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Abstract. This study aims to measure the real readiness of the development of
halal tourism in Indonesia. There were different views of the awards received
by the two regions in Indonesia at The World Halal Tourism Award 2016 which
were decided based on the polling, not based on the real conditions of halal
tourism. The present study used the GMTI with four indicators namely access,
telecommunications network, environment, and services in measuring tourist
responses toward their interests in visiting West Sumatra. This research used
quantitative methods and the samples were taken by purposive sampling with a
sample of 50 non-local Muslim tourist respondents who have previously visited
West Sumatra. The data were analyzed using simple linear regression
employing SPSS ver. 21. The findings of the present study showed that the four
GMTT indicators have significant effects on the intention of Muslim tourists in
visiting West Sumatra.
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1 Introduction

Foreign tourist arrivals in Indonesia experiences a significant increase from year to year, as
of April 2018, there were 1.30 million visits. This number increased by 11.04% compared to
April in the previous year (Y.0.Y) [1]. The most number of foreign tourists visiting Indonesia
are Malaysia, China, Singapore, Timor-Leste, and Australia [2]. The level of global Muslim
travel spend hits USD 142 billion (excluding Umrah & Hajj), second to the Chinese market of
USD 160 billion [3]. This market comes from Muslims in Southeast Asia, the Middle East
(Qatar, UAE, Kuwait, Saudi Arabia, Oman, and others), Europe, Central Asia, and China [4].

High Muslim population growth makes the /alal tourism industry interesting to study [5].
In 2018, global Muslim travel hit 140 million people, increased by 10% compared to 2017 of
131 million people with Indonesia as the top Muslim-visitor destination [6]. Thus, some
Muslim-minority countries such as Japan [7], Korea [8], Thailand [9]-[11], and the United
States continue to develop Aalal tourism destinations [12].
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Indonesia as the largest Muslim population in the world [13] makes the halal tourism
market segment interesting to work on. This is reflected in previous studies discussing halal
tourism in Indonesia conducted by Asih and Asih [14], Jaelani [15], and Prabowo, Rahman,
Rahman, and Samah [16]. The development of West Nusa Tenggara and West Sumatra are
some of the examples [17]. The most successful development of halal tourism is in West Nusa
Tenggara as the World’s Best Halal Honeymoon Destination. Novotel Lombok of West Nusa
Tenggara as a halal-friendly hotel won the World’s Best Halal Beach Resort, and West
Sumatra won the Best Halal Tourism Destination [18].

The awards received by West Nusa Tenggara and West Sumatra were based on polling in
the website of The World Halal Tourism Award 2016. It was not based on the real conditions
of halal tourism in the area. This becomes a fundamental problem in investigating the
readiness of the West Sumatra province in preparing its region as a sharia tourist destination.
This study is remarkably different from the previous studies conducted by Battor and Ismail
[19], Chew and Jahari [7], Chookaew, Chanin, Charatarawat, Sriprasert, and Nimpaya [20],
and Jaelani [21] as in this article, the author uses GMTI to measure respondents’ intention in
visiting halal tourism in West Sumatra.

1.1 Sharia Tourism Industry in Indonesia

Halal tourism is the delivery of tourism products based on the Muslim lifestyle during
holidays. In addition, sharia tourism is flexible, rational, simple, and balanced. It aims to
motivate tourists to get happiness and blessings from Allah (God) [22].

Halal tourism, which is currently one of the travel trends in the world, increases the
interest of researchers to discuss about. Previous researchers gave their views in terms of the
potential and prospects of halal tourism [23], marketing patterns [14], challenges in
developing halal tourism [24], and the trend of Muslim millennial traveler [12].

Halal tourism is developed on the basis of Muslim travelers’ market demand to be
comfortable while traveling, even Malaysia has branded its country as a halal tourist
destination [25]. The motivation of Muslim travelers in choosing Aalal tourism is partly due to
their self-motivation and obedience to Islamic teachings [26]-[28].

