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Rank Country 2014 

1 France 83.7 

2 United States 74.8 

3 Spain 65.0 

4 China 55.6 

5 Italy 48.6 

6 Turkey 39.8 

7 Germany 33.0 

8 UK 32.6 

9 
Russian 
Federation 

29.8 

10 Mexico 29.1 

Rank Country 2014 

1 United States 177.2 

2 Spain 65.2 

3 China 56.9 

4 France 55.4 

5 Macao (China) 50.8 

6 Italy 45.5 

7 UK 45.3 

8 Germany 43.3 

9 Thailand 38.4 

10 
Hong Kong 

(China) 
38.4 

11 Australia 32 

12 Turkey 29.6 

International Tourist Arrivals 

(Million)* 

International Tourism Receipts 

(Billion $)* 

2 * UNWTO, 2015 



Rank  Country  
Total Visitor Arrivals 

(Inbound Tourist) 
Millions 

1 Turkey 39.28 

2 Malaysia 26.43 

3 Indonesia 9.33 

4 Iran 5.48 

5 Kazakhstan 5.29 

OIC Asian Group Visitor Arrivals  
(Inbound Tourist) 

* CrescentRating 2015 
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Number of Visitors from 
COMCEC Members* 

COMCEC MEMBERS Arriving Foreigners Share % 

Iran 1 700 385 4,69 

Iraq 1 094 144 3,02 

Azerbaijan  602 488 1,66 

Saudi Arabia  450 674 1,24 

Kazakhstan  423 744 1,17 

Libya  234 762 0,65 

Lebanon  197 552 0,55 

Kuwait  174 486 0,48 

Turkmenistan  174 330 0,48 

Algeria  171 873 0,47 

Jordan  162 866 0,45 

Uzbekistan  143 331 0,40 

Morocco  109 775 0,30 

Tunisia  102 341 0,28 

Egypt  100 040 0,28 

Kyrgyz Republic   88 369 0,24 

Albania  80 032 0,22 

Malaysia  69 616 0,19 

Pakistan  59 700 0,16 

Indonesia  56 867 0,16 

United Arab Emirates  51 600 0,14 

Qatar  35 832 0,10 

Bahrain  32 476 0,09 

Tajikistan  31 917 0,09 

Yemen  24 237 0,07 

Bangladesh  12 212 0,03 

Sudan  11 434 0,03 

Total foreigners arriving from COMCEC members in 
2015: 

6 397 083   (17,7 % of total arriving foreigners)  

* Ministry of Culture and Tourism of Turkey 
(temporary data)  
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Top 5 OIC destinations by  
Muslim visitor arrivals* 

Country 
Muslim Visitor Arrivals 

(Inbound Tourist) 
Muslim Visitor Arrivals Expenditure 

(Inbound Tourist) 
1 Saudi Arabia 11,2 $7,718.1 

2 Turkey 7,1 $6,606.9 

3 
United Arab 

Emirates 6,5 $7,734.2 
4 Bahrain 5,9 $1,175.3 
5 Malaysia 5,3 $4,290.9 

* CrescentRating 2015 
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Global Muslim Travel Index (GMTI)  
2015 Results* 

RANK GMTI 2015 RANK DESTINATION SCORE 

1 1 Malaysia 83.8 

2 2 Turkey 73.8 
3 3 United Arab Emirates 72.1 
4 4 Saudi Arabia 71.3 

5 5 Qatar 68.2 

6 6 Indonesia 67.5 

7 7 Oman 66.7 

8 8 Jordan 66.4 

9 10 Morocco 64.4 

10 11 Brunei 64.3 

*MasterCard & CrescentRating 2015 
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«Muslim travellers who do not wish to compromise their basic faith-
based needs while travelling for a purpose, which is permissible» 

 

«Halal conscious travellers, travelling for any purpose, which is Halal 
(permissible) 

Terminology* 

* COMCEC 2016 
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The Demand Side Key Items 

 Leisure (75 %) 

