting the problems and identify 
potential solutions. The authors discuss a number of challenges associated 
with marketing of destinations in the Islamic world. They point to heteroge-
neity within the Islamic world, with some Muslim countries/regions being 
more financially sound and culturally capable of promoting luxury tourism 
and consumption, whereas others are suffering from a lack of capital, skilled 
manpower, inadequate planning and national tourism strategies, weak market-
ing and promotional efforts, and a lack of appeal among international visitors. 
Similarly, they argue that while some destinations are proactively promoting 
Islamic tourism (e.g. Malaysia), others need to include an all-inclusive strat-
egy if they wish to promote Islamic countries to the Western world. However, 
marketing of Islamic destinations remains a challenging task given the negative 
media portrayals of Muslims that perpetuate negative stereotypes. The authors 
point to a growing tendency within the Islamic world for consumers to search 
for faith and spirituality, and hence there are opportunities to target both the 
devout and less religious tourists who might seek to travel to Islamic destina-
tions for reasons other than religion.

Citing a generic lack of theoretical framework that can measure individual 
psychological or behavioural outcomes of pilgrimage, Utomo, Scott and Jin 
(Chapter 5) propose a theoretical framework for assessing the impact of Hajj 
satisfaction on levels of religious commitment experienced after the pilgrimage 
of Hajj. The authors discuss the extent to which Hajj experiences have changed 
over the years, especially in the context of international pilgrims such as those 
from Indonesia. The authors identify and discuss a model of commitment that 
shows quality, satisfaction and Hajj investment as antecedents of a pilgrim’s 
Islamic religious commitment. This allows the authors to discuss implications 
for important stakeholders such as the Indonesian Government to better man-
age pilgrims’ experiences prior to, during and after the Hajj pilgrimage. The 
authors’ approach is really useful for managers wishing to identify and resolve 
key problems that pilgrims may experience throughout the Hajj pilgrimage.

While Chapter 2 points to the potential importance of digital applications 
and media communications for the Islamic tourism industry and for the Muslim/
Halal tourist, Rashid and Adwick (Chapter 6) elaborate extensively about the 
significance of social media in the Islamic tourism industry. In doing so, the 
authors provide a comprehensive overview of the social media, citing the need 
to define social media in more specific terms. This allows the authors to discuss 
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the important role that social media plays both for the Islamic tourism industry 
(e.g. they can directly interact, communicate and promote travel-related prod-
ucts and services and react upon consumer’s evaluations and reported experi-
ences) and for consumers who can recommend and evaluate those products or 
services and ultimately become more powerful when selecting their preferred 
products and services. This is because there is an instant availability of a variety 
of social media choices and tools at the disposal of consumers, strengthening 
the direct relationship between consumers’ purchasing behaviours and social 
media usage. The authors point to an interesting implication concerning the 
use of photography by Muslim tourists on social media outlets. Citing rele-
vant Islamic scholarship, the authors provide a convincing argument in favour 
of using photographs before, during and after a religious journey by Muslims. 
While pointing to the distinct characteristics of social media, the authors call for 
further research into its use and application within the Islamic tourism industry 
both from the perspective of the Islamic tourism industry and various stake-
holders such as Muslim tourists. This is indeed a rapidly emerging area with the 
potential to significantly transform various ways in which Islamic destinations 
and the associated tourist experiences can be best managed and delivered.

Kawsar and Rashid (Chapter 7) discuss the relevance of Islamic customer 
relationship for Islamic tourism. Noticing an absence of studies that interrelate 
the Islamic business concept of customer relationship marketing (CRM) with 
religious tourism, the authors point to the relationship marketing paradigm 
where building and maintaining customer relationships is one of the key goals 
of any marketer. Moving this argument forward, the authors present the Islamic 
perspective on building relationships that argues for a more just and ethical 
approach as Islam guides Muslims in every aspect of life, including how to 
conduct and maintain relations within the business context. Various stakehold-
ers, including consumers and suppliers within the Islamic tourism industry, are 
expected to follow Islamic ideology and principles such as maintaining personal 
integrity (honesty), transparency, justice, ethics and brotherhood as the drivers of 
CRM with a view to create, communicate and deliver value. The authors argue 
for the Islamic tourism industry to consider Islamic teachings that encourage 
Muslims to develop, maintain and enhance relationships, whether in business 
or personal, to please Allah and for the betterment of the whole society with a 
view to ensure that the interests of every stakeholder is served in a fair and just 
way. This view is presented as an alternative to the profit-maximization approach 
that organizations typically follow in contemporary society.

