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Abstract: Previous studies on destination choice mainly relied on the context of destination
image, motivation of travelling and characteristics of tourism products (Theocharous &
Seddighi, 2002). The issue of  halal food and Muslim’s travelling behaviour remains limited
in academic research. This study aims to explore food constraints  of Muslim travellers
while developing a theoretical framework interconnecting food constraints and destination
choice. It investigates the Muslim travellers’ behavioral dimensions regarding food
constraints. It measures the weight of the halal concept in the Malaysian Muslim context.
The methodology first followed a qualitative approach applying semi-structured interviews
with tourism-related segments to generate an insightful understanding. A quantitative
approach was then used to verify and analyse the practices and behaviours. The findings
support the correlation between food constraints and decision making on destinations by
Malaysian Muslim travellers. Connections proved to be varied according to travelling situation
and travelling exposure. Furthermore, religious obligations were found to have a remarkable
weight on the destination choice decision. The results of this research offer practical
applications for destination stakeholders such as hospitality and tourism operators, food
and beverage caterers, travel agencies, tourism marketers as well as policy makers who aim to
cater to the Muslim market.
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Introduction

Food is a significant component of  overall tourist spending (Steinmetz, 2010). A
generally accepted estimate is that tourists spend, on average, one-third of their travel
expenses on purchasing food (Meler & Cerovic, 2003). New Zealand statistics show
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the share of total tourism expenditure on food and beverage in 2009 to be 11%. This
is compared to  expenditure on accommodation  which is 9%; other tourism products
12%; and retail sales 21% (New Zealand, 2010). Being a basic necessity of life, the
demand for eating is inelastic to price with basic spending on dining out during a
holiday constituting approximately a third of all tourist expenditure in a destination
(Quan & Wang, 2004). Increasingly, researchers are expanding the relation between
food and tourism (Matson & Vermignon, 2006). Most studies in this field have been
limited to food safety, hygiene, analysis of  culinary festival attendance, examination
of supply side issues such as business processes, food productions and its role in
tourism (Michell & Hall, 2003). Though studies have been done on the impact of
Muslim food consumption, it has not gained much attention (Scott & Jafari, 2010).

The Muslim market has been growing rapidly over the last decade due to the
effects of  globalisation, increasing levels of  mobility, along with prosperity in Muslim
countries in areas of retail, banking and travel. Alhamarneh & Steiner (2004) note that
the importance of intra Muslim traffic has led to higher focus in some countries on
Islamic tourism and halal products development. It aims to better cater to this group.
Retail groups like Carrefour, Casino, Auchan and Tesco have already begun their
quest to segment their strategies to the Muslim market in France, UK and other EU
countries. Islam remains a sensitive topic and normally marketers will use the most
neutral language in order to avoid offending the non-Muslims. In Muslim countries,
generally, the context of  eating habits is officially defined by Islamic standards. In
Malaysia, according to the constitution, a Malay individual is legally known as a Muslim
without consideration on his ethnic heritage. This definition affects Malays with
distinctive and restrictive food taboos. This study explores the impact of  religious
constraints and social influence on food and travel destination choices of Malaysian
Muslims. It first defines the relationship of  Islam and tourism, followed by Malaysian
Muslim definition on halal food. The linkage between food constraints and destination
choice is then discussed against relevant theoretical support.

Islam and Tourism

Islam

Islam means “submission to God,” and Muslim means “one who submits to God.”
Muslims believe that Allah is the only true God and that the Quran, the holy book,
teaches the correct path of beliefs and practice (George, 2000). Muslims believe that
Islam is a universal and uniform religion for all people and cultures with little variety
in its major beliefs and practices. Islam is a world religion characterised by missions,
mobility, and militancy (George, 2000; UNESCO, 2011). Islam has expanded far
beyond its Middle Eastern origins over 1,400 years. Today more than one billion
Muslims are spread over every continent. The largest concentration of Muslim
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population worldwide is located in SouthAsia and South-east Asia. Malaysia is part
of this region.

