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Abstract—In recent years, halal food tourism has established
itself as one of the key elements of the enhancement,
sustainability, and consolidation of halal tourist destinations.
Along with it, Indonesia is one of the countries with the largest
Muslim population in the world, which has teenagers who love
culinary tourism. Based on that, the aim of this paper is to know
and analyze the perception of teenagers on halal food as an
option for culinary tourism. The research is a descriptive survey
and uses frequency statistical analysis with random sampling
method. To collect the data, the researchers spread
questionnaires to respondents that consists of 92 teenagers in
Jakarta and Bogor. The questionnaire is used to obtain the
following data: (i) demographic characteristics of respondents (ii)
teenagers’ perception of halal food. The results are: (i) The
demographic characteristics of respondents. (ii) Beliefs on halal
food are closely related with religious commitment. (iii) The
teenagers were informed about halal food by their families since
primary school and then received additional information from
the religious speech in radio and television. (iv) the teenagers
have sufficient knowledge about halal food and agree to choose
halal food as an option for culinary tourism.

The findings will be useful for restaurants, café, or bistro who
want to label themselves with halal logo and have customers who
are teenagers.

Keywords—perception; teenagers and halal food; culinary
tourism

. INTRODUCTION

In a tourist destination, there are several components that
need to be prioritized in the planning and development of
tourism. They are tourist attraction, accommodation facilities,
restaurants, souvenir shops, tourist information centers, shops,
roads, transport services. [1] To travel with the interest and
motivation in food has many names in the tourism field. The
most common name is food tourism, culinary tourism,
concerns the self-aware and conscious interest in experiencing
a destination through its foods [2].

Perception can be expressed as feelings, the ability to
think, and individual experiences that are not the same. In
perceiving things, the results may be different between one
individual with another. Teen consumers have their own
characteristics that make them an easy target for the market.
[3] These characteristics are as follows: easily induced by ad
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seduction, easily persuaded by ads that use artist as their
models, less efficient and less realistic, romantic, and
impulsive.

Religion is one of the potential factors that will shape
consumption decisions, especially among the Moslems. In
Islam, food is divided into two categories: halal (permitted)
and haram (prohibited). The concept of halal is given a high
appreciation because halal products are considered healthier,
cleaner, and more delicious [4]. A growing concern amongst
the Muslims about the food that they consume and the
ingredients in it has led to a stimulus in demand for Halal food
[5]. Islam has delineated general guidelines when selecting
food for consumption. Muslims are supposed to consume
Halal (lawful) food and this could lead to different decision-
making process, including a specific set of predictors in
consuming food product [6].

Problem Statement

The food choice and consumption is strongly linked to
religion, which has been proven as a strong motive behind
many decisions. Religious structure and rituals are important
aspects that influence and guide consumers in purchasing food
products [7].

This research needs to be done because Indonesia is a
country with more than 85% of its population are Moslem, so
it is important to explore the perceptions of Moslem teenagers
about halal food. The teenagers love to do culinary tourism.
However, there is a big possibility that they can eat non-halal
food too, either because of they lack of knowledge about halal
food or they are still poor in making decision. There is a great
concern about non-halal food as an option for culinary
tourism, especially from teenager perception. This research
was conducted only for teenagers whose age range from 15 to
21 years old. They are students of school and campus in the
area of Jakarta and Bogor.

Therefore, in the case of Teenagers perception of Halal
food in Jakarta and Bogor area, some of the questions that
need to be answered are as follows:

1. Who provides Halal food information for the
teenagers?
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2. When did they get the first information about
halal food?

