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Abstract: Recently, religious tourism has attracted the attention of various parties
because of the high interest of Muslim tourists. West Nusa Tenggara (NTB) is one
of the provinces that carry religious or halal tourism. It was proven by attaining the
halal tourism destination award by the West Nusa Tenggara Islamic Center in 2015.
However, the West Nusa Tenggara Islamic Center still lacks development and
literacy, especially tourism. Therefore, the motivation of this research is to find
alternative strategies that might be used for the development process and increase
literacy. By interviewing four respondents, the authors uncovered alternative
strategies using SWOT analysis. The five strategies might be beneficial:
collaborating with stakeholders, creating new attractions, marketing destinations,
improving service quality, and strengthening the destination concept.
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Introduction

A strategic and quantifiable plan is required to ensure that tourism
development and growth align with the goals set forth to carry out tourist
development. Therefore, it achieves the anticipated aims and objectives of
economic, social, cultural, and environmental factors. Fundamentally,
tourism relies on the uniqueness and authenticity of nature and culture in
a regional community. Because nature is the foundation of tourism
development, particularly in Indonesia, tourism and development must
prioritize balance, including the relationship between humans and God,
humans and humans, and humans and the surrounding environment in the
form of natural and geographical resources.

Moreover, Indonesia has various tourism potentials ranging from nature,
culinary, marine, and others to tourism development. Currently, religious
tourism is being developed, one type of tourism product closely related to
religion embraced by humans. Religious tourism is defined as a tourist
activity to a place that has special meaning for religious people, usually in
the form of places of worship, tombs, or ancient sites that have advantages.
These advantages are, for example, seen from the side of history, the
existence of myths and legends about the place, or one type of product
uniqueness and architectural excellence of the building (Kasih, 2019).
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Specifically, West Nusa Tenggara (NTB) has a majority Muslim population. Based on BPS
data in 2021, the total Muslim population in NTB reached 96.78% of the total 4,785,980
inhabitants. In addition, NTB is also known as an area with the potential for religious
tourism (halal tourism). One of the icons that have become a halal tourism object is the
West Nusa Tenggara Islamic Center, also known as the Hubbul Wathan Mosque.

Unfortunately, the development of literature on the NTB Islamic Center has not been
widely carried out. Some of the research conducted at the Islamic Center was only limited
to religious aspects (Walidaen et al., 2017). However, this study is different from the
previous one. In this study, the authors focus on tourism at the NTB Islamic Center.
Therefore, the authors want to find and provide strategic options in increasing the role of
the Islamic Center of NTB.

Halal tourism is a relatively new product in the tourism industry directed towards Muslim
tourists who adhere to Islamic rules (Ferdiansyah et al., 2020). According to Battour and
Ismail (2016), halal tourism is a tourist attraction or tourist activity allowed in Islamic
teachings to be used by Muslims concerning the tourism industry. In addition, Chookaew
et al. (2015) said that the concept of halal tourism is the actualization of the Islamic
concept, namely the value of halal and haram being the primary benchmark. It means that
all aspects of tourism activities cannot be separated from halal certification, which must
be a reference for every tourism actor.

Halal tourism is also a brand for a destination. According to Kotler and Keller (2016), brand
image is a set of beliefs, ideas, and impressions that a person has of a product. Therefore,
consumer attitudes and actions towards a brand are determined mainly by the brand
image. Brand image is also a seller's promise to consistently provide certain features,
benefits, and services to buyers, not just a symbol that distinguishes a particular
company's product from its competitors. Also, Suryani (2008) argues that brand image is
a set of associations about a brand stored in consumers' minds or memories. Meanwhile,
Ashton (2014) mentioned that brand image is what consumers think or feel when they
hear or see the name of a brand or, in essence, what consumers have learned about brand
image. It can be concluded that a brand image could affect the tourist decision process.

