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Executive 
Summary
Muslim travellers in Southeast Asia (SEA) specifically are a large and untapped 
market. There are a total of 240 million Muslims in SEA and this translates to 
approximately 42% of the total SEA population. The past few years have seen a 
growing number of them expressing interest in international travel and they are 
slated to drive the next wave of global consumer and tourism growth.  
 
We would like to term these people who are at the forefront of this evolution 
as the Modern Muslim Travellers (MMTs) and our research, which focuses 
on MMTs in Indonesia, Malaysia and Singapore, shows how sizeable and an 
attractive growth market they are:

Malaysia

94.2% 70.9% 34.8%

   Amongst the 70.9% that 
travel outside of SEA, majority 

(38.8%) spend between  
USD 500 to 800

 Amongst the 34.8% that travel 
outside of Asia, majority 
(30.3%) spend between

USD 1200 to 1800

Domestic and/or SEA 
Countries

Travel at least once a year to...

Countries Outside of SEA Countries Outside of Asia

Trips taken & travel expenditure

 Amongst the 94.2% that travel 
domestically and/or within 

SEA, majority (44.5%) spend 
between USD 300 to 600
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Indonesia

92.7% 47.8% 17%

Amongst the 92.7% that 
travel domestically and/or 

within SEA, majority (45.5%) 
spend between USD 300

to 600

Amongst the 47.8% that 
travel outside of SEA, 
majority (57.1%) spend 

between USD 500
to 1200

  Amongst the 17% that 
travel outside of Asia, 
majority (28.1%) spend 

between USD 1200
to 1800

Domestic and/or SEA 
Countries

Travel at least once a year to...

Countries Outside of SEA Countries Outside of Asia

Singapore

96.9% 67.5% 39.6%

Amongst the 96.9% that 
travel domestically and/or 

within SEA, majority (39.4%) 
spend between USD 300

to 600

Amongst the 67.5% that 
travel outside of SEA, 

majority (23.0%) spend 
between USD 1200 

to 1500

 Amongst the 39.6% that 
travel outside of Asia, 

majority (22.4%) spend 
between USD 2000

to 3000

Domestic and/or SEA 
Countries

Travel at least once a year to...

Countries Outside of SEA Countries Outside of Asia
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How Malaysians Spend Their Spare Cash in Q3 20152

Research from Nielsen also shows how consumers in 
general, spend more on holidays and vacations

New Clothing

Holidays & Vacations

Paying Off Debt/ Loans/ Credit Cards

Investing In Shares Of Stocks/ Mutual Funds

42%

26%

33%

45%

How Indonesians Spend Their Spare Cash in Q3 20153

New Clothing

Holidays & Vacations

Paying Off Debt/ Loans/ Credit Cards

Investing In Shares Of Stocks/ Mutual Funds

48%

27%

33%

22%
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How Singaporeans Spend Their Spare Cash in Q3 20154

New Clothing

Holidays & Vacations

Paying Off Debt/ Loans/ Credit Cards

Investing In Shares Of Stocks/ Mutual Funds

49%

32%

28%

24%

50.6%
Flight Tickets

Proportion of respondents who ranked each travel item as the item they 
spent the most on when they go on a holiday

When it comes to travel expenses, a bulk of it goes to flight 
tickets, accommodation and food

20% 14.6%

Travel 
insurance

Accommodation Food
13.6%
Activities (e.g day 
tours, adventure 
activities)

9.4%12.8%
Travel 
insurance

10.1%
Shopping/
Souvenirs 

10.8%
Tickets for attractions 
(e.g. theme parks, 
museums)
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They present opportunities for the travel industry and successfully capturing 
this next wave of consumer demand will require businesses to appreciate  
their travel behaviour and needs as there are nuances between them and  
other travellers.
 
One distinctive characteristic of MMTs is their decision making process. Given 
that they have additional needs to take into account, their pre-travel process is 
slightly longer compared to non-Muslims.

1.  
Inspiration

2.  
Planning  I

3 months and above 3 months and above

3.  
Transaction

4.  
Planning II

5.  
Travel

6.  
Post-Travel

From inspiration to before transaction From transaction to actual travel

6.7% take less than 1 week

13.6% take 1-2 weeks

14.9% take 3-4 weeks

22.8% take 1-2 months

41.9% take 3 months and above

6% take less than 1 week

8.7% take 1-2 weeks

12.2% take 3-4 weeks

25.2% take 1-2 months

47.9% take 3 months and above

Their total travel journey, from being inspired to departure, takes about six 
months on average. 

Decision-making process
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Their total travel journey, from being inspired to departure, takes about six 
months on average. A recent report by Criteo’s Asia-Pacific Digital Traveller 
reveals that more Singaporeans are making travel bookings four weeks or less 
before departure and this is comparably shorter to that of a MMT. While more 
needs to be discern about the Malaysian and Indonesian traveller, this is an 
indication of MMTs’ decision making process being generally longer compared 
to other travellers.

Word-of-mouth recommendations from people they know and trust continue to 
be a credible and preferred source.

Safety, cost and availability of Halal food options are generally ranked as the 
top factors when choosing a particular destination.

Price, the reputation of the airlines, and having halal menu onboard flights are 
common key considerations when choosing a particular airline to fly with.

Cleanliness, safety and price are usually ranked as the top considerations when 
deciding on a place to stay.

i. Destination

ii. Airlines

iii. Accommodation

What should businesses do to capture the opportunity?
Whilst there are no definitive solutions yet, there are some strategies informed 
by our research that can be leveraged as thought-starters:

1. Leverage on the power of human influence

2. Know what matters to them 
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About Us
Headquartered in Singapore, Have Halal, Will Travel (HHWT) is a digital media 
and technology company with a monthly global reach of 8.6 million Muslims. 
HHWT is redefining the Muslim market with highly shareable travel and lifestyle 
content.

