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ABSTRACT

The increasing number of Muslim travellers has led to an increase in the 
demand and supply of Islamic tourism in the hospitality industry. Because of this 
trend, hotels have started to provide innovative services, in particular, the Muslim- 
friendly services to specifically cater to the needs of Muslim travellers. While the 
services have gained popularity, only a few empirical studies have investigated the 
relationship between the perceived value, satisfaction, and behavioural intentions of 
Muslim tourists towards Muslim-friendly hotels. Perceived value has been 
acknowledged as an influential measure of customer satisfaction and behavioural 
intention. Researchers have proposed a measure of theoretical knowledge and 
provided empirical evidence on the concept of perceived value, but only a few have 
applied this concept from the Muslim tourists’ perspective. Thus, this study aims to 
fill this gap by empirically investigating the mediating effect of Muslim tourists’ 
satisfaction in the relationship between tourist perceived value and tourist 
behavioural intention in patronising Muslim-friendly hotels in Malaysia. In addition, 
this study also examines how Islamic Religiosity moderates the relationship between 
tourist satisfaction and behavioural intention. By drawing upon the Theory of 
Reasoned Action, a conceptual framework was developed. Data was collected via a 
questionnaire survey distributed to 384 Muslim tourists, who experienced the 
services provided by eight selected Muslim-friendly hotels in Malaysia. The data 
collected were then analysed using Partial Least Squares-Structural Equation 
Modelling (PLS-SEM) via Smart PLS3 software. The findings of this study indicate 
that service quality, emotional, Islamic physical attributes, and Islamic nonphysical 
attributes are interrelated factors that collectively contribute to Muslim tourists’ 
satisfaction. Findings also confirm the role of satisfaction as a mediator in the 
relationship between (i) service quality, (ii) emotional, (iii) Islamic physical 
attributes, (iv) Islamic nonphysical attributes and behavioural intention. Lastly, the 
results of this study reveal that Islamic religiosity does not moderate the relationship 
between customer satisfaction and behavioural intention. Hence, this study offers 
conclusive insights for various stakeholders, such as academicians, practitioners, and 
policymakers. This study also calls for the government and other related agencies to 
engage in various cautionary strategies. In sum, the availability of Islamic attributes, 
along with conventional dimensions (service quality and emotional attributes) could 
increase the satisfaction of Muslim tourists during their stay at Muslim-friendly 
hotels.
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ABSTRAK

Peningkatan jumlah pelancong Muslim telah membawa kepada peningkatan 
permintaan dan penawaran pelancongan Islam dalam industri perhotelan. Disebabkan 
trend ini, hotel telah mula menyediakan perkhidmatan yang inovatif, khususnya 
perkhidmatan yang mesra Muslim untuk memenuhi keperluan pelancong Muslim. 
Walaupun perkhidmatan ini telah dikenali ramai hanya beberapa kajian empirikal 
yang mengkaji hubungan antara nilai tanggap, kepuasan, dan niat tingkah laku 
pelancong Muslim terhadap Hotel Mesra Muslim. Nilai tanggap telah diiktiraf 
sebagai kaedah penting untuk mengukur kepuasan pelanggan dan niat tingkah laku 
mereka. Para pengkaji mencadangkan teori berdasarkan bukti empirik bagi konsep 
nilai tanggap, namun hanya beberapa yang mengaplikasikan konsep ini dalam 
perspektif pelancong Muslim. Oleh itu, kajian ini bertujuan untuk mengisi jurang ini 
dengan mengkaji secara empiris kesan perantaraan kepuasan pelancong Muslim ke 
atas hubungan antara nilai tanggap dan niat tingkah laku pelancong terhadap Hotel 
Mesra Muslim di Malaysia. Di samping itu, kajian ini juga mengkaji bagaimana 
kewarakan pelancong Muslim menyederhanakan hubungan antara kepuasan 
pelancong dan niat tingkah laku. Dengan menjelaskan Teori Alasan Tindakan sebuah 
rangka kerja konseptual telah dibangun. Data dikumpul menggunakan kaedah 
tinjauan soal selidik yang diedarkan kepada 384 pelancong Muslim yang 
menggunakan perkhidmatan yang disediakan oleh lapan Hotel Mesra Muslim yang 
terpilih di Malaysia. Data yang dikumpul dianalisis menggunakan Pemodelan 
Persamaan Bersruktur-Kuasa Dua Terkecil Separa (PLS-SEM) dalam perisian Smart 
PLS3. Hasil kajian menunjukkan bahawa kualiti perkhidmatan, sifat fizikal, emosi 
dan sifat bukan fizikal adalah faktor saling berkaitan yang secara keseluruhannya 
menyumbang kepada kepuasan pelancong Muslim. Penemuan juga mengesahkan 
peranan kepuasan sebagai perantara dalam hubungan antara (i) kualiti perkhidmatan, 
ii) sifat fizikal Islamik, (iii) emosi, dan (iv) sifat bukan fizikal dan niat tingkah laku. 
Akhir sekali, hasil kajian ini menunjukkan bahawa kewarakan Islam tidak 
menyederhanakan hubungan antara kepuasan pelanggan dan niat tingkah laku. Oleh 
itu, kajian ini memberi implikasi kepada pelbagai pihak berkepentingan seperti ahli 
akademik, pengamal, dan pembuat dasar. Kajian ini juga boleh digunakan oleh 
kerajaan dan agensi berkaitan untuk membangunkan strategi yang bersesuaian. 
Sebagai kesimpulan, kewujudan ciri-ciri Islamik dan dimensi konvensional (kualiti 
perkhidmatan dan ciri-ciri emosi) dapat meningkatkan kepuasan pelancong Muslim 
semasa menginap di Hotel Mesra Muslim.
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CHAPTER 1

INTRODUCTION

1.1 Introduction

The tourism industry is a main contributor to economic growth on a global 

scale. Notably, the World Travel & Tourism Council (WTTC) (2019) have recently 

reported that the tourism industry has generated a gross output of USD 27,50.7 

billion in the year of 2018 which represented 32.4 percent of the gross domestic 

product (GDP). In addition, as illustrated in figure 1.1, the travel and tourism 

recorded higher GDP growth than other sectors, namely financial and business 

services, information communication sector, public services, retail distribution and 

construction sector but was behind manufacturing. Indeed, the Economic Impact of 

Travel and Tourism (2019) has reported that tourism is the leading sector for job 

creation and economic development while global employment in travel and tourism 

has grown to 10.0% in 2018, means 3 million new travel and tourism related jobs 

were created in the aforementioned year. Essentially, there are several factors that 

influence the growth of tourism development such as economic stability which 

creates more disposable income, changes lifestyles and improves transportation 

services.
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Figure 1.1 World Industry GDP Growth

Source: Global Economic Impact and Issues (2019)

Besides, the emergence of Muslim travelers in the travel scene has impacted 

the global tourism industry. As depicted in figure 1.2, Pew Research Centre (2017) 

has revealed that, in 2010, the total Muslim population was approximately 1.6 billion

and by 2030 the Muslim population will rise to 2.2 billion. (i.e., from 23.4% to

26.4% of the global population). In terms of economic contribution, the total 

outbound expenditure for the global Muslim market in 2020 was estimated to be 

USD 220 billion, which represents 12.3% of the global outbound tourism 

expenditure. As a matter of fact, during the 2005-2010 period, 25% of the total 

growth of international tourism expenditure was from Organisation Islamic Countries 

(OIC). In 2026, they were estimated 230 million Muslim tourist arrivals globally, 

which represent 18 percent of the travel segment (Global Muslim Lifestyle Travel 

Market, 2019).With regards to this matter, Malaysia has introduced numerous 

tourism products and services that have been promoted to cater the Muslim tourist 

market.

3.9%

4 .0%

3.4%

3 .3%

1.7%

| 1.7%
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Figure 1.2 World Populations of Muslims 

Source: Pew Research Centre (2017)

The development of Muslim tourists’ market is very significant and can no 

longer be ignored by decision makers in the international tourism market. Hence, 

there is a need for tourism providers in Malaysia to be sensitive toward the needs of 

Muslim tourists, particularly in relation to religious practices. According to Battour 

et al. (2011), Muslim tourists would consider Muslim Friendly Hotel (MFH) as their 

preferred choice for accommodation and to possibly increase their satisfaction level. 

Consequently, satisfied customers would lead to purchase repetition and customer 

loyalty (Bajs, 2015). According to Lee, Yoon, and Lee (2007), the relationship 

between satisfaction and repeat purchase was discovered to be strengthened when the 

customer perceived value in products or services.

Furthermore, in order to achieve success in the hospitality and tourism 

industry, the providers should aim to continuously provide higher customer value 

(Choi and Chu, 2001). Specifically, the adaptation of the perceived value concept 

into a business strategy will restructure the company orientation towards customer 

inclusiveness. On the other hand, perceived value has been used by customers to 

make comparison. According to Petrick (2002), customers use perceived value to 

compare alternatives among market options, rather than relying on product quality or 

satisfaction. Therefore, measurements of quality and satisfaction have become less 

important and the focus of research has shifted to perceived value (Gale, 1994). In 

reality, each company must first determine how the customer defines the value of
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their market offerings, and which factors determine the perceived value of current 

and potential customers (Gale, 1994). Undeniably, the analysis of these factors 

provides further insight as to how to improve existing offerings, which in return 

leads to higher perceived value, increased customer satisfaction, and the 

establishment of long-term relationships with customers (Ravald and Gronroos 

1996).

1.2 Background of Study

Generally, the growing number of Muslim travelers, has influenced 

stakeholders in the tourism sector to introduce Muslim-friendly facilities to directly 

meet the needs of Muslim tourists (Battour et al., 2011). In this context, the 

accommodation sector is one of the most important sectors that support the tourism 

industry. In order to position themselves distinctively in the increasingly competitive 

lodging market and to cater the growth of the Muslim market, many hotels have been 

actively improvising their services to follow halal concepts (Razalli et al., 2015; 

Samori & Rahman, 2013). However the hoteliers need to ensure that the halal 

concept is not only observed in the context of food, but covers operational aspects of 

Muslim Friendly Hotel (MFH) (Razalli et al., 2015).

In addition, previous researchers have agreed that Muslim tourists prefer to 

have Islamic hospitality and to stay within a familiar environment while travelling 

(Syed, 2001, Al-Hamarneh and Steiner, 2004, Battour et al., 2011). However, the 

tailored services provided, especially for these target market customers, remain 

insufficient in Malaysia. In this study, figure 1.3 indicated a total of 4961 hotel 

operators registered in Malaysia in 2017. However, based on the certificate of Halal 

hoteliers directory, it was revealed that only 497 hotels obtained Halal certificates. In 

connection with this matter, Salleh et al. (2014) discovered that this trend was due to 

the high uncertainty of government regulations on Malaysian hotel business, as well 

as the lack of understanding regarding the importance of Halal certification among 

hotel operators. According to the Global Muslim Travel Index (2019), halal food is 

the most significant service that a Muslim traveller requires when travelling.
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Nevertheless, the acceptability of food offered also differs and mainly depends on the 

region the Muslim travelers are coming from. Usually, food outlets with proper Halal 

assurance that are easily identified will be the preferred option sought by Muslim 

visitors from Southeast Asia and Western Europe.

Figure 1.3 Total number of hotel operators and total number of hotel with Halal 
certificate in 2017
Source: Jabatan Kemajuan Islam Malaysia and Tourism Malaysia (2017).

Inevitably, the connection of tourism and Islam has generated significant 

academic attention (Battour et al., 2011; Din, 1989; Stephenson, 2014; Eid & El- 

Gohary, 2015; Zamani-Farahani & Henderson, 2010). However, studies which 

address the relationship between hospitality and Islam are still lacking. Basically, 

tourism and hospitality industries are interdependent, and Islamic hospitality offers a 

basic component of the tourism experience (Stephenson, 2014). In the context of 

Islam, the tourism product is distinctively different because Muslims are required to 

adhere to Islamic principles during decision making (Eid, 2015). Therefore, research 

on the value of Muslim-friendly hospitality is needed to ensure the quality of the 

service offerings and the needs and expectations of the customers are met.

Moreover, previous studies have identified that the rise of Muslim tourists 

and high purchasing power are essential driving factors that influence the growth of

5



Muslim-friendly hotels in Muslim countries, especially Malaysia (Henderson, 2010; 

Stephenson, Russell, & Edgar, 2010). In response to this, many countries have 

embarked on providing Muslim-friendly facilities and services to cater the needs of 

Muslim tourists. Therefore, this study is significant for hoteliers to understand the 

needs of the services and facilities that could satisfy Muslim tourists. Interestingly, 

Islamic hospitality is a new area of research, and further studies are crucial to provide 

theoretical development in the field of Islamic tourism (Scott and Jafari 2010; 

Zamani-Farahani and Henderson, 2010).

Moreover, the study on consumer value has been considered as an integral 

determinant, and has been recognized as the main construct to measure behavioural 

intention (Stephen & Boksberger, 2006; Holbrook, 1994). Nowadays, customer value 

is prioritised because of very powerful economic, technological and social forces that 

have effectively deemed traditional business models irrelevant in the contemporary 

business and technological environment (Eid & El-Gohary, 2014). For instance, 

Grewal et al. (2003) discovered that the price checker in electronic marketplaces 

enables consumers to compare prices and benefits that they may derive from the 

purchase of products and services. Hence, companies must provide superior 

customer value in a consistent and efficient manner to achieve success in the 

hospitality and tourism industry (Choi and Chu, 2001).

Next, high customer satisfaction service is essential in order for companies to 

sustain and succeed in the long term. As expounded in the literature, high satisfaction 

level is the main factor that leads to higher patronage rate and increase in profit and 

revenues of the business providers (Gilbert, & Veloutsou, 2006). Therefore, the study 

on optimizing satisfaction among customers is fundamental since consumers tend to 

share their experiences with others on the services obtained or products consumed.

Although some prior researches have examined the relationship between 

consumer perceived value, satisfaction and behavioural intentions, there has been a 

lack of reported investigation on the impact of religiosity on the relationship between 

satisfaction and behavioural intention towards Muslim Friendly Hotel. Conversely,
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this study examines the moderating effect of religiosity in enhancing the relationship 

between satisfaction and tourist behavioural intentions.

In general terms, religion is an important factor that influences consumer 

attitudes, values and behaviours (Kotler, 2000; Mokhlis, 2009; Eid, 2015; Zamani- 

Farahani & Henderson, 2010; Zamani-Farahani & Musa, 2012). Ateeq-Ur-Rehman

(2010) mentioned that the adoption of new products by Muslim consumers highly 

depends on the effects of religiosity, and through their beliefs, certain products are 

adopted. Clearly, the purchase decisions among Muslim consumers vary from one 

individual to another, due to the different levels of religiosity which is influenced by 

the degree of observance (Assadi, 2003; Husin & Rahman, 2013).

