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1. INTRODUCTION

Halal tourism is a new phenomenon in the tourism indus-
try (Fahim & Dooty, 2014; Geetanjali Ramesh Chandra,
2014;]aelani, 2017; Puad etal., 2016; Satriana & Faridah,
2018; Ratman, 2016). Halal tourist destinations, which
appreciate the principles and uphold the culture and val-
ues of Islam (Kessler, 2015; Namin, 2013; Puad et al.,,
2016; Martaleni, 2019), are designed to meet the needs
of Muslim travelers by their obligations and religious
practices (Henderson, 2016; Satriana & Faridah, 2018).
Halal tourism is not an exclusive tourism product that
will threaten the tourism industry, butinstead is a tourist
product that complements existing tours and has even
become one of the main contributors to the global travel
market (Jaelani, 2017). In other words, halal tourism is
an open product for everyone (Jaelani, 2017). where non-
Muslim tourists can also enjoy the norms of Muslims in
their travel experience (Samori etal., 2016).

Nowadays, Muslim tourists are a potential market affect-
ing the global tourism industry. There is a desire to ex-
plore new experiences in a destination while being able
to accommodate their religious needs. The situation has
encouraged global demand for Muslim-friendly tourism
products, in this case, halal tourism. Therefore, the coun-
try that makes Muslim tourists its target market and
hopes to increase the number of tourist visits should con-
tinue to strive to meet the needs and desires of Muslim
tourists. Several countries, where the majority of the
population are non-Muslims, have realized the potential
of halal tourism as an attraction for the tourism industry.
These countries try to develop potential strategies to cre-
ate halal tourist destinations by providing relevant facil-
ities and needs, such as halal food, prayer facilities, Ram-
adan services, and a water-friendly bathroom.

Bromo Tengger Semeru (BTS) is part of the Bromo
Tengger Semeru National Park Region, one of Indonesia's
tourist destinations located in Probolinggo Regency, East
Java Province. The main tourist attraction in the region is
Mount Bromo. This mountain is an active volcano, with
an altitude of 2,392 meters above sea level. Mount Bromo
crater, was the most desirable object, besides that there
was a sea of sand covering about 10 square kilometers,
and the experience of seeing the sunrise from the top of
Mount Bromo. Residents around Mount Bromo are
known as the Tengger Tribe. The majority of the Tengger
Tribe are Hindus. Every year they hold a traditional cer-
emony known as the Yadnya Kasada ceremony, which is
an important holiday for the Tengger people, where the
Tengger Tribe throws offerings (Ngelabuh) into the
crater of Mount Bromo.

The government of Indonesia named Bromo Tengger Se-
meru (BTS) as one of the top ten Indonesian tourist des-
tinations prioritized to be developed between 2016 and
2019 to increase both foreign and domestic tourists. For-
eign tourists mostly come from Malaysia, Singapore,
China, Japan, European countries, and the Middle Eastre-
gion, whereas local tourists usually come from Java and
Bali (Ratman, 2016). In addition to local tourists, foreign
tourists from Malaysia and the Middle East, which are

countries with a majority of the population are Muslims.
Muslim communities tend to travel to Muslim-friendly
destinations, namely destinations that provide facilities
that support the implementation of Islamic values. Thus,
the development of BTS tourist destinations with the
competitiveness of halal tourism becomes a necessity
that cannot be ignored, even though the majority of the
population around BTS were Hindu. Until now, there
have been no studies carried out on BTS regarding this
topic. This study aims to determine the competitiveness
of Bromo Tengger Semeru as a halal tourist destination
to strengthen Indonesian tourism.

The development of the halal tourism concept in recent
years demonstrates the dynamic demand of the Muslim
tourism market (Yan et al., 2017). Several empirical stud-
ies have been carried out, including the study by (M. Bat-
tour et al, 2011) which examined the differences be-
tween women and men in the selection of tourist desti-
nations by Muslim tourists. To achieve the objectives of
the study, Battour conducted group discussions (FGD)
and interviews with both domestic and foreign tourists.
The results of the study explained that there were differ-
ences between the attitudes of female and male tourists
when determining which tourist destinations to visit. Fe-
male travelers focus more on privacy issues in crowded
centers, while male tourists focus on the means of wor-
ship and other halal facilities.