On the other hand, decision-making can be considered an activity of consumers choosing
a product or service in making purchasing decisions (Anggraini & Dewanti, 2020; Kotler &
Keller, 2016). This decision-making process is essential for tourism development related
to various facts that influence the decision to visit a tourist destination. In addition,
Nugroho and Burhani (2019) stated that consumer decision-making is an integrated
process used to combine knowledge to evaluate two or more alternative behaviors and
choose one of them. Razalli (2018) also mentioned that purchasing decisions are
consumer behavior after obtaining information about the desired product and the
process of assessment and decision making by determining one option considered the
most profitable.
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Research Method

The purpose of this study is to find an alternative strategy in developing the role of the
Islamic Center as a tourist object in West Nusa Tenggara (NTB). The research method used
was qualitative with in-depth interviews, applied in this study using a non-probability
sampling design to identify key informants. Snowball sampling was chosen as the data
collection method for the first stage. Because the authors used the information saturation
method, there was no single key informant as the exact number of sample sizes in the
gualitative method. Hence, when the researchers reached a certain level of information,
they would end the in-depth interview (Hartarto et al., 2021)

The authors involved four respondents willing to be interviewed directly: the NTB Islamic
Center Mosque chairman and the local visitors. The respondents were provided with
information about the process and results to conduct this interview. Respondents could
stop the interview if they did not want to answer any questions. The obtained interview
data were then transcribed, reduced, categorized, and presented in a SWOT analysis
(Williamson et al., 2018)

In this case, SWOT analysis referred to internal and external assessment and evaluation.
From an internal perspective, the authors interviewed the head of the management of
the NTB Islamic Center Mosque regarding strengths (S) and weaknesses (W). Meanwhile,
the authors considered the opportunities (O), threats (T), and other factors affecting the
topics we raised externally. It helped the authors formulate appropriate strategies, plans,
and preventive actions based on the analysis results.

Generally, the SWOT matrix is used to develop a tourism object development strategy.
This SWOT matrix can clearly describe how the opportunities and threats are faced with
being adjusted to the strengths and weaknesses of tourism. Through the SWOT matrix,
the proper development strategy can be determined. This matrix can also generate
possible alternative strategies. For more details, it can be seen in Table 1.

Table 1 SWOT Matrix

Opportunities Strengths and Opportunities Weaknesses and Opportunities
Strategy (SO) Strategy (WO)

Threats Strengths and Threats Weaknesses and Threats
Strategy (ST) Strategy (WT)

Based on the Table 1, it can be explained that SO takes advantage of all strengths by taking
into account opportunities, WO takes advantage of weaknesses by paying attention to
opportunities, ST takes advantage of strengths by paying attention to threats, and WT
minimizes weaknesses to face threats.
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Result and Discussion

From interviews conducted with the four respondents, the authors can conclude several
points regarding internal and external factors from the SWOT analysis at the Islamic
Center of West Nusa Tenggara (NTB). The following are the interview results that the

authors conducted:

Table 2 SWOT

The regular
festivals related to
halal tourism
Unique mosque
architecture

Islamic center has
a literacy center.

Becoming a priority
and role model of
halal tourism in the
city center

Having an online
and offline
promotional media
The availability of
English and Arabic
speaking tour
guide

There are special
tour packages for
non-Muslim
tourists.

Halal certified

Budgets constraint

Non-permanent
tour guide

There is nothing to
buy.

Lack of precise
market
segmentation

Low maintenance
There are no
attractive choices

of attractions yet.

Less service from
the workers

Potential halal
tourism center in
Lombok
Cooperation with
various parties

Regulation of the
governor of West
Nusa Tenggara on
the sale of local
products in the
Islamic Center area
Plans to become a
center for converts
to Islam

Plans to create a
digital museum

Plan to become an
eco-friendly
tourism destination

Vast numbers of
international
tourists

Natural disasters

The emergence of
halal tourism
competitors in the
surrounding area

After dividing the interview results into several elements, the next step was to analyze the

right strategy according to the interview results using SWOT Matrix.
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Table 3 SWOT Matrix

Opportunities Strengths and Opportunities Weaknesses and Opportunities
Strategy (SO) Strategy (WO)

1. Cooperating with other 1. Choosing the right target
stakeholders in holding a halal market for promotion
festival 2. Collaborating with local

2. Creating a digital library that government to create outlets
attracts young tourists for local specialty products

3. Using a tour guide who 3. Collaborating with tourism
understands religion to activists to add exciting tourist
introduce Islam more deeply attractions
to non-Muslim tourists 4. Cooperating with other parties

4. The unique architecture of the to improve service quality

mosque can be harmonized
with the concept of eco-
friendly tourism.