The development of halal tourism is one of the efforts to increase the Muslim’s intention
due to the dominance of modern tourism with a liberal style that causes the reluctance of
conservative Muslim families to visit tourist attractions [9]. Thus, it requires a different tour
package [29] to attract Muslim families. Even so, halal tourism is not necessarily only
specifically for Muslim travelers [21]. According to Chookaew, Chanin, Charatarawat,
Sriprasert, and Nimpay [11], there are eight factors for sharia tourism measurement standard
in terms of administration and management for all travelers which can be a distinctive
characteristic, namely:

Service to the traveler must be compatible with the principles of Muslims as a whole;

The guides and staff must have discipline and respect for the principles of Islam;

Manage all activities that do not conflict with Islamic principles;

The building must be in accordance with the principles of Islam;

The restaurant must follow international standards of &alal services;

Transport services must have security protection system;

There are places available for all Muslim travelers to conduct religious activities;
Traveling to places that do not conflict with the principles of Islam.

The needs of Muslim travelers are divided into two major categories, the first is tangible
(Islamic religious facilities and Halal food), the second is intangible (Islamic entertainment,
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Islamic dress codes, general Islamic morality, Islamic call for prayer) [30]. From the
characteristics of halal tourism described [11], there are four important aspects that must be
considered to support Halal tourism, namely Location, transportation, Halal food, and hotel.

1.2 GMTI Indicators

The Global Muslim Travel Index (GMTI) is an index issued by the Mastercard-
Cressentrating, a rating agency for world halal tourist destinations [31]. The indicators used
by this institution can be briefly explained as follows:

a. Ease of access. Ease of access in the first GMTI indicator includes Visa issued by the
government, availability of air transportation, and adequate infrastructure.

b. Telecommunication Network. The availability of the telecommunications network in the
second GMTT indicator is the availability of communication facilities and digital facilities.

¢. Environment. Environmental indicators in this GMTTI include the culture in the community
and the ease and security in accessing it, the favorable climate, and previous tourist visits.

d. Services. Service indicators in the GMTI index include the availability of Halal food and
places to conduct religious activities as the core needs and hotel availability and the
number of flights to locations as core services. In this last index, a unique experience as an
attraction for tourists is also added, which might not be found elsewhere.

2 Literature Review
2.1 Halal Tourism

Although are many studies regarding Halal Tourism, however, studies relating halal
tourism or Sharia tourism with the creative industries are still limited. For instance, a study
conducted by Dauli, Shamain, and Belhaj [32] describe halal tourism as one of the products in
the tourism industry which has received many positive and successful responses in several
trials in Tikris, Algeria. Halal Tourism or as-Siyahah al-Halal provides various facilities for
Muslim families who hold various stringent Sharia Islamic law such as hotels that do not
provide alcoholic drinks; swimming pools, sports center, and health facilities that separate
men and women; airlines that do not provide alcoholic drinks and Haram (unlawful) food;
giving prayer call, providing Islamic study and entertainment programs, providing al-Qur'an in
the chairs, and separate male and female tourists in the waiting room.

Another study conducted by Dauli and Sulaiman [33] explained that Halal tourism has
become a very attractive commodity and shows a very significant increase in various
countries, both Islamic and non-Islamic countries. This is in line with the results of surveys
from various world survey agencies which predict that the number of tourists in 2020 will
reach 1.7 billion with a turnover of approximately 1600 billion USD. This means that the
tourism sector, including /alal tourism, is one of the country's large sources of income.

Istiratijiyyah Taswiq as-Siyahah al-Halal Fi ad-Duwal al-Islamiyyah: Dirasah Halah
Malizia that is written by Shafshaf explains the marketing strategy of halal tourism in
Malaysia which combines the beauty of natural resources, the friendliness of the people, the
modernization without conflicting with Islamic values, customs and culture. Hence, according
to this paper, Malaysia managed to attract a lot of interest from tourists from the Arab Gulf
countries and Arab countries in general. This is in line with the paper written by Shafaei and
Mohamed [25].



Meanwhile, studies on the creative industry have also been widely carried out. The concept
of creative industries has attracted the attention of economic researchers over the past two
decades. There have been many studies focusing on its contributions to the economy, in
particular its effects on unemployment, regional development, and the dynamics of urban
areas [34].

In recent years, the role of innovation in the creative industry has been through in-depth
investigation. Some experts believe that the existence of innovation in a company can be
categorized as the creative industry [35]. On the other hand, some studies formulate the role of
creative industries in their contribution to innovation in the wider economy where input from
creative industries can be used as an innovation in other industries [36].

