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Background and Purpose: Tourists from the Islamic world are significant stakeholders in the tourism market. The 
purpose of this paper is to identify the key aspects of halal tourism in connection with the hotel industry. Furthermore, 
we want to determine whether hotel managers are familiar with halal certification and on what basis they would opt 
for it.
Design/Methodology/Approach: The research focuses on halal goods, services, and facilities, in general, and spe-
cifically in Slovenian hotels; concepts, contemporary trends, and the situation in Slovenia are presented. In response 
to the literature review, we applied the analysis of the factor loadings to define the important factors that influence the 
decision-making process; by applying PCA, we reduced the dependent variable to a single factor (although predic-
tions were slightly different).
Findings: The most important elements in the adoption of the certificate are the simplicity and efficiency of the pro-
cedure itself and the fact that the process does not require major financial investments. The element that significantly 
influences the managers’ decision-making process is the possibility of adjusting to the standard of the certificate.
Conclusion: The paper’s main contribution is to deepen the perspective of the development of tourism in an area 
that remains a relatively undeveloped and unknown niche within the Slovenian tourism/hospitality industry but very 
promising in the global context.
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1	 Introduction 

Muslim tourists are significant stakeholders in the tour-
ism market, although the Western world until recently has 
viewed them, for example, only as pilgrims to Mecca. Un-
doubtedly, in recent years there have been major shifts in 
the travel habits of the Muslim population. Muslim tourists 
are one of the fastest growing segments in the world, sec-
ond only to Chinese tourists (Aladjem, 2012). They can 
be defined as guests who are just entering the global tour-
ism market, with increased purchasing power and a strong 
desire to pursue their social status (Onislam.net, 2010), 
seeking a holiday in places where they can follow their 
religious principles and have access to services which are 

in accordance with their lifestyle (Aladjem, 2012).
According to recent research of Dinar Standard (2012) 

in 2011, Muslim tourists spend about 102 billion Euros on 
their travels. Moreover, they are characterised by a domi-
nant share of young people, since nearly half of the world’s 
Muslim population is younger than 24 years. By 2030, the 
global proportion of young Muslims will grow twice as 
fast as the share of young people in non-Muslim countries 
(Baker, 2011); considering the entire world Muslim popula-
tion, which has 1.8 billion people, and is rapidly increasing 
and is expected to represent 30% of the world population 
by 2025 (Dinar Standard, 2012). Young people are edu-
cated, and eager to gain new knowledge and discover new 
places (Baker, 2011); more than 52.7% of Muslim tourists 
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travel for leisure and entertainment, with 50% of them pre-
ferring halal services, 30% would seek services that are 
fully consistent with sharia law (Dinar Standard, 2012). 
The data show that it is not a narrow market niche, but a 
significant trend that will have a strong impact on the glob-
al tourism sector in the coming years (Razalli, Yusoff & 
Roslan, 2013). The specific needs of Muslim guests raised 
the demand for adjusted products and services, which are 
known as ‘halal’. This is defined as a sub-category of re-
ligious tourism and includes airlines, travel agencies, tour 
operators and hotels (Henderson, 2010). The concept of 
halal appeared more frequently in connection with food, 
which is prepared in accordance with Islamic principles,1 
but today it indicates a wide range of different products 
and services, e.g. financial operations, cosmetic products, 
vaccines, and last but not least tourism services (Piangpis, 
Oraphan & Hamzah, 2014). Consequently, in recent years, 
many countries in the world have shown an incrementally 
increasing interest in the concept of halal tourism (Battour, 
Ismail & Battor, 2011). Therefore, the primary purpose of 
this study is to present the fundamental aspects of halal 
tourism in connection to the hotel industry.