Alsini, Ekiz and Hussain (Chapter 8) focus on discussing the impact of 
Umrah quality attributes on religious tourists’ loyalty using a research study sam-
ple of 650 Umrah pilgrims visiting Makkah in Saudi Arabia. Drawing from past 
studies, the authors propose and test a conceptual model whereby Islamic life 
and beliefs, Umrah package services and Umrah destination quality act as drivers 
of religious tourists’ loyalty that capture word-of-mouth and revisit intentions. 
Findings suggest that Islamic beliefs act as the most significant driver of tour-
ists’ loyalty, followed by Islamic performance and tour guide services. Based on 
research findings, the authors highlight the importance of focusing on Shari’ah 
compliance, Umrah service package (especially tourist guides), and physical 
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and non-physical elements of Umrah destination quality for enhancing tourists’ 
word-of-mouth and revisit intentions. Given a significant majority of Umrah 
travellers are international visitors, managers within the Islamic tourism indus-
try can enhance tourist loyalty by making sure that they provide an efficient and 
effective tour guide. The authors also recommend that service providers such as 
hotels closely follow Shari’ah rules and practices during tourists’ experiences 
and use tangible and non-tangible elements of service elements as mechanisms 
for enhancing tourists’ loyalty intentions.

Elhadary (Chapter 9) aims to explore Sufi heritage and its effect on promot-
ing Islamic religious tourism, drawing similarities between religious and Sufi 
tourism. Citing the main characteristic features of Sufism that promotes love, 
beauty and knowledge with a view to transform humans into better human 
beings, the author argues for the Islamic tourism industry to utilize Sufi poetry 
for promoting tourism among Muslims and non-Muslims. In support, the author 
uses some pieces of poetry from Maulana  Jalaluddin  Rumi, a 13th century 
Persian poet, an Islamic dervish and a Sufi mystic whose popularity and appeal 
extends beyond Rumi’s own faith, nationality and ethnicity. Outlining spe-
cific features of a Sufi traveller (repentance, sincerity, remembrance and love 
[mahabah]), the author makes a compelling case for the interrelation between 
religious tourism (such as Islamic tourism) and Sufism as both seek knowledge, 
pursue beauty and embrace love as a doctrine. With reference to Ibn Arabi’s 
claims that both love and beauty are inter-reliant, the author cautions readers 
about underestimating linguistic issues since the Arabic language is more pow-
erful in expressing various characteristics of what is simply known as ‘beauty’ 
and ‘love’. The author argues that love is a virtue in itself and this can leave 
a great impact on tourism as an industry and on religious tourists undergoing 
this amazing spiritual experience. The author cites examples of typical Islamic 
tourist destinations (Makkah) and beyond (Konya), and discusses the notion of 
mysticism in other religions. This allows him to present how spiritual sites asso-
ciated with Sufism or Islamic Sufism can be important destination for tourists 
from all walks of life and faiths.

Kessler and Raj (Chapter 10) aim to explore the potential of mosque tourism 
in promoting religious/Islamic tourism. Using the Sultanate of Oman, specifi-
cally in the context of how the Sultan Qaboos Grand Mosque is presented as a 
religious site allowing tourists to discover and understand the religion of Islam, 
the authors argue that though the country is promoting a number of religious 
and sacred sites as heritage, cultural, historical or archaeological attractions, 
the religious or sacred nature of such sites can also be established. The authors 
present and discuss a classification of Oman’s religious sites, including tombs 
or graves of leading religious figures, sites where significant religious personali-
ties lived or died, and the sites commemorating specific religious events. Citing 
previous studies, the authors argue that mosques are important and visible rep-
resentations of Islamic principles and values and have performed a special role 
in the spread of Islam throughout the world. The authors highlight the potential 
of mosque tourism for Oman (and indeed other countries) as it provides a good 
opportunity to present tourists and visitors with information about the nature 
and purpose of being a Muslim in a society that is perceived by many as a 
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highly tolerant society in terms of accommodating faith and cultural traditions 
from different parts of the world.