1.3 Problem Statement

Lately, Islamic tourism has been heavily promoted by the government, and 

strongly embraced by hoteliers in Malaysia, thus gradually elevating the status of this 

industry (Islamic Tourism Center, 2017). To note, the Ministry of Tourism records 

indicated that, in the past ten years (2007-2017), the number of international tourists 

from Muslim countries has been steadily rising. Usually, Muslim travellers spend 

money in a variety of ways (e.g. travel, hotels, restaurants, attractions, entertainment, 

etc.). Due to this reason, there is a huge demand for Islamic tourism, particularly in 

the accommodation sector. In response to this matter, Muslim Friendly Hotel has 

been introduced by hotel providers in Malaysia to accommodate the needs of Muslim 

travellers.

To mention, there are a number of hotels which are recognised as Muslim- 

Friendly hotels, namely Perdana Hotel, De Palma Hotel and Adya Hotel. Since this is 

a new concept, there are no formal criteria for this concept or an established model 

for Muslim Friendly hotel (Razalli et al., 2009). Most of these hotels endorse MFH 

in their advertising plans, but not in the hotels themselves. Unlike this current study, 

previous studies on MFH concentrated on its concepts and were less empirical 

(Murphy and Mohammad, 2007, Rosenberg and Choufany, 2009, Henderson, 2010,
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Okasha, 2010, Stephenson, Russel and Edgar, 2010). Hence, it is essential for 

hoteliers to accurately define their customer value toward MFH. By ascertaining the 

customer value which is based on the hotel service experiences and their satisfaction, 

hotel providers could identify the attributes which contribute to MFH customer 

loyalty. Additionally, most of the Islamic oriented hotels are developed based on 

Middle Eastern countries which strictly practices sharia-law in their business 

operations (Henderson, 2009, Zamani-Farahani and Henderson, 2009). Hence, there 

is limited knowledge regarding the practice of MFH practiced in moderate Islamic 

countries such as Malaysia (Henderson, 2009, Zamani-Farahani and Henderson, 

2010). Thus, this study was designed to address this gap by examining the value of 

Muslim tourists towards MFH practice in Malaysian hotels.

The concept of perceived value has gained wide popularity among marketers 

and researchers. According to Bajs (2015), customer value is essential for high 

performing and profitable organization. Although academics have proposed 

theoretical knowledge on the conceptualization of perceived value, only a few 

studies have applied this in accordance to the Islamic perspective. Particularly, 

Cengiz & Kirkbir (2007) suggested that multidimensional scales to measure 

perceived value should be unique and adapted to fulfil the specific service context. 

Therefore, this study has bridged the existing gap by investigating the relationship 

between perceived value and satisfaction in the Muslim tourist perspectives 

empirically.

Despite the fact that some scholars have attempted to explore the practice of 

MFH in Malaysia (Salleh et al., 2014), empirical research towards an in-depth 

understanding of the concept of perceived value from the perspective of Muslim 

customers is still in its infancy. In fact, the consumption experience in the service 

industry is very subjective, thus every customer values differently, depending on 

religious beliefs (Bolton and Drew 1991; Havlena and Holbrook 1986; Jayanti and 

Ghosh 1996; Sweeney and Soutar 2001; Eid & El-Gohary, 2014). Precisely, a 

Muslim’s perspective of perceived value is an important component in this study 

because Islamic teaching highlights the boundaries between spiritual and secular 

matters (Eid, 2013). In respect to this notion, Jafari & Scott (2014) have stated that
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religion influences the direction of individual choice. Thus, the evaluation process of 

the value of tourism product by Muslim tourist is completely different from a non- 

Muslim tourist. Also, the involvement of Muslim in tourism activities requires 

religiously acceptable goods, services and surroundings. Hence, there is a call to 

include Islamic attributes when measuring a Muslim tourist’s perceived value as well 

as functional and affective dimensions.

Numerous studies have reported a positive relationship between satisfaction 

and behavioural intentions (Anderson & Sullivan, 1993; Cronin & Taylor, 1992; 

Fornell, 1992; Kozak, 2001; Kozak & Rimmington, 2000; Mano & Oliver, 1993;O 

liver & Swan, 1989; Yoon & Uysal, 2005). On the other hand, there are also studies 

which have detected the existence of a negative relationship between satisfaction and 

behavioural intentions (Mittal & Kamakura, 2001; Sheppard, 2002). Clearly, this 

demonstrates that existing considerations of the association between the two 

constructs are overly simplistic and lacking in perspective. Therefore, this research 

aims to fill this gap by adding religiosity as an influential variable in examining the 

impact of relationship between satisfaction and behavioural intentions.

As of now, empirical studies that identify the impact of Muslim consumer 

religiosity on the relationship between satisfaction and behavioural intention are 

limited (Eid & El-Gohary, 2014). In relation to this matter, it is important for 

organizations to investigate, understand and gauge the role of religion in purchasing 

decision of its intended segment. Eventually, this initiative will enable organizations 

to develop products that conform to the religious requirements of its customers. In 

addition, several studies have revealed that religiosity can be a significant factor to 

consumption patterns (Cleveland, Laroche & Hallab, 2013; Weaver & Agle, 2002), 

innovativeness (Mansori, 2012), advertising (Fam, Waller, Erdogan, 2004; Michell 

& Al-Mossawi,1995), family decision-making (Sim & Bujang, 2012), purchase risk 

aversion (Delener,1990) and selected store patronage behaviour (Alam et al., 2011; 

Battour et al., 2011; Mokhlis, 2009). However, the moderating roles of religiosity on 

relationship between consumer satisfaction and behavioural intention in the context 

of Islamic hospitality has remained unclear and fuzzy (Delener, 1994). This is due to 

the lack of research on this particular topic. According to Mokhlis (2009) only 35
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papers published in marketing journals have a religious focus, and only six of them 

are related to consumer behaviour.

1.4 Research Questions

Research questions of this study are as follows:

RQ 1: What is the relationship between Muslim tourist perceived value and

satisfaction in Muslim Friendly Hotel?

RQ 2: What is the relationship between Muslim tourist satisfaction and

behavioural intention in Muslim friendly Hotel?

RQ 3: Does satisfaction mediate the relationship between Muslim tourist

perceived value and behavioural intentions in Muslim Friendly Hotel?

RQ 4: Does religiosity moderate the relationship between Muslim tourist

satisfaction and behavioral intention in Muslim Friendly Hotel?

1.5 Research Objectives

The objectives of this research have been formulated as follows:

Objective 1: To examine the relationship between Muslim tourist perceived value

and satisfaction in Muslim Friendly Hotel.

Objective 2: To examine the relationship between Muslim tourist satisfaction and

behavioural intention in Muslim Friendly Hotel.

Objective 3: To examine the mediating role of Muslim tourist satisfaction between

perceived value and behavioural intentions in Muslim Friendly Hotel.

Objective 4: To examine the moderating effect of religiosity between Muslim

tourist satisfaction and behavioural intention in Muslim Friendly 

Hotel.
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1.6 Significance of the Study

Specifically, this research contributes to two areas, namely the theoretical 

knowledge and industry applications. Essentially, these two areas generate a 

framework to study the interrelationships among perceived value and satisfaction 

that will lead to behavioural intention. Additionally, this study will also contribute to 

the recent and ongoing debate on whether the MFH concept is a satisfactory option 

for Muslim tourists, who demand Halal products and services. Although many views 

have been generated by this debate, there has been a lack of empirical studies that 

examine this new tourist market segment in Malaysia. Besides, there are limited 

comprehensive studies on Muslim friendly hotel practices in the Malaysian 

hospitality industry despite the growing demand of the Halal market (Salleh et al., 

2014; Zailani, Omar & Kopeng, 2011). This study is also appropriate and timely in 

view of the government’s efforts to establish Malaysia as a global hub for Halal 

products and services for Muslim tourists on a global scale.

1.6.1 Theoretical Significance

Theoretically, the findings of this study will further contribute to the literature 

by extending previous multistage models of value to an area that is yet to be explored 

(Islamic hospitality). Importantly, this is a necessary step for the enhancement of 

value theory since the application of value theory in this context provides a 

significant contribution to the literature on value. Therefore, the result of this study 

can clarify the consumptive nature of Islamic hospitality.

Additionally, the testing and successive confirmation of the moderating role 

of religiosity will also contribute to the existing body of knowledge. To note, this 

study contributes to the Halal tourism studies by investigating the intention of 

Muslim tourists in the context of Islamic hospitality in Malaysia. Also, this study 

seeks to confirm the roles of religiosity through the understanding of their Muslim 

customers’ satisfaction and behaviour. Inevitably, this study extends current 

knowledge and contributes to new directions for future research by adopting Islamic
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values when explaining the value purchase and consumption behaviour of Muslim 

tourists.

Comparatively, previous studies have only provided empirical evidence of 

the existence of functional and affective dimensions of perceived value (e.g., 

Prebensen et al., 2013; Sweeney & Soutar, 2001), while other researchers have 

investigated the needs and perceived value of Islamic attributes of Muslim travellers 

in the destination (Battour et al., 2011; Eid & El-Gohary, 2015). However, none of 

these studies have combined these three constructs (functional value, affective value 

and Islamic value) when investigating the behavioural intention of Muslim tourists 

towards MFH. Therefore, this new conceptual framework will provide a new 

direction for future research to fully understand the behavioural intention of Muslim 

tourists.

1.6.2 Practical Significance

Since there is an increasing demand for Halal products and services, hoteliers 

in Malaysia should improvise and extend the offering of Halal food, goods, service 

quality and basic hotel facilities, which are in line with Islamic teachings. 

Consequently, this strategic action will attract more Muslim tourists, particularly 

from the Middle East and West Asia. Hence, this study is expected to provide 

knowledge regarding Muslim Friendly Hotel in terms of understanding various 

aspects of consumer experience, using the concept of perceived value. Undeniably, 

the notion of value creation is paramount to any company's survival (Kotler & 

Keller, 2008). Moreover, this study can assist hotel providers to pinpoint relevant 

elements which should be emphasised to achieve customer value. Subsequently, this 

information can assist both the public and private sectors in the effective planning, 

organizing and marketing of MFH. In a wider perspective, the findings of this study 

contribute to the current literature on Muslim tourist and Halal hospitality 

development. Precisely, this study is expected to provide distinct new knowledge to 

the industry stakeholders in planning effective marketing programmes, providing the
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best experiences, and Halal services that fullfill the needs and expectations of 

Muslim tourists.

1.7 Scope of the Study

The scope of this study is described in terms of its object and its unit of analysis. 

The research object is Muslim tourist behavioural intentions to experience Muslim 

Friendly Hotel in relation to their overall satisfaction with their stay, including perceived 

value and Islamic religiousity. Muslim tourist perceived value is based on six 

dimensions. Functional value (service quality) and functional value (price) were derived 

from Akkaba (2006) and. Two dimensions of affective value were included in this study 

following Sanchez et al.(2006) and two dimensions of Islamic value were derived from 

Eid and El-Gohary (2015) and Malaysian Standard MS 2610: 2015 (Muslim-Friendly 

Hospitality Services-Requirements) as a reference.

The research questions of this study are based on individual guest behavioural 

intentions to stay at Muslim Friendly Hotels in Malaysia and to recommend the 

experience to others based on their perceptions of value. Furthermore, overall 

satisfaction is a property of individual guest experiences and the unit of analysis for this 

study is the Muslim Friendly Hotel guest.

Although this empirical study is investigative in nature, some methodological 

limitations should be mentioned. The data were gathered through a convenience sample 

using a “partial” group of respondents (guest to only seven MFH in six different states 

out of 13 states in the country). Looking to the future, the scale should be tested in other 

cities and countries. The value of this study’s results is likely to improve by widening the 

sample frame to include different tourists.
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1.8 Terms and Operational Definitions

The following operational definitions were used as the basis for this study.

a) Perceived Value: In this study, perceived value can be defined as the guest’s 

overall appraisal of the net worth of the service, which is based on guest 

evaluation in the form of benefits and costs (Sweeney & Soutar, 2001). 

Therefore, in this study, the investigation of customer value includes 

functional value, affective value, and Islamic value.

b) Functional Value: Functional value is defined as the perceived utility 

acquired from an alternative’s capacity for functional, utilitarian or physical 

performance, which reflects the quality of the physical outcome of using a 

product or service on a series of salient attributes, such as price, reliability, 

and durability (Sheth et al., 1991). Thus, functional value in this study refers 

to an assessment of the utility or physical and functional performance of a 

service.

c) Affective Value: Affective value refers to the feelings or emotions produced 

by the product or service. Most researchers divide affective value into 

emotional and social dimensions (Jamal, Othman, & Nik Muhammad, 2011). 

In the context of the current study, affective value refers to the assessment of 

the experiential performances of the service that includes the interaction 

between the service providers and customers.

d) Islamic Value: In this study, Islamic value refers to the assessment of physical 

and non-physical Islamic attributes of the hotels. In this study, Islamic 

physical attributes are derived from the value of the physical facilities offered 

by hotels, while Islamic non-physical attributes are the intangible attributes 

such as Halal foods, staff appearance, and services.

e) Satisfaction: This study adopts the concept of satisfaction in which the 

evaluation process is done after a purchase has been made based on all 

encounters with the service provider. Therefore, in this study, satisfaction 

evaluation refers to an overall evaluation of the entire hotel experience.
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f) Behavioural Intention: In this study, behavioural intention may be described

as a stated likelihood to patronise Muslim Friendly hotels, and to recommend 

the experience to family, friends and others in the future.

g) Religiosity: Religiosity refers to the quality or extent of which a person is

religious. For instance, Egresi, Bayram, and Kara (2012) discovered that the 

behaviour of tourists at the site differs depending on their religious affiliation 

and religiosity. In this particular study, religiosity is the assessment of 

religious commitment of the consumer.

h) Muslim Friendly Hotel: In this study, Muslim Friendly hotel refers to a hotel

that provides extensive services or full fledge Islamic services such as Halal 

food, recreation facilities, and room entertainment. With respect to these 

services, MFH should embrace Islamic values in all hotel functions such as 

hotel operation, interior design, and decoration.

1.9 Organization of the Thesis

Accordingly, the first chapter of this study discussed the introduction of the 

study, and provided explanation regarding the research problem and clarification of 

the theoretical gaps found in the current literature. Next, Chapter 2 reviewed the 

existing literature as per the problem statements by providing a theoretical 

background for each construct. Then, the conceptual framework was illustrated at the 

end of the second chapter. In Chapter 3, the research design, research instruments, 

sampling procedure, and data collection procedures employed in this study was 

discussed. Following that, Chapter 4 presented the hypotheses and a comprehensive 

discussion regarding the findings. Last but not least, Chapter 5 highlighted the 

rational relation between the findings and related literature which is followed by a 

summary of the hypotheses testing. The chapter is concluded with the limitations of 

the study, and recommendations for future studies were offered.

15



REFERENCES

Aaker , D . A . ( 1991 ) Managing Brand Equity: Capitalizing on the Value of a 

Brand Name . New York: Maxwell Macmillan .

Abdullah, A.A. and Hamdan, M.H. (2012). Internal Success Factor of Hotel 

Occupancy Rate. International Journal o f Business and Social Science, Vol. 3 

(22).

Abdullah. J. (2010). Halal and Shariah compliant are they processes or values.