Since 1991,2 Slovenian tourism has developed and 
grown with above-average dynamics. It has contributed 
almost a 13% share of the GDP in recent years and em-
ploys approximately 13% of all employees in the country. 
It is very internationally oriented: the main sales markets 
are Italy, Austria, Germany, and Croatia. Around 60% of 
tourists use hotel accommodation, followed by campsites 
(Slovenian tourist board, 2017; Slovenian tourist board, 
n.d.). However, in Slovenian tourism, the topic of halal 
products and services is completely unexplored and was 
not included in the 2012-2016 Slovenian Tourism De-
velopment Strategy (The Government of the Republic of 
Slovenia, 2012) or The 2017–2021 Strategy for the Sus-
tainable Growth of Slovenian Tourism (The Government 
of the Republic of Slovenia, 2017). For example, in Feb-
ruary 2016, only five halal-certified hotels were operating. 
The fieldwork of this study was conducted in the fall of 
2015 in order to determine the attitude of managers of 
hotels with at least three stars toward services for Mus-
lim guests. Our search in COBISS (Co-operative Online 
Bibliographic System and Services), HRČAK (Portal of 
Scientific Journals of Croatia) and in large international 
bibliographic indexes such as Emerald, Elsevier, and the 
Taylor & Francis Group indicates that no research of this 
kind has been published.

2	 Islam as the basis for the tourist 
engagement

Islam is a religion that strongly encourages travel. Among 
Muslims, it is believed that they are closer to God when 
they travel and that their prayers during the journey are 
more effective (Timothy & Olsen, 2006; Kovjanic, 2014). 
In Islam, historically speaking, there were many differ-
ent types of travel with significant religious roles, which 
changed and adapted over time (Henderson, 2003). It is 
especially important to emphasise that the act of travelling 
in Islam is ‘purposeful’, with a strong emphasis on the reli-
gious impulses: to strengthen the relationship between the 
broader Muslim community or umma (Ummah, Ummet) 
and the continuation of the long history of Muslim travels 
(Henderson, 2003; Kovjanic, 2014); the Muslim religion 
is a way of life (Boisard, 2002) or life itself (Nasr, 2007). 
In compliance with sharia law, Muslims place a high value 
on the tourist experience and rely heavily on the ethical 
dimension and tradition, which is not always typical for 
the tourists from the Western world (Sureerat et al., 2015). 

When Muslims decide on tourist destinations, they 
particularly pay attention to halal food (67% of them), the 
overall value (53% of them), and the experience being suit-
able for Muslims (49% of them) (Baker, 2011); when they 
travel to distant places, they travel in groups, which is also 
encouraged by the Islamic tradition. Thus, the majority of 
Muslims around the world decide to travel in the company 
of family members and friends (Timothy & Olsen, 2006, 
p. 199; Aladjem, 2012). Hence, their holiday calendar is 
designed differently than in other cultures/religions, where 
most people go on vacation during certain seasons or times 
of the year (Aladjem, 2012): Muslims are guided by the 
lunar calendar and follow the phases of the moon, and thus 
go on vacations in different periods of time and to different 
locations/destinations. Ramada month (Ramazan) with the 
feast of Eid al-Fitr (Bajram) and the feast of Eid al-Adha 
(Kurban Bairam) are the central events in the traditional 
holiday calendar when many Muslims choose to travel. 

3	 Halal (tourism) and hotels

Halal tourism is defined as a sub-category of religious tour-
ism that includes airlines, travel agencies, tour operators, 
hotels (Henderson, 2010), food and beverage providers, 
logistics, finance, tourism packages, SPA centres (Zulkifli 
et al., 2011) and any other guest activities regarding the 
consumption of products and services adjusted to Islamic 
principles (Duman, 2011). Irrespective of the product clas-
sification, the main attributes of halal tourism are based 
on factors that satisfy the basic religious needs of Mus-
lim guests: access to halal food, prayer facilities (Battour, 

1 
1 More can be found in Food and Agriculture Organization of the United Nations (FAO) (n.d.).
2 The year of the proclamation of the independence of Slovenia.
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Ismail & Battor, 2001; Hashim, Murphy & Muhammad, 
2007), discrete dress code (Henderson, 2010), ban on the 
sale of alcoholic beverages, and the prohibition of gaming 
services (Din, 1989).