All in all, halal tourism is an impact that arises from the rapid development of the halal
industry [37]. At the same time, halal tourism is also an answer to the phenomenon of
increasing demand for commercial tourism with services according to Islamic law [38].
Religion and religiosity slowly affect tourism [39]. Thus, halal tourism has consequences for
the procurement of products and services [40] as well as marketing strategies adhering to the
Islamic values [41] or according to the principles of the Qur'an and Hadith [42]. Halal
tourism has significantly contributed to Indonesia's economic growth in the midst of a slowing
global economy and thus needs to be developed [21].

2.2 Ease of Access

Access plays an important role in tourism, especially salal tourism and is a factor driving
tourists to revisit tourist attractions [43]. Australia is one country that is concerned with
accessibility tourism and makes improvements in making tourists interested in visiting the
country [44]. Some external factors that encourage tourists to visit are low transportation
costs, prices, distance to travel, climate conditions, service quality, opportunities for shopping,
the image of tourist attractions, restaurants and cafes, and accessibility [45]. One way to ease
access to tourist attractions is the availability of transportation, where there is a two-way
system of connections including the demand for transport and services provided by
infrastructure (such as the existence of toll roads and adequate public land, air, and sea
transport system) [46].

There are three barriers that must be overcome by the tourism industry related to
accessibility, namely: physical access constraint, attitudinal barriers, and lack of information.
Constraint to physical access is very crucial such as the inaccessibility of transportation and
accommodation [47]. the availability of international and domestic airports to ease the access
to halal tourism is one of the priorities [23].

Tourism and transportation are two closely related things [48]. Transportation is a basic
condition that determines the sustainability of tourism in the future [49] and tourism
experience [50]. Accessibility is anything that makes it easy for every tourist to reach his
destination tourism related to transportation and its supporting facilities, including
infrastructure [51] and visa-free [52]. Because the same-day visit with adequate transportation
determines the attractiveness of the destination [53].

2.3 Telecommunication Network
Indonesia is one of the countries with high levels of mobile phone use and great

connectivity expectations [54]. Hence, the telecommunication network availability is a
consideration of visiting intention [52]. When tourists have previous experiences, the next



visit appears as an expectation [55]. Thus, the telecommunication network availability and
online platform support are some of the effective tools in promoting tourist destinations [56].

2.4 Environment

Security is included in the socio-economic environment [57], while the other environment
is socio-cultural [58]. Religion promotes tourism through belief systems in pilgrimages and
cultural affinity [59]. Cultural norms are considered as the best approach to identify the needs
of Muslim travelers [60]. The need for security is important to consider for tourists [61]; [52].
An online review can direct a person's attitude or behavior through review valence [62]. Thus,
preferences can influence decision making [63]; [64].

2.5 Services

Quality of service has a different meaning depending on the context of different theoretical
assumptions [65]. In the context of this study, there are several religious attributes related to
service, such as the availability of halal food, and the availability of places to conduct
religious activities [30]; [66]. Halal food is a Qur'anic term that means permitted or lawful,
while the opposite is unlawful food which means forbidden or violated the law [67]. Places of
worship should be equipped with the Qibla marker [9]. Religious attributes are proven to
affect the satisfaction of the Muslim travelers [68]. This is the basis for tourism development
[69].

2.6 Visit Intentions

The visit intention results in the possibility of feelings generated in certain people, places,
and periods [70]. The intention is what causes direct behavior in the form of a visit decision
[717; [72]. In the context of tourism, past experience can influence future visit decisions [73].
Tourists who get a positive perception on the first visit are more easily convinced to revisit
[45].

3 Hypothesis Formulation and Framework for Thinking
3.1 The Ease of Access to Visit Intention

Basically, tourists will revisit the destinations that are easily accessible either through air,
sea, or land transportation [74]. A study in Mauritius proffers that satisfaction with the airport
services, including the availability of adequate air transportation has an impact on revisit
intention [75]. A study conducted in Spain found that justice perceptions related to the
availability of land transportation create a positive influence on revisit intention [53]. A study
in Turkey found that accessibility and infrastructure affect the revisit intention [76]. In
Taiwan, Muslim Friendly Tourism (MFT) is represented by visa-free, airport services, as well
as the availability of air transportation that impacts the visit intentions [52].