(Geetanjali Ramesh Chandra, 2014) in Halal tourism: A
new goldmine for tourism, explained that halal tourismis
a new product in the industrial market. The need for the
development of halal tourism is very high, in line with the
very rapid development of the Muslim population around
the world. (Afendi et al., 2014) illustrated that there was
a positive relationship between attitude and intentions.
Attitude is an important factor in influencing consumer
intentions in buying halal products. People with a high
positive attitude turned out to have a great intention to
buy halal products. (Kovjanic, 2014), in his study, con-
cluded that local Muslim tourists were interested in liv-
ing in their culture and religion while on vacation.
(Shafaei & Mohamed, 2015) conducted a study examining
Malaysia's branding called Islamic tourism: An assess-
ment. Using SWOT analysis, the results of the research in-
dicated that Malaysian countries were previously aggres-
sive in conducting promotions to attract Middle Eastern
tourists to visit their countries, but after the 11 Novem-
ber attacks, Malaysia was more aggressive in taking ad-
vantage of Muslim countries. (Kessler, 2015) with his re-
search, Conceptualizing Mosque Tourism: A central fea-
ture of Islamic and religious tourism, argues that Muslims
have changed their travel to a Muslim-friendly destina-
tion. To create a Muslim-friendly destination, one of the
facilities that must be provided in the tourist site is a
mosque.

(Bozorgaghideh & Resia, 2015) studied Halal tourism in
Kerala using a descriptive research method with the sup-
port of secondary data. Their research results explained
that Islam in Kerala is not a rooted religion, but the Mus-
lim population has grown rapidly. With the growth of this
population, halal tourism has the potential to develop
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into one of the strongest forms of tourism. This condition
implies that India must start entering the halal tourism
market by ensuring that Muslim tourists can be served
with maximum comfort during their travels and can fulfill
their religious obligations while on vacation.

(Satriana & Faridah, 2018) concluded that the rapid Mus-
lim population growth had provided opportunities for
new market segments; in this case, the Muslim tourism
market. Muslim tourists, when choosing destinations,
will pay more attention to the attributes of halal tourism.
Thus, for countries that expect Muslim tourists to visit
their destinations with a high level of satisfaction, the lo-
cal tourism industry needs to consider creating tourism
attributes with a halal concept. As for increasing tourist
satisfaction with tourist destinations, a proper marketing
strategy is needed (Kotler etal., 2016). Furthermore, how
the attributes of tourist destinations relate to travel mo-
tivation to have an impact on tourist satisfaction with re-
ligious moderation, analyzed in (Martaleni, 2018) using
the method of partial least square data analysis found
that tourist motivation had a significant effect on overall
tourist satisfaction. But there is no significant relation-
ship between motivation and satisfaction with religious
moderation (Geetanjali Ramesh Chandra, 2014).
(Geetanjali Ramesh Chandra, 2014) stated that vacation
packages that are following the concept of halal (sharia)
include: halal flights, halal food, and halal hotels where
there are gibla directions in the rooms and prayer rugs
are available. The halal tourism indicators described in
(M.Battour & Ismail, 2016) and (M. Battour et al., 2014)
include hotels providing facilities such as: Al-Quran,
Qibla direction, prayer mats, prayer schedules, family-
friendly TV channels, non- alcoholic drinks, toilets with
water taps to perform wudu (daily wash), halal-certified
food, female staff for women, floor for women/family-
only floors, separate swimming pool/gym for men and
women, prayer room, and Ramadan services and facili-
ties.

(Hammuri & Eseynel, 2017) argued that the fundamen-
tals of halal tourism understand halal meanings in all as-
pects of tourism activities, including hotels, transporta-
tion facilities, food and beverage facilities, financial sys-
tems, facilities, and service providers. For example, a
halal concept hotel will not accept a couple if the guests
cannot provide a marriage or identity certificate, indicat-
ing that they are relatives. Hotels that follow the halal
concept will not provide/sell alcoholic or intoxicating
drinks/food. Similarly, the hotel does not provide food
thatis forbidden in Islam, such as foods containing pork.
Muslim tourists are still fulfilled; (2) Muslim tourist lan-
guage barriers, and (3) conflicts between current world
standards and Islamic teachings. For all services to work
properly, managers must be encouraged to design crea-
tive programs to build unique products to fulfill this at-
tribute (Bazazo etal., 2017). Efforts must be made to un-
derstand the characteristics needed by Muslim tourists
and take action to meet their expectations while also sat-
isfying the demands of non-Muslims and avoiding possi-
ble conflicts with residents (Henderson, 2016; Satriana &

Faridah, 2018). Based on the explanation above, the at-
tributes of a halal tourism conceptare summarized in Ta-
ble 1.

