DUBAI CHAMBER

Positioning UAE on the
Global Halal - Tourism Map

After halal food and Islamic finance, the new halal-
travel industry is emerging as an important pillar of the
Islamic economy. This booming travel segment caters
to Muslim travellers who seek Muslim-friendly services
and products that are compliant with shari'a during
their transport, lodging, and activities.

This article looks at the global halal-travel market

landscape and features, with the aim of identifying key
trends in relation to Dubai and the UAE.

Features of Halal-tourism

Halal-tourism is concemed with serving specific

requirements that suit the Muslim traveller's lifestyle,

such as:

* Halal meals options, and halal-certified restaurants,

¢ Family friendly environments,

* Religious practices facilities (mosques, prayer rooms
at airports, Makkah direction signs, etc.)



Gender relation nuances (separate spas, gyms, and pools),
Tours and activities free of gambling, drinking and all
other party-related activities,

Alcohol and pork free flights,

Quran copies made available on request

Prayer time announcement during flights

Broadcast of religious programs on board flights.

Market size

According to recent studies related to the Islamic
economy, Halal-tourism was valued at $137 bn in 2012,
then at $140 bn in 2013, and is expected to surpass
$181 bn by 2018.

The Halal-tourism market is projected by industry experts

to enjoy solid growth of 4.79% annually until 2020; which

is above the global average growth of 3.8%. Such growth

stems from two major factors:

¢ An above average population growth in Muslim
dominated countries,

* Healthy economic performance of Muslim
communities, which happen to be located within
emerging economies.

Figure 1: Share of Muslim-Tourism in Global Tourism (2012)
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To help get a true feel for the massive scale of this
market; a side by side comparison with the world's
largest conventional tourism market, the US, reveals that
the latter falls behind the global halal-travel market.

Top destinations

According to The Travel and Tourism Competitiveness
Index (2013), UAE is ranked 28th globally, and 1st in
the Organization of Islamic Cooperation (OIC) category;
while Malaysia followed closely with a global rank of 34.
However, in terms of halal-friendliness, Malaysia is ranked
1st, based on criteria set by “Crescentrating”, a leading
halal tourism rating organization based in Singapore.

Malaysia 8.4 Singapore 6.4

1 1

2 UAE 7.0 2 S, Africa 5.8
3 Turkey 6.7 3  Thailand 55
4 Indonesia 6.5 4 UK 55
5 KSA 6.5 5 Bosnia 55
6 Morocco 6.4 6 India 5.4
7 Jordan 6.3 7 Hong Kong 4.8
8 Qatar 6.2 8 Germany 4.8
9 Tunisia 6.2 9  Australia 4.8
10 Egypt 6.2 10 Tanzania 48

Source: Crescentrating

The key set of criteria behind the ratings includes the
country's suitability for family holidays, the type of available
Muslim-traveller-friendly services and facilities, as well as
guides and other marketing initiatives dedicated to halal-
tourism.

Top tourist sources

Demand for halal-tourism is dominated by two regions:
the Middle East, which leads the industry in terms of
expenditure; and Southeast Asia - with its populous
countries - leads by number of tourists.

Figure 2: Top Muslim Tourist Sources, by expenditure, 2012 (billion USD)
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Source; DCCI, Thomson Reuters

In terms of expenditure, the GCC contributes with 31% of
total expenditure of Muslim travellers on tourism related
activities, despite its relatively low population, which
makes up 3% of the global Muslim population.

UAE position

The United Arab Emirates is already positioned on top
of this new emerging travel market, as halal standards
are, by virtue, embedded in the UAE's culture. In fact, the
country ranked 2nd globally in terms of Muslim-traveller
friendliness after receiving a rating of 7.0. Meanwhile, the
highest rating of 8.4 was awarded to Malaysia for being
a frontrunner with regards to anything halal; which has
contributed to attracting over 170,000 visitors from the
GCC alone in 2013.

Unlike Malaysia, UAE is both a top source of Muslim-
tourists, as well as a top destination, which naturally
places it in a great position to become a hub for the global
halal-travel segment.

The fast development of other segments of the Islamic
economy, such as Islamic finance, would provide a
boost to halal travel. For instance, the growing activity of
Muslim-business travellers coming into Dubai for Islamic
banking events and conferences presents an opportunity
to hotels, airline operators, and event management
agencies to cater to this, fast growing niche-market.

It is worth noting that the Halal-tourism segment is still in
its early development stages, with plenty of opportunities
for innovation yet to be discovered. In addition, expansion
in other Muslim countries, especially those in Asia and
Africa, presents lucrative opportunities for UAE businesses
that are interested in capturing and developing their share
in the emerging halal-travel / tourism market.
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