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Abstract 

Due to the increase in the Muslim population and per capita income worldwide, halal tourism and Islamic finance sectors have 
caught a rapid development trend in recent years. This study presents information about halal concept hotels in Italy, a European 
country where halal tourism offer is an emerging sector. In this study, interview and web content analysis, which are qualitative 
research techniques, were used. The study's main purpose is to give preliminary information about the halal products and 
services offered in Italy, one of the most preferred countries by Muslim tourists, to reveal the current situation of halal concept 
hotels and the evaluations for the future of halal tourism in Italy. According to the research results, over 800 hotels across Italy 
have at least one halal product or service. Although Lazio is the region with the highest number of halal hotels, the most 
common halal hotel group is 4-star hotels. Italy has 194 halal-concept pools and beach facilities for women and families. Among 
the facilities halal-themed hotels offer tourists are prayer areas, halal food, alcohol-free rooms and family privacy. 
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1. Introduction 

In recent years, there has been a significant increase in halal and Islamic products in the tourism and financial sectors due 
to the increase in the Muslim population and per capita income worldwide (Muheramtohadi & Fataron, 2022). Europe is one 
of the regions where the Muslim population has increased the most. The increase in the Muslim population in Europe has 
important social, cultural, and economic consequences. Halal food has increased demand for products and services, including 
travel and finance (Gunduz, 2023). 

There are many comprehensive studies on Muslim countries in halal tourism (El-Gohary, 2016; Gunduz & Topaloglu, 2021; 
Jaelani, 2017; Sulong, Abdullah, & Chowdhury, 2022). However, studies on halal tourism in non-Muslim countries are limited 
(Aji, Muslichah, & Seftyono, 2021). In this study, it is aimed at answering the question of how halal tourism can develop in a 
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non-Muslim country. In this context, preliminary information about halal products and services offered in halal concept hotels 
in Italy, one of Muslim tourists' most preferred destinations, will be presented. 

The study will use qualitative research techniques, including interviews and web content analysis, to answer the research 
question. Thus, in-depth information will be obtained from a leading travel agency's sales and marketing department in online 
halal hotel reservations to collect data on halal food services, non-alcoholic areas, hotel ratings and types, geographical 
distribution and leisure activities for ladies and families. These obtained data will be categorized and interpreted in the findings 
section. Finally, in the conclusion part, evaluations will be made on the future of halal tourism in Italy. 

This study provides theoretical and practical information about the products and services offered by halal-themed hotels in 
Italy. Theoretically, the conformity of the products and services offered by such hotels with Islamic laws and customs gives an 
idea about Islamic law and traditions. In addition, considering that such hotels are not only for Muslim customers but are also 
visited by people from other cultures, it draws attention to intercultural communication and harmony issues. In practice, 
determining the current situation of halal hotels and their services in Italy will give an idea to investors who will enter this 
sector. The fact that such hotels provide services designed according to the needs of Muslim tourists and comply with Islamic 
rules can increase the number of tourists by making their holidays more enjoyable. In addition, emphasizing the importance of 
halal certification in the tourism sector can help create new job opportunities in this field. In this context, this study provides 
an important opportunity to raise awareness about halal tourism in Italy and meet the needs of Muslim tourists in the tourism 
sector. 

This study focuses on a literature review of the concept of halal tourism and the challenges of halal tourism in non-Muslim 
countries. Halal tourism can be defined as an understanding of travel per Islamic traditions. This type of tourism includes travel 
destinations where halal food is offered, places of worship following Islamic traditions are available, and Islamic values are 
respected. Halal tourism has become popular worldwide, especially in recent years, due to the increasing number of Islamic 
tourists. However, halal tourism in non-Muslim countries faces different challenges. These challenges include local service 
providers' need for knowledge and skills, inadequate local services, and the availability of suitable halal food. This study aims 
to raise awareness of halal tourism in non-Muslim countries among researchers and tourism industry stakeholders in the field 
of halal tourism. 

The paper proceeds as follows. The next section provides a theoretical overview of halal tourism definitions and 
characteristics. Additionally, challenges in non-Muslims will be then defined. Section 3 will define the methodological 
workflow followed by the research team. Section 4 will provide the results of our study. Finally, section 5 discusses and 
concludes the analysis.  

