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SOMETHING TO THINK ABOUT
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“Muslims are the fastest growing consumer segment in the 
world. Any company that is not considering how to serve them 

is missing significant opportunity to affect both its top and 
bottom line growth”

~ AT Kerney’s 2008 report addresing the muslim market – can you afford not to?



Indonesia’s
Tourism Performance

❑ General Performance

❑ Halal Tourism Performance
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Indonesia International Growth vs Regional & Global 

Acknowledgements of Wonderful Indonesia Branding

TTCI Ranking
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Source: Countries’ Own Statistics

ASEAN, Growth : 7,4 %

World, Growth : 5,6 %

Indonesia, Growth: 12,58%

Indonesia           12,58 % (January – December 2018)

Vietnam 19,90 % (January – December 2018)

Malaysia -0,45 % (January – December 2018)

Singapore           6,21 %  (January – December 2018)

Thailand              8,28 %   (January – December 2018)

Indonesia International Growth vs Regional & Global



The Growth of Tourist Arrival
2009 - 2018
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Year
Number of 

Visitor (Mio)
2009 6,32 
2010 7,00 
2011 7,64 
2012 8,04 
2013 8,80 
2014 9,43 
2015 10,23 
2016 11,52 
2017 14,04 
2018 15,81 
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Jumlah Wisman

CAGR : 14%

CAGR : 9%

: Jumlah WismanSumber: Badan Pusat Statistik

The Average Growth (CAGR) of tourist arrival is increased, 
from 9% within 2009-2013 period to 14% within 2014-2018

period.
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ACKNOWLEDGEMENT 
OF WONDERFUL INDONESIA BRANDING

In 2016, wonderful 

indonesia received 46 

awards in many  events  

that took place on 22 

countries

In 2017, wonderful 

indonesia received 27 

awards in many  events  

that took place on 13 

countries

In 2018, wonderful 

indonesia received 66 

awards in many  events  

that took place on 15 

countries

Until august 2019, 

Wonderful Indonesia 

indonesia received 66 

awards in many  events  

that took place on 15 

countries
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Rank Score

INDONESIA RANKING
on Travel and Tourism Competitiveness Index (TTCI) by World Economic Forum (WEF)

DASH OFF!!
From rank 70 on 2013, become rank 40on 2019
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Halal Tourism
Performance
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GMTI Ranking

Priority Destinations of  Indonesia Halal Tourism



Milestone of Indonesia

On Global Muslim Travel Index
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2015

6th Rank

2016

4th Rank

2017

3th Rank

2018

2th Rank

2019

1th

Rank



Priority Destinations 
of Indonesia Halal Tourism
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Special Region of 

Yogyakarta

Jakarta

Lombok
West Nusa Tenggara

Central Java

East Java

Aceh

West Sumatera

West Java

Riau & 

Riau Island

South 

Sulawesi



Issues
& Trends

❑ Perspectives of Halal Tourism

❑ Global Tourism Outlook

❑ The Growth of Halal Tourism
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Perspectives 
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The Perspectives of Halal Tourism
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“… using the terms ‘Islamic’ and ‘Halal’ as if they have 
similar meaning is inappropriate. It would be better to use 

‘Halal’ as brand name rather ‘Islamic’ for any related product 
and service in tourism industry 

~Mohamed  Battour, & Mohd Nazari Ismail: July 2016

Source: Halal tourism: Concepts, practises, challenges and future, Elsevier Scopus
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FHalal Tourism is a set of an extended Services of  Amenities, 

Attractions and Accessibilities intended to deliver and fulfill 
Muslim Travellers' Experiences, Needs and Wants.

(Sutono: March 15th, 2019)

Pariwisata Halal adalah seperangkat layanan tambahan
Amenitas, Atraksi dan Aksesibilitas yang ditujukan dan
diberikan untuk memenuhi Pengalaman, Kebutuhan dan

Keinginan wisatawan muslim.

(Sutono: 15 Maret, 2019)
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Global Tourism Trends
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With increasing economic and political

uncertainty in many of Australia’s key
inbound tourism markets, growth in
international arrivals has moderated,
increasing by 4.9 per cent in 2018,
compared to the 7.5 per cent average
growth over the past three years.
Nonetheless, inbound arrivals now exceed
9.0 million for the first time, with Australia
welcoming 9.2 million international visitors
in 2018. This is up by 65 per cent, or 3.6
million additional visitors, over the
past decade.

With the exception of India and Japan, the
growth in arrivals from across Australia’s
top ten source markets has been slower
over the past year compared to the
average over the past five years. Growth

in visitor arrivals from China has slowed

significantly, recording 5.5 per cent growth
last year relative to an average annual

growth rate of 14.7 over the past five years.

Arrivals from India however grew strongly
again, up 18.2 per cent over 2018 adding

further momentum to the growth seen
over the last five years. India overtook
Korea as our eighth largest visitor
base in 2017.