5. Increasing the promotion to
foreign tourists.

Threats Strengths and Threats Strategy (ST) Weaknesses and Threats Strategy
1. Making the Islamic Center the (WT)
center of religious activitiesin 1.  Conducting periodic
West Nusa Tenggara. inspections of buildings as a
precautionary measure for
disasters

2. Creating a differentiated
attraction with rival
destinations

From the interview made, Table 3 depicts the alternative strategies to increase the role
of West Nusa Tenggara Islamic Center as a halal tourism object. Therefore, the authors
can conclude it into several alternative strategies:

Cooperating with other stakeholders

According to Sumarto (2009), stakeholders are individuals, groups, or organizations
interested in development activities or programs. Tourism development involves three
stakeholders: the government, the private sector, and the community (Soffan & Holis,
2020). Each stakeholder has a different role and function that must be understood to
realize and appropriately implement tourism development in an area.

The government's role in tourism development is to make systematic policies and
planning. For example, the government provides and builds infrastructure to support
tourism activities, improve human resources who work as workers in the tourism sector,
and others. The private sector as a business actor has a role in providing tourism
supporting facilities. In addition, tourism requires many supporting facilities, such as
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restaurants, accommodation, travel agencies, transportation, and others (Amalyah et al.,
2016). At the same time, the manager can be part of a tourist attraction to attract tourists
by introducing the object they have.

Creating a new halal attraction

According to Suwena and Widyatmaja (2017), attractions or tourist attraction objects are
significant in attracting tourist arrivals. Things that can be developed into tourist
attractions are tourism capital or resources. Capital attractions that attract tourist arrivals
are divided into three: natural resources, such as mountains, lakes, beaches, and hills;
cultural tourism attractions, such as the architecture of traditional houses in the village,
archaeological sites, arts and crafts, rituals, festivals, people's daily life, hospitality, and
food; artificial attractions, such as sporting events, shopping, exhibitions, conferences,
and others.

When it comes to the NTB Islamic Center, the management must add attractions that
consider the concept of halal tourism, such as the Islamic history museum in West Nusa
Tenggara, shops selling halal souvenirs, and digital libraries.

Marketing

Market segmentation is the most researched aspect of target marketing research in
tourism. Like any other market, tourists do not respond uniformly to marketing
operations; hence, segmentation identifies diverse groups of tourists. Tourism's various
services and clients make segmentation essential for adapting to changes and competing
pressures.

According to a recent assessment of literature on tourist segmentation studies (Dolnicar
et al.,, 2013), psychographic variables are the most commonly utilized segmentation
criteria (75 percent), followed by behavioral (21 percent), and a combination of both (21
percent and 4 percent). Demographic, socioeconomic, and lifestyle factors are also the
most commonly utilized foundation for segmenting tourists. Moreover, demographic
characteristics, activities, travel expenditure, benefits, and motivation are the variables
recommended for tourist segmentation (Frochot, 2005; Frochot & Morrison, 2000; Mok
& lverson, 2000; Sellick, 2004; Sung et al., 2000).

In the case of West Nusa Tenggara (NTB) Islamic Center, the management should
reanalyze the halal tourist segmentation. Besides, the Indonesian government is still
attracting more tourists from the Middle East with the halal tourism industry. However,
the study of Battour and Ismail (2016) discovered that tourists from non-Muslim nations
have a reasonably favorable attitude toward halal tourism. Most of their responders have
visited Muslim nations to learn about and experience Muslim culture. They also benefit
from the safer environment provided by Muslim countries. Therefore, it can be concluded
that the Islamic Center of NTB must expand its segmentation to promote the concept of
halal tourism owned, both from Muslim and non-Muslim countries.
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Improving the service quality

According to Coelho et al. (2021), the perception of service quality is the gap between
expectations and perceptions. They added that product quality is more straightforward
to judge than service quality. Therefore, with the characteristics of intangibility,
heterogeneity, perishability, and simultaneity (production and consumption), service
quality must be measured through other external factors. According to a prior study,
service quality is defined as a consumer's subjective assessment of a service supplied by
a service provider (producer) based on the disparity between their expectations and
realistic perceptions of the service. In addition, Coelho et al. (2021) offered ten service
quality dimensions, including tangibility, reliability, responsiveness, competence, access,
courtesy, communication, credibility, security, and comprehension.