Islam and Tourism

While tourism generates economic activities worldwide, less than 10% of the global
tourism revenue goes to countries with an Islamic culture. Four countries - Turkey,
Malaysia, Morocco and Egypt - dominate the destinations (Alhamarneh & Steiner,
2004). From 2009 to 2011, Indonesia, Jordan and Malaysia reported 14.4%, 33.4%
and 1.4% increase, respectively, in visitor arrivals (UNWTO, 2011). Despite political
turmoil in Egypt, the overall growth has been significant in most of  these destinations.
Between 2004 and 2011, the growth in Malaysia was over 90%, growing from 13
million to 24.7 million (Tourism Malaysia, 2011). These countries attract mostly tourists
from non-Muslim countries and the development of tourism has been challenged by
a fundamental interpretation of  Islam. Tourism development in Muslim countries
has been largely defined as western inclined. This situation has favoured the emergence
of an attempt to redefine travel by Islamic principles (Din & Kadir, 1989).

Islamic Tourism is defined as tourism practice that is compatible with Islam. The
religion requires adherence to stipulations about attitude, food choice, dressing and
prayer (Farahani & Henderson, 2009). According to Robinson & Goodman (1996),
halal food and family-oriented environment are amenities which are highly rated by
Muslim travellers, and cater to the halal market by encompassing a plethora of  genres.
Religious tourism exhibits perspectives of  both  culture and economics. Exploring
and developing religious attractions and facilities would lead to growth in tourism
within Islamic countries (Vijayanand, 2012). There are specific religious rituals that the
Muslims need to fulfill with food choice; food preparation is particularly important.
While certain religious provisions regulate what a Muslim can and cannot consume
such as pork and alcohol, it does not actually exert any real influence on the mode of
tourism development in a Muslim country. Halal procedures summarise a  Muslim’s
requirements towards food and nutrition.

Halal Food

Acording to Ahmadi (2005), halal originates from the  Arabic word mean “lawful
and permitted” which is contained in the  Akta Perihal Dagangan Halal (1975). The
term halal applies not only to food practitioners but also to healthcare products, food
contact materials as well as makeup products. The Secretariat of  the World Health
Organization (WHO) has published the permissible rules for food products to be
termed halal and to be marketed to  Muslim consumers. The halal food industry is a
particularly important economic sector in the Muslim countries. The most reliable
guidelines of  the halal criteria are found in the Food Standard Program (2001).
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Halal Food Criteria

Lawful Food
Following Islamic law, foods originating from most sources are considered lawful.
However, there are few food sources and its subsidiaries that are considered non-
halal.

Food of  Animal Origin
Animals that are not slaughtered  according to Islamic law are not considered halal.
Wild animals which are carnivores such as tigers, lions and other animals that  hunt
and prey on other creatures, as well as  pests such as centipedes, rats, scorpions and
birds of  prey with claws like eagles are not part of  the  Muslim diet. Furthermore,
meat from of animals such as ants, bees, lice, mosquitoes, frog, crocodiles, mules and
domestic donkeys is also prohibited. Monkeys, dogs, snakes and others poisonous
and hazardous aquatic animals are not in the Muslim diet too. Lastly but probably the
most known rule is the prohibition on consumption of pork and pork-derived food.

Food of  Vegetal Origin
Muslims are not allowed to consume food from plants that are considered harmful
to the human body or plants with a stimulating function. However, exemption is
permitted if  the final products carry no harmful or stimulating substance.

Beverages
Under Islamic law, Muslims  are prohibited from taking drinks that contain alcohol
or any others ingredients that lead to intoxication, stimulation and potential bodily
harm.

Labeling Requirements
Labeling provides information to ascertain the  halal  status of   a food product. Thus,
the term halal and the authorised logo should be displayed on getting permission
from the  related authority.

Labeling and Accrediting

Due to the demand for halal food in Malaysia, the Malaysia Government aims to
safeguard and guarantee the halal status of food. The establishment of legal guidelines
and infrastructure is  facilitated in correspondence to Muslim consumers. Besides the
existing “Guidelines on Foods, Drinks and Goods Utilised by Muslims” prepared by
JAKIM (Jabatan  Kemajuan Islam Malaysia – Department of  Islamic Development
Malaysia), the Standards & Industrial Research Institute of Malaysia (SIRIM) provides
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standards for halal foods to facilitate production of  halal food according to Islamic
requirements by both local and international food manufacturers.