Our vision is to foster peace and understanding between Muslims and 
non-Muslims through travel. We believe that when Muslims and non-
Muslims interact, stereotypes and irrational biases can be torn down. Our 
recommendations and guides inspire Muslims to explore the world and 
encourage more meaningful interactions between Muslims and non- Muslims 
to occur.

HHWT offers innovative advertising and advisory solutions for governments 
and leading brands to tap into the multi-billion dollar Islamic economy. We 
collaborate with forward-looking brands and agencies who are interested to 
market better to Muslims. Our in-house creative and technology teams work 
closely with clients to craft compelling stories curated for the Muslim audience. 
These stories are distributed through our various touch points (social media, 
publication & app).
 
We’ve successfully completed campaigns with global brands such as KLM, Air 
France, Hong Kong Tourism Board, Korea Tourism Organization, Klook, AirAsia, 
Uniqlo and more.

The primary goal of this study is to examine the Muslim traveller’s attitudes, 
perceptions and motivations with regard to various aspects of travel. Unlike 
other papers that present Muslims as a homogenous segment, we focus mainly 
on Modern Muslim Travellers who reside in Malaysia, Indonesia and Singapore 
to better capture and appreciate the unique sentiment of Muslims across 
various countries.

What we stand for

Our work

This report
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Have Halal, Will Travel
Email:  founders@havehalalwilltravel.com
Contact: +65 6909 0008
Website: www.havehalalwilltravel.com/report
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Mikhail is the CEO and co-founder of HHWT. Prior to founding HHWT,  
Mikhail started his own digital agency, Resolute Labs, in 2013 while studying 
at Singapore Management  University. He is a specialist in the area of digital 
marketing and search engine marketing. His 4 years of background in 
marketing coupled with the knowledge of the Muslim segment gives  
him the unique perspective of the market. Have Halal, Will Travel is  
Mikhail’s third venture.

Elaine comes from 4 years of social media marketing experience. She 
previously worked with brands such as StarHub, SMRT and government bodies 
like EDB.  

She holds a degree in Business Marketing, has a passion for content creation 
and is adept at social media crisis management. Elaine believes that greater 
understanding between different cultures can be achieved through interaction 
while travelling and hopes to inspire more people with HHWT.

Tiffany is a graduate of Nanyang Technology University, with a degree in 
Bachelor of Arts (with Honors) in Psychology. In her previous summer 
internship, she was a Culture Research intern where she took on multiple 
responsibilities that fostered her interest in the research field.
 
She was involved in the data analytics process, focusing mainly in quantitative 
research to generate numerical data for a statistical review. Her previous 
experience allowed her to refine her SPSS knowledge and skills, which was 
beneficial in this field.

Widad has about 4 years of background in market research and has experience 
across a broad range of projects, from exploring growth opportunities for FMCG 
clients among rural population, to identifying innovation opportunities in hair 
care among Muslim women. 
 
She also has a keen interest in Islamic culture, having travelled throughout the 
Islamic world, from Pakistan to Iran and most recently Afghanistan.

The Research Team

Goh Wei Jia @ Mikhail Goh
CEO and co-founder of Have Halal, Will Travel

Elaine Tee
Co-founder of Have Halal, Will Travel

Tiffany Lim
Report Analyst

Widad Jamil
Lead Researcher
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Aishah is a graphic designer and illustrator who enjoys exploring and being 
experimental in her designs. She believes in keeping an open mind and being 
diverse as a designer. Her diploma in Temasek Polytechnic’s Communication 
Design and her interest in visual arts has influenced her design philosophy, 
making its way into her works. 
 
As a Muslim, she also believes that Islam is a beautiful and peaceful religion 
and wants to spread this message across.

From January to March 2017, we carried out a total of 3 discussion groups (an 
average of 5 participants each) and 6 in-depth interviews with Muslim travellers 
in Malaysia, Singapore and Indonesia respectively.

We spoke to Modern Muslim Travellers as they represent the bulk of HHWT 
audience. They are typically younger, between 20 and 35 years of age, with a 
penchant for travelling that is more independent and experiential.

Qualitative findings from the discussion groups and in-depth interviews 
were built into the questionnaire design, and this was followed by an online 
questionnaire with a total of approximately 1708 respondents (Indonesia: 454, 
Malaysia: 676, Singapore: 578).

Aishah Salihin
Report Designer

Methodology
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In recent years, a huge and growing segment of Muslims in Southeast Asia 
(SEA) are expressing interest in international travel. They are also increasingly 
choosing to travel independently, shying away from “cookie cutter” tourist 
packages.

At the forefront of this evolution are the Modern Muslim Travellers (MMTs) 
and for this report, we look at MMTs in Indonesia, Malaysia and Singapore 
specifically. They are typically women, in their 20s or early 30s:

Introduction
Who are the Modern  
Muslim Travellers?

Gender

Age Split

90%
10%
Females

Males

4%0% 20% 39% 32% 2% 3%

<18 18-20 21-24 25-29 30-35 36-40 >40

Who are the Modern Muslim Travellers?Introduction
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However, they are not defined by gender or an age bracket. Rather, the term 
‘Modern Muslim Traveller’ describes a mindset – one that desires travel 
experiences that are independent and more immersive. This desire is echoed in 
our research which shows that 84% prefer to plan their own itinerary.