Based on the observation in this study, the quality of the service at NTB Islamic Center
was not in hospitality standards. It could be seen from the cleanliness of the toilet and the
availability of workers on duty. Therefore, the Islamic Center needs to cooperate with
other parties, such as the government, academics, and private parties, to improve the
knowledge and skill of tourism services.

Destination concepts

The conceptual destination is divided into two categories. First, attractiveness represents
tourists' thoughts and sentiments regarding the destination's perceived potential to meet
their needs. The more a destination can suit the needs of tourists, the more appealing it
appears to be and the more likely it is to be picked (Mayo & Jarvis, 1981). As a result, the
features of a location are critical in assisting tourists in evaluating the destination's
attractiveness and making appropriate decisions. People are also more likely to visit and
spend time at a tourist destination if appealing. Consequently, the most crucial aspect of
a destination's attractiveness is its impression on tourists. Tourism would not exist
without attraction, and there would be little or no demand for visitor facilities and services.
Facilities and services will only follow when people are interested in a destination
(Ferrario, 1979).

Second, if a destination's market share is significant enough for tourists and financial
rewards, it is said to be competitive (Hassan, 2000). Hasan (2000) asserted that a
destination's competitiveness is tied to providing a more pleasant experience than other
locations. According to Pearce (1997), destination competitiveness is a technique and
approach for analyzing and comparing distinct destination features in a planning context.
In addition, the primary destination components can be evaluated to understand the
destination's competitiveness better. Tourism destination competitiveness has also been
examined from an environmental standpoint (Mihali¢, 2000).

In West Nusa Tenggara (NTB) Islamic Center, the respondent mentioned the concept to

be applied. Tourism development at the Islamic Center will carry the concept of halal
tourism based on eco-friendly tourism. What is meant by an environmentally friendly
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concept is the development of destinations that pay attention to the environment, such
as planting more trees and recycling waste.

Conclusion

In recent decades, religious tourism has received more attention from tourists and
researchers. Religious tourism is defined as a tourist activity to a place that has special
meaning for religious people, usually in the form of places of worship, tombs, or ancient
sites that have advantages. When it comes to religious tourism, West Nusa Tenggara (NTB)
is one of the intriguing examples. NTB province won the halal tourism award in 2015; one
of the destinations that won was the icon of halal tourism in NTB is the NTB Islamic Center.

However, NTB Islamic Center still lacks development studies, especially in tourism.
Therefore, the authors recommend the alternative strategies that are possibly used for
its development process. The authors interviewed four respondents to find alternative
strategies using SWOT analysis and found that NTB Islamic Center has five possible
strategies: cooperating with stakeholders, making new attractions, marketing, improving
service quality, and strengthening the destination concept.

References

Amalyah, R., Hamid, D., & Hakim, L. (2016). Peran Stakeholder Pariwisata dalam
Pengembangan Pulau Samalona Sebagai Destinasi Wisata Bahari. Jurnal Administrasi
Bisnis, 37(1), 158-163. Retrieved from
http://administrasibisnis.studentjournal.ub.ac.id/index.php/jab /article /view /1439

Angeraini, 1., & Dewanti, D. S. (2020). The Effect of Halal Foods Awareness on Purchase
Decision with Religiosity as a Moderating Variable. Journal of Economics Research and
Social Sciences, 4(1), 17-29. https://doi.org/10.18196/jerss.040116

Ashton, A. S. (2014). Tourist destination brand image development—an analysis based on
stakeholders’ perception. Journal of 1 acation Marketing, 20(3), 279-292.
https://doi.org/10.1177/1356766713518061

Battour, M., & Ismail, M. N. (2016). Halal tourism: Concepts, practises, challenges and
tutare. Tourism Management Perspectives, 19, 150—154.
https://doi.org/10.1016/§.tmp.2015.12.008