Hi: Ease of access affects the intention of Muslim tourists visiting West Sumatra.



3.2 Telecommunication Network to Visit Intention

Online platforms such as websites and social media help promote and build tourist
destinations [56]. The ease of use of blogs affects the revisit intention [77]. A study shows that
friendliness towards Muslim travelers is manifested in the ease of communication that impacts
visit intention [52].

Ha: The telecommunication network affects the intention of Muslim tourists visiting West
Sumatra.

3.3 Environment to Visit Intention

Security is one of the important things that tourists consider [61]. This is supported by a
study conducted by Liu et al., (2018) in Taiwan which states that security supports visit
intentions. Another study conducted in Thailand found that experience of the new culture
would affect the visit intentions [73]. Another study in Thailand supports cultural activities
that influence future visit intentions [78]. In India, the cognitive image represented by climate,
culture, and security has an impact on travel intention [79]. Previous online reviews related to
tourist destinations, hotels, and services became the next reference [80]. A study on Chinese
tourists visiting Finland shows that the e-WOM (electronic word of mouth) influences visit
intentions [81]. This is confirmed by a study conducted by Fakharyan [82]; Pietro and Pantano
[83]; and Abubakar and Ilkan [84].

Hs: Environment affects the intention of Muslim tourists visiting West Sumatra.

3.4 Services to Visit Intention

Visitors need accommodation for a visit of more than one day [74]. A study in Kuwait
yields a positive relationship between the availability of halal food services and places of
worship on visit intention [45]. A study in Japan with Muslim tourist respondents found that
the availability of halal facilities including hotels and restaurants affects revisit intention [85].
Another study in Korea stated that the availability of halal food had an effect on the Muslim
traveler’s revisit intention [86]. An impression of local food in Italy has an impact on revisit
intention [87].

Ha: Services affect the intention of Muslim tourists visiting West Sumatra.

| GMTI Index |
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4 Method

This study is quantitative research. The quantitative method in this study intends to collect,
process, test, and analyze data in the form of numbers. This study aims to find out how GMTI
indicators affect the tourist visit intention to West Sumatra.

The population is a general and certain area that has certain characteristics and quantities
determined by researchers to be studied and then drawn conclusions [88]. The population in
this study were all visitors in the tourist attraction in West Sumatra. The sample taken in this
study was 50 respondents, assuming that the minimum sample in a multiple linear regression
model was 30 respondents.

The sampling technique used in this study was the nonprobability sample, where the
selection of population members used purposive sampling. The sample selection criteria
includes:

a. Never visited a tourist attraction in West Sumatra, at least once.

b. Not a local resident of West Sumatra.

¢. Muslim tourists.

In this study, the data was collected through questionnaires. Based on the relationship
between variables, the variable is divided into two, namely the independent variable and the
dependent variable. The variables in this study are:

a. Independent variable. The independent variable is the variable that influences or is the
cause of the change or existence of the dependent variable. The independent variables in
this study are Ease of Access (Xi), Telecommunication Networks (X>), Environment (X3),
and Services (X3).

b. Dependent Variable. The dependent variable is the variable that is affected or which is the
result of the independent variable. The dependent variable of this research is visit intention
).

Table 1. Operational Definition of Variables

Variables Definition Indicators
Ease of Access (X1) The ease of access refers to a. The availability of air transport
how tourists can easily access facilities,
tourist attractions. b. The availability of adequate
infrastructure
Telecommunication  Availability of the required a. Availability of communication facilities
Networks (X2) telecommunication network. that ease tourists
b. Availability of digital facilities.
Environment (X3) The environment around the a. Culture in society.
tourist attractions b. Ease and security in accessing it.
c. Supporting climate.
d. Previous tourist visits.
Services (X4) Services in tourist attractions a. Availability of halal food
b. The availability of places of worship as

core needs.

c. The availability of hotel

d. The number of flights to the location as
core services.

e. The existence of a unique experience as
an attraction for tourists, which may not
be obtained elsewhere.