3. How is the teenager perception of halal food as
an option for culinary tourism?

Il. LITERATURE REVIEW

The relevant research we could find An Exploratory Study
For Measuring Consumers Awareness And Perceptions
Towards Halal Food In Pakistan. This research states that
although Pakistan is a large Moslem country, there is very
little awareness regarding Halal food, unlike in other Moslem
states, such as Indonesia and Malaysia. The country has no
formal Halal certification issuing body. The findings of this
research will be of great significance to the marketers and food
manufacturers in Pakistan who will find new avenues to delve
into halal food certification business. That way, it will be
easier for them to introduce themselves in Moslem markets as
the producers of certified halal food. Originality/value — Since
Islamic marketing is the new buzzword, religion and consumer
behavior is still largely remain untapped by academic
researchers. There was a lack of empirically tested knowledge
about the awareness and perceptions towards Halal foods
among Pakistani consumers [8].

New Zealand Muslim Consumer Attitudes towards
Purchasing Halal Foods. The research findings show factors
that affect consumer attitudes and perceptions toward the
purchase of halal food products, namely religious commitment
and social pressure. Other important factors were the need to
please Allah, getting approval from family, and personal
choice. Religious commitment and social pressure emerged as
the overriding factors almost equal importance. The study also
tested awareness and perception on halal food regulation. The
result shows that consumers believe that halal products in New
Zealand are truely halal, although a gap exists in the behavior
of internal halal regulation compared to regulation of foods
produced for the export market. From the findings, it was
concluded that consumer attitudes and perceptions toward
halal foods affect their purchasing behavior and consumption

[9].

A. Perception and Teenager Customers

Perception is the process whereby a person accepts,
organizes and interprets incoming information into a separate
meaning [10]. In its relation with the environment, perception
means a process in which individuals use their sense
impressions to give meaning to their environment. Factors
influencing perception would be personal characteristics and
expectations. These factors will lead an individual to think
about an item in a certain way despite it is not suitable with
the reality. In response to the question of why people’s reality
could be different from the actual, it is possibly due to the fact
that people do not consider targets in isolation but could
instead group them together [11].

Teenager or adolescence are those whose age range from
12 years old to 21 years old for women, while for men is 13
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years old up to 22 years old. Adolescent age range can be
divided into two parts. The first is the age of 12/13 years old to
17/18 years old, which is called early adolescence. The second
is the age of 17/18 years old to 21/22 years old, which is called
the late teens [12].

In this study, the focus is on the teenagers with age limit of
15 - 21 years old. This youth segment is also known as the
Generation Y or Millennials. They were born between the
years of 1981 and 2000. Millennials are also influencing the
new trend of healthy and hyper-conscious eating. Millennials
are also influencing a few other trends; eating meatless or
vegetarian options, participating in vegan or raw diets,
consuming a lot of fruits and vegetables, eating Asian cuisine
and eating familiar comforts food [13].

Teenagers are usually social-minded, gregarious, and
sociable. Thus, peer groups have teenagers' self-evaluation and
behavior. To gain group acceptance, early adolescents usually
totally align themselves in various ways such as dress,
hairstyle, musical taste and grammar, which make them often
sacrifice their individuality and self-indulgence. Everything in
teens is measured by the reaction of peers [14].

B. Halal Food in Moslem Country

The word halal is not only used in the context of
consumable things or products used by Moslems. It has a wide
scope that covers many things; from the interhuman
relationship, clothing and manner, social and business
transaction, trade, financial services, investment, or any others
which are parallel to the principles and guidelines specified by
Islam [15].

There is a growing literature on Halal Food consumption in
Moslem countries. Indonesia is one of the Moslem countries
that is moving toward to be the hub of “Halal” food industry.
There has been a research on the behavior of Moslems in
consuming halal products. In this research, the respondents are
87 Indonesian Moslems who live in Jakarta and 73 Indonesian
Moslems who live in Melbourne. The result shows that 80%
of the respondents strongly agree that eat halal food is
important; hence the majority of respondents (37.5%) intend
to eat halal meat seven times in a week. It also indicates that
behavioural control and availability of halal meat are the most
significant determinants of intention to eat halal meat [16].