Chookaew, S., chanin, O., Charatarawat, J., Sriprasert, P., & Nimpaya, S. (2015). Increasing
Halal Tourism Potential at Andaman Gulf in Thailand for Muslim Country. Journal of
Economics, Business and Management, 3(7), 739-741.
https://doi.org/10.7763 /joebm.2015.v3.277

Coelho, F. J., Evanschitzky, H., Sousa, C. M. P., Olya, H., & Taheri, B. (2021). Control
mechanisms, management orientations, and the creativity of service employees:
Symmetric and asymmetric modeling. Journal of Business Research, 132, 753—764.
https://dot.org/10.1016/j.jbusres.2020.10.055

Dolnicar, S., Grin, B., Leisch, F., & Schmidt, K. (2013). Required Sample Sizes for Data-
Driven Market Segmentation Analyses in Toutism. Journal of Travel Research, 53(3),
296-306. https://doi.org/10.1177/0047287513496475

Journal of Economics Research and Social Sciences, 2022 | 61


http://administrasibisnis.studentjournal.ub.ac.id/index.php/jab/article/view/1439
https://doi.org/10.18196/jerss.040116
https://doi.org/10.1177/1356766713518061
https://doi.org/10.1016/j.tmp.2015.12.008
https://doi.org/10.7763/joebm.2015.v3.277
https://doi.org/10.1016/j.jbusres.2020.10.055
https://doi.org/10.1177/0047287513496475

Martayadi, Azizurrohman, & Supiadi
Efforts to Increase the Role of Halal Tourism: ...

Ferdiansyah, L. F., Sulhaini, S., & Athar, H. S. (2020). Penerapan Konsep Pariwisata Halal
Pada Citra Merek Pulau Lombok. JMM Unran - Master of Management Journal, 9(4a), 55—
67. https://doi.org/10.29303 /jmm.v9i4a.619

Ferrario, F. F. (1979). The Evaluation of Tourist Resources: an Applied Methodology. Journal
of Travel Research, 17(4), 24-30. https://doi.org/10.1177/004728757901700405

Frochot, 1. (2005). A benefit segmentation of tourists in rural areas: a Scottish perspective.
Tourism Management, 26(3), 335-346. https://doi.org/10.1016/j.tourman.2003.11.016

Frochot, 1., & Morrison, A. M. (2000). Benefit Segmentation: A Review of Its Applications
to Travel and Toutism Research. Journal of Travel & Tourism Marketing, 9(4), 21-45.
https://doi.org/10.1300/]073v09n04 02

Hartarto, R. B., Wardani, D. T. K., & Azizurrohman, M. (2021). A Qualitative Study of
Conditional Cash Transfer and Education Aspirations: Evidence from Yogyakarta.
Journal of Social Service Research, 47(6), 776—785..
https://doi.org/10.1080/01488376.2021.1918314

Hassan, S. S. (2000). Determinants of Market Competitiveness in an Environmentally
Sustainable Tourism Industry. Journal of Travel Research, 38(3), 239-245.
https://doi.org/10.1177/004728750003800305

Kasih, W. C. (2019). Analisis Pengembangan Destinasi Wisata Religi pada Islamic Center
Kalimantan Timur di Kota Samarinda. Jurnal Administrasi Bisnis Fisipol Unmul, 7(4),
424-437. https://doi.org/10.54144/jadbis.v7i4.2748

Kotler, P., & Keller, K. L. (2016). Marketing Management (15” Ed). Harlow, Essex Pearson
Education.