Like any other regular traveller, they too share the passion for travelling and 
exploring. In fact, travel is deeply important to them and for most of them, it has 
become a yearly ritual.

However, what does set them apart from other travellers is the fact that they 
practice Islam, which calls for adherence to certain practices. This creates 
distinctive needs and impacts their travel behaviours which we will explore in 
the later sections.

“I can’t imagine not travelling once every few months, what more within a year. What’s the 
point of going through your daily motions for an entire year without any respite. It can be 
very depressing because there’s only so much you can do and see in Singapore” 

28 yo, Singaporean

“There’s a saying that goes - ‘the world is a book and those who do not travel, only read 
a page’. For me, I’ve so much pages and chapters to go. That is why my husband and I 
travel at least 3-5 times a year” 

30 yo, Indonesian

“I consider myself a frequent traveller. It feels awkward to not get on a plane but stay in 
one place. I  travel to explore and experience different cultures, people and places.” 

28 yo, Malaysian

Most are unconstrained financially and from familial obligations.

70% 84%
are comfortably middle 
class and earning their 
own income

are either single or 
married without children

99% 87%
travel at 
least once 
a year

travel at 
least twice 
a year

Who are the Modern Muslim Travellers?Introduction
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But why put a spotlight on 
Muslim travellers in SEA?
Globally, Muslim travellers represent a major niche market in the travel and 
tourist industry. Studies by CrescentRating1 show that Muslim-friendly tourism 
is one that is most lucrative and fastest growing.   

SEA in particular is a significant market that should not be ignored. According 
to the latest findings of Global Survey of Consumer Confidence and Spending 
Intentions Q3 2015 recently released by Nielsen, consumer confidence is 
gaining momentum in the different SEA markets, and consumers in general are 
not shy when it comes to spending on travel.
 

By 2020 the annual global 
expenditure of Muslim travellers 
is expected to reach 

Regular 
Tourism

Muslim-friendly 
tourism

which is about

Why a spotlight on Modern Muslim Travellers in SEA?Introduction

13.4%

3.8% 4.79%

US$192billion

of the world’s total travel 
expenditure

The sector is also expected to grow at a faster 
rate compared to regular tourism
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Why a spotlight on Modern Muslim Travellers in SEA?Introduction

How Malaysians Spend Their Spare Cash in Q3 20152

Research from Nielsen also shows how consumers in 
general, spend more on holidays and vacations

New Clothing

Holidays & Vacations

Paying Off Debt/ Loans/ Credit Cards

Investing In Shares Of Stocks/ Mutual Funds

42%

26%

33%

45%

How Indonesians Spend Their Spare Cash in Q3 20153

New Clothing

Holidays & Vacations

Paying Off Debt/ Loans/ Credit Cards

Investing In Shares Of Stocks/ Mutual Funds

48%

27%

33%

22%
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42%
of the total SEA 
population are 
Muslims

Coupled with the fact that there are a total of 240 million Muslims in SEA, which 
translates to approximately 42% of the total SEA population5 the opportunity in 
targeting Muslim travellers in SEA is huge.

Why a spotlight on Modern Muslim Travellers in SEA?Introduction

How Singaporeans Spend Their Spare Cash in Q3 20154

New Clothing

Holidays & Vacations

Paying Off Debt/ Loans/ Credit Cards

Investing In Shares Of Stocks/ Mutual Funds

49%

32%

28%

24%
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A bulk of our Indonesian respondents earn between USD 500 - 1,500 (41.2%) 
which is considerably high compared to the national average. (Average net 
wage / salary per month of an Indonesian employee: Rp 2,180,577 ≈ USD 164)6

This is further supported by our research which shows how sizeable and an 
attractive growth market they are:

Average no. of times they travel a year 

Average income 

Why a spotlight on Modern Muslim Travellers in SEA?Introduction

Indonesia

99%
travel at 
least once 
a year

40.7%

0.9% 0.7%
0.2%

earn less than 
USD 500

30.8%
earn between 
USD 501-1000

10.4%
earn between 

USD 1001-1500

3.5%
earn between 

USD 1501-2000

2.4%
earn between 

USD 2001-2500

1.8%
earn between 

USD 2501-3000

earn between  
USD 3001-4000 earn between  

USD 4001-6000
earn more than 

USD 6000

87%
travel at least 
twice a year
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Malaysia

Singapore

The majority of our Malaysian respondents earn between USD 500 - 1,500. This 
is relatively high compared to the national average (Mean wage / salary per 
month: RM 2,312 ≈ USD 542)7

As for our Singaporean respondents, most earn between USD 1,500 - 4,000. 
This is roughly compatible to the gross monthly income of a Singapore resident 
(Median Gross Monthly Income of work including Employer CPF Contribution: 
SGD 4,056 ≈ USD 2,941)8

18%

1.2%
0.4%

1.3%

earn less than 
USD 500

29%
earn between 
USD 501-1000

19.8%
earn between 

USD 1001-1500

9.3%
earn between 

USD 1501-2000

4%
earn between 

USD 2001-2500

1.5%
earn between 

USD 2501-3000

earn between  
USD 3001-4000

earn between  
USD 4001-6000

earn more than 
USD 6000

19.7%

4%
4.2%

7.4%

earn between 
USD 1501-200018.3%

earn between 
USD 2001-2500

12.1%
earn between 

USD 2501-3000

11.9%
earn between 

USD 3001-4000

5%
earn between 

USD 4001-6000

1%
earn more than 

USD 6000
earn less than 

USD 500
earn between  
USD 501-1000

earn more than 
USD 1001-150

Why a spotlight on Modern Muslim Travellers in SEA?Introduction
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Percentage of savings that goes into travel funds 