[Online]. Available: http://www.dailybaraka.eu 

Ajzen, I., & Fishbein, M. (1980). Understanding attitudes and predicting behavior.

Eaglewood Cliffs, NJ: Prentice Hall.

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and 

Human Decision Processes, 50, 179-2 1 1.

Ajzen, I., & Madden, T. J. (1986). Prediction of goal directed behavior: Atti- tudes, 

intentions and perceived behavioral control. Journal o f Experimental Social 

Psychology, 22,453-474.

Akkaba, A. (2006). Measuring service quality in the hotel industry: A study in a 

business hotel in Turkey. Hospitality Management. 25 (2006) 170-192 

Alias, N. (2008). Driving salespeople's performance: The role o f market orientation, 

organizational control, perceived organizational support, individual competence and 

individualism-collectivism. Unpublished Ph.D., The University of Warwick. 

Al-Hamarneh A., Steiner C. 2004. Islamic tourism: rethinking the strategies of 

tourism development in the Arab world after September 11, 2001. 

Comparative studies o f South Asia, Africa and the Middle East 24 (1): 173

182.

Al-Hamarneh (2012), Islamic Tourism: A Long Term Strategy of Tourist Industries 

in the Arab World after 9/11?. [Online] Available at: 

http://www.staff.unimainz.de/alhamarn/Islamic%20Tourism%20-

%20paper%20for%20BRISMES%202004.htm [Accessed on 22nd July 

2014].

198

http://www.dailybaraka.eu/
http://www.staff.unimainz.de/alhamarn/Islamic%20Tourism%20-


Al-Sabbahy, H., Ekinci, Y. and Riley, M. (2004). An investigation of perceived 

value dimensions: implications for hospitality research. Journal Travel 

Research, Vol. 42 No. 3, pp. 226-234

Alam, S.A., Mohd, R. and Hasham, B. 2011.Is religiosity an important determinant 

on Muslim consumer behaviour in Malaysia? Journal o f Islamic Marketing, 

2(1): 83-96.

Alegre, J., & Cladera, M. (2006). Repeat visitation in mature sun and sand holiday 

destinations. Journal o f Travel Research, 44, 288-297.

Allison, P. D. (2002). Missing data: Quantitative applications in the social sciences. 

British Journal of Mathematical and Statistical Psychology, 55(1), 193-196.

Allport, G. (1950), The Individual and His Religion: A Psychological Interpretation, 

Macmillan, New York, NY.

Al-Sabbahy, H. Z., Ekinci, Y., & Riley, M. (2004). An Investigation of Perceived 

Value Dimensions: Implications for Hospitality Research. Journal o f Travel 

Research, 42 (3), 226-234.

Amin, H., Rahim, A., Sondoh, S.L. Jr and Hwa, A.M.C. (2011). Determinants of 

customers’ intention to use Islamic personal financing: the case of Malaysian 

Islamic banks. Journal o f Islamic Accounting and Business Research, Vol. 2 

No. 1, pp. 22-42.

Amin, M., Yahya, Z., Ismayantim, W.F.A., Nasharudin, S.Z. and Kassim, E. (2013). 

Service Quality Dimension and Customer Satisfaction: An Empirical Study in 

the Malaysian Hotel Industry. Services Marketing Quarterly, 34:115-125, 

2013

Amoah, F., Radder, L. & Eyk, M.V. (2016). Perceived experience value, satisfaction 

and behavioural intentions A guesthouse experience. African Journal o f  

Economic and Management Studies Vol. 7 No. 3, 2016 pp. 419-433

Analysys (2016), “Report on mobile social commerce in China (2016)”, available at: 

www.analysys.cn/ view/report/detail.html?columnId=8&articleId=1000026 

(accessed May 30, 2016).

Anderson, E.W. and Fornell, C. (1994), “A customer satisfaction research 

prospectus”, in Rust, R.T. and Oliver, R.L. (Eds), Service Quality: New 

Directions in Theory and Practice, Sage Publications: Thousand Oaks, CA, 

pp. 241-68

199

http://www.analysys.cn/


Anderson, E. W., & Mittal, V. (2000). Strengthening the satisfaction-profit chain. 

Journal o f Service Research, 3 (2), 107-120.

Anderson, E.W., and Sullivan, M.W. (1993). "The Antecedents and Consequences of 

Customer Satisfaction," Marketing Science 12 (Spring), 125-143.

Anderson, Norman H. (1974) "Information Integration Theory: A Brief Survey," in 

D. H. Kranz, R. C. Atkinson, R. D. Luce and P. Suppes (eds.), Contemporary 

Developments in Mathematical Psychology (2), San Francisco: Freeman: 236

305.

Anton, J. (1996). Customer Relationship Management: Making Hard Decisions With 

Soft Numbers. Upper Saddle River, NJ: Prentice-Hall

Assadi, D. (2003), “Do religions influence customer behavior? Confronting religious 

rules and marketing concepts”, Cahiers du CEREN, No. 5, pp. 2-13.

Assael H. (1995). Consumer behavior and marketing action (5th ed.) South Western 

College Publishing, Cincinnati OH.

Ashton, A. S., Scott, N., Solnet, D., & Breakey, N. (2010). Hotel restaurant dining: 

the relationship between perceived value and intention to purchase. Tourism 

and Hospitality Research, 10 (3), 206-218

Ateeq-Ur-Rehman, M. S. (2010). The relationship between religiosity and new 

product adoption. Journal o f Islamic Marketing, 1 (1), 63-69.

Athanassopoulos, A., Gounaris, S. & Stathakopolous, V. (2001). Behavioural 

responses to customer satisfaction: an empirical study. European Journal o f  

Marketing, 35(5/6), 687-707.

Awad, T., & Alhashemi, S. (2012). Assessing the effect of interpersonal 

communications on employees’ commitment and satisfaction. International 

Journal o f Islamic and Middle Eastern Finance and Management. 5(2), 134

156

Babakus, E., Boller, G.W., 1992. An empirical assessment of the SERVQUAL scale. 

Journal of Business Research 24 (3), 253-268.

Babin, B. J., Darden, W. R., & Griffin, M. (1994). Work and/or fun: Measuring 

hedonic and utilitarian shopping. Journal o f Consumer Research, 20 (4), 644

656.

Bajs, I. P. (2015). Tourist perceived value, relationship to satisfaction, and behavioral 

intentions: the example of the Croatian tourist destination Dubrovnik. Journal 

o f Travel Research, 54 (1),122-134.

200



Baker, D. A., & Crompton, J. L. (2000). Quality, satisfaction and behavioural 

intentions. Annals o f Tourism Research, 27(3), 785-804.

Blanchard R.F., & Galloway R.L. (1994). Quality in retail banking. International 

Journal o f Service Industry Management, 5 (4): 5-23.

Baron, R. M., & Kenny, D. A. (1986). The moderator-mediator variable distinction 

in social psychological research: Conceptual, strategic, and statistical 

considerations. Journal o f Personality and Social Psychology, 51(6), 1173

1182.

Barsky, J. and Nash, L. (2002) Evoking emotion. Affective keys to hotel loyalty. 

Cornell Hotel and Restaurant Administration Quarterly 43(1): 39-46

Bateson, J. E. G., & Hui, M . K. (1992). The ecological validity of photographic 

slides and video tapes in simulating the service setting. Journal o f Consumer 

Research, 19, (September), 271-281

Batson, C. D., Schoenrade, P., & Ventis, L. W. (1993). Religion and the individual: 

A social-psychological perspective. New York: Oxford University Press.

Battour, M. M. & Ismail, M. N, (2016) Halal Tourism: Concept, Practices 

Challenges and future. Tourism Management and Perspectives, 19, 150-154.

Battour, M. M., Ismail, M. N., & Battor, M. (2011). The impact of destination 

attributes on Muslim tourist’s choice. International Journal o f Tourism 

Research, 13(6), 527-540.

Battour, M. M., Battor, M. M., & Ismail, M. (2012). The Mediating Role of Tourist 

Satisfaction: A Study of Muslim Tourists in Malaysia. Journal o f Travel & 

Tourism Marketing, 29(3), 279-297.

Beck, L., & Ajzen, I. (1991). Predicting dishonest actions using the theory of planned 

behavior. Journal o f Research in Personality, 25,285-30 1.

Begg, M. (1997). Islam and travelling. [Online]. Available: 

http: //www.islamiccentre.org

Benkenstein, M., U. Yavas, and D. Forberger. (2003). “Emotional and Cognitive 

Antecedents of Customer Satisfaction in Leisure Services: The Case of 

Rostock Zoo.” Journal o f Hospitality and Leisure Marketing, 10 (3/4): 173

84.

Bentler, P. M., & Speckart, G. (1981). Attitudes cause behavior: A structural 

equation analysis. Journal o f Personality and Social Psychology, 40, 226

238.

201

http://www.islamiccentre.org/


Bergan, A., & McConatha, J. T. (2001). Religiosity and life satisfaction. Activities 

Adaptation & Aging, 24(3), 23-34.

Berkman, H.W., & Gilson. C. (1986). Consumer behaviour: Concepts and strategies. 

Boston, MA: Kent Publishing Company.

Bhuiyan, A. H., Siwar, C., Ismail, S. M., & Islam, R. (2011). Potentials of Islamic 

Tourism: A Case Study of Malaysia on East Coast Economic Region, 5(6), 

1333-1340.

Bidin, Z., Idris, K.M. and Shamsudin, F.D. (2009), “Predicting compliance intention 

on zakah on employment income in Malaysia: an application of reasoned 

action theory”, Jurnal Pengurusan, Vol. 28, pp. 85-102.

Bigne, J. E., Sanchez, M. I., & Sanchez, J. (2001). Tourism image, evaluation 

variables and after purchase behaviour: Inter-relationship. Tourism

Management, 22, 607-616.

Bigne, A.J.E., Andreu, S.L., and Gnoth, J. (2005). The theme park experience: an 

analysis of plea- sure, arousal and satisfaction. Tourism Management 26(6): 

833-844.

Birchall, L. (2009). Laying down Sharia Law Retrieved 13th May, 2014, from 

http://www.arabianbusiness.com

Bitner, M.J. and Hubbert, A.R. (1994), “Encounter satisfaction versus overall 

satisfaction versus quality: the customer’s voice”, in Rust, R.T. and Oliver, 

R.L. (Eds), Service Quality: New Directions in Theory and Practice, Sage 

Publications, London.

Blaikie, N. (2000). Designing social research: The logic o f anticipation: Polity Press

Blomfield B. (2009), Markers of The Heart : Finding Spirituality in A Bus Marked 

Tourist, Journal o f Management, Spirituality And Religion, 6 (2), 91-106.

Boksberger, P. E., & Melsen, L. (2011). Perceived value: a critical examination of 

definitions, concepts and measures for the service industry. Journal o f  

Services Marketing, 25(3), 229-240

Bolton, R. N., Kannan, P. K., & Bramlett, M. D. (2000). Implications of loyalty 

program membership and service experiences for customer retention and 

value. Journal o f the Academy o f Marketing Science, 28(1), 95-108.

Bolton, R.N., Drew, J.H. 1991. A multistage model of customers’ assessments of 

service quality and value. Journal o f Consumer Research 17 (4): 375-384.

202

http://www.arabianbusiness.com/


Bolton, R.N. and Lemon, K.N. (1999). A dynamic model of customers’ usage of 

services: usage as an antecedent and consequence of satisfaction. Journal o f  

Marketing Research, Vol. 36, pp. 171-86.

Bonne, K., Vermeir, I., Bergeaud-Blackler, F. and Verbeke, W. (2007), 

“Determinants of halal meat consumption in France”, British Food Journal, 

Vol. 109 No. 5, pp. 367-386.

Borondo, J.P., Olivo, M.A. and Pascual C.O. (2016). Emotions, price and quality 

expectations in hotel services. Journal o f Vacation Marketing 1 -17  

Boulding, W., Kalra, A., Staelin, R., & Zeithaml, V. A. (1993). A dynamic process 

model of service quality: from expectations to behavioural intentions. Journal 

o f Marketing Research 30, 7-27.

Brady, M. K., & Robertson, C. J. (2001). Searching for a consensus on the 

antecedent role of service quality and satisfaction: an exploratory cross

national study. Journal o f Business Research, 51 (1), 53-60.

Brown, T. A. (2006). Confirmatory Factor Analysis For Applied Research. New  

York, NY: The Guilford Press.

Brunet, S., Bauer, J., De Lacy, T. & Tshering, K. (2001). Tourism development in 

Bhutan: Tensions between tradition and modernity. Journal o f Sustainable 

Tourism, 9(3), 243-263.

Brunswick, Egon. (1952). “ The Conceptual Framework o f Psychology.” Chicago: 

University of Chicago Press.

Bryman, A. & Bell, E. (2007). Writing up business research. In: Business Research 

Methods. New York. Oxford University Press. P. 691-723.

Cabiddu, F., Lui, T.W. and Piccoli, G. (2013). Managing Value Co-Creation in The 

Tourism Industry. Annals o f Tourism Research, Vol. 42, pp. 86-107 

Caruana, A. (2002). Service loyalty: The effects of service quality and the mediating 

role of customer satisfaction. European Journal o f Marketing, 36, 811-828 

Castro, C. B., Armario, M. E., and Ruiz, M. D. (2007). The influence of market 

heterogeneity on the relationship between a destination's image and tourists’ 

future behavior. Tourism Management, 28(1), 175-187.

Cengiz, E., & Kirkbir, F. (2007). Customer perceived value: The development of a 

multiple item scale in hospitals. Problems and Perspectives in Management,

5 (3), 252-286.

203



Che Ahmat, N., Ahmad Ridzuan, A.H., Mohd Zahari, M.S., Din, N., Zainol, N. and 

Razali, M.A. (2015). Syariah Compliant Hotel: The Concept And Practices. 

Journal o f Tourism and Culinary Arts, 7 (2), 52-66.

Che Ahmat, N., Ahmad Ridzuan, A.H., Mohd Zahari, M.S., (2012). Dry hotel and 

Syariah Compliant Practices: Concepts, Challenges and Reality in Malaysia. 

International Conference on Innovation, Management and Technology 

Research (ICIMTR2012): 21-22

Chen, C.F. (2008). Investigating structural relationships between service quality, 

perceived value, satisfaction, and behavioral intentions for air passengers: 

Evidence from Taiwan. Transportation Research Part A 42 (2008), 709-717

Chen, Ch.-F., and F.-S. Chen. (2010). “Experience Quality, Perceived Value, 

Satisfaction and Behavioural Intentions for Heritage Tourists. Tourism 

Management, 31 (1): 29-35.

Chen, Y.C., Shang, R.A., and Kao C.Y. (2009). The effects of information overload 

on consumers subjective state towards buying decision in the internet 

shopping environment. Electronic Commerce Research and Applications, 8 

(1), 48-58.

Chen, C.-F. & Tsai, D. (2007). How destination image and evaluative factors affect 

behavioural intentions? Tourism Management, 28, 1115- 1122.

Chen, M.-F., & Tung, P.-J. (2014). Developing an extended Theory of Planned 

Behavior model to predict consumers’ intention to visit green hotels. 