The hotel industry has established the concept of (a) 
the halal hotel that is fully operational in accordance with 
Islamic principles3 and (b) the halal-friendly hotel, which, 
in addition to its existing range of services, also offers ser-
vices tailored to Islamic principles. The halal hotel is not 
restricted to supplying only halal food and drinks, since 
all hotel services/activities are carried out in accordance 
with Islamic principles (Sureerat et al., 2015). Henderson 
(2010) was the first to indicate the basic characteristics and 
attributes of halal hotels. Halal hotels attract mostly con-
scious guests who respect and appreciate the environment, 
culture, heritage, well-being, and the green character of the 
place (Al Bawaba, 2007), which could be more profitable 
than offering standard hotel services (Morgan, Pritchard & 
Piggott, 2002). In any case, the halal certificate is a suc-
cessful marketing tool for promoting halal trademarks or 
services (Rajagopal et al., 2011), giving the halal-certi-
fied hotel an added competitive advantage for attracting 
foreign and domestic guests (Zaliani, Omar & Kopong, 
2011), whether they are religious or not.4 The process for 
obtaining the halal certification has a favourable effect on 
the six dimensions of the performance of the hotel: the 
qualifications of the hotel staff, employee motivation, in-
creased the range of skills of employees, better efficiency, 
environmental awareness, and economic wisdom (Razalli, 
Abdullah & Yusoff, 2012). Obtaining the halal certifica-
tion, in fact, depends on the adjustment of certain hotel 
processes, greater emphasis on quality control, and the 
training of hotel staff. 

The global halal tourism market in 2013 reached a val-
ue of around 140 billion USD, which represents approxi-
mately 13% of the total world tourism industry and is 60% 
more than three years before (Crnjak, 2014); according to 
Rezidor Hotel Group it is estimated to increase by 20% 
in the next decade (Saad, 2013). In addition to its rapid 
growth halal tourism also brings guests who spend much 
more money, on average about 1,700 USD per day than 
Europeans, who spend on average 500 USD (Saad, 2013); 
Kovjanic, 2014, 36). The trend, of course, has been quick-
ly detected by many tourism service providers who aligned 
to the needs of the new segment with the acquisition of 
halal certificates. In this context, two completely different 
examples are highlighted in the following sub-chapters. 

3.1	Halal concept in the Croatian hotel 
industry

Croatia has already declared itself to be a halal-friendly 
destination and started an extensive campaign to promote 
their halal offerings, which resulted in high media cover-
age, e.g. Crnjak (2014), Šoštarić (2014), Latinović (2016). 
Croatia is also the first country in the European Union to 
have standardised the certification procedures and is also 
actively engaged on the international level in order to reach 
an agreement between countries on a uniform procedure of 
certification. In December 2014, Croatia had 12 certified 
accommodation facilities (Crnjak, 2014); the updated list 
is available on the website of the Centre for Halal Quality 
Certification of the Islamic Community in Croatia (http://
halal.hr/pruzatelji-usluga/).5 Experiences of some hotels in 
Zagreb, which already have the halal certificate, show that 
the halal certification is a good opportunity for the devel-
opment of not just leisure tourism, but also of congress 
tourism. For example, the certified hotels in Zagreb have 
hosted the Olympic basketball team and handball team 
from Qatar, a football club from Saudi Arabia, a youth 
football team from Kuwait and several business delega-
tions from the Middle East (Crnjak, 2014). One factor that 
has undoubtedly helped is also the direct air connection of 
Qatar Airways and the opening of the Qatari embassy in 
Zagreb, as well as business associations and investments 
in general (Šoštarić, 2014). According to PR data from the 
Hotel Esplanade, it is clear that since the introduction of 
halal standards, the hotel profit increased by 6% in 2013, 
while the number of overnight stays increased by 4% 
(Grgić, 2014).6 Croats hope that by strengthening the ha-
lal supply they will manage to prolong the tourist season 
and to enhance the development of medical tourism, which 
is becoming increasingly interesting to the Arab markets 
(Pavičić, 2014; see also Ištaković, 2012).