 
2. Literature review 
 
2.1 Background and definitions 
 

Halal tourism refers to activities that supply Muslim travellers' needs by providing services and facilities that comply with 
Islamic law, such as halal food, prayer facilities, and accommodations (Carboni & Idrissi Janati, 2016; Secinaro & Calandra, 
2021). This type of tourism is becoming increasingly popular among Muslim travellers who seek to balance their faith-based 
requirements with their desire to explore new destinations and cultures. According to the (Mastercard-Crescent Rating, 2022) 
index, the Muslim travel market is projected to reach 230 million travellers by 2026, with a total expenditure of USD 300 
billion. This indicates a significant potential for growth in the halal tourism industry, estimated 10% of the global travel market. 
This will foster the contribution to developing the tourism industry in Muslim-majority and non-Muslim countries (Mohsin, 
Ramli, & Alkhulayfi, 2016). The facility of halal tourism services provides Muslim travellers' needs and promotes cultural 
exchange and understanding between different communities (Carboni & Idrissi Janati, 2016). This is particularly relevant in 
the current global context, where there is a need for more inclusive and sustainable tourism practices (Biancone, Secinaro, 
Brescia, & Calandra, 2020; Rosato, Caputo, Valente, & Pizzi, 2021). Halal tourism can also positively impact the economy by 
creating new job opportunities and supporting small and medium-sized enterprises (Budiman, Mustahal, & Basit, 2022). 

One of the main features of halal tourism is the provision of halal food, which refers to food prepared by Islamic dietary 
laws and certified alongside the supply chain (Henderson, 2016a). It includes meat from animals slaughtered in a specific way 
and avoiding pork and alcohol. Halal tourism also requires accommodation free from prohibited elements, such as alcohol, and 
provides prayer facilities for Muslim travellers (Othman, Ahmad, & Zailani, 2009; Tan, Ali, Makhbul, & Ismail, 2017). 
Additionally, activities should be aligned with Islamic principles and values. For instance, tourism activities and locations 
should avoid gambling and nightclubs (Wardi, Abror, & Trinanda, 2018). Instead, halal tourism activities focus on cultural and 
heritage experiences and religious tourism, such as visiting historical mosques, Islamic centres, and other religious sites abroad 
(Ekka, 2023).  
 



 
 

European Journal of Islamic Finance - ISSN: 2421-2172 
DOI: 10.13135/2421-2172/7429 Published by University of Turin https://www.ojs.unito.it/index.php/EJIF/index 
EJIF content is licensed under a Creative Commons Attribution 4.0 International License   

36 

2.2 Halal tourism characteristics  
 

As mentioned, this is a dedicated tourism segment important for Muslim travellers and the tourism industry. For travellers, 
halal tourism provides a way to travel while adhering to Islamic principles and values. However, for the tourism industry, this 
means creating dedicated services for Muslims. This can be particularly difficult in non-Islamic countries where halal services 
are less widespread, and in some cases, there are also cultural constraints (Wibawa, Pranindyasari, Bhawika, & Mardhotillah, 
2023).  

In general, halal tourists pay a lot of attention to food, which may or may not make them agree to leave for a new destination. 
For example, as indicated by (Henderson, 2016b), halal certification is a strong element in the food supply when travelling 
abroad for Muslims. Therefore, the presence or absence of halal food (with certification) is an element that brings a strong 
competitive advantage to the destinations chosen at the departure stage. In addition, tourists at the booking stage might consider 
the services offered by accommodation facilities. These include elements such as the presence of the Koran in the rooms, the 
absence of alcoholic beverages in the minibar, on-demand room systems not programmed to receive adult-only channels, the 
presence of cosmetics and toiletries without food or alcoholic substances or even the presence of prayer rugs and a compass 
indicating Mecca in the rooms (Biancone, Secinaro, Radwan, & Kamal, 2019; Muharam & Asutay, 2019). In addition, 
according to (Battour & Ismail, 2016), the indoor or outdoor presence of prayer rooms may also be a feature Muslim tourists 
seek. Furthermore, according to (Battour & Ismail, 2016). The existence of pools, spas or beaches reserved and divided between 
men and women can be a decision driver for Muslim tourists, especially those with high spending power.  