International Journal o f Hospitality Management, 36, 221-230.

Cheung, C. M., & Lee, M. K. (2010). A theoretical model of intentional social action 

in online social networks. Decision support systems, 49 (1), 24-30.

Chi, C. G. Q., & Qu, H. (2008). Examining the structural relationships of destination 

image, tourist satisfaction and destination loyalty: an integrated approach. 

Tourism Management, 29(4), 624-636.

Chiang, C.C & Lee, L.Y. (2013). An Examination of Perceived Value Dimensions of 

Hotel Visitors: Using Exploratory and Confirmatory Factor Analyses, 8 (1): 

167-174

Chiang, C. Y & Jogaratnam, G. (2006). Why do women travel solo for purpose of 

leisure. Journal o f Travel vacation, 12(1), 58-70.

204



Chin, W. W. (1998). The partial least squares approach to structural equation 

modeling. In G. A. Marcoulides (Ed.), Modern methods for business research 

(pp. 295-336). Mahwah, NJ: Lawrence Brlbaum Associates.

Ching, W., Gun, P., and Yong, F. (2005). “Comparing satisfaction levels of Asian 

and western travellers using Malaysian hotels, Journal o f Hospitality Tourism 

Management, 12(1), 64-79

Chiu, H.-C., Hsieh, Y.-C., Li, Y.-C., & Lee, M. (2005). Relationship marketing and 

consumer switching behaviour. Journal o f Business Research, 58 (12), 1681

1689.

Choi, T. Y., and R. Chu. (2001). “Determinants of Hotel Guests’ Satisfaction and 

Repeat Patronage in the Hong Kong Hotel Industry.” International Journal o f  

Hospitality Management, 20 (3): 277-97.

Churchill, G.A.J. (1995). Marketing Research -  Methodological Foundations, 7th 

ed., The Dryden Press, Fort Worth, TX.

Churchill, G. A., & Iacobucci, D. (2005). Marketing Research: Methodological 

Foundations (9th ed.). Mason, Ohio: Thomson South-Western.

Churchill, G. A., & Suprenant, C. (1982). An investigation into the determinants of 

customer satisfaction. Journal o f Marketing Research, 19, 491-504

Clemes, M. D., Gan, C. E., & Ren, M. (2011). Synthesizing the effects of service 

quality, value and customer satisfaction on behavioral intentions in the motel 

industry: An empirical analysis. Journal o f Hospitality & Tourism Research, 

35(4), 530-568

Cleveland, M., Laroche, M., & Hallab, R. (2013). Globalization, culture, religion, 

and values: comparing consumption patterns of Lebanese Muslims and 

Christians. Journal o f Business Research, 66 (8), 958-967.

Cleveland, M., & Chang, W. (2009). Migration and materialism: The role of ethnic 

identity, religiosity, and generation. J. Bus. Res., 62, 963-971.

Cunliffe, A. 2003. Reflexive inquiry in organizational research: questions and 

possibilities. Human Relations, 56:8 983-1003

Cohen, E. (1998). Tourism and religion: a comparative perspective. Pacific Tourism 

Review, 2(1), 1-10.

Cohen, J. B., & Areni, C. S. (1991). Affect and consumer behavior. In T. S. 

Robertson & H. H. Kassarjian (Eds.), Handbook of consumer behavior. 

Englewood Cliffs, NJ: Prentice Hall

205



Cohen, S.A., Prayag, G., & Moital, M. (2014). Consumer behaviour in tourism: 

Concepts, influences and opportunities Scott. Current Issues in Tourism, 17 

(10) 872-909.

Collis, J. and Hussey, R. (2003). Business research: A practical guide fo r  

undergraduate and postgraduate students 2nd ed. Palgrave Macmillan, New 

York.

Cooper, D. R. and Schindler, P.S. (2011) Business Research Methods. (11th ed). 

New York: McGraw Hill International Edition.

Collis, J., & Hussey, R. (2013). Business research: A practical guide fo r  

undergraduate and postgraduate students. Palgrave Macmillan.

Creswell, J. W. (2014). Research Design: Qualitative, Quantitative & Mixed 

Methods Approaches (4th ed., pp. 1-273). London: Sage Publications

Crick-Furman, D., & Prentice, R. (2000). Modeling tourists’ multiple values. Annals 

o f  Tourism Research, 27 (1), 69-92

Cronin, J. J., & Taylor, S. A. (1992). Measuring service quality: A re-examination 

and extension. Journal o f  Marketing, 56, 56-68.

Cronin, J. J., Brady, M. K., & Hult, G. T. M. (2000). Assessing the effects of quality, 

value, and customer satisfaction on consumer behavioral intentions in service 

environments. Journal o f  Retailing, 76 (2), 193-218.

Danaher, P.J. and Haddrell, V., 1996. A comparison of question scales used for 

measuring customer satisfaction. International Journal o f  Service Industry 

Management, 7 (4),.4-26.

Davison, A. and Hinkley, D. (1997). Bootstrap Methods and Their Application. 

Cambridge: Cambridge University Press.

De Ceunynck, T., Kusumastuti, D., Hannes, E., Janssens, D., & Wets, G. (2011). 

What Drives People? Analyzing Leisure-shopping Trip Decision Making. 

Proceedings o f  the 90th Annual Meeting o f  the Transportation Research 

Board. Washington D.C., USA

Delener, N. (1990). The effects of religious factors on perceived risk in durable good 

purchase decisions. The Journal o f  Consumer Marketing: 7(3): 27-38.

Delener, N. (1994). Religious contrasts in consumer decision behaviour patterns: 

their dimensions and marketing implications. European Journal o f  

Marketing, 28(5), 36-53.

206



Diamantopoulos, A., Riefler, P. and Roth, K.P. (2008). Advancing formative 

measurement models. Journal o f  Business Research, 61(12):1203-1218 

Din, K. (1982). Tourism in Malaysia: Competing needs in a plural society. Annals o f  

Tourism Research, 9(3), 453-480 

Din, KH. (1989). Islam and Tourism: Patterns, issues, and options. Annals o f  

Tourism Research 16 (4), 542-563 

Dinar Standard and Crescentrating LLC. (2012). Global Muslim lifestyle travel 

market- landscape and consumer needs study-executive summary, July. 

Retrieved April, 2014 from

http:// advisory.dinarstandard.com/travelstudy/#top 

Dodds, W. B., & Monroe, K. B. (1985). The effect of brand and price information on 

subjective product evaluations. Advances in Consumer Research, 12, 85-90. 

Dodds , W . B . , Monroe , K . B . and Grewal , D . ( 1991 ) Effects of price, brand, 

and store information on buyers ’ product evaluations . Journal of Marketing 

Research 28 (3) : 307 -  319 

Dube, L. and Menon, K. (2000). Multiple roles of consumption emotions in post

purchase satisfaction with extended service transactions. Journal of Service 

Industry Management, Vol. 11 No. 3, pp. 287-304.

Duman T. (2011). Value o f  Islamic Tourism Offering: Perspectives from  the Turkish 

Experience, World Islamic Tourism Forum (WITF, 2011), Kuala Lumpur, 

Malaysia.

Duman, T. (2002). A model o f  perceived value fo r  leisure travel products. 

unpublished doctoral dissertation, Pennsylvania State University, 

Philadelphia, PA

Dumand, T., and Mattila, A. S. (2005). The role of affective factors on perceived 

cruise vacation value. Tourism Management, 26 (3), 311-323.

Duriez, B., Fontaine, J. R. J., & Hutsebaut, D. (2000). A further elaboration of the 

postcritical belief scale: evidence for the existence of four different 

approaches to religion in Flanderse Belgium. Psychologica Belgica, 40(3), 

153-181.

Durvasula, S., Lysonski, S., Mehta, S.C. and Peng Tang, B. (2004). Forging 

relationships with services: the antecedents that have an impact on 

behavioural outcomes in the life insurance industry. Journal o f  Financial 

Services Marketing, Vol. 8 No. 4, pp. 314-26.

207

http://advisory.dinarstandard.com/travelstudy/%23top


Easterby-Smith, M., Thorpe, R. and Lowe, A., 2002. Management Research: An 

Introduction. 2nd Edition, Sage Publications, London

Echtner, C.M. & Ritchie, J.R.B. (1991). The meaning and measurement of 

destination image. Journal o f  Tourism Studies, 2(2), 2-12.

Edvardsson, B. (2005), “Service quality: beyond cognitive assessment”,. Managing 

Service Quality, Vol. 15 No. 2, pp. 127-131.

Efron, B., and Tibshirani, R. (1993), An Introduction to the Bootstrap, London: 

Chapman and Hall.

Egan, J. (2011). Relationship marketing (4th ed.). Harlow: Pearson Educational 

Limited.

Eggert, A., & Ulaga, W. (2002). Customer perceived value: A substitute for 

satisfaction in business markets. Journal o f  Business & Industrial Marketing, 

17 (2/3), 107-118

Egresi, I., Bayram, B. and Kara, F. (2012). Economic Impact of Religious Tourism in 

Mardin, Turkey. International Journal o f  Economics and Business Research, 

18(2), 7-22 •

Eid, R. (2015). Integrating Muslim customer perceived value, satisfaction, loyalty 

and retention in the tourism industry: An empirical study. International 

Journal o f  Tourism Research, 17(3), 249-260.

Eid, R., & El-Gohary, H. (2015). The role of Islamic religiosity on the relationship 

between perceived value and tourist satisfaction. Tourism Management.46 

(2015) 477-488

Eid, R., & El-Gohary, H. (2014). Muslim Tourist Perceived Value in the Hospitality 

and Tourism Industry. Journal o f  Travel Research. 54(6), 774-787.

Ekinci Y. (2004). An investigation of the determinants of customer satisfaction. Tour 

Anal ;8:197-203

Ekinci, Y., Prokopaki, P., Cobanoglu, C. (2003). Service quality in Cretan 

accommodations: marketing strategies for the UK holiday market. 

International Journal o f  Hospitality Management 22 (2003), 47-66.

Ekinci, Y. Dawes, P.L., Massey, G.R. (2008). An extended model of the antecedents 

and consequences of consumer satisfaction for hospitality services. European 

Journal o f  Marketing 42, 35-68.

208



El Haddad R, Hallak R, and Assaker G (2015) Price fairness perceptions and hotel 

customers’ beha- vioral intentions. Journal of Vacation Marketing 21(3): 

262-276.

Euromonitor International (2015). Doing business in the Halal Market: Products, 

trends, and growth opportunities. (Retrieved from 

http://go.euromonitor.com/white-paper- business-halal-market-products- 

trends-growth-opportunities.html)

Fadil, Y., Muhammad., , F. (2010). Introducing Shariah Compliant Hotels as a New 

Tourism Product: The Case of Malaysia’. Tourism Industry Islamic Tourism 

in Malaysia, 1142-1146.

Fam, K. S., Waller, D. S., & Erdogan, B. Z. (2004). The influence of religion on atti

tudes towards the advertising of controversial products. European Journal o f  

Marketing, 38(5/6), 537-555

Faullant, R., Matzler, K., and Mooradian T.A. (2011) Personality, basic emotions, 

and satisfaction: primary emotions in the mountaineering experience. 

Tourism Management 32(6): 1423-1430.

Field, A. P. (2005). Is the meta-analysis of correlation coefficients accurate when 

population correlations vary? Psychological methods, 10(4), 444

Fishbein, M., & Ajzen, I. (1975). Belief, attitude, intention, and behavior: An 

introduction to theory and research. Reading, MA: Addison-Wesley.

Formica, S. (2005). Destination attractiveness as a function o f  supply and demand 

interaction. Unpublished Ph.D., Virginia Polytechnic Institute and State 

University.

Fornell, C. A. (1992). A national customer satisfaction barometer: the Swedish 

experience. Journal o f  Marketing, 56 (January), 6-21.

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with 

unobservable variables and mea- surement error. Journal of Marketing 

Research, 18(1), 39-50.

Gale, B. T. (1994). Managing customer value. New York, NY: The Free Press.

Gallarza, M. G., & Saura, I. G. (2006). Value dimensions, perceived value, 

satisfaction and loyalty: An investigation of university students' travel 

behavior. Tourism Management, 27, 437-452.

Gayatri, G., Chan, C., Mort, G.S. and Hume, M. (2005), “Understanding service 

quality from the Islamic customer perspective”, Proceedings of the Australian

209

http://go.euromonitor.com/white-paper-%20business-halal-market-products-trends-growth-opportunities.html
http://go.euromonitor.com/white-paper-%20business-halal-market-products-trends-growth-opportunities.html


and New Zealand Marketing Academy Conference, University of Western 

Australia, Perth.

Ghani, G.M. (2016). Tourist arrivals to Malaysia from Muslim countries. Tourism 

Management Perspectives, 20, 1 -9

Ghauri, P. (2004). Designing and conducting case studies in international business 

research. In R. Marschan-Piekkari & C. Welch (Eds.), Handbook of 

qualitative research methods for international business (pp. 109-124). 

Cheltenham, UK: Edward Elgar

Giese, J. L., & Cote, J. A. (2000). Defining customer satisfaction. Academy o f  

Marketing Science Review, 2000(1), 1-34.

Gilbert, G.R. and Veloutsou, C. (2006), “A cross-industry comparison of customer 

satisfaction”, Journal o f  Services Marketing, Vol. 20 No. 5, pp. 298-308.

Gill, D., Byslma, B., & Ouschan, R. (2007). Customer perceived value in a cellar 

door visit: the impact on behavioural intentions. International Journal o f  

Wine Business Research, 19 (4), 257-275.

Gill, J. and Johnson, P., (2002), Research Methods fo r  Managers, 3rd, Sage 

Publishing, London

Gitelson, R. J., & Crompton, J. L. (1984). Insights into the repeat vacation 

phenomenon. Annals o f  tourism Research, 11(2), 199-217.

Goldenberg, J., Libai, B., & Muller, E. (2001), Talk of the network: A complex 

systems look at the underlying process of word of mouth, Marketing Letters, 

12(3), 211 223.

Goossens, C. (2000). Tourism Information and Pleasure Motivation. Annals of 

Tourism Research, 27 (2): 301-21

Gonzalez, M.E.A., Comesana, L.R. & Brea, J.A.F. (2007). Assessing tourist 

behavioral intentions through perceived service quality and customer 

satisfaction. Journal o f  Business Research 60 (2007) 153-160

Gountas, J., & Gountas, S. (2007). Personality orientations, emotional states, 

customer satisfaction, and intention to repurchase. Journal of Business 

Research, 60(1), 72-75.

Grappi, S., & Montanari, F. (2011). The role of social identification and hedonism in 

affecting tourist re-patronizing behaviours: The case of an Italian festival. 

Tourism Management, 32(5), 1128-1140.

210



Grewal, D., Iyer, G. R., Krishnan, R., & Sharma, A. (2003). The Internet and the 

price-value-loyalty chain. Journal o f  Business Research, 56(5), 391-398.

Guthrie, S.E. (1996), “Religion: what is it?”, Journal fo r  the Scientific Study o f  

Religion, Vol. 35, pp. 412-9.