3.2	Halal concept in the Slovenian hotel 
industry

In Slovenia, the concept of halal is still relatively unde-
veloped. In contrast to other EU countries, which have 
various halal butcher shops, restaurants, perfumeries, and 
personal hygiene products, the offer of halal products and 
services is predominantly poor in Slovenia. Apart from a 

1 
3 Caprice Hotel from Turkey, Al-Jawhara Hotel in Dubai, Hotel Sofyan Hotel and Hotel Tuara Natama in Indonesia, and DePal-
ma Hotel in Malaysia were the first hotels to be transformed into halal hotels (Razalli et al., 2013). 
4 Sixty per cent of the guests at Jawhara Hotels, an Arabic halal hotel chain, are non-Muslim, who appreciate its staff friend-
liness and family atmosphere (Alserhan, 2011); the biggest advantage of halal hotels is the spiritual experience (Rosenberg & 
Choufany, 2009).
5 Under the auspices of the Ministry of Tourism and three other ministries, the centre organised the World Halal Day Croatia 
2016 in November of that year (Croatian Chamber of Economy, 2016). 
6 However, figures have to be understood in the context of public relations (PR), which is the usual technique of corporations. 
Apart from that, we have to take into consideration that so many other factors impact the hotels’ performance (including profit). 
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few manufacturers of food products that have been halal 
certified, and some trading companies, there are no oth-
er providers of these products and services (Kalčić, 2007, 
p.9; Pašić, 2009, p.49; Batagelj et al., 2014). In the hotel 
industry, the halal offer is also modest (see ‘1 Introduc-
tion’), and this area is not a theme of academic research. 
Accordingly, within the hotel industry it is necessary to 
start practically at the beginning, which means that it is 
necessary to first determine the knowledge of the hotel 
management about this topic and consequently identify the 
opportunities for progress that would be consistent with 
the identified trends at the global level; the main question 
is: to what extent are hotel managers familiar with the halal 
certification and on what basis would they decide on its 
implementation? Relying on existing studies is problem-
atic, because they are rare (Samori & Sabtu, 2012), char-
acterised by political, economic and cultural differences: 
conducted on halal hotels in Muslim countries, e.g. Samori 
& Sabtu (2012), Afifi (2014); focused on halal tourism in 
general, e.g. Al-Borzooei & Asgari (2013), Hamameh & 
Steiner (2004), Razzaq, Halla & Prayag (2016), Battour, 
Ismail & Battor (2010), Kovjanic, (2014), Battour & Is-
mail (2016); focused on the global halal tourism market 
and its potentials (Crnjak, 2014; Saad, 2013; Kovjanic, 
2014, p.36); focused on six dimensions of performance of 
the hotel (Razalli, Abdullah & Yusoff, 2012) or focused on 
the (processing) industries, which are not directly related 
to tourism, e.g. Demirci, Soon & Wallace (2016), Farouk, 
Pufpaff & Amir (2016). Furthermore, we could not find 
any research that would highlight the views of managers 
regarding the halal offer in hotels (see “1 Introduction”). 
Consequently, based on the meta-analysis, this paper pro-
poses the following claims:

•	 C1: Slovenian hotel managers are not familiar with 
the halal certificate. 

•	 C2: Decision-making related to certification is at 
least two-dimensional.

4	 Methodology

In the study, Slovenian hotels categorised with three stars 
or more, which are recorded in the register of the Sloveni-
an accommodation providers (www.slovenia.info/register-
NO) were considered. Hotels with gaming activities were 
discarded, because these kinds of services are incompat-
ible with Islamic principles. After this selection process, 
the population was obtained, summarised in Table 1. By 
applying the method of random sampling, 100 hotels were 
selected, and a questionnaire was sent by e-mail to the ho-
tel managers (respondents). In total, 34 completed surveys 
were obtained, which represents 11% of the population. 
The size (in relation to the category) of this sample was 
problematic for further analysis; consequently, some ad-
justments (weighting) to correct for under-representation 
of certain characteristics were implemented.7