In recent years, scientific studies have also shown case studies of using technology to enable halal tourist enjoyment (Battour 
& Ismail, 2016). This is the case of the (Royal Thai Embassy, 2015), which indicated how the Tourism Authority of Thailand 
(TAT) officially announced the launch of its first App designed specifically for Muslim visitors to facilitate access to Muslim 
products, services, and facilities throughout Thailand. Finally, airports and package tours are the last two strategic elements for 
attracting halal tourists. The case of airports (Battour & Ismail, 2016) show how a Muslim-friendly airport is often considered 
a starting point to promote and market the destination as halal. This includes halal food inside the facility and dedicated prayer 
rooms. Finally, tourist packages sold in halal countries and to non-halal destinations are potentially important for promoting an 
entire regional territory. Table 1 below summarises the characteristics presented here.  
 

Halal tourism characteristics References 
Food (halal certification) (Secinaro & Calandra, 2021) 
Accommodation (Biancone et al., 2019; Muharam & Asutay, 2019) 
Pool, spas and beaches (Battour & Ismail, 2016) 
Applications for smartphones and tablet (Battour & Ismail, 2016; Royal Thai Embassy, 2015) 
Airports (Battour & Ismail, 2016) 
Prayer rooms (Mohsin et al., 2016) 

 
Table 1. Halal tourism characteristics 

Source: Authors’ elaboration 
 
2.3 Halal tourism challenges in non-muslims countries 
 

Halal tourism faces several challenges, particularly for Muslim travellers when travelling to non-Muslim countries. These 
challenges, as previously mentioned, include finding halal food and prayer facilities, ensuring that accommodations and 
transportation are by Islamic values, and navigating cultural and language barriers. These challenges can be daunting for 
Muslim travellers, especially those unfamiliar with the local customs and traditions of the places they visit. This can lead to 
isolation and disconnection, making it difficult for them to enjoy their travel experience fully (Rasul, 2019).  

Despite these challenges, there are also opportunities for halal tourism to promote cultural exchange and understanding. By 
providing for the needs of Muslim travellers, halal-friendly destinations and accommodations can create a welcoming and 
inclusive environment that promotes cross-cultural interactions (Vargas-Sánchez & Moral-Moral, 2019). This can help break 
down cultural barriers and stereotypes and foster a greater appreciation and understanding of different cultures and religions. 
Halal tourism can also provide an opportunity for non-Muslim travellers to learn more about Islamic values and practices and 
to develop a greater respect for the beliefs and traditions of Muslim communities. (Sulong et al., 2022) 

Furthermore, halal tourism has the potential to generate economic benefits for both the tourism industry and local 
communities (Jia & Chaozhi, 2019). By addressing the needs of Muslim travellers, the tourism industry can tap into a growing 
and profitable market segment. In addition, halal tourism can promote economic development in local communities by creating 
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jobs and generating income for local businesses. This situation is described by (Nurdiansyah, 2018) through a case study in 
Thailand demonstrates how the tourism sector plays a strategic role in supporting the development of an economic sector by 
increasing foreign exchange and related incomes.  
 
3. Methodology 
 

In addressing our research aims and question, we use a qualitative approach. It typically involves collecting data through 
interviews, observation, and document analysis and analysing the data using content analysis and thematic analysis 
(Bhattacharya, 2017). Additionally, as suggested by (Britten, 1995), a qualitative study is a powerful tool for exploring complex, 
nuanced phenomena that cannot be easily captured using quantitative methods alone. One of the key power elements of 
qualitative research is its ability to generate rich, detailed data that captures the experiences, perspectives, and meanings that 
participants attach to their social world (Braun, Clarke, Boulton, Davey, & McEvoy, 2020). These data can be gathered through 
various methods, including interviews, focus groups, observations, and document analysis (Biancone, Secinaro, Marseglia, & 
Calandra, 2021). Furthermore, a qualitative study ensures flexibility and adaptability (Dal Mas et al., 2020). Unlike quantitative 
research, which typically uses standardized measures and procedures, qualitative research allows for a more fluid and iterative 
approach. Researchers can modify their research questions and methods in response to emerging themes and insights and use 
data to generate new hypotheses or explore unexpected findings. This allows for a more nuanced understanding of complex 
phenomena and can lead to new and innovative insights (Secinaro, Calandra, Cappa, & Bignamini, 2020). Additionally, 
qualitative research is well-suited to interdisciplinary and collaborative approaches, as it can draw on a range of theoretical and 
methodological perspectives to address complex research questions. 