 

 Religious (10 %) 

 

 Business (9-10 %) 

 

 Medical or health care (1 %) 

* COMCEC 2016 
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The Supply Side Key Items 
 Transport terminals, 

 Transport services, 

 Accommodation services, 

 Attraction and activities, 

 Travel agents and tour operators, 

 Human capital, 

 Destinations  
* COMCEC 2016 
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Accommodation in Turkey 

Tourism Operation Licenced Tourism Investment Licenced Total  

Number of 
accommodation 
establishments 

Number of beds 

Number of 
accommodation 
establishments 

 

Number of beds 
 

Number of 
accommodation 
establishments 

 

Number of beds 
 

3131 807 316 1117 309 556 4248 1 116 872 

* Ministry of Culture and Tourism of Turkey  
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Legal Status 

 The certification and qualification (e.g. star system)of tourism enterprises are 

ruled by the Ministry of Culture and Tourism 

 The current directive does not refer to halal tourism or halal touristic facilities.  

 Private sector driven initiates 

 Licenced hotels can promote theirselves as halal hotels. 

 Turkish Standard Institution (TSE) started issuing halal food certificates.  

 TSE also prepared and will publish Halal Service Criteria for Hotels. 

 There is no official statitistical record for halal tourism. 
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Hotels with halal tourism concept 

5% 

95% 

Accommodation Establishments in Turkey 

Hotels promoting as halal hotels

Hotels without promotion

*based on research of Tekin (2015) 

12 



Region  Provinces Number of 
Establishment 

Marmara Region  İstanbul, Bursa, Yalova, Balıkesir, Çanakkale, 
Sakarya, Kocaeli, Bilecik, Kırklareli 

35 

Aegean Region Muğla, Afyon, Aydın, İzmir, Kütahya 31 

Central Anatolia Region Ankara, Konya, Nevşehir, Eskişehir, Kayseri, 
Sivas, Yozgat 

21 

Black Sea Region Samsun, Rize, Düzce, Trabzon, Zonguldak, 
Artvin, Bartın, Çorum, Karabük, Kastamonu, 
Ordu, Sinop 

20 

Mediterranean Region Antalya, Mersin, Adana, Hatay, 
Kahramanmaraş 

19 

Eastern Anatolia Region Erzurum, Bitlis, Erzincan, Kars, Muş, Bingöl 14 

Southeastern Anatolia Region 
 

Mardin, Şanlıurfa, Adıyaman, Batman, 
Diyarbakır, Gaziantep 

12 

Total 152 

*Tekin (2015) 
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Halal Hotels * 
“Need to have” and “Good to have” 

1. Halal food availability 

2. Rooms marked with the Qiblah direction  

3. Ability to provide temporary prayer rooms for meetings and events held at the 

hotel  

4. Water-friendly toilets  

5. Ramadhan facilities offered 
* COMCEC 2016 
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Halal Hotels * 
“Nice to have” 

1. No non-Halal activities (no alcohol, discotheques or casino)  

2. Swimming pools and gyms that are either segregated or provide different 

timings for males and females  

3. For beach resorts, areas for males and females to enjoy in privacy. 

* COMCEC 2016 
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Adenya Hotel 
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Hotel rooms 

17 



A standard hotel room 
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Food and beverages 
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Activities 
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Activities 
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Ramadan facilities 
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Segregated beaches 

Women’s beach 

Men’s beach 
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Segregated pools and snack restaurants 
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Segregated pools and snack restaurants 
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Muslim- & Family- friendly" 

26 



Spa Center 
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Future Steps 

1. Certification of Muslim-friendly hotels (TSE), 

2. Preparation of a policy for the niche market of Muslim-friendly tourism, 

3. Cooperation with OIC members and sharing experiences, 

4. Increasing the awareness of tourism sector (seminars, exhibitions), 

5. Promotion of destinations as a choice for Muslim tourists 

6. Supporting private sector (hotels and travel agents)  
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