A team of Center for Economic Research (P2E) LIPI has
conducted a research entitled Consumer Behavior of Muslims
in Consuming Halal Food. This research takes place in Banten
Province. The result shows that 94% of the respondents
consider that it is very important to eat halal food [17]. The
result of the Moslem Student Consumption Behavior in
Yogyakarta on halal food indicates that the religiosity, social,
attitudes, and perceived intentions influence the intention of
buying halal food positively and significantly, while the halal
label has no effect on the intention of buying food [18].

There is a growing literature on Halal Food consumption in
Moslem countries. Religion, belief, food preferences, gender
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discrimination, education, and women employment are found
to have affected food consumption patterns in the Arab region
[19]. Choice of sensitive products was also in compliance with
religious values [20]. According to our religious obligation,
Moslems are required to strictly adhere to Islamic dietary laws
and only consume food and ingredients considered permissible
by Islamic law.

Halal food is no longer a regional practice confined only to
Moslem nations. It is now a legitimate international
requirement and an essential element in the halal hospitality
sector [21]. 75% of Moslems choose to consume halal food
when traveling due not only to religious guidelines but also to
the perception that halal food is healthier, cleaner, and tastier
[22].

C. Food and Tourism - what is culinary tourism all about?

To travel with the interest and motivation in food has many
names in the tourism field. The most common name is food
tourism, culinary tourism, cuisine tourism, gourmet tourism,
food and wine tourism, food and beverage tourism, rural
tourism, cuisine travel, urban tourism, gastronomy tourism,
and taste tourism, which all include the idea of traveling to
experience and taste food products [23]. The potential for food
tourism to be a tourist attraction slowly is more observed.
Aside from the basic need of tourists to eat and drink, culinary
art has way more potential is growing [24].

Regarding the definition of food tourism, there are at least
as many different versions existing as there are different
names [25] defined culinary tourism as “tourism trips during
which the purchase or consumption of regional food
(including beverages), or the observation and study of food
production (from agriculture to cooking schools) represent a
significant motivation or activity culinary tourism concerns
the self-aware and conscious interest in experiencing a
destination through its foods [26].

Food tourism may be defined as visitation to primary and
secondary food producers, food festivals, restaurants, and
specific locations for which food tasting and or experiencing
the attributes of specialist food production region are the
primary motivating factor for travel [27].

Tourism and culinary can also be a cultural motivator.
Travelers want to explore and learn about a new culture and
their traditions. Food and beverages are fundamental
components in nearly every culture. Therefore, it becomes a
good way of experiencing the 21st century lifestyle and
traditions of a destination as a tourist. Similarly, travelers may
visit a destination or even return to it because of a specific and
unique dish, food component, or beverage [28].
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I1l. METHODOLOGY

A. Research Design

The purposive sampling method was chosen, with
individual subjects representing individual sampling units. The
following tools have been used for data collection; Surveys
through questionnaire and In-depth interviews. The survey
method used was a questionnaire consists of 15 questions.
Each question included in the questionnaire was selected
based on the literature review.

B. Data Collection

The study was conducted from 6™ March to 9" July 2018.
The research team visited several schools and universities in
Jakarta and Bogor. In order to ensure that only Moslem
teenagers of the desired age group (between 15 and 21 years
old) fill out the questionnaire, clear instructions were written
in the survey's introduction. This gave a total of 100
respondents within 6 days.

C. Sample Size and Selection

The sample size was 100 respondents. Out of 100
questionnaires distributed around, 92 were returned. The
response rate was thus at 92%. Of these 92 questionnaires, 8
were incomplete and rejected. To sum up, 92 questionnaires
were accepted and analyzed. The respondents were chosen
from students of schools and universities in Jakarta and Bogor.