Muslim consumers can identify halal food products based on the halal logo
introduced by JAKIM and officially approved by Government. The halal verification
certificate is a legal mechanism that empowers sellers, importers and food handlers to
label themselves as “Halal proved”. Since labeling is the only tool to guarantee
consumers confidence,  it is potentially a convincing marketing tool. Some industries
are of the opinion that having a halal logo and label would add value compared to a
product that had not been certified halal (The Star Malaysia, 2012). Between a halal and
non-halal certified product, some buyers would prefer the halal product, and therefore
the halal certification appears to be  a marketing strategy. However, food constraints
are more complex than just a single requirement of  religion. Thus, food constraints
need to be understood as an outcome of  various forces.

Food Constraints of  Malaysian Muslims and Travel Destination Choices

In Malaysia, Muslims comprise 62% of the  population of 28 million (2012 census).
Most are ethnic Malays, but there are also some Orang Asli communities, and other
Islamic ethnic minorities in Sabah and Sarawak (Woronoff,  2009). Islam is the authorised
religion of Malaysia, in its Sunni tradition (as opposed to the minority Shi’ites).

The ethnic Malays, positively seek for interaction and reactively respond to other
ethnic groups (Robinson & Goodman, 1996). This forms the mold of  what we
know today as the modern Malay in multicultural Malaysia. As Southeast Asia becomes
increasingly more developed, Muslim consumers have clearly emerged as an important
market. Specific food consumption offers have to be developed by the destinations
that want to target this market. It is assumed  that the issue of food choice by Muslims
in foreign countries will soon revolve around the availability of halal food (Fischer,
2008).

The Theory of   Planned Behaviour

Ajzen (1980) established a Theory of Reasoned Action that was later extended into a
new model of the Theory of Planned Behaviour - TPB (Ajzen, Joyce, & Sheikh,
2011). The Theory of Reasoned Action (TRA) explains that behaviour is under the
control of  an individual. Volitional behaviour, which shows the will of  conduct, is
well predicted by TPB. According to Ajzen (2012), TPB is an efficient tool to predict
behaviour from social psychology to food choice research which covers the context
of  the current study. This theory assumes that halal food choice can be approached
through social psychological research to attitude-behaviour relationships.

This approach implies that food choice is largely influenced by an individual’s
attitude and belief. In the content of halal food choice, the concept of perceived or
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believed value of halal  food could be directly translated into practice within the
Muslim community. However, the planned behaviour model might not be absolute
in the context of tourism. Cultural, social, economic and ethnic concerns will directly
influence attitudes on halal  food especially in the absence of a habitual daily environ-
ment. This study mainly looks at religious and social elements.

Further investigation has revealed that intention is formed by two components:
the attitude of an individual on whether the behaviour is perceived as good, pleasant
or beneficial and perceived social pressure to perform in a certain manner (social
norm). These linkages are shown as a simplified framework (Figure 1). Malaysian
Muslims persistently hold a positive attitude towards Islam, emphasising obedient
practices including their choice of food. Moreover, Malaysian Muslims are brought
up within an environment where halal food is an apparent norm. Despite the
predominant factors of  attitude and subjective norm, the TPB also contains a set of
perceived controls in order to convey a prediction on behavioral intentions  as well as
function as potential factors on intention - behaviour link (Figure 1).

Specifically, the accumulation of  a Muslim traveler’s beliefs towards the outcome
on certain behaviour (going against halal requirements) or the individual evaluations
on these results as positive or negative is the ground to predict attitude. Moreover, the
subjective norm is measured by the accumulation of  normative beliefs, which are
presented as perceived pressure from the social environment Muslim travel takes
place (family, friends, working environment) and the degree of  compliance of  an
individual towards these social groups. Similarly, perceived control is predicted by

Figure 1. Theory of Planned Behaviour towards consumption  of halal food while travelling
(Adapted from Ajzen, 1991)

5 APJIHT-23-LinhBouchon(Rev3).pmd 6/17/2013, 5:53 PM74



APJIHT  Vol. 2 No. 1  March 2013

Relationship between Food Constraints and Destination Choice of  Malaysian Muslim Travellers 75

certain control beliefs, for instance, an individual’s perception on ease or difficulty of
performing the particular behaviour (Ajzen, 1991).