Within the scope of the study, a leading travel agency in the field of online halal hotel reservations is discussed using the 
case study method. The data used in the study were obtained by using the interview technique with the sales and marketing 
department of the travel agency and obtaining the necessary permissions (Gertsen & Søderberg, 2011). Interviews are a widely 
used data collection technique in qualitative research. This technique allows the researcher to gain in-depth information about 
his subject (Allan & Skinner, 2020). These are performed in an unexplored case study of halal tourism adoption in a non-
Muslim country such as Italy.  

In addressing our research aims, six questions were asked of the manager of the leading travel agency for 95 minutes of 
interview:  

 
1. What hotels on your website offer halal food services? 
2. How many of the hotels on your website have non-alcoholic areas? 
3. How is the distribution of the hotels on your website according to the number of stars? 
4. What is your website's distribution of accommodation businesses according to their types? 
5. How is the distribution of the hotels on your website according to the geographical regions of Italy? 
6. What are the leisure activities for ladies and families at the hotels on your website? 

 
After the interview phase, the elements gathered are transcribed by a multidisciplinary team consisting of assistant 

professors and researchers with proven experience in qualitative research.  
Finally, as indicated (Silverman, 2020), the interview allowed viewing additional materials supporting the research protocol, 

such as paper and computer databases, historical performance reports and internal procedure documents. Therefore, in addition 
to the interview, the research team was provided with a holistic information set based on the evidence collected and paper 
documents that were subsequently analysed, allowing for the integration of the concepts under analysis. Among these, also 
(HalalBooking, 2022) and (Halal Trip, 2023) as the two widely adopted platforms for booking halal tourism experiences 
worldwide.  

 

4. Results 

With the importance of halal tourism, the demand for halal-friendly accommodation options has also increased. With its 
diverse cultural heritage and picturesque natural beauties, Italy has started meeting halal tourism's needs. Responses from the 
tourism industry in Italy to the growing demand for halal food services, non-alcoholic areas and halal-concept hotels are 
presented in this section. In addition, various aspects of halal tourism in Italy are examined, including the different types and 
regional distributions of halal concept accommodation establishments and leisure activities for women and families. In this part 
of the study, some data from the online travel agency (HalalBooking, 2022), which is discussed within the scope of the case 
study, are presented in tables and graphics.  
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Table 2 provides information about the halal food services of hotels displayed in the online travel agency. As can be seen, 
the number of hotels with halal food nearby is 729, and the number of hotels that can provide halal food upon request is 243. 
In addition, some foods offered by 50 hotels are considered halal. The number of hotels where all of their meals are halal is 15. 
In some hotels, halal food and halal food can be found in the food and beverage establishments in the vicinity.  

 
Halal food Number 

All halal food 15 
Some Halal Food 50 

Halal food on request 243 
Halal food nearby 729 

 
Table 2. Halal food services for hotels 

Source: Authors’ elaboration 
 

Hotels with non-alcoholic areas are shown in Table 3. According to this, 728 hotels have non-alcoholic rooms. Alcohol is 
not served in facilities other than 202 hotel categories (such as villas, pensions, and chalets). 16 hotels are completely alcohol-
free. Although some hotels do not serve alcohol, non-halal food such as pork may be available. 