Gwinner, K. P., Gremler, D. D., & Bitner, M. J. (1998). Relational benefits in 

services industries: the customer’s perspective. Journal o f  the Academy o f  

Marketing Science, 26(2), 101-114.

Halal Booking (2015). Halal holiday. (Retrieved from 

http://en.halalbooking.com/hal al- holidays)

Hambrick, D.C. (1983). Some Tests of the Effectiveness and Functional Attributes of 

the Miles and Snow’s Strategic Types. Academy o f  Management Journal, 20, 

5-26.

Hair, F.J. Jr, Babin, B., Money, A.H. And Samouel, P. (2003). Essentials o f  Business 

Research Methods, Wiley, Hoboken, NJ.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2013). Editorial-partial least squares struc

tural equation modeling: rigorous applications, better results and higher 

acceptance. Long Range Planning, 46(1-2), 1-12.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: indeed a silver bullet. 

Journal o f  Marketing Theory and Practice, 19(2), 139-151.

Hair, J. F., Black, W., Babin, B., & Anderson, R. (2010). Multivariate Data 

Analysis: A Global Perspective. New Jersey: Pearson Prentice Hall

Hair, J. F., Hult, G. T. M., Ringle, C., & Sarstedt, M.(2014). A primeronpartial least 

squares structural equation modeling (PLS-SEM). Los Angeles, CA: Sage 

Publications.

Hair, J. F., Black., W. C., Babin., B. J., Anderson., R. E., & Tatham., R. (2006). 

Multivariate Data Analysis. New Jersey: Pearson International Edition

Hair, J. F., Sarstedt, M., Pieper, T. M., & Ringle, C. M. (2012). The use of partial 

least squares structural equation modeling in strategic management research: 

a review of past practices and recommendations for future applications. Long 

Range Planning, 45(5), 320-340.

Hashim, N.H., Murphy, J., & Mohammad, N. 2006. Tourism and Islam: 

Understanding and embracing opportunities. From The Experts. Perth.

211

http://en.halalbooking.com/hal


Hashim, N.H., Murphy, J. & Hashim, N.M. (2007) ‘Islam and online imagery on 

Malaysian tourist websites’, Journal o f  Computer Mediated Communications, 

Vol. 12, No. 3, pp.1082-1102.

Havlena W.J, Holbrook M.B. 1986. The varieties of consumption experiences: 

comparing two typologies of emotion in consumer behavior. Journal o f  

Consumer Research 13(3): 394-404.

Hayes, A. F. (2009). Beyond Baron and Kenny: Statistical mediation analysis in the 

new millennium. Communication Monographs, 76(4), 408-420.

Hayes, A. F., Preacher, K. J., & Myers, T. A. (2011). Mediation and the estimation of 

indirect effects in political communication research. In E. P. Bucy & R. L. 

Holbert (Eds.), Sourcebook fo r  political communication research: Methods, 

measures, and analytical techniques (pp. 434-465). New York: Routledge.

Haywood, K. M. (1983). “Assessing the Quality of Hospitality Services.” 

International Journal Hospitality Management, 2 (4): 165-77.

Haq F & Jackson J. (2009), Spiritual Journey to Hajj: Australian and Pakistani 

Experience and Expectations, Journal o f  Management, Spirituality & 

Religion, 6 (2), 141-156.

Haq F &Wong H.Y. (2010), Is Spiritual Tourism A New Strategy for Marketing 

Islam? Journal o f  Islamic Marketing, 1 (2), 136-148.

Haq F. (2011), Marketing Spirituality: A Tourism Perspective, Charles Darwin 

University, Degree of Doctor Of Philosophy.

Haq. F & Wong H.Y (2013), Branding Islamic Spiritual Tourism: As an Exploratory 

Study in Australia and Pakistan, European Journal o f  Business and 

Management, 5 (11), 154-162.

Henderson, J. C. (2003), "Managing Tourism and Islam in Peninsular Malaysia", 

Tourism Management, 24(4), 447-456.

Henderson, J. C. 2009. Islamic tourism reviewed. Tourism Recreation Research: 

34(2): 207-211

Henderson, J. C. 2010. Sharia-compliant hotels. Tourism and Hospitality Research: 

10 (3): 246-254.

Henderson, J. C. (2011). Religious tourism and its management: the hajj in Saudi 

Arabia. International Journal of Tourism Research, 13(6), 541-552.

212



Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing 

discriminant validity in variance-based structural equation modeling. Journal 

o f  the Academy o f  Marketing Science, 43(1), 115-135.

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least 

squares path modeling in international marketing. In R. R. Sinkovics, & P. N. 

Ghauri (Eds.), Advances in international marketing (Vol. 20, pp. 277e320). 

Bingley: Emerald

Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser, W. E., & Schlesinger, L. A. 

(1994). Putting the service-profit chain to work. Harvard Business Review, 

72, 164-174

Himmelfarb, H. S. (1975), Measuring Religious Involvement. Social Forces, 53,(4), 

606-618.

Horng, J.S., Su, C.S., So, A. (2013). Segmenting Food Festival Visitors: Applying

the Theory of Planned Behavior and Lifestyle. Journal o f  Convention and 

Event Tourism. WCET-2013-0020.

Holbrook, M. B. (1999): Customer value. A framework for analysis and research. 

London: Routlledge.

Holbrook, M. B., and E. Hirschman. (1982). “The Experiential Aspects of 

Consumption: Consumer Fantasies, Feelings, and Fun.” Journal o f  Consumer 

Research, 9 (2): 132-40.

Holbrook, M. B. (1994). “The Nature of Consumer Value.” In Service Quality: New 

Directions in Theory and Practice, edited by R. T. Rust and R. L. Oliver. 

Newbury Park, CA: Sage 

Holbrook, M.B. (2006), “Consumption experience, customer value, and subjective 

personal introspection: an illustrative photographic essay”, Journal of 

Business Research, Vol. 59 No. 1, pp. 714-725.

Howard, J. A. and Jagdish, N. S., (1969), The Theory of Buyer Behavior, New York: 

Wiley.

Hu, B. (2003). The impact o f  destination involvement on travelers' revisit intentions.

Unpublished Ph.D., Purdue University, United States.

Hu, T., Kettinger, W.J. and Poston, R.S. (2015), The effect of online social value on 

satisfaction and continued use of social media, European Journal o f  

Information Systems, Vol. 24 No. 4, pp. 391-410.

213



Huang, J.H Qiu J. Bai, and C.E. Pray (2006). Awareness acceptance of and 

willingness to buy genetically modified food in urban China. Appetite 

46(2):144-151

Hutchinson, J., Lai, F., & Wang, Y. (2009). Understanding the relationships of 

quality, value, equity, satisfaction, and behavioral intentions among golf 

travelers. Tourism Management, 30(2), 298-308.

Husin, M. M., Rahman, A. A., (2013). What drives Consumers to participate into 

Family Takaful Schemes? A Literature Review. Journal o f  Islamic 

Marketing, 4 (3), 264-280.

Ibrahim, Y. (2004) Homestay program in Malaysia: development and prospect. 

ASEAN Journal on Hospitality and Tourism 3 (1): 65-75.

Islamic Tourism Center (2016). About Islamic Tourism Centre Retrieved 7 Feb 2016 

from http://itc.gov.my/corporate/about-us/

Iglesias, M. P., & Guillen, M. J. Y. (2004). Perceived quality and price: their impact 

on the satisfaction of restaurant customers. International Journal of 

Contemporary Hospitality Management, 16(6), 373-379.

Izard, E. E. (1977). Human Emotions. New York: Plenum.

Jafari, J., & Scott, N. (2014). Muslim world and its tourisms. Annals o f  Tourism 

Research, 44, 1 -19.

Jamal, A. (2003), "Marketing in a multicultural world: the interplay of marketing, 

ethnicity and consumption", European Journal of Marketing, Vol. 37 No.11, 

pp.1599-620

Jamal, S. A., Othman, N. A., & Nik Muhammad, N. M. (2011). Tourist perceived 

value in a community-based homestay visit: An investigation into the 

functional and experiential aspect of value. Journal o f  vacation Marketing, 

17(1), 5-15.

Javed, N. (2007). Islamic hotel branding and Muslim hospitality. (Retrieved May 5,

2013, from) http://www.salvantage.com/article/1143/Islamic-Hotel-Branding 

muslim Hospitality

Jayanti, R., & Ghosh, A. (1996). Service value determination: An integrative 

perspective. Journal o f  Hospitality and Leisure Marketing, 3 (4), 5-25.

Johnston, R. (1998). The effect of intensity of dissatisfaction on complaining 

behavior. Journal o f  Consumer Satisfaction, Dissatisfaction and Complaining 

Behavior, 11, 69-77.

214

http://itc.gov.my/corporate/about-us/
http://www.salvantage.com/article/1143/Islamic-Hotel-Branding


Johnson, B., & McCLURE, R. (2004). Validity and reliability of a shortened, revised 

version of the Constructivist Learning Environment Survey (CLES). 

Learning Environments Research, 7(1), 65-80.

Johnson, M. D., Herrmann, A., & Gustafsson, A. (2002). Comparing customer 

satisfaction across industries and countries. Journal o f  Economic Psychology, 

23(6), 749-769.

Jones, M.A. and Suh, J. (2000). Transaction-specific satisfaction and overall 

satisfaction: an empirical analysis. Journal o f  Services Marketing, Vol. 14 

No. 2, pp. 147-159.

Joseph, C. A., & Kavoori, A. P. (2001).Mediated resistance: Tourismand the host 

commu- nity. Annals o f  Tourism Research, 28(4), 998-1009.

Kahle, L.R., Kau, A., Tambyah, S., Tan, S. and Jung, K. (2005), “Religion, 

religiosity, and values: implications for consumer behaviour”, in Haugtvedt, 

C.P., Merunka, D. and Warlop, L. (Eds), Proceedings of the La Londe 

Seminar, 32nd International Research Seminar in Marketing, La Londe-les- 

Maures, Sage, New York, NY, pp. 249-259.

Kamaruddin, A.R. and Kamaruddin, K. (2009). Malay culture and consumer 

decision-making styles: an investigation on religious and ethnic dimensions. 

Jurnal Kemanusiaan, Vol. 14, pp. 37-50.

Kamarudin, L.M, & Ismail, H. N. (2012). Muslim Tourist Typology in Malaysia: 

Perspectives and Challenges. Paper presented at the Tourism and Hospitality 

International Conference (Thic), De Palma Hotel, Ampang, Kuala Lumpur.

Kano, N. (1984). Attractive Quality and Must be Quality. Research summary of a 

presentation given at the Twelfth Annual Meeting of Nippon QC Gakka, 

January 18.

Kashyap, R. & Bojanic, D.C. (2000). A structured analysis of value, quality and 

price perceptions of business and leisure travellers. Journal o f  Travel 

Research, Vol. 39, pp. 45-51

Kayat, K. (2009) Community based tourism in developing countries. Paper presented 

at the International Seminar on Community Based Tourism, Shah Alam, 

Malaysia, 4-5 August.

Keltner, D.T. & Lerner, J.S. 2010. Emotion. In Gilbert., J.S. Fiske, S.T. & Lindzey,

G. (Eds). The handbook of social psychology. New York: Wiley.

215



Keshavarz, K. & Jamshidi, D. (2018). Service quality evaluation and the mediating 

role of perceived value and customer satisfaction in customer loyalty. 

International Journal o f  Tourism Cities, Vol. 4 No. 2 2018, pp. 220-244.

Khan, I. , Garg, R.J. & Rahman, Z. (2015). Customer Service Experience in Hotel 

Operations: An Empirical Analysis. Procedia - Social and Behavioral 

Sciences 189 ( 2015 ) 266 -  274

Khan, N. and Kadir, S.L.S. (2011). The impact of perceived value dimension on 

satisfaction and behavior intention: Young-adult consumers in banking 

industry. African Journal of Business Management Vol.5 (11), pp. 4087-4099

King, J.E. and Crowther, M.R. (2004), “The measurement of religiosity and 

spirituality: examples and issues from psychology”, Journal of Organizational 

Change Management, Vol. 17 No. 1, pp. 83-101.

Knutson, B., Stevens, P.,Wullaert, C., Patton, M., & Yokoyama, F. (1990). 

LODGSERV: a service quality index for the lodging industry. Journal o f  

Hospitality and Tourism Research, 14(2), 277-284

Kock, N. (2016). Non-normality propagation among latent variables and indicators in 

PLS-SEM simulations. Journal o f  Modern Applied Statistical Methods, 15(1), 

299-315.

Kothari, C.R. (2004). Research methodology: Methods and techniques. (2nd ed.). 

New Delhi: New Age international ltd

Kotler, P. (2000), Marketing Management, 10th ed., Prentice-Hall International, 

London.

Kotler, P., & Keller, K. L. (2008). Marketing management (13th international ed.). 

Prentice Hall: London.

Kozak, M. (2001). Repeaters' behavior at two distinct destinations. Annals o f  

Tourism Research, 28 (3), 784-807.

Kozak, M., & Rimmington, M. (2000). Tourist satisfaction with Mallorca, Spain, as 

an off-season holiday destination. Journal o f  Travel Research, 38 (3), 260

269.

Kraft S.E. (2007), Religion and Spirituality in Lonely Planet’s India, Religion, 37 

(3), 230-42.

Krejcie, R.V. & Morgan, D.W. (1970). Determining sample size for research 

activities. Educational & Psychological Measurement. 30, 607-610.

216



Krishnan, S., & Gronhaug, K. (1979). A multi-attribute approach to consumer 

satisfaction with a professional program. In K. Hunt & R. L. Day 

(Ed.),.Refining concepts and measures o f  consumer satisfaction and 

complaining behaviour. Papers from the Fourth Annual Conference on 

Consumer Satisfaction, Dissatisfaction and Complaining Behaviour. Indiana 

University: Bloomington.

Kumar, R. (2014). Research Methodology: A step by step guide fo r  beginners (4th 

edn). Los Angelas. Sage

Lada, S., Tanakinjal, G.H. and Amin, H. (2009). Predicting intention to choose halal 

products using theory of reasoned action. International Journal o f  Islamic 

and Middle Eastern Finance and Management, Vol. 2 No. 1, pp. 66-76

Laderlah, S., S. Ab Rahman, K. Awang, and Y. Man. (2011). “A Study on Islamic 

Tourism: A Malaysian Experience.” In 2nd International Conference on 

Humanities, Historical and Social Sciences IPEDR, vol. 17. Singapore: 

IACSIT Press.

Ladhari, R. (2009). Service quality, emotional satisfaction, and behavioural 

intentions: A study in the hotel industry. Managing Service Quality, 19, 308

331.

Lai, A.W. (1995), “ Consumer values, products benefits and customer value: a 

consumption behaviour approach’’, in Kardes, F.R. and Mita, S. (Eds), 

Advances in Consumer Research, Vol. 22, Association fo r  Consumer 

Research, Ann Arbor, MI, pp. 381-8.

Lau, A. L. S., & McKercher, B. (2004). Exploration versus acquisition: Acomparison 

of first-time and repeat visitors. Journal o f  Travel Research, 42, 279-285.