We relied on the assumption that for the research it is 
particularly important to obtain information from the part 
of the researched population with representative members 
of a target group (Altinay & Paraskevas, 2008). Therefore, 
we accept the fact that we operate with a small and then 
weighted sample, which can additionally be defined by the 
following characteristics: 

the shortest operating period of a hotel is 2 years, while 
the longest operating period is 101 years. On average, ho-
tels had been operating for 21.87 years;

the hotel with the lowest number of employees has 4 
employees, while the largest has 200 employees. The av-
erage number of employees per hotel in the sample is 26;

74.2% of hotels are independent organisations with 
one hotel.

The development of the questionnaire was a more 
complex process, since it was done on the basis of the ob-
jectives of the research for reasons mentioned at the end 
of the previous chapter (‘3 Halal (tourism) and hotels’). 
A preliminary web questionnaire pertaining to managers’ 
perceptions was initially developed from the relevant re-
search, i.e. Rosenberg & Choufany (2009), Henderson 
(2010), Razzalli, Abdullah & Yusoff (2012), which were 
focused on different perspectives of halal context. The 
questionnaire has been based on the Technological Accept-
ance Model (TAM), developed by Davis (1989), which 
represents an extension of the theory of rational action 

Table 1: Structure of the population and the sample according to the hotels’ category

Hotel category
No. of hotels

Population Sample
3* 175 14
4* 122 19
5* 9 1

1 
7 This intervention impacted all further calculations.

http://www.slovenia.info/registerNO
http://www.slovenia.info/registerNO
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(Theory of Reasoned Action (TRA)) (Fishbein & Ajzen 
(1975); Ajzen & Fishbein (1980)). The final version of 
the questionnaire, which was the result of interviews with 
three experienced researchers, included 11 questions with 
dichotomous or ordinal variables, with the level of agree-
ment on a scale of 1 to 5, where 1 marked the lowest level 
of agreement, 5 the highest. The following ordinal varia-
bles (claims/questions) were included in the questionnaire:

•	 Q1 How well do you know the halal certificate for 
hotels, which includes hotel standards adapted to the 
needs of Muslim guests?

•	 Q2 The decision on obtaining the halal certification 
depends on the amount of information about its posi-
tive impact on the hotel performance;

•	 Q3 The possibility for adapting the existing hotel ser-
vices and facilities to standards required by the halal 
certificate;

•	 Q4 The decision to obtain the halal certificate de-
pends on the simplicity and effectiveness of the pro-
cedure for obtaining the halal certificate;

•	 Q5 The decision to obtain the halal certificate de-
pends on the amount of financial investment required 
for obtaining the halal certificate;

•	 Q6 The decision to obtain the halal certificate depends 
on the increase in the number of Muslim guests;

•	 Q7 The decision to obtain the halal certificate de-
pends on the decisions of other Slovenian hotels 
about certification.

The survey was conducted in the winter of 2015. The ac-
quired data were then statistically analysed using the SPSS 
20.0 statistical software package, with which the calcula-
tions were made using the descriptive analysis, principal 
component analysis (PCA) and analysis of the factor load-
ings. A 0.05 significance level was chosen before the data 
analyses.

5	 Results

At the beginning of the empirical analysis, some basic 
calculations were carried out, which served to verify the 
data obtained, which is particularly important because of 
the way the research instrument was developed. First, the 
relatively low average values (x̄) characterise the variables 
from Q1 to Q7 (see Table 2). However, the high Cronbach 
α (0.890) indicates a high reliability of the construct. 