Variables Definition Indicators
Revisit  Intention The tendency of someone to a. The desire to find out
) stay in the subject to feel b. Taking the time to learn more
happy and interested in a c. Preparing to visit
particular field or thing

5 Results

The t-test basically shows how far the influence of one independent variable individually
in explaining the variation of the dependent variable. The null hypothesis (Ho) to be tested is
whether a parameter (bi) is equal to zero. T-table can be calculated through the formula of t-
table = (0/2; n-k-1) where a used in the two-tailed test is 5% (o = 0,05)) with n = 47; and k is
an independent variable, so that the t-table of 1.678 can be obtained. T-test results are
presented in Table 2:

Table 2. Results of Hypothesis Test (t-test)

Variables Teount Sig. Description
Ease of Access (X1) 2.801 0.003 There is an effect of ease of access to visit intention
Telecommunication 2.684 0.002 There is an effect of telecommunication networks to
Networks (X2) visit intention
Environment (X3) 3.171 0.000 There is an effect of the environment to visit intention
Services (X4) 2.725  0.001 There is an effect of services to visit intention

Source: Statistical Data Proceed, 2018

The t-count of the variable of ease of access is 2.801 which is greater than 1.678 with a
significance value of 0.003 (<0.05). Thus, H; is accepted that the ease of access affects the
visit intention. This is in line with a study conducted by Liu et al., [52] Stating that the ease of
access described in the MFT through visa-free, infrastructure such as airports, and the
availability of air transportation impact the visit intention. Hence, the West Sumatra
government needs to improve the availability of infrastructure [51], transportation [53], and
visa-free [52] to increase the interest in tourist visits. Basically, tourists will visit destinations
that are easily accessible [74]. The t-count for the telecommunication network variable is
2.684 which is greater than 1.678 with a significance value of 0.002 (<0.05). Thus, H; is
accepted that the telecommunications network affects visit intention. This is supported by a
study conducted by Liu et al., [52] Milinillo et al., [56], and Chen et al., [77] stating that the
telecommunication network affects visit intention. Hence, the West Sumatra government
needs to improve telecommunications network in response to tourist expectations of the
availability of telecommunications networks[52].

The t-count for the variable of environment is 3.171 which is greater than 1.678, with a
significance value of 0.000 (<0.05). This shows that Hs is accepted that the environment
affects visit intention. This is similar with a result yielded by Khan et al., [79] that the
environment represented by climate, culture, and security affects travel intention. Thus, the
government of West Sumatra is advised to improve the security [61] and cultural experience
[78]. Since they are the reasons for tourist visit [73]. The t-count of services is 2.725 which is
greater than 1.678 with a significance value of 0.001 (<0.05). This shows that Hy4 is accepted
that services affect visit intention. This is in line with what Nassar et al., [45] stating that the
availability of halal food services and places of worship affect visit intention. Thus, the West
Sumatra government needs to improve sharia-based services. These facilities include



accommodation [85] because visitors will certainly need it when visiting more than one day
[74], halal food that adheres to Islamic law [67], and places of worship with the Qibla markers
[30].

6

Conclusion

This study aims to find out the effect of the indices in GMTI on the development of

tourism in Padang, West Sumatra. The indices include ease of access, telecommunication
networks, environment, and services. The following conclusions are drawn:

a.

Testing the variable of ease of access. The t-test result shows that the t-count for the ease
of access variable is 2.801 which is greater than 1.678. The significance value of 0.003 is
smaller than 0.05. Since the level of significance is less than 0.05, H; is accepted that ease
of access affects the visit intention.

Testing the variable of telecommunication network. The t-count is 2.684 which is greater
than 1.678 with a significance value of 0.002 or less than 0.05. Since the level of
significance is less than 0.05, then, H, is accepted that the telecommunication network
affects visit intention.

Testing the variable of environment. The t-test results obtained is 3.171, which is greater
than 1.678 with a significance value of 0.000 or less than 0.05. Because the level of
significance is less than 0.05, this shows that Hj is accepted that the environment affects
visit intention.

Testing the variable of Services. Based on the t-test results obtained, the obtained t-count is
2.725 which is greater than 1.678 with a significance value of 0.001 (less than 0.05).
Because the level of significance is less than 0.05. This shows that H4 is accepted that
services affect the visit intention.

Limitation

The independent variable used in this study affects 52.8% of the visit intention. There are

still 47.2% of variables outside the GMTI that affect the interest of tourists visiting West

Sumatra.
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