Lazarus, R. S. (1991). Emotion and adaptation. New York: Oxford Press.

Lee, E. J., & Overby, J. W. (2004). Creating value for online shoppers: Implications 

for satisfaction and loyalty. Journal o f  Consumer Satisfaction, Dissatisfaction 

and Complaining Behavior, 17, 54-67.

Lee, C.K.,Yoon, Y.S. & Lee, S.K. (2007). Investigating the relationships among 

perceived value, satisfaction, and recommendations: The case of the Korean 

DMZ. Tourism Management 28 (2007) 204-214.

Lewis, E. P. (2001). An Extension to the Process of Customer Service Quality 

Evaluation through Psychology and Empirical Study. Asia Pacific Advances

217



in Consumer Research Volume 4, eds. Paula M. Tidwell and Thomas E. 

Muller, Provo, UT: Association for Consumer Research, 281-287 

Liang, C. and Wang, W. (2004). Attributes, benefits, customer satisfaction and 

behavioral loyalty -  an integrative research of financial services industry in 

Taiwan. Journal o f  Services Research 4(1): 57-91 

Lin, B. and Jones, C.A. (1997). Some issues in conducting customer satisfaction 

surveys. Journal o f  Marketing Practice: Applied Marketing Science, Vol. 3 

No. 1, 1997, pp. 4-13.

Lin P.C. and Huang, Y.S. (2012). The influence factors on choice behavior regarding 

green products based on the theory of consumption values. Journal o f  

Cleaner Production, 22 (2012): 11-18 

Lin, C.H., Sher, P.J. and Shih, H.Y. (2005). Past progress and future directions in 

conceptualizing customer perceived value. International Journal o f  Service 

Industry Management, Vol. 16 No. 4, pp. 318-36.

Lindridge, A. (2005). Religiosity and the construction of a cultural-consumption 

identity. Journal o f  Consumer Marketing, 22(3), 142-151.

Liu, B. S.-C., Furrer, O., & Sudharshan, D. (2001). The relationships between culture 

and behavioral intentions toward services. Journal o f  Service Research, 4(2), 

118-129.

Lo, M.U. (2016) Exploring the impact of hedonic activ- ities on casino-hotel visitors’ 

positive emotions and satisfaction. Journal of Hospitality and Tourism 

Management 26: 27-35.

Long, M., & Schiffman, L. (2000). Consumption values and relationships: 

segmenting the market for frequency programs. Journal o f  Consumer 

Marketing,17 (3), 214- 232.

Lusch R. and Vargo S. 2011. Viewpoint service-dominant logic: a necessary step.

European Journal o f  Marketing, 45(7/8): 1298-1309 

Malaysian Standards, MS 2446:2012. Accommodation premise: Classification: 

Criteria and requirements fo r  hotels. Selangor: Department of Standard 

Malaysia.

Marddent, A. (2009). Muslim women and gender piety. In The 1st annual interna

tional graduate research conference on social sciences and humanities: 

Harmony in diversity. Bangkok, April 2-3, found at

218



http://www.sh.mahidol.ac.th/gradconf2009/Proceeding%20GradResearchCon 

ference.pdf#page/151. Accessed on: 1.12.14

Marks, L. D., & Dollahite, D. C. (2001). Religion, relationships, and responsible 

fathering in Latter-day Saint families of children with special needs. Journal 

of Social and Personal Relationships, 18(5), 625-650

Martin, D. and Woodside, A.G. (2008), “Grounded theory of international tourism 

behavior”, Journal of Travel and Tourism Marketing, Vol. 24 No. 4, pp. 245

58.

Mano, H. and Oliver, R.L (1993). Assessing the Dimensionality and Structure of the 

Consumption Experience: Evaluation, Feeling and Satisfaction. Journal o f  

Consumer Research, 20, 451-466.

Mansori, S. (2012). Impact of religion affiliation and religiosity on consumer innova

tiveness: the evidence of Malaysia. World Applied Sciences Journal, 17(3), 

301-307

Maselko, J., & Kubzansky, L. D. (2006). Gender differences in religious practices, 

spiritual experiences and health: results from the US general social survey. 

Social Science & Medicine, 62(11), 2848-2860

Mastercard & CrescentRating. (2015). MasterCard-CrescentRating Global Muslim 

Travel Index 2015. Singapore: CrescentRating Pte. Ltd.

Mastercard & CrescentRating. (2016). MasterCard-CrescentRating Global Muslim 

Travel Index 2016. Singapore: CrescentRating Pte. Ltd.

Mastercard & CrescentRating. (2018). MasterCard-CrescentRating Global Muslim 

Travel Index 2018. Singapore: CrescentRating Pte. Ltd.

Mathieu, J. E., & Taylor, S. R. (2006). Clarifying conditions and decision points for 

mediational type inferences in organizational behavior. Journal o f  

Organizational behavior, 27 (8), 1031-1056.

Matilla, A. (1999). Consumer's Value Judgments: How Business Travelers Evaluate 

Luxury-Hotel Services. Cornell Hotel & Restaurant Administration Quarterly, 

7. 40-47.

Mayfield, J. and Mayfield M., (2012). The relationship between leader motivating 

language and self -  efficacy: A partial least squares model analysis. Journal 

o f  Business Communication, 49 (4), 357- 376

219

http://www.sh.mahidol.ac.th/


Mazumder, M.N.H., Ahmed, E. M., & Raquib,M.A. (2011). Estimating total 

contribution of tourism to Malaysian economy. International Journal o f  

Business, Management and Social Sciences, 2(3), 29-34.

McCullough, M.E. and Willoughby, B.L. (2009), “Religion, self-regulation, and self

control: associations, explanations”, American Psychological Association, 

Vol. 135, pp. 69-93.

McDaniel, S.W. and Burnett, J.J. (1990), “Consumer religiosity and retail store 

evaluative criteria”, Journal of the Academy of Marketing Science, Vol. 18 

No. 2, p. 101.

McDougall, G. H. G., & Levesque, T. (2000). Customer satisfaction with services: 

Putting perceived value into the equation. Journal o f  Services Marketing, 14 

(5), 392-410.

Mehrabian, A., and J. Russell. (1974). An Approach to Environmental Psychology. 

Cambridge: MIT Press.

Mei, A.W.O., Dean, A.M. and White, C.J. (1999). Analyzing service quality in the 

hospitality industry. Managing Service Quality. 9 (2), 136-143

Mey, L.P., Akbar, A.K. and Fie, D.Y.G. (2006). Measuring service quality and 

customer satisfaction of the hotels in Malaysia: Malaysian, Asian and non- 

Asian hotel guests. Journal o f  Hospitality and Tourism Management, Vol. 13 

No. 2, pp. 144-60.

Michell, P. C., & Al-Mossawi, M. (1995). The mediating effect of religiosity on 

advertising effectiveness. Journal o f  Marketing Communications, 1 (3), 151

162.

Mitchell, M., & Jolley, J. (2001). Research design explained (4th ed.). Belmont, CA: 

Wadsworth-Thomson Learning.

Mittal, V., Kamakura, W.A., 2001. Satisfaction, repurchase intent, and repurchase 

behavior: investigating the moderating effect of customer characteristics. 

Journal o f  Marketing Research, 38 (1), 131-142.

Mokhlis, S. (2009). An Investigation of Consumer Decision-Making Styles of 

Young-Adults in Malaysia. International Journal o f  Business and 

Management, 4 (4).

Monroe , K . B . ( 1990 ) Pricing Making Profi table Deci- sions , 2nd edn. USA: 

McGraw-Hill Publishing Company .

220



Morgan, R. M., & Hunt, S. D. (1994). The commitment-trust theory of relationship 

marketing. Journal o f  Marketing, 58, 20-38 

Moschis, G.P. and Ong, F.S. (2011), “Religiosity and consumer behavior of older 

adults: a study of subcultural influences in Malaysia”, Journal o f  Consumer 

Behaviour, Vol. 10, pp. 8-17 

Moutinho, L. (1987). Consumer Behavior in Tourism. European Journal o f  

Marketing, 21(10), 5-44.

Mullen, B., & Johnson, C. (1990). The psychology o f  consumer behavior. Hillsdale, 

NJ: Lawrence Erlbaum Associates.

Muhammad, Z. (2009). Al Jawhara: Promoting Islamic hospitality and Halal tourism.

The Halal Journal (May/June), 60.

Muhamad, N. and Mizerski, D. (2010), “The constructs mediating religion’s 

influence on buyers and consumers”, Journal of Islamic Marketing, Vol. 1 

No. 2, pp. 124-135.

Mukhtar, A., & Butt, M.M. (2012). Intention to choose halal products: The role of 

religiosity. Journal o f  Islamic Marketing, 3(2), 108-120.

Murray, D., & Howat, G. (2002). The relationships among service quality, value, 

satisfaction, and future intentions of customers at an Australian sports and 

leisure centre. Sport Management Review, 5(1), 25-43 

Nadal, R. (2014). How to evaluate the effects of climate change on tourism. Tourism 

Management. 42:334-340 

Narayan, B., Rajendran, C. and Sai, L.P. (2008), “Scales to measure and benchmark 

service quality in tourism industry”, Benchmarking: An International 

Journal, Vol. 15 No. 4, pp. 469-493.

Naidoo, P., Ramseook P. and Seegoolam, P. (2011). An Assessment of Visitor 

Satisfaction with Nature-Based Tourism Attractions. International Journal o f  

Management and Marketing Research. 4 (1), 87-98 

Nazlida, M., & Mizerski, D. (2010). The constructs mediating religions' influence on 

buyers and consumers. Journal o f  Islamic Marketing: 1: 124-135 

Nilson, T. H. (1992). Value-added Marketing: Marketing Management fo r  Superior 

Results. Berkshire: McGraw-Hill 

Oh, H. (1999). Service quality, customer satisfaction, and customer value: a holistic 

perspective. International Journal o f  Hospitality Management, Vol. 18 No. 1, 

pp. 67-82.

221



Oh, H., 2000. Diner’s perceptions of quality, value and satisfaction. Cornell Hotel 

and Restaurant Administration Quality 41 (3), 58-66.

Oh, H. (2003). Price fairness and its asymmetric effects on overall price, quality, and 

value judgements: the case of a upscale hotel. Tourism Management, 24, 

241-249.

Oh, H., & Parks, S. C. (1997). Customer satisfaction and service quality: A critical 

review of the literature and research implications for the hospitality industry. 

Hospitality Research Journal, 20(3), 33-64.

Oh, H., & Jeong, M. (2003). An extended process of value judgment. Hospitality 

Management, 23, 343-362.

OIC (n.d.). http://www.oic-oci.org/oicv3/

Oliver, R. L. (1996). Varieties of value in the consumption satisfaction response. 

Advances in Consumer Research, 23, 143-147.

Oliver, R. L. (1997). Satisfaction: A behavioral perspective on the consumer. New 

York: Irwin/McGraw-Hill

Oliver, R. (1993). Cognitive, affective, and attribute bases of the satisfaction 

response. Journal o f  Consumer Research, 20 , 418-430.

Oliver, R. L., & Swan, J. E. (1989). Consumer perceptions of interpersonal equity 

and satisfaction in transactions: A field survey approach. Journal o f  

Marketing, 53, 21-35.

Olsen, L.L. and Johnson, M.D. (2003). Service equity, satisfaction, and loyalty: from 

transaction- specific to cumulative evaluations. Journal o f  Service Research, 

Vol. 5 No. 3, pp. 184-195.

Oliver, R.L. (1999), “ Value as excellence in the consumption experience’’, in 

Holbrook, M.B. (Ed.), Consumer Value: A Framework for Analysis and 

Research, Routledge, London, pp. 43-62

Olorunniwo, F., Hsu, M.K. and Udo, G.J. (2006), Service quality, customer 

satisfaction, and behavioral intentions in the service factory, Journal o f  

Services Marketing, Vol. 20 No. 1, pp. 59-72.

Omar, O.E. (2007). The retailing of life insurance in Nigeria: an assessment of 

consumers’ attitudes”, Journal o f  Retail Marketing Management Research, 

Vol. 1 No. 1, pp. 41-47.

222

http://www.oic-oci.org/oicv3/


Omar, O.E. and Frimpong, N.O. (2007). Life insurance in Nigeria: an application of 

the theory of reasoned action to consumers’ attitudes and purchase intention. 

The Service Industries Journal, Vol. 27 No. 7, pp. 963-976.

Opperman, M. (1998). Destination threshold potential and the law of repeat 

visitation. Journal o f  Travel Research, 37(2), 131-137.

Ostrom, A., & Iacobucci, D. (1995). Consumer trade-offs and the evaluation of 

services. Journal o f  Marketing, 59(1), 17-28

Othman, R., Saffinee, S. S., Hashim, K. S. H. Y., Baharuddin, Z. M., Mahamod, L.

H., & Ibrahim, M. (2015). Shariah compliant audit checklist for tourism 

accommodation premises. Advanced Science Letters, 21(6), 1721-1724.

Page, S. J., & Getz, D. (1997). The business o f  rural tourism international 

prospective. London: Thompson Business Press.

Pallant, J. (2011). SPSS Survival Manual: A Step By Step Guide to Data Analysis 

Using SPSS, 4th Ed. New South Wales: Allen & Unwin.

Palanivelrajan, B. & Kannan, A.C. (2015). Service Quality and Behavioural 

Intention In Hotel Industry: A Path Model Analysis. International Conference 

on Inter Disciplinary Research in Engineering and Technology (2015) , 150

157

Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1985), “A conceptual model of 

service quality and its implications for future research”, The Journal of 

Marketing, Vol. 49 No. 4, pp. 41-50.

Parasuraman, A., & Grewal, D. (2000). The impact of technology on the quality 

value-loyalty chain: A research agenda. Journal o f  the Academy o f  Marketing 

Science, 28(1), 168-174.

Parasuraman, A., Zeithaml, V., & Berry, L. (1994). Moving forward in service 

quality research: Measuring different customer expectation levels, comparing 

alternative scales, and examining the performance-behavioral intentions link. 

Working Paper, Marketing Science Institute, Report Number 94-114.

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1991). Refinement and 

reassessment of the SERVQUAL scale. Journal o f  Retailing, 67, 420-450.

Paswan, A.K. , Spears , N . and Ganesh , G . ( 2007 ) The effects of obtaining one’s 

preferred service brand on consumer satisfaction and brand loyalty. Journal 

o f  Services Marketing 21 (2) : 75 -  87 .

223



Patterson, P. & Spreng, R. A. (1997), Modeling the Relationship between Perceived 

Value, Satisfaction and Repurchase Intentions in a Business to Business 

Services Context: An Empirical Examination. International Journal o f  

Service Industry Management, 8 (5): 415-432.

Paul, J., & Rana, J. (2012). Consumer behavior and purchase intention for organic 

food. Journal o f  Consumer Marketing, 29(6), 412-422.

PEMANDU (2014). ETP annual report 2013. Performance Management & Delivery 

Unit (PEMANDU), Prime Minister's Department.

Peterson, R.A. (1995). Relationship marketing and the consumer. Journal o f  the 

Academy o f  Marketing Science, 23(4), 278-281.