Conceptual Framework

In this paper, the theory of planned behavior was modified to adapt to the context
of intention to consume halal food while traveling and intention to travel to a destination.
Three main drivers of intention towards halal food choice were considered. Attitude
and level of  norm towards halal food were examined to predict the intention to
consume halal food. In order to facilitate the analysis, a fixed travelling context (non-
Muslim destination) was prefixed. Thus, the third element (perceived control) was omitted
since Muslim travelers would only have limited control on the halal food supply from
the country they choose to travel.

Methods

Both, qualitative and quantitative approaches were selected to investigate this topic.
First, a preliminary interview session was conducted to review the areas of  research
and define the relevant topic. Since the basic framework and factors were

Figure 2. Relationship between attitude and subjective norm towards halal food choice while
travelling and travel destination choice (Huynh & Bouchon, 2013)
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predetermined, a qualitative approach was developed to help understand how
Malaysian Muslims react to food, and travel. It was designed to identify factors
influencing their choice before it was validated in a quantitative approach.

Qualitative Data Collection

Five semi-structured interviews were conducted with Malaysian Muslim key stakeholder
professionals before designing the research questionnaire. Respondents’ age range
was between 20-45 with 60% being female. They were divided into two main
categories. Two respondents worked with a tour operator, two were chefs and one
was a hotel marketing executive. Travel agents brought knowledge on the current
tourism market and demands of tourists which could contribute much to the current
study. Some significant discoveries emerged such as the impact of  family on the
perception towards halal food and acceptance of Malaysian Muslims towards non-
halal food were further explained during these sessions.

Quantitative Data Collection

Based on the qualitative results, a set of quantitative data was collected from Malaysian
Muslim respondents. A strata sampling method was employed in this research based
on socio-demographic distribution as well as the criteria cited in previous literature
(George, 2000). This particular method is adaptable for this research due to  availability
of a Muslim sample in Malaysia that can overcome the linearity of the regression.

Since actual travel of 82% Malay tourists is distributed within the age range from
18-57 (Badaruddin & Yusnita, 2005), a total of  250 questionnaires was distributed to
Malaysian Muslims above 18 years who had  the intention to travel. The three main
distributing locations were Kuala Lumpur, Shah Alam and Bandar Sunway which are
surrounded by an urban population that is exposed to travel. The probability of
reaching Malaysian Muslims is higher due to the high concentration of a Muslim
population in these areas. According to the report from Department of  Statistics
Malaysia (2010), the population distribution of Malaysian Muslims is  significant in
Shah Alam (69 % Malay, 18 % Chinese, 20 % Indian and 1 % other race) and in Kuala
Lumpur (45% Malay, 35% Chinese, and 20% Indian).

Findings and Discussion

This study’ aims to interpret the data related to the presence or absence of the
relationship between destination choice and travel food constraints. The cause and
effect of such a relationship will not be discussed in detail in this study but is expected
to  be examined in the proposed framework  through future research.
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Religious Constraints and Impact of  Social Influence on Halal Food Choice
of  Malaysian Muslims while Travelling

Respondents were required to rate the importance of religious constraints and social
influence in their choice of  halal food while travelling. This rating would indicate their
perception on food choice when travelling rather than the usual food choice experience
of  the respondents. However, we cannot discard usual food choice experience as it
will influence their perception on food choice when travelling.

The objective of identifying the factors that affect food choice of  Muslims
when travelling abroad was achieved by analysing the mean rating of selected food
choice dimensions (Table 1). In order to assess these perceptions, all the attributes
were measured by rating the attributes on a five-point Likert scale (1= strongly disagree
to 5=strongly agree).