Acar (Chapter 11) discusses the potential of the Hajj pilgrimage for Islamic 
tourism and especially how best to manage the experiences of pilgrims through 
investments to improve the infrastructure and facilities. Highlighting some fun-
damental problems that pilgrims face every year, the author proposes some 
improvements including better crowd management, introduction of a metro 
and turning the Hajj into an intellectual festival.

Vargas-Sánchez and Moral-Moral (Chapter 12) discuss the potential rel-
evance and significance of Halal tourism in Spain using views from a sample 
of 78 tourism-related academics and industry experts. The authors first report 
the findings of a mini meta-analysis of existing literature of Halal tourism. The 
findings of the meta-analysis suggest that the current scholarly work tends on 
either focus on defining the term ‘Halal tourism’ with a view to developing a 
better understanding, or a focus on presenting specific insights on a perspective 
or situation facing specific countries or experiences tourists face from a market-
ing point of view. The findings of a second study involving views of academics 
and industry experts suggest that university-based scholars are at the forefront 
of publishing materials related to Halal tourism, and that the majority of par-
ticipants view Halal tourism scholarly work as reflecting Muslim travellers and 
their lifestyles revealing a demand-driven approach. The participants pointed to 
the provision of Muslim-friendly facilities as an integral dimension to position-
ing a tourism service as Halal. The participants showed a variety of preferences 
when it comes to discussing the relevance of Halal tourism for Spain, with 
some pointing to ‘differences and difficulties’ and others focusing on limita-
tions but favouring to position Spain as a Halal destination given the country’s 
history and the presence of some visible legacy of Muslim presence from the 
past. Based on these findings, the authors provide an overview of the current 
situation in Spain and the potential for Spain to develop a Halal or Muslim-
friendly tourism offer, adapted to the preferences of Muslim tourists.

Akbulut and Ekin (Chapter 13) discuss the role of battlefield tourism, espe-
cially the three famous battles in Islam (Badr, Uhud and Ditch). With reference 
to the literature relevant to dark tourism, the authors elaborate how and in 
what sense battles can become tourist attractions. The authors quote the Cu Chi 
Tunnels of Vietnam War and the Western Front of the First World War as famous 
examples of battlefields turning into tourist attractions. Drawing insights from 
heritage tourism, the authors point to the ultimate desire of the modern-day 
tourist to know the authentic as a form of cultural consumption. The authors 
provide an overview of three historic battles in the history of early Islam and 
their relevance for the Islamic tourism industry. Following MacCannell (1989), 
the authors make suggestions for transforming the three famous battlefields of 
Islam and the city of Madina into tourist areas.

Yilmaz, Gunes and Sormaz (Chapter 14) discuss the relevance of holy 
food, such as those from Konya, for Islamic tourism. The authors provide an 
overview of Konya and Mevlevi cuisine, discussing their religious and histor-
ical significance for Muslims. The authors argue that Mevlana’s presence in 
Konya and being made the capital of the Seljuk Empire has made Konya one 
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of the major capitals in cultural tourism. According to the authors, Konya also 
has a significant position in terms of gastronomy tourism, drawing on culture 
from the Seljuk, Ottoman and Republican eras to create their current cuisine. 
In every culture of the world, we find that there is a food system with its own 
patterns of meanings. Food preparation and the way food is consumed at differ-
ent occasions is often driven by the symbolic, cultural and religious meanings 
attached to the food, and the authors cite a famous quote from Maulana Rumi 
(‘I was raw, I was cooked, I burned’) in highlighting the spiritual dimension of 
Mevlevi cuisine and its relevance for the Islamic tourism industry.