Proportion of respondents who ranked each travel item as the item they 
spent the most on when they go on a holiday

When it comes to travel expenses, a bulk of it goes to flight 
tickets, accommodation and food

50.6% 20% 14.6%
Flight Tickets

Travel 
insurance

Accommodation Food

95.6% of respondents set aside a part of 
their savings for travel funds

Why a spotlight on Modern Muslim Travellers in SEA?Introduction

25%

5.5%
23.2%3.5%15.2%

4.1%
5.9% 17.6%

Set aside 
10% of their 
savings

Set aside 
15% of their 
savingsSet aside 

20% of their 
savings

Set aside 
25% of their 
savings

Set aside 
30% of their 
savings

Set aside 
40% of their 
savings

Set aside 
50% of their 
savings

Set aside a 
percentage that 
goes into travel 
funds

Specific percentage of their savings set aside

13.6%
Activities (e.g day 
tours, adventure 
activities)

9.4%12.8%
Travel 
insurance

10.1%
Shopping/
Souvenirs 

10.8%
Tickets for attractions 
(e.g. theme parks, 
museums)
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Trips taken & travel expenditure

Malaysia

Indonesia

Why a spotlight on Modern Muslim Travellers in SEA?Introduction

94.2%

92.7%

70.9%

47.8%

34.8%

17%

 Amongst the 94.2% that travel 
domestically and/or within 

SEA, majority (44.5%) spend 
between USD 300 to 600

 Amongst the 92.7% that travel 
domestically and/or within 

SEA, majority (45.5%) spend 
between USD 300 to 600

   Amongst the 70.9% that 
travel outside of SEA, majority 

(38.8%) spend between  
USD 500 to 800

Amongst the 47.8% that 
travel outside of SEA, 
majority (57.1%) spend 

between USD 500 to 1200

 Amongst the 34.8% that 
travel outside of Asia, 

majority (30.3%) spend 
between USD 1200 to 1800

  Amongst the 17% that 
travel outside of Asia, 
majority (28.1%) spend 

between USD 1200 to 1800

Domestic and/or SEA 
Countries

Travel at least once a year to...

Countries Outside of SEA Countries Outside of Asia

Domestic and/or SEA 
Countries

Travel at least once a year to...

Countries Outside of SEA Countries Outside of Asia
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Why a spotlight on Modern Muslim Travellers in SEA?Introduction

MMTs across SEA represent a huge opportunity and the travel industry will 
need to adapt quickly if it wants to capture this nascent market. There is 
no better time than now while they are still at the stage of discovering and 
cementing their consumption preference. By better connecting with this target 
and speaking to their needs, businesses in the travel industry can gain the 
upper hand in cutting through the clutter and winning this target’s loyalty.

Singapore

96.9% 67.5% 39.6%

 Amongst the 96.9% that 
travel domestically and/or 

within SEA, majority (39.4%) 
spend between USD 300

to 600

Amongst the 67.5% that 
travel outside of SEA, 

majority (23.0%) spend 
between USD 1200

to 1500

 Amongst the 39.6% that 
travel outside of Asia, 

majority (22.4%) spend 
between USD 2000

to 3000

Domestic and/or SEA 
Countries

Travel at least once a year to...

Countries Outside of SEA Countries Outside of Asia



HHWT Presents: The Modern Muslim Traveller 25



HHWT Presents: The Modern Muslim Traveller26

Research 
Findings
MMT’s Attitude Towards Travel

I. They are increasingly demanding for independent travel

Across all three countries, we found that Modern Muslim Travellers were 
consistently choosing independent travel over packaged tours. 

84.3%
plan their own 
itneraries all 
the time and 
frequently
when they travel

3.5%
go on a full tour 
package all 
the time and 
frequently when 
they travel

only

  MMT’s Attitude Towards TravelResearch Findings
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Underlying this appetite for a more independent travel is their desire for an 
experience that is less scripted and more immersive. Amongst the people we 
spoke to, they consistently perceived packaged or organized tours as passé. 
It may provide them with a sense of security but they find being in a foreign 
context autonomously to be much more rewarding and fulfilling.

Essentially, they are all seeking a memorable travel experience. When asked 
about the kind of things they enjoy most when travelling, it shows that our 
target prefers to spend on experiences rather than physical things, pointing to a 
move away from materialism and a growing appetite for real-life experiences.

“I believe the best way to learn about the country is by experiencing it. It’s different when 
you go on a organised tour versus having a local take you around. Getting to know 
someone who lives there and having them take you around to learn about their culture 
and way of life, is much more intimate” 

24 yo, Singaporean 

“I like to call myself a slow, independent traveller. I like to immerse myself in the country 
and to be able to get to know the local culture, take in the local sights and try the local 
food - all at my own pace. Sure a group tour gives you a peace of mind but that is not 
what I’m mainly looking for when I travel” 

35 yo, Malaysian

45.4%

18.6%

33.3%

16.3% 13.9%
10%

14.9%

Sightseeing
Try Local 

Food
Adventure 
Activities

Relaxing, 
Being 

Pampered Others
Cultural and 
Historic Sites

Meeting and 
Interacting 
With People

  MMT’s Attitude Towards TravelResearch Findings

Proportion of respondents who ranked each activity as the 
activity they enjoy most when they travel:
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This is in line with most research to date on millennial travellers. A study by 
Singapore Tourism Board shows millennial travellers in Asia veering away from 
traditional package holidays and preferring to craft their own holidays and 
experiences. This is driven by 3 key travel motivations:

MMTs are no different. They too desire for a more independent and experiential 
travel and these motivations apply to them too. For businesses, it is thus 
imperative to look at ways to win the hearts of Muslim travellers, without 
compromising on their experiential nature and travel motivations. Companies 
will have to walk the fine line between being Muslim-friendly and also attracting 
the millennial traveller, for that is what the MMT quintessentially is.