 
 

Alcohol-free Areas Number 
Alcohol-free property 202 

Alcohol-free restaurant 16 
Alcohol-free room 728 

 
Table 3. Alcohol-free areas 

Source: Authors’ elaboration 
 
Table 4 shows the halal concept hotels in Italy according to the number of stars. While determining these hotels, the hotels 

listed in the relevant online travel agency and offering one or more halal products or services to the tourists are included in this 
table. The group with the highest number of halal hotels consists of 359 hotels (44%) with 4-star hotels. 3-star hotels are in 
second place with 218 hotels (26%). In third place is non-star hotels with 134 (16%) establishments. These businesses are 
small-scale accommodation facilities such as hotels, motels, apartments, and hostels. Five-star halal hotels rank fourth on the 
list. Five-star hotels are followed by 1-star hotels (3%) with 23 hotels and 2-star hotels (2%) with 18 hotels.  

 
 

Stars Number 
***** 76 
**** 359 
*** 218 
** 18 
* 23 

Unrated 134 
Total 828 

 
Table 4. Halal concept hotels in Italy, according to the number of stars 

Source: Authors’ elaboration 
 

Table 5 shows the distribution of halal concept accommodation businesses according to their types. Accordingly, hotels 
with stars constitute the largest group with 670 (84%) facilities. In this group, there are halal concept hotels with at least 1 star 
and a maximum of 5 stars. In second place, there are 42 guesthouses. The ratio of guesthouses among total accommodation 
establishments is 5%. There are 25 apart-hotels (3%) in third place. Ski Hotels is the group with the lowest halal concept 
business. Some of the ski hotels are only open during the winter season, which may have caused this number to be low. The 
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reason for the low rates of facilities other than hotels is thought to be the fact that many of these facilities are not registered 
online. 

 
Property type Number 

Hotel 694 
Guest house 42 
Apart Hotel 25 

Inn 21 
Villa 11 

Country House 11 
Honeymoon House 7 

Resort 6 
Apartment 4 
Townhouse 4 
Ski Hotel 3 

Total 828 
 

Table 5. Distribution of halal concept accommodation businesses according to their type 
Source: Authors’ elaboration 

 
Italy has 20 administrative regions, five of which are constitutionally autonomous (Eurostat, 1999). When the regional 

distribution of halal concept hotels in Italy is examined, it is seen in Table 6 that the region with the most halal hotels is Lazio 
(338). It is thought that most halal hotels are concentrated in this region because it is in the "Lazio" region of Rome, the capital 
of Italy. After Lazio, most halal hotels are in Tuscany (109). Florence has the region's highest concentration of 4- and 5-star 
halal hotels. The Veneto (103) region, located in the geographical region of northeast Italy, comes in 3rd place on the list. The 
capital city of this region is Venice, whose population exceeds 4.9 million (European Statistical Office, 2019).  Veneto, 
respectively; Lombardy (98), Campania (59), Sicily (35), Apulia (22), Liguria (19), Sardinia (12) and Piedmont (10) regions 
follow. There are 23 halal concept hotels in 10 regions other than these regions.  

 
Locations Number 

Lazio 338 
Tuscany 109 
Veneto 103 

Lombardy 98 
Campania 59 

Sicily 35 
Apulia 22 
Liguria 19 
Sardinia 12 
Piedmont 10 

Other Regions 23 
Total 828 

 
Table 6. Regional distribution of halal concept hotels in Italy 

Source: Authors’ elaboration 
 
The map in Figure 1 below shows the regional distribution of halal hotels in Italy. Regions with a high concentration of 

halal hotels are shown in dark red, while regions with a sparse distribution are shown in light yellow. It is seen that the density 
of halal hotels is higher in the western regions of Italy. 
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Figure 1. Regional distribution map of halal hotels in Italy 

Source: Authors’ elaboration 
 

Figure 2 contains pieces of information about leisure activities for ladies and families in halal hotels. There are a total of 
194 halal concept pool and beach facilities in Italy for ladies and families. 

 

 
 

Figure 2. Leisure activities for ladies and families 
Source: Authors’ elaboration 

The number of secluded wellness or spa facilities is 79. The number of facilities with a mixed pool (hijab swimwear is 
allowed) is 73. The number of facilities with a secluded spa centre is 17. The number of hotels with a mixed beach (where hijab 
swimwear is allowed) is 14. The number of facilities with a sheltered outdoor pool in the villa/room is 6. The number of 
accommodation facilities with a secluded outdoor pool is 3. The number of accommodation facilities with a sheltered indoor 
pool is 2.  As seen in Graph 2, there is no hotel with a separate beach or pool exclusively for women or men. It is thought that 
this is due to the absence of a halal hotel certificate, which is common in the country. 