Biancone and Secinaro (Chapter 15) explore issues and concepts associ-
ated with ethical tourism as they identify and discuss Halal tourism and the 
Halal certification process. With reference to Islamic culture and religion, the 
authors demonstrate that the way to discover the world is changing and ethical 
tourism is moving forward, which is based on environmental sustainability and 
respect for places and people.

The Islamic concept of religion, in the authors’ view, is something all- 
encompassing that embraces and governs every aspect of human life by regu-
lating not only the relationship between man and God, but also the relationship 
between men and women and humans and nature. The authors highlight ways 
to promote ethical and Halal tourism in the context of non-Muslim regions/
countries. For example, the authors cite the example of the United Kingdom 
where the Muslim population is around 2 million, but the market for Shari’ah-
compliant products consists of 6 million people. The authors propose an analysis 
of the Halal sector, highlighting typical market and case studies from Italy. In 
the authors’ view, the best way to penetrate the Halal-friendly market is to 
accompany the touristic offer with a specific certification.

Yasuda (Chapter 16) discusses religious practices and performance in Syrian 
Shi’ite religious tourism. Using a literature review and their own field research 
in al-Sayyedah Zeinab and other Shi’ite religious places in Syria from 2007 
to 2011, Yasuda examines the function of religious practices in contemporary 
religious tourism by introducing a performance approach in tourism studies. In 
doing so, the author discusses the characteristics of religious practices (e.g. the 
effusion of individual sensibility; a fluid environment for both practitioners and 
audiences; and visualization and simplification of religious practices) and the 
shared common sense among stakeholders in religious practices.

Mujteba (Chapter 17) discusses the role of foot pilgrimage in Islam, specifi-
cally with reference to the Arbaeen Ziyara in Iraq and reviews the focal concept 
of sacredness and its relevance to pilgrims. Citing the examples of sacred months, 
nights, objects, places and water, the author argues that these are considered as 
holy and sacred given that they have additional and supplementary potential of 
Baraka (blessings) from Allah (Subhanahu Wa Ta’al). Accordingly, the author dis-
cusses the site sacredness and pilgrimage of Karbala in Iraq.

Abbasi (Chapter 18) discusses the case a multidimensional movement of 
religious travellers known as Tableeghi Jamaat, which has played a key role in 
transforming the lifestyles of many Muslims around the world. The author iden-
tifies and discusses the workings of the organization, throwing light on religious 
journeys (called Dawah journeys), daily rituals (e.g. five tasks) and its focus on 
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a simple five-point agenda that helps to bring order and a sense of spirituality 
and belongingness among its followers. The author also discusses the criteria 
against which performance is evaluated and the mechanisms in place for train-
ing and development. The author presents implications at a social level, citing 
narrations from followers with significant changes in lifestyle, especially gender 
role reversal in societies where, traditionally, men are expected to work outside 
the home and women to take care of household needs. The author describes 
the economic impact that takes the form of mobilization of religious travellers 
for local, regional, annual and international gatherings, impacting not only the 
transport sector, but also textile, leather, footwear, retail and food sectors.

The impact of Tableeghi Jamaat, as a religious movement, is also visible 
in Western countries such as the United Kingdom (Jamal, 1997; Pieri, 2012; 
Siddiqui, 2018), France (Kepel, 2000), Germany (Fasut 2000), Australia (Ali 
2006), Canada (Rory, 2009) and the United States (Metcalf, 1996), where mem-
bers aspire to follow the footprints of their beloved Prophet Muhammed (peace 
and blessings of Allah be upon him). For example, in an ethnographic study 
involving British Muslims, Jamal (1997) cites the gradual influences they expe-
rienced and the transformation they went through due to the efforts of religious 
travellers. Many narrated stories of complete transformation, changing from 
‘being sinners’ towards being better informed Muslims who would focus on 
adopting an Islamic lifestyle that would secure them against any transgression 
of religious values. The religious movement has its own celebrities (e.g. Junaid 
Jamshed) and religious scholars (e.g. Moulana Tariq Jameel) who enjoy massive 
followings on social media. Similar perspectives are offered by others such as 
Siddiqui (2018) who offers a fascinating account of the extent to which the same 
religious movement has transformed the lives of many Muslims across the globe.
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