Table -1 Halal Tourism Attributes

Studies Attributes

(Geetanjali Halal flights, halal food, and halal hotels with
RameshChan- | rooms that have qibladirections and prayer rugs are
dra, 2014) available.

(Ham- Understanding of halal meaning in all aspects of tour-
muri ism activities, including hotels, transportation facili-

ties, food and beverage facilities, financial systems, fa-
&Eseynel, cilities, and service providers themselves. Example:do
2017) not accept unmarried couples, do not provide alco-

holic beveragesand foods containing pork.

(Bazazo etal., | Availability of maps showing mosque loca-
2017) tions/prayer facilities inplaces such as tourist infor-
mation centers, airports, hotels, and parks.

(Yanetal, Availability of halal food, prayer facilities, Rham-
2017) adan services, andwater-friendly bathrooms.

(M. Battour | The hotel provides facilities such as Al-Quran, Qibla
et al., 2014; | direction, prayer mats, prayer schedules, TV with fam-
M. Battour & | ily-friendly channels, non-alcoholic drinks, water-
Ismail, 2016) | friendly toilets, halal-certified food, trained staff to
meet the needs of Muslim tourists, female staff for
women, special floor for women/family-only floors,
separate swimming pool/gym room for men and
women, prayer room, Ramadan services and facilities

(Satriana & There is no alcohol products, no pork products, no
Faridah, discotheques, male staff for male guests, female staff
2018) for female guests, entertainment that follows Islamic

rules or values, gender-separate worship facilities
(mosques), Islamic clothing for staff uniforms, the
availability of the Koran and worship equipment
(prayer) in rooms, the existence of Qiblainstructions,
art that does not depict human form, toilets posi-
tioned not facing the Qibla, Islamic finance, hotels or
other tourism companies mustfollow the principle
principles of zakat.

2. RESEARCH METHODS

The research design was a case study using a single case

specifically carried out only in Bromo Tengger Semeru

(BTS) and included qualitative research. The selection of

BTS as an object of research is based on the following

considerations:

a. BTS is in the Bromo Tengger Semeru National Park
Region that has strategic potential natural resources
such as (1) the Ocean Sand ecosystem; (2) natural
tourism with the natural beauty of Mount Bromo and
Mount Semeru; (3) water that supports people’s lives
in 68 villages in 4 districts; (4) the existence of the
Tengger Tribe that lives in and around the Bromo
Tengger Semeru National Park Region; and (5) inter-
national strategic value.

b. There is a biosphere reserve with Raden Suryo forest
park (2015-2019 TNBTS Strategic Plan) (Renstra
TNBTS 2015-2019).

c. The natural conditions around the BTS are very beau-
tiful.

d. BTS is well known to foreign countries.

e. The majority of the population around BTS is Hindu.

The main data for qualitative research were interview re-

ports, while the supporting data were photographs, doc-

uments, and objects that support the research focus.
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Therefore, the main data source in this study were stake-
holders as key informants. Determination of informants
was completed using the snowball technique, which is a
technique of collecting data in a chain. This technique
was appropriate to use because members of the popula-
tion are very specific and know each other because of the
same profession (Kessler, 2015).

The data collection techniques used in this study refer to
the opinions of (Creswell, 2013; Sekaran & Bougie,
1993): (1) Obsession techniques where the observation
targets were tourism managers in the Bromo Tengger Se-
meru National Park area, tourism resources, facilities for
tourists, the environment around tourist objects, and
documents and photographs related to tourism objects.
(2) In-depth interviewing techniques conducted on four
informants, the Head of the Bromo Tengger Semeru Na-
tional Park Service Utilization Section, the owner of the
Lava View Lodge Hotel, the Head of Development Section
for Tourism Objects in Malang Regency, and the Chair-
person of the Tengger Tribe Customary. Interviews were
conducted personally and face to face with informants in
a non-structured or semi-structured way. In this inter-
view, respondents sought to express their basic beliefs,
attitudes, and feelings on the research topic. (3) Docu-
mentation techniques are collecting and examining doc-
uments used to complement and strengthen data ob-
tained through observation and interviews. Data through
documentation was sourced from the Malang Regency
Culture and Tourism Office and the Greta Hall Bromo
Tengger Semeru National Park (BBTNBTS).