Amongst Malaysian Muslims, religious influence reflects a high mean score of
4.315 which indicates the significance of this factor on their travelling diet. However,
the influence is not absolute, with a  small number of respondents (4.3%), having a
high acceptance for non-halal diet which presents both an opportunity and a risk in
halal food demand. Social influence, including peer pressure, family and concerns of
travelling partners is an influential force on level of  norm towards halal food choice
with a high mean score of 4.213. This is due to the tight social structure and the  legal
framework that is built within the Malaysian Muslim community. The influence is
subject to variance according to the type of tourism experience that one expects to
receive as each carries different weights while travelling, for instance, family trip, friends’
trip or independent backpack travel.

Influence of  Demographics and Travel Experience on Religious Constraints

Age Group Influence on Religious Constraints

Anova test was used to verify the hypothesis on the perceptions of different age
groups on religious constraints. The significant value of  (p)= 0.006 is lower than 0.05
which shows that perceptions towards religious constraint vary with different age

Halal food choice dimensions Mean Standard deviation

Religious constraints 4.315 0.713
Social Influence 4.213 0.876

Table 1. Importance of  religious constraints and social influence on food choice of  travelling
Malaysian Muslims
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groups (Table 2). The mean difference shows that respondents who were aged 48
and above had a higher mean score which underlines the higher influence of religious
constraints on this age group. Thus, it indicates that these “senior travelers” have more
concerns towards halal food.

Gender Influence on Religious Constraints

A T-test was run to examine the extent of  influence of  gender on perceived social
influence on halal food choice with mean and SD value and T-test value. Based on the
results, the value (p) of  0.000 shows a significant difference of   almost 99.9% (Table
3). Thus, the perception of  social influence is different between genders. It shows that
female respondents play the role of  a ‘rule keeper’ on halal food compared to males.

Age N Mean Std. deviation F Sig.

18-22 31 8.06 1.569 3.128 .006
23-27 23 8.30 1.795
28-32 15 8.47 1.552
33-37 29 8.62 0.728
38-42 98 8.81 0.603
43-47 24 8.71 1.160
48 and above 12 9.33 0.492

Total 232 8.63 1.109

Table 2. Age group influence on religious constraints (One-way ANOVA)

p <0.05

Gender N Mean Std. deviation

Male 90 8.41 1.437
Female 142 8.77 .814

Group statistics
Table 3. Gender influence on religious constraints (Independent T-test)

                                   Levene’s Test for equality of  variances           T-test for equality of  means

F Sig. t Sig. (2-tailed)

Religious constraints 18.744 0.000 -2.146 0.34

Independent samples test

p <0.05
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Travel Experience Influence on Religious Constraint

A T-test was run to examine if  respondents with travel experience would react
differently to religious constraints compared to those who had not  travelled previously
(Table 4). The travel experience data,  mean, SD value and T-test value, show a
significant value (p) of 0.003. This reflects a significant difference up to almost 99 %
between these two types of  travellers. Comparing the mean shows that ‘experienced
travellers are more concerned about halal food compared to non-experienced travellers.

The older generation was found to be more religious in relation to halal food
products while travelling. This sensitivity might be due to the high religious level
prevailing in this age group. It could also depend on previous experience where they
might have encountered much hearsay on the ‘halalness’ of food in a foreign region.
Meanwhile, the younger generation with high exposure to multiple cultures would
have a relatively higher acceptance level for food. The finding is supported by the
family structure of Malaysian Muslims where women have always played the role  of
a ‘tradition keeper’ in food habits, even to the extent of   travel and tourism practices.

For centuries, Muslim women have been responsible for the daily meal of  family
members. Essentially, this means that halal food ingredients and cooking methods are
predominantly guarded by Muslim women from generation to generation. Muslim
women are still primarily responsible for preparing home meals, even if  they work
away from home (Abu & Sharon, 1991). In the 21st century, Muslim cultural practice
continues to shape how Muslim women live and  prepare meals for their families
(Haddal, Jane, & John, 2003). When home bound, Muslim women serve as ethnic
androids, preserving ‘traditional’ rules through elaborate and time-consuming cooking.
With increased exposure to travelling, Muslim travelers are able to realise the importance

Travel experience N Mean Std. deviation

Yes 158 8.78 0.953
No 74 8.30 1.332

Group statistics
Table 4. Influence of  travel experience on religious constraints (Independent T-Test)

                                   Levene’s Test for equality of  variances           T-test for equality of  means

F Sig. t Sig. (2-tailed)

Religious constraints 9.216 0.003 3.182 0.002

Independent samples test

p <0.05
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and difficulty of  getting halal food while travelling. Thus, respondents who have
travel experience tend to have more religious demand in relation to food choices
compared to those who have never been out of  the country.