MMT’s approach to travel is quite distinct compared to their previous 
generation. In the past, travel was treated as a status symbol with the goal 
of getting more bang for your buck. Now, it has evolved into something more 
personal and meaningful to them.

II. Their approach to travel is more personal and purposeful, 
with each country revealing further nuances

How does a more personal and purposeful travel play 
out amongst our target in each country?

1. Autonomy
Independence to do 

things on their own term

2. Authenticity
Ability to experience and 

immerse in local life and culture

3. Sense Of Belonging
Feeling of assimilation (vs. a feeling 

of dislocation)

  MMT’s Attitude Towards TravelResearch Findings
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It allows them to broaden their knowledge and worldview, giving them fresh 
perspective on their thinking and ways of living.

1. Travel as a form of personal inspiration and enrichment

In a fast paced and hyper-connected world, travel is a way to enjoy some 
‘me-time’ and get away from their day-to-day grind.

2. Travel as a form of escape

Indonesia Malaysia Singapore

72.2%69.3% 80.1%

marked that they travelled mostly as a form of personal  
inspiration and enrichment

Indonesia Malaysia Singapore

71.2%49.6% 64.2%

marked that they travelled mostly as a form of escape

  MMT’s Attitude Towards TravelResearch Findings
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It gives them the chance to step back from the day-to-day, to reflect on life and 
have a better perspective of themselves.

3. Travel as a form of introspection

Indonesia Malaysia Singapore

58.1%62.4% 66.2%

marked that they travelled mostly as a form of introspection

Indonesia Malaysia Singapore

72.2%89.4% 88.9%

marked that they travelled mostly as a form of personal challenge

It provides them with an opportunity to experiment and to try out something 
away from their comfort zone.

4. Travel as a form of personal challenge

  MMT’s Attitude Towards TravelResearch Findings
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For the Singaporean MMT, travel is treated more as a form of escape. And 
understandably so - it’s no secret that Singapore is a fast-paced society and 
people in Singapore are found to sleep the least and working among the longest 
hours in the world. Thus for them, travel serves as a stress reliever and it allows 
them to recharge their battery before returning back to the daily grind.

For the Malaysian MMT, travel is viewed more as a means to self-development. 
They are thirsty for new knowledge and inspiration from the world around 
them. It is also seen as one of the most rewarding forms of introspection as it 
allows them to be on a journey where they can self-reflect and look deep into 
themselves.

For the Indonesian MMT, travel is more about having an adventure. It’s about 
seeking the thrill of the unknown and trying new things. They are willing to put 
themselves in a rather unfamiliar territory, not just to get an adrenaline rush, but 
to also challenge their personal boundaries.

While they share a lot of similarities with millennial travellers in terms of their  
travel motivations and approach, they have additional needs and considerations 
because of their religion. These additional needs are what makes them distinct 
from other travellers.

The majority of MMTs try their best to adhere to these needs as they have no 
intention to compromise on their beliefs. This can be seen in the workarounds 
they employ when travelling:

When the destination lacks Halal food..
• They’ll pack instant noodles or dry food from home
• They’ll opt for vegetarian food or seafood
• They’ll rent accommodation where they are able to buy ingredients and 

cook their own food

III. They have additional needs and Halal food is  
particularly valued

The food they eat needs to be Halal

Being Muslims, they have certain 
requirements and needs. In particular: In context of travel, these translates to:

Availability of Halal food

They have to pray 5 times a day Easy-to-access mosques/places to pray

Maintain modesty in social settings Gender segregation for certain amenities

  MMT’s Attitude Towards TravelResearch Findings
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When the destination lacks praying facilities...
• They’ll book an accommodation that is central or near the places / 

sites they would like to visit, so that they can readily go back to their 
accommodation to pray

• Or they’ll bring along a bottle of water to do their ablution and find a quiet 
place to carry out their prayers e.g. staircase, backroom of a restaurant 

When the destination lacks gender segregated amenities (e.g. swimming 
pool)…
• Women especially will bring along clothes that ensure their modesty  

(e.g. modest swimwear)
•  Or avoid using the amenity altogether

While all these needs are important, the level of importance varies.The 
availability of Halal food in particular is considered to be the most important. 
Since we know that food is one of the most significant enjoyment when 
travelling (33.3% ranked trying local food as their most favourite activity), it 
naturally becomes huge pain point when they are unable to try local food simply 
because they are not Halal.

When unable to try local food because they are not Halal:

41.5%

25.2%

Very Bothered

Bothered

19.8%

8.4%

5%

Quite Bothered

Not Very Bothered

Not Bothered At All

Furthermore, the wide availability of Halal food options ranks as one of the top 
3 factors for choosing a travel destination. 

  MMT’s Attitude Towards TravelResearch Findings
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Destination consideration:

This represents an opportunity for destinations to adapt their offerings to 
better serve Muslim travellers, especially when it comes to providing local Halal 
food options. It helps to increase the appeal of the destination and boost the 
likelihood of it being the preferred choice of destination.