Three instruments were used for collecting research
data: (1) the researcher (the main instrument), (2) the
interview guidelines, and (3) the database research. After
the data are obtained, the data analysis is conducted us-
ing (Creswell, 2013): (1) data reduction, where research-
ers choose the data aspects that take precedence, mini-
mized, or set aside for ongoing research; (2) display data,
where researchers develop a visual interpretation of the
data by using diagrams, graphs, or matrices; and (3) con-
clusion drawing and verification, where researchers con-
sider the meaning of the data analysed and assess its im-
plications for research purposes.

3. RESULT AND DISCUSSION

The area of Bromo Tengger Semeru National Park
(TNBTS) is a conservation area that has a unique diver-
sity of ecosystems and the cultural richness of the local
community. On June 9, 2015, the UNESCO World Agency
in Paris established TNBTS as the Bromo Tengger Se-
meru Arjuna biosphere reserve. This determination is a
source of pride for the people of Indonesia because it is
international recognition of the sustainability of the eco-
system (forest) management in Indonesia. The TNBTS
area is also the only conservation area in Indonesia that
has a beach with a total area of about 5,250 hectares. In
the area, there is the Mount Bromo tourist attraction that
is very popular with domestic and foreign tourists. Mount
Bromo is one of Indonesia's most active volcanoes, with
an altitude of 2,392 meters above sea level and is the
most famous mountain in East Java. The shape of Mount

Bromo is intertwined between canyons and valleys with
a beach covering about 10 km2. This mountain has a
crater with a diameter of + 800 m (north-south) and *
600 m (east-west) (BBTNBTS, 2019).

Within and around the TNBTS area, there is a unique
group of people well known by the wider community, es-
pecially tourists, the Tengger Tribe community. They be-
lieve that Mount Bromo is a sacred mountain so every
year they hold a Yadnya Kasada ceremony (a ceremony
to worship) which is an important holiday for the people
of Tengger Tribe.

In the ceremony, the community makes offerings to
Mount Bromo by throwing livestock or agricultural prod-
ucts into the crater of Mount Bromo. Most of the people
of the Tengger Tribe work as farmers from dryland farm-
ing; a small portion work as civil servants, merchant, la-
bourers, and in-service businesses. The service sector of-
fered is in the form of services for tourists (domestic/for-
eign), such as renting riding horses, being a jeep driver,
(usually self-owned) and providing accommodation
(homestay/hotel). The Tengger Tribe strongly holds to
its traditions based on the religious system it adheres to,
where myths also influence some people in their activi-
ties. The people of the Tengger Tribe generally embrace
Tengger Hinduism and some embrace Islam, Christianity,
or Buddhism (BBTNBTS, 2019). Based on the results of
interviews with the four informants, the statements or
opinions of the informants can be grouped into two types
of categories, namely the meanings and themes of the de-
terminants of the competitiveness of BTS as a halal tour-
ism destination. There are nine meanings grouped into
two themes. The description of the two categories is pre-
sented in Figure 1.

Figure -1. Meanings, themes, and descriptions

No. Meaning Themes Description

1 Natural tourism  Family- The informant stated that the TNBTS area had

2 Safetyand friendly many beautiful natural attractions to be enjoyed
comfort destmation  and was a means to see the greatness of God

Growth in the
number of tourists

Almighty. Therefore, the TNBTS area is very
suitable as a family-friendly tourist destination.

Access to worship

Facility The informant stated that stakeholders and the
Hotel/ Halal community continued to strive ta improve the
Accommodation ~ Awareness  quality of services and facilities needed by Muslim
Food and tourists based on halal awareness in the destination
beverages of Bromo Tengger Semeru.

Environment

Travel agency

Based on data from documents of relevant agencies such
as the cultural and tourism services and the Great Hall of
Bromo Tengger Semeru National Park, the number of
tourists thatvisited BTS in 2018 increased by around 8%,
which included both foreign tourists and Nusantara tour-
ists (BBTNBTS, 2019). The increase in the number of
tourists visiting the archipelago to go to BTS is an indica-
tion that many Muslim tourists visit, considering that the
majority of Indonesian people are Muslim. According to
Global Muslim Travel Index (GMTI) (2016), a large num-
ber of tourists visiting can be used as an indicator that it
is a family-friendly destination.