Second, the Spearman correlation test was employed 
to verify the correlation between all included variables that 
influence the decisions of hoteliers for a halal certificate 
and the category of the hotel. The decision related to pos-
sibilities to adjust the services and facilities to the require-
ments of the halal certification (Q3), the decision to obtain 
the halal certification if the latter would not require signif-
icant financial investments (Q5) and the decision to obtain 
the halal certification if this would increase the number 
of Muslim guests (Q6) show values 0.387 ≤ ρ ≥ 0.653,8 
which indicates a significant correlation between these 
variables and the hotel category; four-star hotels reach 
the highest average ratings. Lower positive correlation is 
evident with the decision that depends on the amount of 
information about its positive impact on the hotel perfor-
mance (Q2) ̶ ρ = 0.168. The same calculation was made 
for the connection between the same ordinal variables and 
the dichotomous variable hotel is part of a hotel group, for 
which all the coefficients were in the interval - 0.331 ≤ ρ 
≥ - 0.168. This suggests that the decision on the halal offer 
is not linked to the internal structure (organisation) of the 
hotel organisation. 

Third, results in Table 2 reflect the fact that Slovenian 
hoteliers (managers) have not (yet) developed a positive 
opinion on the halal certificate. This is also supported by 
the high coefficient of variation, which is indicated by the 
spread of answers. In addition, with the descriptive anal-
ysis of the two additional variables, we have found that 
more than half of the respondents are familiar with the 
concept of halal tourism (52.6%), but the proportion of 

Table 2: Descriptive statistics (Source: authors)
* weighted sample

Variable n1* Minimum Maximum x̄ Σ γ1 β2

Q1 306 1 5 1.58 0.936 1.852 4.147
Q2 306 1 5 2.50 0.844 0.961 0.438
Q3 306 1 5 2.55 0.913 0.858 1.222
Q4 306 1 5 2.71 1.002 0.869 0.088
Q5 306 2 5 2.83 0.925 0.819 -0.342
Q6 306 2 5 3.10 1.021 0.514 -0.885
Q7 306 1 5 2.48 0.843 0.820 0.525

1 
8 Correlation is significant at the 0.01 level (2-tailed).
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those who have not even thought about obtaining the halal 
certification for their hotel is dominant (73.1%).9 Conse-
quently, C1 was confirmed. It is necessary to point out that 
the highest x̄ present variables for which the decision to 
obtain the halal certificate depends on the increase in the 
number of Muslim guests (Q6) and decisions to obtain the 
halal certificate would not require major financial invest-
ments (Q5). 

Our intention was also to define the managers’ deci-
sion to obtain the halal certification as a new construct. 
Therefore, we used a multivariate PCA method. In this 
way, we gained new information on the structure of the 
variables and created new factor(s). Initially, variables Q1 
and Q3 were excluded from the analysis (does not relate 
completely to the managers’ decision-making). We wanted 
to make sure that the correlation between variables is large 
enough to allow us to replace the basic variables with the 
principal components. The high value of the KMO coeffi-
cient (0.801) and the significant Bartlett’s test of sphericity 

(χ2 = 952.436, df. = 10; p <0.000) allowed us to continue 
with the multivariate analysis. To determine the main fac-
tors affecting the decision on obtaining the halal certifica-
tion, we employed the analysis of the factor loadings. The 
results show how the highest factor determines the most 
important factor affecting the decision to accept the ha-
lal certificate, which is the simplicity and efficiency of the 
procedure itself (Q4) (see Table 3). In the second place is 
the fact that the process does not require a major financial 
investment (Q5), and least influential is the information 
on the positive impact on hotel performance (Q2). Next, 
we used PCA method to reduce the dependent variables to 
a smaller number of factors. One factor with eigenvalues 
greater than 1.00 that explained 66.20% of the total vari-
ance was identified (see Figure 1). This suggests that the 
scale items are uni-dimensional. The identified factor can 
logically be called decision making. Consequently, C2 was 
rejected.