Mayo, E.J., & Jarvis, L. P. (1981). The Psychology of Leisure Travel: Effective Marketing and Selling of
Travel Services. Boston: CBI Publishing Company, Inc.
https://doi.org/10.1177%2F004728758202000313

Mihali¢, T. (2000). Environmental management of a tourist destination. Towurisn Management,
21(1), 65-78. https://doi.org/10.1016/s0261-5177(99)00096-5

Mok, C., & Iverson, T. J. (2000). Expenditure-based segmentation: Taiwanese tourists to
Guam. Tourism Management, 21(3), 299-305. https://doi.org/10.1016/S0261-
5177(99)00060-6

Nugroho, A., & Burhani, I. (2019). Analisis Pengaruh Brand Equity Terhadap Purchase
Intention pada Produk Private Label Studi Kasus: Private Label Carrefour. Jurnal
Akuntansi, 4(1), 899-920. https://doi.org/10.30736/jpensi.v4il.216

Pearce, D. G. (1997). Competitive Destination Analysis in Southeast Asia. Journal of Trave!
Research, 35(4), 16-24. https://doi.org/10.1177/004728759703500403

Razalli, M. R. (2018). Managing Halal certification supply chain: Determinants success
factors framework for a hotel performance. International Jonrnal of Supply Chain
Management, 7(1). Retrieved from
https://ojs.excelingtech.co.uk/index.php /I]SCM /article/view /2010

Sellick, M. C. (2004). Discovery, Connection, Nostalgia. Journal of Travel & Tourism Marketing,
17(1), 55-71. https://doi.org/10.1300/J073v17n01 04

Soffan, M., & Holis, M. (2020). Studi Kelayakan dan Pengembangan Tempat Pelelangan Ikan
(TPI) Branta Sebagai Pasar Ikan Wisata Bahari di Pamekasan. Jurnal Sosial Ekonomi
Kelautan Dan Perikanan, 15(2), 199-212. https://doi.org/10.15578 /isekp.v15i2.7825

Sumarto, H. S. (2009). Inovasi, Partisipasi, dan Good Governance: 20 Prakarsa Inovatif dan
Partisipatif di Indonesia. Jakarta: Yayasan Pustaka Obor Indo.

Sung, H. Y., Morrison, A. M., & O'Leary, J. T. (2000). Segmenting the adventure travel
market by activities: From the North American industry providers' perspective. Journal
of Travel and Tourism Marketing, 9(4), 1-20. https://doi.org/10.1300/]073v09n04 01

Suryani, T. (2008). Perilaku Konsumen implikasi pada strategi pemasaran. Jakarta: Erlangga.

Journal of Economics Research and Social Sciences, 2022 | 62


https://doi.org/10.29303/jmm.v9i4a.619
https://doi.org/10.1177/004728757901700405
https://doi.org/10.1016/j.tourman.2003.11.016
https://doi.org/10.1300/J073v09n04_02
https://doi.org/10.1080/01488376.2021.1918314
https://doi.org/10.1177/004728750003800305
https://doi.org/10.54144/jadbis.v7i4.2748
https://doi.org/10.1177%2F004728758202000313
https://doi.org/10.1016/s0261-5177(99)00096-5
https://doi.org/10.1016/S0261-5177(99)00060-6
https://doi.org/10.1016/S0261-5177(99)00060-6
https://doi.org/10.30736/jpensi.v4i1.216
https://doi.org/10.1177/004728759703500403
https://ojs.excelingtech.co.uk/index.php/IJSCM/article/view/2010
https://doi.org/10.1300/J073v17n01_04
https://doi.org/10.15578/jsekp.v15i2.7825
https://doi.org/10.1300/J073v09n04_01

Martayadi, Azizurrohman, & Supiadi
Efforts to Increase the Role of Halal Tourism: ...

Suwena, 1. K., & Widyatmaja, 1. G. N. (2017). Pengetahuan Dasar Lmn Pariwisata. Pustaka
Larasan

Walidaen, M. B., Utami, N. W. F., & Yusiana, L. S. (2017). Perencanaan Taman Islam pada
Lansekap Islamic Center Provinsi NTB. Jurnal Arsitektur Lansekap, 3(1), 77-80.
https://doi.org/10.24843/al.2017.v03.i101.p09

Williamson, K., Given, L. M., & Scifleet, P. (2018). Qualitative data analysis. Research Methods,
453-476. https://doi.org/10.1016/b978-0-08-102220-7.00019-4

Journal of Economics Research and Social Sciences, 2022 | 63


https://doi.org/10.24843/jal.2017.v03.i01.p09
https://doi.org/10.1016/b978-0-08-102220-7.00019-4