In the journey to BTS, tourists can feel comfortable be-
cause the people around BTS have rules in their daily
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lives. One of the rules imposed by the community is the
sharia-based lodging rule, where tourists who are in
pairs and will stay at a homestay, must first show their
identity cards to reveal their marital status. Couples who
are unmarried are not allowed to stay in one room. The
response of tourists to these rules varies, but many
women feel comfortable to stay with these rules. Some
couples object to these rules.

This is in line with the results of (Yan et al., 2017) which
states that unmarried couples will have a lower tendency
to use a sharia hotel because they do not want to sleep
separately from their partners.

BTS tourist destinations, in general, are destinations that
are still preserved. Tourists can breathe fresh air while
enjoying the natural beauty and strengthening human
and god relations (Samori et al, 2016). Previous re-
searchers identified the factors that motivated Muslim
tourists to visit a tourist destination. Nanim (2013)
stated that attractions, access, facilities, activities, and
services are reasons to visit a tourist destination. (M. M.
Battour et al., 2012) stated that the most important mo-
tivation for Muslim tourists to visit tourist destinations
that can be enjoyed with family have an element of
knowledge/education.

Tourist objects that are an attraction for Muslim tourists
include natural scenery, wide space, diverse activities,
cleanliness, shopping, and a modern atmosphere. In gen-
eral, the purpose of Muslim travelers is to appreciate the
greatness of God's creation. Therefore, for Muslim tour-
ists, enjoying the beauty of nature is merely a means to
increase faith and be grateful for the greatness of the cre-
ation of God Almighty (Samori etal., 2016; Satriana & Fa-
ridah, 2018).

Halal awareness is the understanding of consumers or
service providers about the halal nature of a product.
High halal awareness makes one careful when consuming
or providing a product. Halal awareness can be concep-
tualized as a process of increasing awareness of what
Muslims are permitted to eat, drink, and use (Ambali &
Bakar, 2014). In the BTS area, there appears to be a halal
awareness for service providers to be offered to tourists,
although they have not been fully aware of this.

The results of the research on services and facilities that
can be used and enjoyed by tourists visiting BTS tourist
destinations indicate that BTS management has provided
access for Muslim tourists to conduct worship in several
tourist sites. However, the number of places of worship
(Mushola) still needs to increase to meet the needs of
Muslim tourists, given a large number of tourists who
visit and the distance between tourism objects in the BTS
area. Considering that the implementation of Muslim
worship requires enough water to purify, the availability
of sufficient water must be a concern of the managers.
The availability of places of worship (mosques) in tourist
locations in sufficient quantities has a significant impact
on tourist satisfaction (Rahman, 2014; Saputro et al.,
2018).

The toilet is one of the facilities that is needed by Muslim
tourists, especially with the climate in the BTS area,
which is relatively cold. The condition of toilets in the

BTS area in several places is seen as still requiring im-
provement, both in terms of quality and quantity. The
availability of toilets is one of the facilities that must exist
in tourist destinations visited by Muslim tourists (Satri-
ana & Faridah, 2018). The availability of adequate toilet
facilities that meet the needs of tourists will have an im-
pact on tourist satisfaction (Al Shamaileh & Alnaser,
2018; Saputro et al., 2018).

Some hotels in the BTS area have provided facilitiesin the
form of places of worship (mosques) with sufficient wa-
ter availability. The hotel also provides rooms that have
gibla directions and are equipped with prayer facilities.
However, homestay lodging, in general, does not have
special places of worship (mosques) and gibla directions,
but every Muslim tourist who visits is given information
about the gibla direction. Places of worship (mosques)
equipped with Qibla direction are one of the facilities
needed by Muslim tourists when staying at an inn.
Religious facilities are an important element to meet the
needs of Muslim tourists on their holidays, as well as
maps, available in public spaces including hotels, with the
location of mosques. (Rahman, 2014) and (Bazazo et al.,
2017) concluded that providing worship facilities for
Muslim tourists can motivate them to travel to certain
destinations. Islamic attributes greatly affect the comfort
of tourists so that they will be loyal to these tourist desti-
nations.

The sound of the call to prayer that can be heard from the
inn is also a necessity for Muslim tourists. The availability
of facilities in hotels/inns such as prayer mats, Quran in
every room, closet, toilet, which is needed by Muslim
tourists is one of the causes that will increase tourist sat-
isfaction (M. Battour etal., 2014; Saputro etal., 2018).