D. Research Instrument

The research instrument was systematically designed
having structured and unstructured questions. The
questionnaire was framed to measure three important
constructs which were derived from literature review about the
perception of teenagers: a) Accepts incoming information. An
example of this construct was | understand what is halal b).
Organizing incoming information. An example of this
construct was | avoid eating halal food when the storage is
close to non-halal food c). Interprets incoming information.
An example of this construct was Halal food is usually more
expensive because the quality is better than non-halal food

IV. RESULT AND DISCUSSION

A. Result

The sample consists of 92 Moslem teenager respondents.
Based on gender, the majority of the respondents were female
at 58 respondents (63.0 percent). Whilst 37.0 percent of the
respondents were male at 34 respondents. See table |

TABLE|. GENDER
Frequency | Percent | Valid Percent | Cumulative
Percent
Men 34 37.0 37.0 37.0
Valid Women 58 63.0 63.0 100.0
Total 92 100.0 100.0

Based on the age group (on table 1), the result showed that
most of the respondents were between 18 to 19 years old at
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59.8 percent, which is around 55 teenagers. It is followed by
the age group of 20 to 22 years old at 33.7 percent, which
consists of 31 teenagers. Finally, the smallest age group is 15-
17 years old at 6.5 percent, around 6 teenagers.
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TABLE IV. THE FIRST INFORMATION

TABLE II. AGE
Frequency | Percent Valid Cumulative
Percent Percent
15-17 6 6.5 6.5 6.5
Valid 18-19 55 59.8 59.8 66.3
20-21 31 337 33.7 100.0
Total 92 100.0 100.0

Based on the location (see table 3), the research was
conducted in schools in Jakarta and Bogor. The majority of the
respondents come from Jakarta, which consists of 50 person or
54.3 percent. Meanwhile, there are 42 respondents from
Bogor, or 45.7 percent of total respondents.

TABLE Il1l. LOCATION
Frequency | Percent | Valid Percent | Cumulative
Percent
Jakarta 50 54.3 54.3 54.3
Valid Bogor 42 45.7 45.7 100.0
Total 92 100.0 100.0

There is 81 teenagers (88 percent) who got the first
information about halal food in kindergarten and elementary
school, while 5 teenagers (5.4 percent) got the first
information in Junior and High School, and there is only 1
person (1.1 percent) who got the first information in College.

The result of this research shows that 48.9 percent of them
got halal food information from their families, 6.5 percent got
the information from radio/television, and 2.2 percent were
informed by books. Since the respondents were allowed to
answer more than one, there is 7.6 percent of total respondents
pick family, books, magazines, friends, and radio/television as
their answers. Teenagers who answered family and
radio/television as many 6.5 percent. While 3.3 percent of
teenagers chose magazines, family, and friends. Similarly, 4.3
percent of them got information from books and families.
Although the respondents amounted to 92 people, they can
answer more than 1 item. There are 81 teenagers that have
been informed about halal food from their families since
primary school and then received additional information from
the religious speech in radio and television as many as 26
respondents. There are 21 respondents knew about halal food
from their friends, 19 respondents got the information from
magazine, and the number of respondents who were informed
from books is 16 respondents.

Frequency | Percent | Valid
Percent
Books 2 2.2 22| 22
Newspapers/Magazins 1 11 11 33
Family 45( 489 489| 522
Radio / TV 6 6.5 65| 587
Book, Magazine, Family, 7 7.6 76| 66.3
Friends,Radio
Family, Radio/Televisi 6 6.5 65| 728
Books, Radio 1 11 11| 739
Magazin, Family 2 2.2 22| 761
v Books, Radio, Family 1 1.1 11| 772
ﬁ Books, Family 4 4.3 43| 815
| Books, Family, Magazine 1 1.1 1.1] 826
D Friends, Family 3 3.3 33| 859
Magazine, Family, 2 2.2 22| 88.0
Friends,Radio
Family, Friends,Radio 4 43 43| 924
Magazine, Family, Friends 3 3.3 33| 957
Magazine, Family, Radio 2 2.2 22| 978
Magazine,Friends, 1 11 11| 98.9
Books, Family, 1 11 1.1] 100.0
Friends,Radio
Total 92| 100.0] 100.0
1) Accepts Incoming Information
The result showed that were to mean 4.28, teenagers
understood about halal food. They also understood that
slaughtering animals without mentioning God's name
makes the meat becomes non-halal food. They wanted to
buy food products abroad if there is a halal logo. The
teenagers also received information on how to slaughter
chicken in a halal way and halal logo information from
various sources.
2) Organizing Incoming Information
The result showed Where to mean 4.44, that
teenagers understood which restaurants sell halal food,
how to put halal food in the storage, and how to separate
all of the equipment used for halal or non-halal food.
They also avoid meat or oil containing pork.
3) Interprets incoming information