Impact of  Religious Constraints and Social Influence of  Halal Food Choice
on Travel Destination Choice of  Malaysian Muslims

A regression analysis was run to analyse the proposed hypothesis relating religious
constraints and social influence on food choice with destination choice. Food choice
determinants (religious and social influence) were the independent variables with
destination choice to non-Muslim countries being the dependent variable (Table 5).
The results of the regression test of religious constraints and social influence are
significant (p<0.05). This indicates that religious constraints and social influence have
an influence on destination choice. Their relationship appears to be negative, indicating
that respondents who are more concerned about these dimensions will tend to choose
Muslim countries. It also shows that the relationship between religious constraints and
destination choice to non-Muslim countries is relatively stronger, followed by social
influence.

The level of multicolinearity can be detected with the variance inflation factor
(VIF) (Table 5). The VIF value signifies a slight hint of  the existence of  multico-
linearity. However, the VIF value of  this study is still acceptable since it is lower than
5.  This explains that the underlying dimensions of  religious constraints and social
influence, appear to be slightly colliding but are of minimum concern. Religious and
social influence could be treated as independent variables that influence destination
choice. In conclusion, a relationship between religious constraints and social influence
related to  destination choice is observed in this study.

Based on influence of food choice factors between Muslim and non-Muslim
countries, it appears that there is a more favorable perception of Muslim countries
compared to non-Muslim countries amongst Malaysian Muslims. Respondents were

Coefficientsa

Model Unstandardised Standardised t Sig.    Collinearity
    coefficients  coefficients       statistics

    B Std. error        Beta Tolerance VIF

Religious -.374     .051       -.418 -7.358 .000     .870 1.149
Social -.143     .036       -.243 -4.010 .000     .765 1.307

Table 5. Relation between religious constraints and social influence of  food choice with travel
destination choice (Regression test)

Dependant variable: destination choice to non-Muslim countries
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required to reveal  their destination of  preference based on food choice determinants.
Respondents showed a favorable intention (69%) to visit Muslim destinations (Figure
3). Muslim destinations which had the highest preference (up to 65.6%) were Indonesia
followed by Maldives (15%), Turkey (9.4%), Egypt (6.2%), Morocco (2.5%) and
Iran (1.3%). According to reasons provided by respondents, halal food products are
easily found in Indonesia, a liking for Indonesian food (19.1%), similarity of Indonesian
to Malaysian food (71.4%), their partners (husband or wife) like to eat Indonesian
food (1.9%) and others (7.6%).

On the other hand, the respondents state that the most favorable non-Muslim
country is Singapore (52.8%) followed by Thailand (25%), Hong Kong (11.2%),
China (6.9%), Macau (2.8%) and Vietnam (1.3%). The reasons given for this choice
are: Malaysian food is easily found in Singapore (77.7%); they like Singapore food
(19.4%); and others (2.9%) (Figure 4). It can be argued that the cultural proximity and
importance of flows between Malaysians and these countries might affect the overall
findings.

Proposed Group Typology with Theory of  Planned Behaviour

Based on the research results, respondents  were grouped into three main categories
that carry different characteristics. The plus sign (+) and negative sign (-) are used to

Figure 3. Muslim countries that Malaysian Muslims would consider as travel destination
based on their food constraints on halal food while travelling
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demonstrate the positive or negative reactions of respondents to food constraints
(halal rules) to  different indicators under the Theory of  Planned Behaviour.

Conservative Group (27.1%)

In terms of  attitude and subjective norm, this group members perceive having food
constraints (halal rules) as a positive practice, that is, it is a norm in their daily diet. They
also  believe that they should have control over their consumption and seek only  halal
food, even when abroad. Thus, their intention and actual behaviour to consume halal
food is high. They represent the group that is the most favorable towards Muslim
country destinations (Figure 5).

