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Study on Muslim-friendly Tourism Development in Andaman Coast: A case
study of Krabi, Phang Nga and Phuket province aims to study the potential and
management of tourism and services business, marketing strategies and lifestyle of
tourists and the Muslim-friendly tourism development in the Andaman Coast. The
study is based on qualitative research, the synthesis of data from all three subprojects
and the collection of additional information from the tourism and hospitality business,
the tourist and also include stakeholders by interviewing, sub-group meetings and
observation both participant and non-participant.

Based on the study of the potential of tourism and services business from the
sample, it was found that in the overview of the three provinces Most of the hotel's
Muslim friendliness is high. The low-scoring factors are the availability of places for
prayer, bathing, prayer and prayer facilities, gibla direction arrow and prayer cloth. In
the case of a hotel with breakfast, the low-scoring factors is Halal certified restaurant.
The potential of Muslim restaurants in restaurants is high. The low-scoring factors are
officially Halal certified, "Do not drink alcoholic beverages in this area" sign in the Halal
area, Free of all kinds of pets in preparation / cooking area, Halal Certified Flavor, a
prayer room or an area where prayers and prayer rallies are held. The potential of the
tourist attraction in the three provinces is moderate. The low-scoring factors are the
availability of places for prayer, bathing and prayer facilities including the information
center tourist information.

In analyzing strengths, weaknesses, opportunities and obstacles (SWOT
Analysis), it is found that tourism and hospitality business in the Andaman region has
the potential to accommodate Muslim tourists. Because there are many strengths,
such as a large Muslim population in the areas, the environment and atmosphere of
Muslim in the area is high. Halal food places, various natural tourist resources, attractive
arts, culture and lifestyle. But there are also weaknesses and major problems of

management in the area. Environmental issues and cleanliness, some places have no



place to pray, no halal food available, the bathroom is not clean and lack of care.
Another major problem is the halal system that still needs development. In addition,
the airport is quite crowded and needs improvement on halal food and bathrooms.
Lack of information, logistic system to support Halal tourism and hospitality business
and lack of innovative tourist attractions. The Andaman coast has the opportunity to
accommodate Muslim tourists, i.e. Muslim-friendly Tourism is a new global travel. Halal
science has been promoted and halal food service standards are settled. There are
workers from the three southern border provinces involved in tourism in the areas.
Modern technology provide more channels to sell and service. The gastronomy of the
world has made the Andaman coast unique to the food industry, and has been hailed
as a tourist attraction. The impediment to accommodating Muslim tourists in the
Andaman coast are a negative image of the Muslims. The not strictly Muslims tourism,
so the tourism and hospitality business do not need to do anything special for them.
Muslim tourists refrain from traveling in Ramadan. Famous tourism destinations such
as Japan, South Korea and Taiwan have focused on attracting Muslim tourists to travel
more in their country.

The study of the lifestyle of Muslim tourists. The main Muslim tourism is “The
Traveler”. The marketing strategy will focus on this group. The product positioning of
Muslim-friendly tourism in the Andaman coast is set to “the ultimate destination for
Muslim travelers”. The support marketing strategy is the designable experience. The
Muslim Destination can be designed or planned according to each person's Lifestyle
style. The Ultimate Travel Destination marketing mix strategy consists of the following
strategies: 1. Tourism Product Strategy: Tourism products and services must offer good
tourism product choices. 2. Pricing Strategy: tourism and services business design
product and pricing based on the competency and competitiveness of each business
and the ability of the tourists to pay. 3. Place Strategy: Muslims tend to plan their own
trips so tourism and service businesses use online marketing channels to offer products
or services. 4: Strategic marketing communication (Promotion) strategy: stimulates and
encourages tourists to travel by using marketing activities.

Researchers have proposed the development of Muslim Friendly Tourism in
the Andaman coast as follows: 1. The Muslim-friendly Tourism Strategy Development:

focuses on the development of a strategic plan for Muslim-friendly tourism and the



establishment of a Muslim Friendly Tourism Center. 2. The development of the halal
system in various areas. 3. The basic service to Muslim tourists. By assigning hotels and
accommodation in the Andaman Coast area to provide basic necessities for Muslim
tourists. Provide prayer building, halal food and a wired bathroom in attractive area.
Build a center for selling halal products and souvenirs in the famous tourist attractions.
4. Human resources development. By organizing training courses related to Muslim-
friendly tourism management, language and communication. 5. Muslim-friendly
Information. By creating a database and present the information in the necessary
information format. 6. Marketing by developing communication channels, develop new
markets. Marketing to generation Z Muslim tourists, developing a Muslim-friendly travel
route. 7. Transportation by improving and expanding the airport, development of
tourist routes and provide public buses. 8. The promotion of tourism by the
community. By enhancing the quality of life of people in the Muslim community, career
enhancement, development of community leaders, creating a community base

tourism network and to make a prototype of Muslim-friendly community.
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