Case Study:

Japan is a great example in terms of catering to Muslim travellers’ needs. While it is 
true that Japan’s rich history and culture makes it a popular choice for any traveller 
including Muslim travellers, its efforts in providing more Muslim-friendly services only 
further increases its appeal.

And with the increased availability of Halal food, the pull for Muslim travellers to Japan 
is even stronger now. Muslim travellers searching for halal restaurants can easily find 
lists of them online, and there are also more Japanese businesses that are increasingly 
moving to enter the halal food market with an eye towards expanding agricultural 
exports. 

The latest available data from the Japan National Tourism Organisation shows the 
exponential growth in visitors from countries in SEA where Muslims form the majority. In 
the first nine months of 2016, there were 249,800 tourists from Malaysia - a 33.4% rise 
from the same period last year. The number of Indonesian visitors also grew by 27.7% to 
184,900 over the same period.9

80.9% 74.5% 61.7%
Safety Cost

Wide  
Availability of  

Halal Food  
Options

  MMT’s Attitude Towards TravelResearch Findings
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MMT’s Travel Journey

Introduction
MMTs in SEA generally go through the same stages as other travellers and their 
travel journey typically boils down to these 6 steps:

Given that the bulk of MMTs is made up of mostly singles and people who are 
married without children, their decision-making process should theoretically be 
short since they only have their preferences and needs to think of. However, as 
we are already aware, they have additional needs to take into account before 
making a decision. With so much more on their plate to consider, it is not 
surprising if their pre-travel process takes slightly longer compared to  
non-Muslims.

                 MMT’s Travel Journey

Inspiration 
Awareness and understanding of 
destination

Planning I 
Consideration and comparison of 
available options (destination, flights, 
accommodation etc.)

Transaction 
Purchase

Planning II 
Planning of activities (things to do, 
places to go, food to eat)

Travel 
On-site experience 

Post-travel 
Advocacy

1. 

2. 

3. 

4.

5. 

6. 

Research Findings

Decision-making process

Prior to making any travel purchases, most MMTs take about three months 
from being inspired, to planning and researching - this includes considering and 
comparing potential destinations, as well as flights and accommodation.
Once their mind is made up, they will make the various purchases and conduct 
further planning, such as the things they should do or the places they should 
visit. This generally takes three months prior to departure.
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MMT’s travel journey is comparably longer to say, an average Singaporean 
traveller. According to Criteo’s Asia-Pacific Digital Traveller Report 201710, two in 
five Singaporeans make their travel bookings four weeks or less before departure 
i.e. < four weeks from transaction to actual travel. While there is much more to 
discern about the Malaysian and Indonesian traveller, this gives us an indication 
that MMTs pre-travel process is generally longer compared to the average 
traveller.
 
It is therefore important for businesses to take note of the point at which they are 
inspired or considering their options, so as to develop and deliver a marketing 
plan that shapes our target’s opinions and decisions before it is too late.

MMT’s Travel Journey

1.  
Inspiration

2.  
Planning  I

3 months and above 3 months and above

3.  
Transaction

4.  
Planning II

5.  
Travel

6.  
Post-Travel

From inspiration to before transaction From transaction to actual travel

6.7% take less than 1 week

13.6% take 1-2 weeks

14.9% take 3-4 weeks

22.8% take 1-2 months

41.9% take 3 months and above

6% take less than 1 week

8.7% take 1-2 weeks

12.2% take 3-4 weeks

25.2% take 1-2 months

47.9% take 3 months and above

Research Findings

 Their total travel journey hence takes about six months on average.
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Channels and Touchpoints
We also asked our audience what typically prompts them to travel. The 
following shows their responses:

Indonesia

Online Media

Online Media

Traditional Media

Traditional Media

Malaysia

                 MMT’s Travel JourneyResearch Findings

Social Media Influencers

Articles by Travel Publications

Friends’ Posting On Their Travels

User Reviews on Websites

Have Halal, Will Travel

 72.2%

 63.6%

 60.9%

 59.9%

 44.8%

 65.7%
 48.3%

 29.2%

 28.1%

Magazine Ads

Television Ads

Travel Fairs

Books/TV Shows/ Movies

Word of Mouth

65.7%

60.9%

48.3%

29.2%

28.1%

completely 
and very 
likely

moderately 

slightly 

not at all 

completely 
and very 
likely

moderately 

slightly 

not at all 

Social Media Influencers

Articles by Travel Publications

Friends’ Posting On Their Travels

User Reviews on Websites

Have Halal, Will Travel

67%

57.5%

57%

55.5%

36.1%

Magazine Ads

Promotional Flyers

Travel Fairs

Word of Mouth

Books/TV Shows/ Movies

69.4%

65%

46.3%

23.6%

20.7%
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Online Media Traditional Media

Singapore

Word-of-mouth remains the popular and most trusted source of product, 
content, and experience information for nearly every MMT in each country. 
This comes as no surprise since it is the oldest and most powerful marketing 
channel in the history of mankind.

While advertising in the form of word-of-mouth recommendations from 
people they know and trust continue to be a credible and preferred source, 
online channels that offer genuine recommendations or opinions of peers 
and like-minded individuals, are increasingly finding their way into the MMT’s 
circle of trust. As such, online channels such as independent travel websites 
(e.g. HHWT), blogs and reviews, are becoming increasingly popular channels 
amongst MMTs. 

Similar to other millennials, MMTs too are digital natives. They seek authentic, 
word-of-mouth information, not just from family and friends for travel 
inspiration, but also from online channels, in particular bloggers, reviewers, 
friends’ posting and social media influencers. These online platforms have 
become the storytellers for the digital age and travel brands should deftly 
leverage on them to help amplify their message.