In this case, the mean seen varied results, they
understood that halal food was beneficial to their health
and it must obtain MUI Halal Certificate to be halal.
They quite agree that halal food is usually more
expensive because of its better quality. They also agree
that unknown ingredients used in food products will
trigger the suspicion from the consumers. They strongly
disagree about the following statement: "I wanted to try
eating non-halal food to know the taste of food".
However, there were about 20 respondents who tasted
non-halal food like pork, bacon, or ham.
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B. Discussion

Our research was supported by previous references from
Faryal and Kamran, regarding An Exploratory Study For
Measuring Consumers Awareness And Perceptions Towards
Halal Food In Pakistan. The research has stated that Indonesia
is a large Moslem country with a great awareness of halal
food. [8] It was proven from the teenagers statement that they
have known halal food since they were in elementary school.
The teenagers knew halal food both in terms of food type, the
process of making food, and even the halal labels from MUI.
Therefore, they avoid foods where the equipment was mixed
with non-halal food. They are not even interested in eating
non-halal food. In addition, they knew that halal food is
healthy. This is in accordance with the result of research
showing that 75% of Moslems choose to consume halal food
when traveling due not only to religious guidelines, but also to
the perception that halal food is healthier, cleaner, and tastier
[21].

Based on the previous references from Alhazmi's research,
factors that influence consumer's attitudes and perceptions of
halal food are the factors in obtaining family approval [9] The
family had an important role as the party who firtsly gives
information about halal food. This statement is supported by
the result of the research, in which as many as forty-five
teenagers answered that their families are the first one who
provide information about halal food. Although twenty
respondents (aged around 18-19 years old) answer they have a
desire and strong curiosity to taste the non-halal food,
especially pork, it is because of the condition of teenagers who
are still unstable.

V. CONCLUSION

This study focuses on the teenagers’ perception of halal
food as an option for culinary tourism. The research was
conducted in schools and campus in the area of Jakarta and
Bogor. The result of this demography shows that the majority
of the respondents were female, which consists of fifty-eight
people, fifty respondents from Jakarta. Most of the
respondents were between 18 to 19 years old, which consists
of fifty-five persons. Then, most of the teens got their first
information about halal food when they were in Elementary
School, in which their family is the first source of information
in telling halal food.

Based on the literature review about a perception of
teenagers, almost all of the respondent have known about how
to eat halal food, which means they have a good attitude
toward halal food. Attitude can be an important service
provider characteristic because they drive behavior.
Essentially, it is reinforcing to act consistently with one’s
attitude and the self-concept underlying that attitude. Also,
attitude serves as a control mechanism [29].

There are several recommendations for further studies
related with this topic. The next research could remain focus
on halal food, but the respondent would be non-Moslem
teenager. This is to determine the perception of non-Moslem
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teenagers who live in a country where the majority does not
provide non-halal food. Another further research is the
perception of teenagers about halal food in non-Moslem
countries. The goal is to reveal whether or not the situation
makes them choose to eat non-halal food.

The conclusion section must explain clearly the
advantages, limitations, and possible applications of the paper.
Although a conclusion may review the main points of the
paper, do not replicate the abstract as the conclusion. A
conclusion might elaborate on the importance of the work or
suggest applications and extensions.
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