Petrick, J. F. (2002). Development of multidimensional scale for measuring the 

perceived value of a service. Journal o f  Leisure Research, 34(2), 119-134.

Petrick, J. F. (2004). First timers' and repeaters perceived value. Journal o f  Travel 

Research, 43, 29-38.

Petrick, J.F., Backman, S.J. (2002). An examination of the construct of perceived 

value for the prediction of golf travelers’ intentions to revisit. Journal o f  

Travel Research 41 (1), 38-45.

Pew Research Centre (2012). The global religious landscape: A report on the size 

and distribution o f the w orld’s major religious groups as o f  2010. 

Washington: Pew Forum on Religion & Public Life.

Pew Research Centre (2017). The Future o f  World Religions: Population Growth 

Projections, 2010-2050: Why Muslims Are Rising Fastest and the 

Unaffiliated Are Shrinking as a Share o f  the World’s Population. Accessed 

on 1 Oktober 2018. Accessed at

http://www.pewforum.org/2015/04/02/religious-proj ections-2010-2050/.

Phillips, D.M. and Baumgartner, H. (2002) The role of consumption emotions in the 

satisfaction response. Journal Consum. and Psychol. 12, 243-252.

Pine, J.B. and Gilmore, J.H. (1998). Welcome to the experience economy. Harvard 

Business Review, Vol. 76 No. 4, pp. 97-103.

Plutchik, R. (1980). Emotion: A Psychoevolutionary Synthesis. New York: Harper & 

Row

Podsakoff, P. M., MacKenzie, S. B., Lee, J.-Y., & Podsakoff, N. P. (2003). A 

common method biases in behavioral research: a critical review of the

224

http://www.pewforum.org/2015/04/02/religious-projections-2010-2050/


literature and recommended remedies. Journal o f  Applied Psychology, 88(5), 

879-903.

Ponte, E.B., Trujillo, E.C. and Rodriguez, T.E. (2015). Influence of trust and 

perceived value on the intention to purchase travel online: Integrating the 

effects of assurance on trust antecedents. Tourism Management, 47 (2015) 

286-302.

Poria, Y., Butler, R., & Airey, D. (2003). Tourism, religion and religiosity: A holy 

mess. Current Issues in Tourism, 6(4)

Prayag, G., Hosany, S. and Odeh, K. (2013). The role of tourists' emotional 

experiences and satisfaction in understanding behavioral intentions. Journal 

o f  Destination Marketing & Management 2 (2013) 118-127.

Prebensen N.K, Vitters0 J., Dahl T.I. (2013) .Value co-creation significance of 

tourist resources. Annals o f  Tourism Research, Vol. 42, 240-261.

Qu, H., & Ping, E. W. Y. (1999). A service performance model of Hong Kong cruise 

travelers' motivation factors and satisfaction. Tourism Management, 20(2), 

237-244.

Raghunathan, R. & Pham, M.T. 1999. All negative moods are not equal: 

motivational infuences of anxiety and sadness on decision making. 

Organizational Behaviour and Human Decision Processes, 79(1): 56-77.

Rahim, F.A. and Amin, H. (2011). Determinants of Islamic insurance acceptance: an 

empirical analysis. International Journal o f  Business and Society, Vol. 12 No. 

2, pp. 37-54.

Rahman, M. A. & Kamarulzaman, Y. (2012) The influence of relationship quality 

and switching costs on customer Loyalty in the Malaysian Hotel Industry. 

Procedia - Social and Behavioral Sciences 62 ( 2012 ), 1023 -  1027.

Ramayah, T, Lee, J., Mohammad, O. (2010). Green product purchase intention: 

Some insights from a developing country. Journal Resources, Conservation 

and Recycling, 54 ,1419-1427

Ramseook-Munhurrun, P., Seebaluck, V.N. and Naidoo, P. (2015), Examining the 

structural relationships of destination image, perceived value, tourist 

satisfaction and loyalty: case of Mauritius, Procedia - Social and Behavioral 

Sciences, Vol. 175 No. 2, pp. 252-259.

225



Rasoolimanesh, S.M, Dahalan, N., Jaafar, M., 2016. Tourists' perceived value and 

satisfaction in a community - based homestay in the Lenggong Valley World 

Heritage Site. Journal o f  Hospitality and Tourism Management 26, 72-81.

Ravald, A., & Gronroos, C. (1996). The value concept and relationship marketing. 

European Journal o f  Marketing, 30(2), 19-30.

Razalli, M. R., Abdullah, S., & Hassan, M. G. (2009). Developing a Model for 

Islamic Hotels : Evaluating Opportunities and Challenges, 91-95.

Razalli, M. R., Ismail, R. M., & Yaacob, N. A. (2015). SIHAT: an assessment tool 

for Shariah-compliant hotel operations. International Journal o f  Islamic 

Marketing and Branding, 1(1), 55-68.

Reibstein, D. J. (1978). The prediction of individual probabilities of brand choice. 

Journal o f  Consumer Research, 5, 163-168.

Reynares, E. , Caliusco, M.L , Galli, M.R. (2014). SBVR to OWL 2 Mappings: An 

Automatable and Structural-Rooted Approach. In CLEIElectronic Journal.

Reynolds, N., and Diamantopoulos, A.(1998). The effect of pretest method on error 

detection rates: Experimental evidences. European Journal of Marketing. 32 

5/6, 480-498

Richins, M.L. (1997). Measuring emotions in the consumption experience. Journal 

o f  Consumer Research, Vol. 24 No. 2, pp. 127-146.

Ringle, C. M., Sarstedt, M., & Straub, D. (2012). A critical look at the use of PLS- 

SEM in MIS Quarterly. M IS Quarterly, 36(1), 111-140.

Ringle, C. M., Sarstedt, M., & Zimmermann, L. (2011). Customer satisfaction with 

commercial airlines: The role of perceived safety and purpose of travel. 

Journal o f  Marketing Theory and Practice, 19(4), 459-472.

Rinschede, G. (1992). Forms of religious tourism. Annals of Tourism Research, 

19(1), 51-67

Rintamaki, T., Kanto, A., Kuusela, H. and Spence, M.T. (2006), Decomposing the 

value of department store shopping into utilitarian, hedonic and social 

dimensions: evidence from Finland, International Journal of Retail and 

Distribution Management, Vol. 34 No. 1, pp. 6-24.

Rosenberg, P., & Choufany, H. M. (2009). Spiritual Lodging - The Sharia-Compliant 

Hotel Concept. HVS Global Hospitality Services -  Dubai.

226



Ruiz, D.M, Castro, C.B, Diaz, I.M.R (2012). Creating customer value through 

service experiences : An empirical study in the hotel industry. Tourism and 

Hospitality Management, 18 (1), 37-53.

Russell-Bennett, R., McColl-Kennedy, J.R., Coote, L.V., 2007. The relative 

importance of perceived risk, involvement and satisfaction on brand loyalty in 

a business services setting. Journal of Business Research 60 (12), 1253-1260. 

Rust, R.T., & Williams, D.C. (1994). How length of patronage affects the impact of 

customer satisfaction on repurchase intention. Journal o f  Consumer 

Satisfaction, Dissatisfaction, and Complaining Behavior, 7, 107-113.

Rust T, Zeithaml V, Lemmon K. 2000. Driving Customer Equity. The Free Press: 

New York.

Russell, J. A., & Pratt, G. (1980). A description of the afective quality attributed to 

environments. Journal o f  Personality and Social Psychology, 38, 311}322 

Ryan, C., Zhang, Y., Gu, H., & Ling, S. (2009). Tourism, a classic novel, and 

television: The case of Cao Xuequin’s dream of the Red Mansions and Grand 

View Gardens, Beijing. Journal of Travel Research, 48(1), 14-28 

Ryu, K., Han, H., & Kim, T.-H. (2008). The relationships among overall quick- 

causal restaurant image, perceived value, customer satisfaction, and 

behavioral intentions. International Journal of Hospitality Management, 27, 

459-469.

Sahida, W., Rahman, S. Ab., Awang, K., & Man, Y. C. (2011). The implementation 

of Shariah compliance concept hotel: De Palma Hotel Ampang, Malaysia. In 

The proceedings of the 2nd international conference on humanities, historical 

and social sciences. IPEDR, Vol. 17. Singapore: IACSIT Press 

Salazar N. 2005. Tourism and glocalization: “Local” tour guiding. Annals of 

Tourism Research 32(3): 628-646.

Salleh, N. H. M., Othman, R., Hasim, M. S., & Jaafar, A. H. (2012). The pattern and 

the im- pact of Middle Eastern Tourist spending on Malaysia's economy. 

Jurnal Ekonomi Malaysia, 46(1), 53-63 

Salleh, N. Z. M., Hamid, A. B. A., Hashim, N. H., & Omain, S. Z. (2014). The 

Practice of Shariah-Compliant Hotel in Malaysia. International Journal of 

Trade, Economics and Finance, 5(1), 26-30.

Salkind, N. J. (2000). Exploring Research (Fourth ed.). Upper Saddle River, NJ: 

Prentice-Hall

227



Salman, A., & Hasim,M.S.(2012). Factors and competitiveness of Malaysia as a 

tourist destination: A study of outbound Middle East tourists. Asian Social 

Science, 8(12), 48

Samori, Z., & Abd Rahman, F. (2013). Towards The Formation of Shariah 

Compliant Hotel in Malaysia: An Exploratory Study on Its Opportunities and 

Challenges. The 2013 WEI International Academic Conference Proceedings, 

Istanbul, Turkey. 108-124.

Samori, Z., & Sabtu, N. (2014). Developing Halal Standard for Malaysian Hotel 

Industry: An Exploratory Study. Procedia - Social and Behavioral Sciences, 

121(September 2012), 144-157.

Samori, Z., Salleh, N. Z. M., Khalid, M.M. (2016). Current trend in Halal tourism: 

Cases in selected Halal country. Tourism Management Perspectives. 19, 131

136

Sanchez, J., Callarisa, L., Rodriguez, R. M., & Moliner, M. A. (2006). Perceived 

value of the purchase of a tourism product. Tourism Management, 27, 394

409.

Sanchez-Fernandez, R. and Iniesta-Bonillo, M.A. (2007), “The concept of perceived 

value: a systematic review of the research”, Marketing Theory, 7(4):427-451

Sandikci, O. (2011). Researching Islamic marketing: past and future perspectives. 

Journal of Islamic Marketing, 2(3), 246-258.

Saunders, M., P. Lewis, and A. Thornhill. 2007. Research Methods fo r  Business 

Students. Prentice Hall: London

Saunders, M., Lewis, P., Thornhill, A. (2009) Research Methods fo r  Business 

Students, 5th edition, Prentice Hall: London

Schmitt, B. (1999). Experiential marketing. Journal o f  Marketing Management, 15, 

53 -  67

Scott, N., and J. Jafari. (2010). Bridging Tourism Theory and Practice: Tourism in 

the Muslim World, Vol 2. Bradford, UK: Emerald.

Schiffman, L. G. and Kanuk, L. L. (2000). Consumer Behaviour, 7th ed. Upper 

Saddle River, NJ: Prentice-Hall

Seddighi, H. R. & Theocharous, A. L. (2002). A model of tourism destination 

choice: a theoretical and empirical analysis. Tourism Management. 2002. 23, 

475-487.

228



Sekaran, U. (2006). Research Methods For Business: A Skill Building Approach 

(Fourth Edition). New York, NY: John Wiley & Sons.

Sekaran, U & Bougie, R. (2010). Research methods fo r  business: A skill building 

approach,(4th ed.). UK: John Wiley & Sons, Inc.

Selltiz, C., Wrightsman, S. and Cook, S.W. (1976), Research Methods in Social 

Relations, 3rd edn, New York: Wiley.

Shamdasani, P.N., and Balakrishnan, A.A. (2000). Determinants of Relationship 

Quality and Loyalty in Personalized Services. Asia Pacific Journal o f  

Management, 17(3), 399-422.

Shankar, V., Rangaswamy, A., & Pusateri, M. (2001). The online medium and price 

sensitivity (Working Paper). College Park, MD: University of Maryland.

Sheppard, E. (2002). The spaces and times of globalization: place, scale, networks, 

and positionality. Economic Geography, 78, 307-30

Sheth, J. N., Newman, B. I., & Gross, B. L. (1991). Comsumption values and market 

choice. Cincinnati, OH: South Western Publishing Co.

Siddiqi, M.N. (1992), “Islamic consumer behavior”, in Tahir, S., Ghazali, A. and 

Agil, S.O. (Eds), Readings in Microeconomics: An Islamic Perspective. 

Selected Readings, Longman, Kuala Lumpur, pp. 49-60.

Sim, A.K., & Bujang, S. (2012). Work family interface of hospitality industry in 

Malaysia: the moderating effects of religiosity. Asian Social Science, 8 (8), 

139-148

Smith,V.L. (1992). Introduction: The quest in guest. Annals of Tourism Research, 

19(1), 1-17

Smith, A. K., Bolton, R. N., & Wagner, J. (1999). A model of customer satisfaction 

with service encounters involving failure and recovery. Journal o f  Marketing 

Research, 36, 356-372.

Smith, J. B. and Colgate, M. (2007), “Customer Value Creation: A Practical 

Framework,” Journal of Marketing Theory and Practice, 15 (1), 7 -  23.

Sohirin, M. S., & Shah Jani,M. (2014). Tourism In Muslim Theology: A Study On 

Discourse And Objective. Paper presented at International Conference on 

Innovative Trends in Multidisciplinary Academic Research October 20-21,

2014. Istanbul, Turkey.

Solomon, M. R. (2012). Consumer behavior: Buying, having and being (10th ed.). 

London: Prentice Hall

229



Sood, J. and Nasu, Y. (1995). Religiosity and nationality: an exploratory study of 

their effect on consumer behaviour in Japan and the United States. Journal o f  

Business Research, Vol. 34 No. 1, pp. 1-9

Soscia, I. (2007). Gratitude, delight, or guilt: The role of consumers' emotions in 

predicting postconsumption behaviors. Psychology & Marketing, 24, 871

894.

Spreng R.A, Mackoy R.D. (1996) An empirical examination of a model of perceived 

service quality and satisfaction. Journal Retail, 72(2):201-14.

Steinmetz, T. (2008). Sharia Compliant hotels: the next big thing in Arabia Retrieved 

21st April, 2010, from http://www.eturbonews.com

Stephenson, M. L., Russell, K., & Edgar, D. (2010). Islamic hospitality in the UAE: 

indigenization of products and human capital. Journal o f  Islamic Marketing, 

1(1), 9-24.

Stephenson, M.L (2014). Deciphering ‘Islamic hospitality’: Developments, 

challenges and opportunities. Tourism Management 40 (2014) 155-164

Stokes, D. and Lomax, W. (2002). Taking control of word-of-mouth marketing: the 

case of an entrepreneurial hotelier. Journal o f  Small Business and Enterprise 

Development,

Vol. 9, No 4, pp 349-357.

Suhr, D. D. (2006). Exploratory or confirmatory factor analysis? Paper presented at 

the SUGI 31 Conference, San Francisco, California.