Table 3: Analysis of the factor loadings of the main components (Source: authors)

Component 1 x̄ Σ
Q4 0.934 2.71 1.002
Q5 0.892 2.83 0.925
Q6 0.817 3.10 1.021
Q7 0.731 2.48 0.843
Q2 0.664 2.50 0.844

Figure 1: The component’s eigenvalues (Source: authors)
1 
9	 Both variables are dichotomous.
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6	 Discussion and conclusion

The main contribution of this study is to deepen the per-
spective of the development of tourism in an area that re-
mains a relatively undeveloped and unknown niche within 
Slovenian tourism, yet very promising in the global con-
text. Based on this assumption, Slovenia could increase the 
visits of Muslim tourists by incorporating halal content in 
its tourism services and facilities, since it already offers 
many features that appeal to the Muslim guest, e.g. cul-
ture, history and art, wellness. According to the (research) 
claims, we established that Slovenian hotel managers are 
not familiar with the halal certification and, therefore, are 
not taking it into consideration; their decision-making 
process for adopting the halal certificate would be deter-
mined by the simplicity and efficiency of the procedure 
itself and on the fact that the procedure does not require 
a major financial investment. The certification procedure 
remains quite unclear and inconsistent. This is problemat-
ic: Islamic communities are tied to each country, and the 
interpretation of certain religious aspects may also differ 
between them; a unified mechanism for certification on the 
international, European or global, level has not been yet 
established (Rosenberg & Choufany, 2009; see also Crn-
jak, 2014; Obućina, 2014). Institutionalised practices for 
the certification of halal hotels as well as institutions that 
would define uniform criteria about the conditions for ob-
taining a halal certificate does not yet exist on the market 
(Henderson, 2010). Hence, findings on the efficiency of the 
procedure itself and on financial investment are basically 
consistent with the allegations of Razzalli, Abdullah and 
Yusoff (2012) on the dimensions of the hotel performance, 
which includes the effectiveness and economic prudence. 
Due to the significant cultural/religious differences, halal 
adjustments may affect certain hotel services, hotels interi-
ors, and other features (according to the characteristics of 
halal hotels indicated by Henderson, 2010); they are justi-
fied only when they have a significant (positive) impact on 
sales. Therefore, their implementations require additional 
caution in the decision-making process of hotel managers 
in Slovenia, where the Islamic religion is not dominant; 
managers’ practical orientation and pragmatism are re-
flected in the decision-making process that would be influ-
enced by the possibilities to adapt the existing hotel facil-
ities and services to the standards determined by the halal 
certificate. The process of the adaptation of existing facili-
ties and services should be supported by external partners, 
which could lead to the development of higher quality and 
more innovative products. Exactly this approach has been 
detected as a weak point of the Slovenian tourism (see 
Uran Maravić, Križaj & Lesjak (2015)).

The hotel industry recognises that an increased demand 
for certifications requires a consensus on uniform guide-
lines and standardised procedures to protect and ensure a 

consistent quality of halal products and services (Halim 
& Salleh, 2012). Therefore, the EU has already begun the 
process to standardise the procedures for the certification 
and thus facilitate a transparent functioning of the neces-
sary mechanisms (Obućina, 2014). The problematic aspect 
of the topic has also been shown by the results of our study, 
in which we found that hoteliers’ decisions for adopting 
the halal certificate largely depend on the perception of the 
complexity and costs of the certification process. The in-
terest of Slovenian hotel managers for a halal certificate 
could be increased by developing clear and simple pro-
cedures for obtaining the halal certification, which would 
favourably affect the perception of the degree of difficul-
ty and the possibility to adjust to the standards of halal 
certificates. This would help hoteliers make decisions that 
would be in line with the global trends (see Dinar Stand-
ard (2012), Baker (2011) and Razzali, Yusoff & Roslan 
(2013)) and competitors in the neighbourhood (see Crnjak 
(2014), Šoštarić (2014), Latinović (2016)).