                 MMT’s Travel JourneyResearch Findings

Social Media Influencers

Articles by Travel Publications

Friends’ Posting of their travels 

User Reviews on Websites

Have Halal, Will Travel

52.9%

38.9%

38.1%

65.7%

55.2%

Television Ads

Magazine Ads

Travel Fairs 

Books/TV Shows/ Movies

Word of Mouth

31.3%

19.9%

17.8%

63%

52.8%
completely 
and very 
likely

moderately 

slightly 

not at all 
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MMT’s Travel Considerations

1. Destination

Introduction
In this section, we will explore the factors that influence MMT’s decision when 
it comes to choosing destination, flights and accommodation. While all three 
countries generally exhibit similar considerations, there are also some slight 
nuances between them.
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50.4%56.8%61.7%74.5%80.9%

Aggregated data of INDO, MY & SG
When it comes to 
choosing a particular 
destination, safety, cost 
and the availability of 
Halal food options are 
generally ranked as the 
top considerations

Whilst extensive 
and convenient 
transportation, as well 
as easy accessibility 
to prayer facilities 
are important factors 
too, they are ranked 
differently across the 
various markets.

(Proportion of respondents who ranked each factor as their top 
consideration when they decide on a travel destination)

                 MMT’s Travel ConsiderationsResearch Findings



HHWT Presents: The Modern Muslim Traveller 39

For the Indonesian 
MMT, knowing that 
the destination 
provides easy access 
to prayer facilities 
takes precedence 
over extensive 
and convenient 
transportation.

Indonesia
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For the Malaysian 
MMT, extensive 
and convenient 
transportation is a 
major influential factor 
as it ranks third followed 
by the wide availability 
of Halal food options 
and the best climate 
or season to visit the 
destination.

Malaysia
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For the Singaporean 
MMT, extensive 
and convenient 
transportation is ranked 
fourth amongst the 
other considerations. 
They also appreciate if 
the destination provides 
easy access to WiFi.

Across all three 
markets, price is 
consistently ranked as 
the top consideration. 
This is followed by 
reputation of airlines, 
Halal food options and 
comfort. Service on 
board flights is typically 
ranked last.
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2. Airlines

Aggregated data of INDO, MY, SG
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(Proportion of respondents who ranked each factor as their top 
consideration when they decide on a travel destination)
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  MMT’s Travel ConsiderationsResearch Findings

Indonesia

Malaysia
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For the Indonesian 
MMTs, price is a very 
important consideration. 
Apart from price, having 
Halal food options  is 
also important. In 
fact, more so than the 
reputation and comfort 
of the airline.

Similarly, price is 
a crucial factor for 
the Malaysian MMT 
too. The reputation 
of the airline comes 
in second, followed 
closely by Halal food 
options.
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Singapore

  MMT’s Travel ConsiderationsResearch Findings
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3. Accommodation

Aggregated data of INDO, MY, SG

(Proportion of respondents who ranked each factor as their top 
consideration when they decide on a travel destination)
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79.3%86.9%87.8%88.9%90.4% Cleanliness, safety 
and price are 
generally ranked as 
the top factors when 
choosing a particular 
accommodation. 
Accessibility and 
reviews of the 
accommodation are 
important too, albeit 
ranked differently in 
each market.

Price once again 
appears to be the top 
consideration for the 
Singaporean MMT. The 
reputation of the airlines 
is ranked second 
and while comfort is 
usually ranked fourth 
in the other markets, 
it is ranked third here. 
This shows that the 
Singaporean MMT 
values comfort more in 
comparison.
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  MMT’s Travel ConsiderationsResearch Findings

For the Indonesian 
MMT, accessibility 
is a crucial factor as 
it is ranked second 
amongst the other 
considerations. It is 
almost as equally 
important as price 
which is ranked first.
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For the Malaysian 
MMT, price is a critical 
influential factor, 
followed closely 
by cleanliness and 
accessibility.
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Singapore

For the Singaporean 
MMT, cleanliness is 
highly valued and takes 
precedence over safety 
and price.
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Key Takeaway and 
Recommendations
Introduction

Marcom Recommendations

The nuances between MMTs and other travellers should not be overlooked. To 
capture this emerging and growing market, companies will need specific and 
tailored strategies to address the uniqueness of this audience so as to better 
resonate with them. To illustrate, let us consider how marketing efforts can be 
better tailored for MMTs in SEA.

MMT’s decision making process is not at all short nor straightforward. It 
typically takes them about six months, from being inspired to the actual  
travel itself.

It is therefore imperative for brands to understand MMT’s decision making 
process as it will help shed light on the suitable time to reach out to them.

If the brand’s marketing objective is to create or build awareness, campaigns 
will need to be rolled out at least six months in advance as the audience are 
most likely to be at the stage where they looking for inspiration or considering 
the options available. By targeting them at this stage, it gives brands the ability 
and time to shape their decisions.

While six months is a general guideline, campaigns are recommended 
to be done before these six months i.e. 6-8 months before the holidays 
or travel season. This especially applies for products or services that are new 
e.g. airlines pushing for a new destination, tourism boards marketing new cities.