Sulong, Z. “Syariah-compliant: Bukan di dinding tetapi di hati,” Harakah Daily, 

2010.

Sullivan, G. M., and Feinn, R. (2012). Using Effect Size-or Why the P Value Is Not 

Enough. J. Grad. Med. Educ. 4, 279-282.

Sweeney, J., & Soutar, G. N. (2001). Consumer perceived value: The development of 

a multiple item scale. Journal o f  Retailing, 77, 203-220.

Sweeney, J., Soutar, G. N., & Johnson, L. (1999). The role of perceived risk in the 

quality-value relationship: A study in a retail environment. Journal o f  

Retailing, 75(1), 5-7.

Syed, O. A. (2001). Catering to the needs o f  Muslim travellers. Paper presented at 

the Second Conference of Ministers from Muslim Countries, Tourism: 

Challenges and Opportunities, Kuala Lumpur, 10-13 October.

230

http://www.eturbonews.com/


Szymanski, D. M., & Henard, D. H. (2001). Customer satisfaction: a meta-analysis 

of the empirical evidence. Journal o f  the Academy o f  Marketing Science, 

29(Winter), 16-35.

Tabachnick, B.G. and L.S. Fidell, 2001. Using Multivariate Statistics, 4th ed., Allyn 

& Bacon, Boston, MA 

Tabachnick, B. G., & Fidell, L. S. (2013). Using Multivariate Statistics, 6th Edition.

New Jersey: Pearson Education Inc 

Taib, F.M., Ramayah, T. and Razak, D.A. (2008). Factors influencing intention to 

use diminishing partnership home financing. International Journal o f  Islamic 

and Middle Eastern Finance and Management, Vol. 1 No. 3, pp. 235-248. 

Tam, J. L. M. (2004). Customer satisfaction, service quality and perceived value: An 

integrative model. Journal o f  Marketing Management, 20, 897-917.

Tan, J. H. W. (2006). Religion and social preferences: an experimental study.

Economics Letters, 90(1), 60-67.

Tarrant, C. (n.d.). Middle East hotel guests express high interest in Sharia compliant 

hotels Retrieved 21st May, 2010, from http://www.bdrc.co.uk 

Tax, S. S., Chandrashekaran, M., & Christiansen, T. (1993). Word-of-mouth in 

consumer decision-making: An agenda for research. Journal o f  Consumer 

Satisfaction, Dissatisfaction and Complaining Behavior, 6 (10), 74-80 

Tax, S. S. and Brown, S. W. (1998). Recovering and learning from service failure.

Sloan Management Review, 40(1): 75-88.

Teoman, D., (2011). Value of Islamic Tourism Offering: Perspectives from the 

Turkish Experience, World Islamic Tourism Forum (WITF 2011), Pacific 

Hotel, Kuala Lumpur, 12- 13 July 2011, Malaysia.

The National (2014). Japan woos Muslim travelers ahead of 2020 Olympic games. 

(Retrieved from http ://www.thenational.ae/world/east-asia/japan-woos- 

muslim-travellers- ahead-of-2020-olympic-games).

Thyne, M., Lawson, R., & Todd, S. (2006). The use of conjoint analysis to assess the 

impact of the cross-cultural exchange between hosts and guests. Tourism 

Management, 27(2), 201-213.

Tian-Cole, S., Crompton, J. L., & Willson, V. L. (2002). An empirical investigation 

of the relationships between service quality, satisfaction and behavioral 

intentions among visitors to a wildlife refuge. Journal o f  Leisure Research, 

34(1), 1-24.

231

http://www.bdrc.co.uk/
http://www.thenational.ae/world/east-asia/japan-woos-


Tiliouine, H., & Belgoumidi, A. (2009). An exploratory study of religiosity, meaning 

in life and subjective wellbeing in Muslim students from Algeria. Applied 

Research Quality Life, 4(1), 109-127

Timothy D.J. & Iverson, T. (2006), Tourism and Islam: Considerations of Culture 

And Duty, Religion And Spiritual Journeys, Routledge, New York, 186-205.

Tomas, S. R., Scott, D., & Crompton, J. L. (2002). An investigation of the 

relationships between quality of service performance, benefits sought, 

satisfaction and future intention to visit among visitors to a zoo. Managing 

Leisure, 7(4), 239-250.

Torraco, R. J. (2004). Challenges and choices for theoretical research in human 

resource development. Human Resource Development Quarterly, 15(2), 

171188.

Treadgold, Alan (1999). “The Outlook for Asian Retailing,” Discount Merchandiser, 

39 (May), 45-46.

Tsang, N., & Qu, H.L. (2000). Service quality in China’s hotel industry: A 

perspective from tourists and hotel managers. International Journal o f  

Contemporary Hospitality Management. 12(5), 316-326.

Tsaur, S. H., Yung, C. Y., and Lin, J. H. (2006). The relational behaviour between 

wholesaler and retailer travel agencies: Evidence from Taiwan. Journal o f  

Hospitality and Tourist Research, 30, (3), 333-353.

TTG Asia (2014). Philippines expands offerings to Muslim travellers. (Retrieved 

from http://www.ttgasia.com/article.php?article_id=23549).

Tull, D.S. and Hawkins, D.I. (1994), Marketing Research, Measurement and Method, 

Englewood Cliffs, N.J., Prentice Hall

Turner, V. (1973). The center out there: Pilgrim's goal. History of religions,12(3), 

191-230

Urban, Glen L., and John R. Hauser (1980), Design and Marketing of New Products, 

Englewood Cliffs, New Jersey: Prentice-Hall.

UNWTO. (2017). Tourism Highlight 2018 Edition: United Nations World Tourism 

Organization.

Varki, S., and M. Colgate. (2001). The Role of Price Perceptions in an Integrated 

Model of Behavioral Intentions. Journal o f  Service Research, 3 (3): 232-40.

Vinson, D. E., Scott, J. E., & Lamont, L. M. (1977). The role of personal values in 

marketing and consumer behaviour. Journal o f  Marketing, 41(2), 44-50.

232

http://www.ttgasia.com/article.php?article_id=23549


Verner, JM, Babar, MA, Cerpa, N, Hall, T, Beecham, S.(2014). Factors that motivate 

software engineering teams: A four country empirical study. The Journal o f  

Systems and Software. vol. 92, pp. 115-127.

Wakefield, K. L., & Barnes, J. H. (1996). Retailing hedonic consumption: a model of 

sales promotion of a leisure service. Journal o f  Retailing, 72(4), 409-427.

Wall, G., & Mathieson, A. (2006). Tourism: Change, impacts and opportunities. 

Essex: Pearson Prentice Hall.

Walsh G., Shiu, E. & Hassan L.M. (2011). Emotions, store-environmental cues, 

store-choice criteria, and marketing outcomes. Journal o f  Business Research 

64(7): 737-744.

Wang, Y., Lo, H. P., Chi, R., & Yang, Y. (2004). An integrated framework for 

customer value and customer-relationship-management performance: A 

customer-based per- spective from China. Managing Service Quality, 14, 

169-182.

Warshaw, P. (1980). Predicting purchase and other behaviours from general and 

contextually specific intentions. Journal o f  Marketing Research, 17, 26-33.

Watson, D., L. A. Clark, and A. Tellegen. (1988). Development and Validation of 

Brief Measures of Positive and Negative Affect: The PANAS Scales. Journal 

o f  Personality and Social Psychology, 54 (6): 1063-70.

Weaver, G. R., & Agle, B. R. (2002). Religiosity and ethical behavior in 

organizations: a symbolic interactionist perspective. The Academy of 

Management Review, 27(1), 77-98.

Westbrook, R.A. (1987). Product/consumption-based affective responses and 

postpurchase processes. Journal o f  Marketing Research, 24 (3), 258-270.

Westbrook, R.A. and Oliver, R.L. (1991). The dimensionality of consumption 

emotion patterns and consumer satisfaction. Journal o f  Consumer Research, 

Vol. 18 No. 1, pp. 84-91.

Weidenfeld, A. (2005). Religious needs in the hospitality industry. Tourism and 

Hospitality Research:6(2) 143-159.

Weng, J.T. and Run E.C.D. (2013). Consumers’ personal values and sales promotion 

preferences effect on behavioural intention and purchase satisfaction for 

consumer product. Asia Pacific Journal o f  Marketing and Logistics Vol. 25 

No. 1, 2013 pp. 70-101

233



Wilkes, R.E. Burnett, J.J. and Howell, R.D. (1986). On the meaning and 

measurement of religiosity in consumer research. Academy o f  Marketing 

Science, 14(10), 47-56.

William, C., and Buswell, J. (2003). Service Quality in Leisure and Tourism.

Cambridge, MA: CABI Publishing.

Wilson, J., & Liu, J. (2011). The challenges of Islamic branding: Navigating 

emotions and halal. Journal o f  Islamic Marketing, 2(1), 28-42.

Whittaker, G., Ledden, L., & Kalafatis, S. P. (2007). A re-examination of the 

relationship between value, satisfaction and intention in business services. 

Journal o f  Service Marketing, 21(5), 345-357.

Worsfold, K., Fisher, R., McPhail, R., Francis, M. and Thomas, A. (2016). 

Satisfaction, value and intention to return in hotels. International Journal o f  

Contemporary Hospitality Management, Vol. 28 No. 11, pp. 2570-2588 

Woodruff, R. B. (1997). Customer value: The next source for competitive advantage.

Journal of the Academy of Marketing Science, 25(2), 139-153 

Woodruff, R. B., & Gardial, S. F. (1996). Know Your Customer: New Approaches to 

Understanding Customer Value and Satisfaction. Cambridge: Blackwell. 

Woodside A.G., Frey L.L, Daly R.T. 1989. Linking service quality, customer 

satisfaction, and behavioral intention. Journal o f  Health Care Marketing, 

9(4), 5 -17.

WTTC. Travel & Tourism Economic Impact 2018 World. Retrieved 26 September, 

2018, from https://www.achet.cl/des/estudios/WTTC-World2018.pdf.

WTTC, Global Economic Impact and Issues 2017. Retrieved 26 September, 2018, 

from https://www.wttc.org/-/media/files/reports/economic-impact-

research/2017-documents/global-economic-impact-and-issues-2017.pdf 

Wu, C.H.J., Liang, R.D., 2009. Effect of experiential value on customer satisfaction 

with service encounters in luxury-hotel restaurants. International Journal 

Hospitality. Management 28 (4), 586-593 

Yang, Z. and Peterson, R.T. (2004), “Customer perceived value, satisfaction, and 

loyalty: the role of switching costs”, Psychology & Marketing, Vol. 21 No. 

10, pp. 799-822.

Yau, O. H. M., & Chan, C. F. (1990). Hong Kong as a travel destination in South

east Asia: A multidimensional approach.Tourism Management, June, 123

132.

234

https://www.achet.cl/des/estudios/WTTC-World2018.pdf
https://www.wttc.org/-/media/files/reports/economic-impact-research/2017-documents/global-economic-impact-and-issues-2017.pdf
https://www.wttc.org/-/media/files/reports/economic-impact-research/2017-documents/global-economic-impact-and-issues-2017.pdf


Yi, Y. (1990). A Critical Review of Consumer Satisfaction. In V. A. Zeithaml (Ed.), 

Review of Marketing 1990 (pp. 68-123). Chicago, IL: American Marketing 

Association.

Yoon, J., & Shafer, E. L. (1997). An analysis of sun-spot destination resort market 

segments: All-inclusive package versus independent travel arrangements 

Journal o f  Hospitality and Tourism Research, 21(1), 141-159.

Yoon, Y., Uysal, M. (2005). An examination of the effects of motivation and 

satisfaction on destination loyalty: A structural model. Tourism Management, 

26 (1): 45-56.

Yousaf, S. & Malik, M.S. (2013) Evaluating the influences of religiosity and product 

involvement level on the consumers. Journal o f  Islamic Marketing, Vol. 4 

No. 2, 2013 pp. 163-186

Young, R.A. and Kent, A.T. (1985). Using the theory of reasoned action to improve 

the understanding of recreation behaviour. Journal o f  Leisure Research, Vol. 

17 No. 2, pp. 90-106

Yu, C. J., Wu, L., Chiao, Y., & Tai, H. (2005). Perceived quality, customer 

satisfaction, and customer loyalty: The case of lexus in Taiwan. Total Quality 

Management & Business Excellence, 16(6), 707 - 719.

Yu, Y.-T. and Dean, A. (2001), “The contribution of emotional satisfaction to 

consumer loyalty”, International Journal o f  Service Industry Management, 

Vol. 12, pp. 234-50.

Yuksel, A., & Remmington, M. (1998). Customer satisfaction measurement. Cornell 

Hotel and Restaurant Administration Quarterly, 39(1), 60-75.

Yuksel, A., & Yuksel, F. (2001). The expectancy-disconfirmation paradigm: A 

critique. Journal o f  Hospitality and Tourism Research, 25, 107-131.

Yuksel, A., & Yuksel, F. (2002). Measurement of tourist satisfaction with restaurant 

services: A segment-based approach. Journal o f  Vacation Marketing, 9(9), 

52-68.

Zailani, S., Omar, A., and Kopeng, S. (2011). An exploratory study on the factors 

influence the non-compliance to Halal among hoteliers in Malaysia. 

International Business Management, 5(1), 1-12.

Zamani-Farahani H. and Henderson J.C. (2010). Islamic tourism and managing 

tourism development in Islamic societies: the cases of Iran and Saudi Arabia. 

International Journal o f  Tourism Research 12(1): 79-89.

235



Zamani-Farahani, H., & Musa, G. (2012). The relationship between Islamic 

religiosity and residents’ perceptions of socio-cultural impacts of tourism in 

Iran: Case studies of Sare’in and Masooleh. Tourism Management, 33(4), 

802-814.

Zeelenberg, M. and Pieters, R. (2004). Beyond valence in customers’ dissatisfaction: 

a review and new findings on behavioral response to regret and 

disappointment in failed services. Journal o f  Business Research, Vol. 57 No. 

4, pp. 445-455.

Zeithaml, V. A. (1988). Consumer perceptions of price, quality, and value: A means 

end model and synthesis of evidence. Journal o f  Marketing, 52 (3), 2-22.

Zeithaml, V. A., Berry, L. L., & Parasuraman, A. (1996). The behavioural 

consequences of service quality. Journal of Marketing, 60 (2), 31-46

Zeithaml, V.A., Parasuraman, A. & Berry, L.L. (1985). Problems and strategies in 

services marketing. Journal o f  Marketing, 49, 33-46.

Zikmund, WG (2000) Business Research Methods, 6th edn, Dryden Press, Fort 

Worth, TX.

Zikmund, W.G. 2003. Exploring Marketing Research. (8th ed.). Southwestern, Ohio.

Zikmund, W. G., Babin, B. J., Carr, J. C., & Griffin, M. (2010). Business research 

method (8th ed.). Mason, OH: South-Western Cengage Learning.

Zikmund, W. G., Babin, B. J., Carr, J. C., and Griffin, M., (2013). Business Research 

Methods. South Western Cengage Learning, Mason.

236