 
 

 



 
 

European Journal of Islamic Finance - ISSN: 2421-2172 
DOI: 10.13135/2421-2172/7429 Published by University of Turin https://www.ojs.unito.it/index.php/EJIF/index 
EJIF content is licensed under a Creative Commons Attribution 4.0 International License   

41 

5. Discussion and conclusion 

The study gives preliminary information about the halal hotel products and services offered in Italy, one of the Muslim 
tourists' most preferred countries. Qualitative research techniques such as interviews and web content analysis were used to 
collect data on the products and services offered by halal hotels in Italy. 

The data presented in the case study are related to halal tourism in Italy and provide information on halal food services, 
non-alcoholic areas, halal concept hotels and their regional distribution in Italy. The largest number of hotels (729) provide 
halal food nearby, followed by 243 that can provide halal food on demand. Some food offered by 50 hotels is halal, and only 
15 hotels offer all halal food. As it can be understood from here, Muslim-friendly hotel services in Italy are still in their infancy. 

In the study, data on non-alcoholic areas in hotels were also discussed. Accordingly, 728 hotels have non-alcoholic rooms, 
and 202 do not serve alcohol in their facilities. The number of completely alcohol-free hotels is 16. This number is quite low 
compared to the tourism potential of Italy. 

The study also examined the distribution of hotels providing halal service according to the number of stars. Accordingly, 
most halal hotels (44%) consist of 4-star hotels, followed by 3-star hotels (26%) and non-star hotels (16%). Five-star hotels 
have the lowest number of halal hotels (5%). Five-star establishments have large and versatile restaurants, especially those that 
serve alcohol, which is why it takes more work to serve halal food. Therefore, it is thought that 5-star hotels may be the least 
halal hotel category due to their facilities that are not suitable for providing halal food services. 

The distribution of halal concept accommodation businesses according to their types was also evaluated in this study. Hotels 
constitute the largest group, 84% of halal concept accommodation establishments. Although guesthouses, apart-hotels, inns, 
villas, country houses, honeymoon houses, holiday villages, apartments, townhouses, and ski hotels are other accommodation 
establishments with the halal concept, they are relatively few in number. 

According to the data on the regional distribution of halal concept hotels in Italy, the highest number of halal hotels (338) 
are found in Lazio, followed by Tuscany (109) and Veneto (103). There are halal concept hotels in Lombardy, Campania, 
Sicily, Apulia, Liguria, Sardinia, Piedmont and ten other regions. However, it can be said that the most active region in halal 
tourism is Italy's western coast. 

Halal tourism is a tourism sector that provides services by the Islamic faith and has gained importance in recent years due 
to the increase in the number of Muslim tourists living in non-Muslim countries (Battour, Hakimian, Ismail, & Boğan, 2018). 
This form of tourism meets the needs of tourists who believe in Islam by ensuring they spend their holidays by their religion. 
In non-Muslim countries, halal tourism contributes to the growth and development of the tourism sector (Jia & Chaozhi, 2019). 
Tourists who believe in Islam spend their holidays in countries with halal tourism services. Therefore, they constitute an 
important market for the tourism sector. In addition, halal tourism services contribute to increasing employment in the tourism 
sector and developing local economies. 

One of the limitations of this research is that since the sample only covers halal hotels and services in Italy, generalizations 
cannot be made about halal tourism sectors in other countries. In addition, other research limitations are that the data sources 
are limited to web content analysis and interviews, examining only hotels may reflect only some of the sector; and not 
examining the experiences and opinions of tourists. 

The results of this study show that the halal tourism sector in Italy is developing rapidly, and halal-concept hotels are 
becoming widespread. Future research provides opportunities for a deeper understanding of this industry. These include 
examining the products and services offered by other businesses (travel agencies, airline companies, etc.) in the halal tourism 
sector, analyzing the experiences and expectations of tourists about halal tourism services in more detail, and determining 
strategies for further development of the sector. In addition, monitoring trends and developments in the halal tourism sector 
will provide more up-to-date and detailed information about the sector's future. 
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