Figure 4. Non-Muslim countries that Malaysian Muslim would consider as travel destination
based on their food constraints on halal food while travelling

Figure 5. Theory of Planned Behaviour in relation to consumption of  halal food -
Conservative group
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Adaptative Group (67.8%)

The respondents under this group hold a similar attitude and level of  norm towards
halal food as the conservative group. Yet, they believe it would be difficult to get halal
food while travelling since they would not have much control over the food that is
available in the destination. Thus, the intention and actual consumption would be low.
They express more flexibility towards destination choice(Figure 6).

Adventurous Group (5.1%)

Even though members of this group still perceive having halal food as a positive
action, they would not mind breaking the norm if  they were put under circumstances
that would be assessed as extraordinary. They represent the most open-minded group
within the study and are characterised by a small percentage. Their intention to visit a
non-Muslim country is relatively higher compared to other groups (Figure 7).

Figure 6. Theory of Planned Behavior in relation to  consumption of  halal food -
Adaptative group

Figure 7. Theory of Planned Behaviour in relation  to consumption of  halal food -
Adventurous group
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Implications of the Research Findings

The  study reveals that the main food choice  requirements for most Malaysian Muslims
is the availability of halal food. Though non-Muslim destinations are able to cater  to
halal food, policy makers of non-Islamic countries should now “take a serious look”
at Muslim travellers. According to Mohamed & Rezai (2012) factors such as absence
of  JAKIM Halal logo, food products from non-Muslim countries, unfamiliar brand
and no clear list of ingredients make Muslim consumers feel less confident with food
products. In order to gear up to the potential halal market in non-Muslim countries,
the Malaysian Government could consider the export of halal ingredients or introduce
JAKIM halal certification to help protect Malaysian Muslim travelers while expanding
the halal market to overseas tourist destinations. However, the research has also revealed
a risk in that halal food is not an absolute case for all Malaysian Muslims. However,
the findings of this study cannot be generalised to Muslim tourists generally as the
number of respondents in this study is relatively small and further research needs to
be done.

The weight of  social influence is as important as religious constraints. One’s action
could be  a result of  the social environment where the action is conducted. Family,
friends and travelling partners could influence what Malaysian Muslims choose to
consume. To be specific, Malaysian Muslim travelers tend to consume similar food
types that their travel companions choose to eat. Such behaviour can be positive
when a country has an in-depth understanding of  the traveling pattern and food
barometer of  Malaysian Muslims. Otherwise, it would be a big challenge to predict
demand when there is no clear direction of  food consumption of  Muslim travellers.
In previous research, food has been considered as a secondary factor contributing to
a destination’s image, which eventually influences the visit intention. This  study provides
a preliminary theoretical framework that relates food choice factors with travel
destination choice in the context of  Muslim travelers. Future research could re-examine
and expand the framework according to a specific population. It could also offer an
opportunity for research in a destination aiming to develop Muslim products.

Conclusion

The research objectives were categorised under three main components. First, it was
to explore food choice determinants of  Malaysian Muslims while travelling aboard.
Secondly, it aimed to discover the correlation between food choice factors and
destination choice. Lastly, based on the findings, it was to design a suitable marketing
strategy on food products for a non-Muslim country which targets the Malaysian
Muslim market. The overall objectives were achieved with the enhancement of the
proposed framework between food choice determinants and destination choice of
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non-Muslim countries. The proposed hypothesis has further delved into the relationship
between food choice determinants and destination choice. Since the Muslim market
is a profitable market with prospective returns, related research such as halal food
development, Muslim gastronomy and halal destination image will help to achieve a
better understanding of  the  halal  traveller’s preference and behaviour. A non-Muslim
country such as Vietnam, which has a great potential in providing ultimate travel
experience is somehow eliminated by Muslim tourists due to the lack of halal food or
specific campaigns aiming at Muslim tourists. It has not only set a boundary between
two countries but created a barrier in communicating or cultural exchange. Since
Malaysia is leading the halal market, the country should work towards establishing
itself as a halal hub  which is likely to result in access to halal food  in non-Muslim
countries like Vietnam.  Both countries are then likely to enjoy positive trade, beneficial
to both parties.
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