In order to improve the perception and understanding 
of the complexity of the process for obtaining the halal 
certificate, an interdisciplinary team consisting of (a) or-
ganisers or experts for standardisation, (b) experts of hos-
pitality/hotel industry, (c) experts of halal standards and 
(d) religion/culture of Islam from Slovenia and/or abroad 
should define/develop: (a) clear halal standards for the 
hotel industry (in formal written form) and, on this basis, 
(b) special educational/training programs, including all the 
necessary consultations, (c) publicly available material 
(standards) and other quick information, e.g. via web page. 
In addition to these recommendations, it is necessary to 
strengthen the research of halal tourism in Slovenia, since 
this would help to overcome stereotypes and strengthen 
the awareness of hotel managers and other relevant stake-
holders in tourism about the potentials/opportunities, to 
connect the specific business concept with the specific sec-
tarian organisational culture10 and provide a level of qual-
ity that is consistent with the expectations of the guests 
(see Parasuraman, Zeithaml & Berry (1985) or Kukanja, 
Gomezelj Omerzel & Kodrič (2016)). In this sense, this 
research could help develop national halal systems in 
Slovenia and in the wider region as well as improve the 
perception of hotel managers and facilitating an easier in-
tegration of services adjusted to the needs of Muslims (as 
well as other guests) in the hotel facilities and services; the 
perspective of corporate social responsibility (CSR) in the 
hospitality industry should not be neglected (see Kukanja, 
Planinc & Šuligoj (2016) or Štrukelj & Šuligoj (2014)).

This survey, like any scientific study, has certain re-
strictions. The constraints of the quantitative research in-
clude low response rates of hotel managers and a general 
lack of knowledge about halal services among Slovenian 
hotel managers. To ensure the representativeness of the re-
sults, weighting of the sample was required. Nevertheless, 

1 
10 In general presented by Šuligoj & Mrđa (2016).



321

Organizacija, Volume 50 Number 4, November 2017Research Papers

our study can be seen as a relevant (first) study on the spe-
cific form of the tourism/hotel industry. Another limitation 
is also represented by the use of an online questionnaire, 
which excludes the role of the interviewer and thus the 
possibility of the immediate elimination of possible confu-
sions and mistakes in completing the surveys. An interest-
ing example is variable Q3, which was not clearly linked 
to the decision making and consequently excluded from 
the calculations related to C2. As a general restriction, we 
can mention the absence of related research on halal tour-
ism, which could be effectively used for the development 
of the instrument and for argumentation and interpretation 
of the final findings. Despite these limitations, with the use 
of selected methodology, the goals of the study have been 
successfully achieved.
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Hoteli in v halal usmerjena ponudba: kaj o tem menijo managerji hotelov v Sloveniji?

Ozadje in namen: Turisti iz muslimanskih držav so pomemben deležnik na turističnem trgu. Namen tega prispev-
ka je identificiranje ključnih vidikov halal turizma, posebej v hotelirstvu. Posebno nas je zanimalo, ali so managerji 
seznanjeni s halal certifikatom in ali bi želeli pridobiti certifikat. 
Design/Metodologija/Pristop: Raziskava je osredotočena na halal izdelke, storitve in opremo v splošnem in po-
sebej v slovenskem hotelirstvu; predstavljeni so koncepti, obstoječi trendi in razmere v Sloveniji. Poleg pregleda 
literature, smo za definiranje pomembnih faktorjev, ki pomembno vplivajo na proces odločanja managerjev, izdelali 
analizo faktorskih obremenitev; z uporabo metode glavnih komponent smo nabor odvisnih spremenljivk zmanjšali in 
oblikovali en faktor (čeprav so bila predvidevanja nekoliko drugačna).
Rezultati: Najpomembnejši elementi pri certificiranju so enostavnost in učinkovitost postopkov ter dejstvo, da posto-
pek ne zahteva večjih finančnih investicij. Najpomembnejši element, ki vpliva na proces managerjevega odločanja, 
je možnost prilagoditve obstoječe ponudbe standardu, ki je del certifikata.
Zaključek: Glavni prispevek je v poglobitvi razvojnega vidika v turizmu na področju, ki je relativno nerazvita in nepo-
znana niša v slovenskem turizmu/gostinstvu, toda zelo obetajoča na svetovnem nivoju.

Ključne besede: managerji hotelov; halal certifikat; Islam; tematska ponudba; Slovenija; Hrvaška