Arrivals from both the UK and US 
were sluggish last year, up 0.1 
per cent and 0.9 per cent 
respectively.
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Source : SGIE Report 2018/19

Halal Travel 2017 $177 Bn equal Rp. 2,500 T
→→ →→ 2023 $274 Bn equal Rp. 3,800 T

Halal Travel Trends

The 6th ISEF2 1



The Comparison of Growth Among Halal 
Industries in Indonesia 
2014-2018
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22

Sumber; SGIE Report 2018 – Masterplan Ekonomi Syariah 2019-2024

Highest
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Opportunity
& Challenges

❑ Strategic Plan of Halal Tourism

❑ 9 key initiatives of Halal Tourism Development
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Financial
Perspective

Customer 
Perspective

Internal 
Business 
Process 
Perspective

Organizational 
Capacity
(Learning & 
Growth)

ST1 – Increasing Foreign 
Exchange  Through Halal 

Tourism

S3 – Increasing Halal 
Tourism Competitiveness

ST2 – Increasing Local & 
International Muslim Tourist

ST4 – Increasing  the Service 
Quality that Impacted on Halal 

Tourism Competitiveness

ST6 – Increasing the quality of  
Halal Tourism HR 

ST5 – Increasing the quality of  
Halal Tourism  Business 

ST7 – Indonesia Halal Tourism Incorporated



Strategic Target Indicator
Year

2019 2020 2021 2022 2023 2024
ST1 – Increasing Foreign 
Exchange  Through Halal 
Tourism

Average Spending Per-Arrival 
(USD)

1.465 1.509 1.554 1.601 1.649 1.698

ST2 – Increasing Local & 
International Muslim 
Tourist

Increasing Numbers of 
International Muslim Tourism 
Arrival

3,6 Mio 4 Mio 4,5 Mio 5 Mio 5,5 Mio 6 Mio

Increasing Numbers of National 
Muslim Tourism Travel

1,85% 2% 2,50% 3% 3,50% 4%

S3 – Increasing Halal 
Tourism Competitiveness

Halal Tourism Index Ranking 
(GMTI)

1 1 1 1 1 1

ST4 – Increasing  the 
Service Quality that 
Impacted on Halal Tourism 
Competitiveness

Competitiveness of Services
in International Index Ranking 
(Services aspects in GMTI)

77,8 81 85 89 93 97

ST5 – Increasing the quality 
of  Halal Tourism  Business 

Growth of Certified Halal 
Tourism Industry

5% 20% 50% 100% 100% 100%

ST6 – Increasing the quality 
of  Halal Tourism HR 

Growth of Certified Halal 
Tourism HR

n.a 150% 150% 100% 100% 75%

ST7 – Indonesia Halal 
Tourism Incorporated

Guidance of Halal Tourism 4 5 6 7 8 9
Commitment of Halal Tourism 16 20 23 25 27 34
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100 promises of president 

related halal tourism
RIPPARNASNawa Cita RPJMN 2020 - 2024

Destination 

Development

Halal Tourism 

Competitiveness Index

International Index 

Ranking

Destination (3A)

S1 - Amenity: to develop 

muslim friendly fascility and 

services, and encourage halal 

tourism investment climate.

S2 - Attraction:

to develop Muslim friendly  

attraction.

S3 - Accessibility:

to develop connectivity 

towards halal tourism 

destination.

Industrial and Institutional Development

Business Competitiveness & 

Institution Performance

Competitiveness of Services 

Index 

HR, Community & Industry

S7 – Human Resource Development:
To increase human resource quality and 
quantity of halal tourism through 3C 

(Curricullum, Certification, Center of 
Exellence).

S8 – Community:
Strenghten the policy and institutional 

structure, synergize the stakeholders, 
Certification, Research and Development, 
dan traceability system for halal tourism.

S9 - Industrial Development: To 

Increase the competitiveness of industry 
through product development of muslim
friendly tourism (extended services).

Marketing Development

Foreign Exchange

Muslim Visitors

Marketing (Digital)

S4 – Marketing (DOT): to 

match the marketing based on 

DOT (destination, origin, dan

time) and preferences from 

musllim travel market.

S5 – Promotion (BAS):

to develop marketing 

communication and selling of halal 

tourism.

S6 – Media (POSE):

to develop halal tourism  digital 

media promotion.

Current Target

• Muslim Visitors  

Expenditures (4,5B)

• Muslim Visitor (3,6M)

• Halal Tourism 

Incorporated  (16 MoU)

• GMTI  (Rank no 1)

• Industry Competitiveness 

(77,8)

• National muslim tourism 
movement (240 M)

Pillars
Target
Indicator
Strategy

Vision: “Indonesia as The World Class Halal Tourism Destination”

STRATEGIC PLAN 
OF HALAL TOURISM

2024 Target

• Muslim Visitors  

Expenditures (7,6B)

• Muslim Visitor (6M)

• Halal Tourism 

Incorporated  (16 MoU)

• GMTI  (Rank no 1)

• Industry Competitiveness 

(77,8)

• National muslim tourism 
movement (265 M)



TOP 9
PRIORITY PROGRAMS
OF HALAL TOURISM DEVELOPMENT

9 Priority 
Programs of Halal 

Tourism 
Development

Campaign & 
Dessemination

of  Halal 
Tourism (S7)

Certification & 
Standardization 

(S7)

Digital 
Information 
System (S4, 

S5,S6)

Halal Tourism 
Investment (S1, 

S2, S3)

Research and 
Development 

(S7, S8)

Muslim Visitor 
Guide (S4, S5, S6)

Halal Tourism 
Package and 

Attraction (S1, 
S2, S3)

Marketing 
Outreach (S4, S5, 

S6)

Halal  Tourism 
Regulation & 

Institution (S8)
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HATUR NUHUN

TERIMA  KASIH