In general, hotels/inns around BTS provide food and
beverage services that can be consumed by all tourists or
according to tourist orders. Until now, in hotels and other
places in the BTS area, there was no food available with
halal labels. The halal label is needed to provide certainty
for tourists in choosing food/drinks to be bought/eaten.
Meanwhile, food and beverages available in the BTS area,
in general, are standard foods such as eggs, fish, and in-
stant noodles. All tourists, including Muslim tourists can
consume these foods. The availability of halal food at
tourist destinations is very important because Muslims
are always worried about halal food when traveling.
(Hyrul etal., 2017) stated that the availability of halal res-
taurants and halal lounges made Muslim travelers feel
comfortable to dine in the restaurant. (M. Battour & Is-
mail, 2016) stated that Muslim-friendly hotels must be
available at tourist destinations, at least separate from
the hotel, that does not provide alcoholic beverages or
pork and serves halal food. In line with that opinion,
(Kessler, 2015) stated that alcohol and gambling free
zones are a challenge for destination marketers in Mus-
lim countries because marketers also try to meet the
needs of non-Muslim tourists. The cleanliness in the BTS
area, where the community of the Indonesian Hotels and
Restaurants Association (PHRI) of Probolinggo Regency
carries out Bromo care activities, is maintained by clean-
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ing the environment regularly. Environmental cleanli-
ness is important in increasing the number of tourists
(Tanetal, 2017).

The acceptance of various levels of guaranteed halal food
varies among Muslims. The reception also varies depend-
ing on the area visited by Muslim tourists. If the majority
of the population visited is Muslim, then the belief in the
availability of halal food is firmer and vice versa. Having
a food outlet with Halal guarantees is a preferred and
sought-after option for Muslim visitors from Southeast
Asia. Halal awareness has a positive effect on tourist buy-
ing interests (Aziz & Chok, 2013). All dimensions of halal
tourism, including Islamic, Halal, Islamic culture, and
freedom from alcoholic beverages and gambling facilities
have a positive and significant impact on tourist satisfac-
tion (M. Battour & Ismail, 2016; Saputro etal., 2018) and
customer satisfaction will have an impact on the sustain-
ability of tourism (Bazazo et al., 2017; Omar et al., 2015;
Rahman, 2014).

4. CONCLUSION

BTS can be competitive as a halal tourism destination,
which is indicated by two factors, itis family-friendly and
has halal awareness. However, both of these factors have
not been fully implemented considering that BTS has not
been branding as a halal tourism destination which
means that BTS has not been able to maximize its com-
petitiveness as a halal tourist area for Muslim tourists.
This is because there are still strong indigenous
Tenggerese cultures, namely Hinduism, Buddhism, and
Catholicism. Although this destination has met family-
friendly indicators, the provision of facilities that are usu-
ally needed by Muslim tourists is still minimal, such as a
prayer room or place of worship, a toilet, a place to eator
a restaurant, or an inn which is an assessment of the in-
dicator of halal awareness. This research is limited to the
views of stakeholders in halal tourism, so the information
obtained does not fully provide an overview of the com-
petitiveness of BTS as a halal destination. There is a lim-
ited understanding of some business people about the
meaning of halal tourism, resulting in difficulties in ob-
taining complete information. Further research is needed
to understand the views of tourists (Muslims/non- Mus-
lims) regarding halal tourism.
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APPENDIX
Table -2 Interview Guidelines
No Questioner Informant
1 Explain the tourist objects in Bromo Tengger
National Park (TNBTS) and what is the descrip-
tion of the Tengger Tribe community Tribal chief
2 What is tourism business management? Tengger

Is all the food offered in Bromo halal?

Give an overview of TNTBS tourist destina-
tions and the facilities provided at the tourist

location Management
5 What are the efforts to improve the quality of TNTBS
service for tourists, especially the majority of
Muslims?
6 How to develop tourism destinations, towards
halal tourism?
7 How to improve human resources in serving Head of Ma-
tourists? lang Regency
8 What are the community business models that Tourism
support the realization of halal tourism? Destination

9 What are the regulations that can be applied by | Development
business actors in the context of achieving
halal tourism?

10 | How do you care about the tourism environ-
ment?

11 | What facilities are provided to meet the needs
of tourists who are predominantly Muslim?

Business peo-

12 | What is the standard of food and drink pro- plBe in the
vided at the tourist attraction location? romo
Tengger

13 | How to manage service strategy for Muslim
tourists?
14 | What is the development plan for sustainable
tourism?

Semeru area