MMT’s preference for word-of-mouth recommendations is apparent in the 
type of offline and online channels they go to. Understandably so since travel 
purchases tend to have much higher stakes than almost any other purchases: 

1. Take into account their decision making process

2. Leverage on the power of human influence in travel

Key Takeaways and Recommendations
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Destination

Since MMTs are quintessentially millennial travellers with additional needs, 
companies will have to walk the fine line between being Muslim-friendly and 
attracting the millennial traveller. This means ensuring their additional needs 
are met without having to make any concessions on their travel motivations 
which are: 

1. Be Muslim-friendly, but avoid compromising on their  
travel motivations

limited time to travel, new product / service / destination and higher price points 
make consumers rely even more heavily on those who have travelled before 
them. They tend to do some research beforehand and this consists of seeking 
the opinions of others and checking out not just what their family and friends 
have to say, but also what people or their peers have to say online.

Brands should hence not solely rely on traditional advertising. Rather, more 
digital and social touch points should be taken into consideration. Brands 
should understand that friend referrals and user-generated content are 
significantly more influential in vacation-booking decisions. Hence, 
more consumer stories should increasingly be put at the forefront of 
marketing campaigns.

Reviews, customer stories, and case studies all have one thing in common: 
they throw back the curtains on the business and reveal information from the 
viewpoint of the customer. Instead of businesses singing their own products 
praises, they are using happy customers to sing their praises which is much 
more impactful.

Key Takeaways and Recommendations

1. Autonomy
Independence to do 

things on their own term

2. Authenticity
Ability to experience and 

immerse in local life and culture

3. Sense Of Belonging
Feeling of assimilation (vs. a 

feeling of dislocation)
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In the context of ensuring the availability of Halal food, businesses should:

Taito ward in Tokyo offered a number of subsidies for 
businesses, and areas in this ward include the popular 
Asakusa. As a result of these subsidies, a number of 
businesses with local halal food have opened in the ward, 
attracting a large number of Muslim tourists.

Case Study:

enjoy without worries, benefitting these businesses and 
the overall destination in the long run too.

Foster a sense of belonging by making halal food not just 
available at eateries and restaurants but also grocery 
stores, supermarkets, souvenir shops / snacks etc. 

3.

Key Takeaways and Recommendations

Give our target a sense of autonomy to choose where to 
eat and what to eat, without having to be restricted to a 
particular place or area.

Allow our target to try local authentic food instead of 
vegetarian food, Indian food, Middle Eastern food etc. 
For tourism boards, they can provide grants such that 
businesses can work towards getting halal certification 
especially in areas that are popular amongst tourists as 
these food and beverage outlets should not be too far out 
of the city either. Doing so will allow Muslim travellers to 

1.

2.

2. Facilitate customised travel experiences

Total curation and customisation is necessary. Allow MMTs to set their own 
schedules and agendas and instead of selling a pre-packaged experience, 
companies should seek to provide tools that allow them to craft their own 
personalised experience.

They can do so by providing a basic offering that can be enhanced by providing 
add-ons, similar to the model popularised by low-cost carriers. This would 
especially appeal to those from the price sensitive segments.
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1. Providing Muslim-friendly airport facilities, particularly Halal 
food and prayer facilities

2. Halal menu on flights

1. Assure a stay that looks after their specific needs

To accommodate the growing number of Muslim travellers passing through, it 
is important that airports are catering to their specific needs.

Given that Halal food is one of the most important needs, airports should 
provide Halal food and restaurants in both the public and transit areas.

Furthermore, people generally spend a considerable amount of time at the 
airport waiting for their flight. Hence, providing prayer rooms and proper 
ablution facilities to allow Muslim travellers to do their daily prayers while 
waiting, is both thoughtful and much appreciated.

While MMTs are not necessarily looking for accommodations that promote 
themselves as Muslim-friendly or Halal compliant, they do appreciate places 
that make the effort to make sure that their stay is a comfortable one.
As established earlier on, access to Halal food is important and ensuring 

MMTs would like to be assured that the airline they are flying includes the 
option of a fully Halal menu on board. The last thing they want, especially when 
it is a long-haul flight, is having to choose between vegetarian and Indian food, 
or worse, cup noodles.

Flights

Accommodation

Key Takeaways and Recommendations

3. Reassure audience of country’s safety 

Safety is the most important factor and consideration when choosing a 
destination. Safety here does not just mean general safety but also a safe 
travel environment for Muslim travellers. The rising Islamophobia and anti-
Muslim sentiments in some parts of the world is quite concerning, especially 
amongst Muslim women who don the hijab. Being in a situation where they find 
themselves the subject of jokes or aggression solely based on how they dress, 
is undesirable and it can even diminish their desire or propensity to travel to 
that particular destination.

While a safe and secure environment is essential in attracting any traveller, 
making them feel welcomed and at ease as a Muslim traveller, is equally 
important too. One of the ways is for destinations to promote the local Muslim 
community in the area - it helps provide a sense of familiarity and further 
assures them of their safety in the country.
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its availability in the accommodation itself will definitely help drive appeal. 
However more can be done service wise to show that operators are empathetic 
of their needs.  

For example:
• Giving tips and advice before or upon check-in on the available Halal food, 

supermarkets, prayer facilities or mosques in the vicinity
• Providing information on the local prayer times (perceived to be much more 

useful compared to Qibla directions marked in the guest rooms)
• Offering both printed and downloadable Muslim-friendly guide which 

includes the abovementioned tips, advice and information. These are 
especially handy when they are out sightseeing or exploring the area.
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Research 
Limitations
Although the research has reached its aim, it has its limitations namely the lack 
of generalizability. Due to the lack of time and resource, both the qualitative 
and quantitative part of the research was conducted with only HHWT audience 
who are typically characterised as frequent travellers, with a penchant for slow 
travelling.

In order for the findings to be generalized to a larger group of Muslims in 
Southeast Asia, we acknowledge that the study should have involved more 
Muslim participants in general.

Research Limitations
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