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ABSTRACT 

The growing number of Muslim tourists in the world has urged many destinations to embrace 
the concept of Islamic tourism. Malaysia as an Islamic country has been serious on 
establishing a halal hub for tourism products. This research focuses on the level of satisfaction 
among Muslim tourist towards halal tourism industry. It is intended to measure the factor that might 
affect the satisfaction of the Muslim tourist which includes the quahty value, price value, emotional 
value, social value, Islamic attributes value and Muslim-ftiendly facilities towards halal tourism 
industry and travel agency. This study examines the relationships between the satisfactions with all the 
mentioned factors earlier. A proposed theoretical h e w o r k  has been developed in this study in order 
to illustrate the whole research area Hypothesized relationships are tested using survey responses h m  
a sample of 230 respondents which consist of the Muslim tourists who were the customer h m  selected 
Muslim-fiiendly travel agency in Shah Alam. Results revealed a positive relationship between all the 
factor and the Muslim tourists satisfaction. The d t s  reported in this research are useful to both 
industry and academics by providing relevant exploratory data about the satisfaction. The results should 
be able to recommend some suggestion on how to improve the satisfaction among the Muslim tourists. 
The issue of the pricing of travel packages must be spoken crifically by the industry players, 
government as well as academician in order to obtain sustainable growth and to realize Malaysia as a 
halal tourism hub. 

Keywords: Muslim tourist, satisfaction, Wty value, price value, emotional value, social value, Islamic 
amibutes value and Muslim-ftiendly facilties. 



ABSTRAK 

Peningkatan bilangan pelancong Islam di dunia telah mendorong banyak destinasi untuk 
merangkul konsep pelancongan Islam. Malaysia sebagai sebuah negara Islam telah serius 
membina hab halal untuk produk pelancongan. Kajian ini memberi turnpuan kepada tahap 
kepuasan dalarn kalangan pelancong Muslim terhadap industri pelancongan halal. Ia bertujuan 
untuk men,& faktor yang mungkin menjejaskan kepuasan pelancong Muslim yang termasuk 
nilai kualiti, nilai harga, nilai emosi, nilai sosial, nilai-nilai atribut Islam dan kemudahan mesra 
Muslim terhadap industri pelancongan halal dan agensi pelancongan. Kajian ini mengkaji 
hubungan antara kepuasan dengan semua faktor yang disebut tadi. Rangka kerja teori yang 
dicadangkan telah dibangunkan dalam kajian ini untuk menggambarkan keseluruhan bidang 
penyelidikan. Hubungan hipotesis diuji dengan menggunakan respon tinjauan daripada sampel 
230 responden yang terdiri daripada pelancong Islam yang merupakan pelanggan dari agensi 
pelancongan mesra yang dipilih di Shah Alam. Keputusan menunjukkan hubungan positif antara 
semua faktor dan kepuasan pelancong Muslim. Hasil yang dilaporkan dalam kajian ini berguna 
untuk kedua-dua industri dan ahli akademik dengan menyediakan data penerokaan yang relevan 
tentang kepuasan. Hasilnya sepatutnya dapat mencadangkan beberapa saranan mengenai 
bagaimana meningkatkan kepuasan di kalangan pelancong Muslim. Isu harga pakej pelancongan 
mesti dibangkitkan secara kritikal oleh para pemain industri, kerajaan serta ahli akadernik unhk 
mendapatkan pertumbuhan yang mampan dan merealisasikan Malaysia sebagai hab pelancongan 
halal. 

Kata kunci: Pelancong Muslim, kepuasan, nilai kualiti, nilai harga, nilai emosi, nilai sosial, nilai 
atribut Islam dan kemudahan mesra Islam. 
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CHAPTER ONE 

INTRODUCTION 

1.1 Introduction 

This research is about the Muslim tourist satisfactions towards the halal tourism and 

travel agency in Shah Alam, Selangor. Firstly, this chapter discuss about the state of 

halal tourism industry which directly involving the Muslim-friendly travel agencies in 

Malaysia. Then the problem statement on this research is stated, followed by the 

research questions, objectives of the study, significance of this study as well as the 

organization of the report. 

1.2 Background of the Study 

In today's contemporary, a lot of people travel and migrate all over the world that will 

directly contribute to the tourism industry. In this sector, Malaysia is well-known with 

the Halal tourism industry align with the Halal industry transformation making positive 

progress when the Halal Development Corporation (HDC) is taking a step more in 

empowering the company product manufacturer and supply local halal services to world 

rankings. An article states that HDC Chief Executive Officer, Dato' Seri Jamil Bidin 

opines that Malaysian industry is gaining worldwide attention nowadays due to its huge 

market potential and high demand. The growth of the industry can be seen as more 

entrepreneurs venture into the Halal industry. In addition, globally, many non-Muslim 

countries such as Japan, Korea, people in the Republic of China, Australia and Brazil 



have begun to engage in this industry and these countries see Malaysia as the leader in 

global Halal industry development (Mohd Shahwahid, et al., 2015). 

In addition as a general sight of view, Mastercard Market Vice President of 

Development, K. Devesh said, the rapid development of online technology and payment 

methods and the rise of Islamic digital consumers have contributed to the growth in halal 

tourism segment. Global Islamic Tourism Index Mastercard-Crescent 2018 estimates 

that global Muslim tourist spending will reach RM906 billion next year and RM1.2 

trillion by 2026. The halal travel market pursues to be one of the fastest-growing tourism 

segments in the world with an estimated reach of 131 million Muslim tourists in 2017 

compared to the 121 million recorded in 2016 (Utusan Online, 2019). 

Since Malaysia becomes the leader in global Halal industry development, the 

government has a Ministry and association that manages everything related to it 

especially the Ministry of Tourism, Arts and Culture (MOTAC) and association like the 

Malaysian Association of Tour and Travel Agents (MATTA) to help MOTAC. MOTAC 

is the main department of Tourism which manages on tourism licensing, tourism policy 

and international relations, cultural policy, information management, etc. in Malaysia, 

meanwhile, MATTA promotes the tempts of travel and tourism industry in Malaysia and 

work meticulously with MOTAC as well as Malaysia Tourism Promotion Board 

(MTPB) to help coordinate fairs or exhibitions, seminars, convention, and workshops 

both to create public awareness of the tourism industry and the benefits of its members 

(MATTA a). The inclusion of major tourism objectives into the 2nd Malaysia Plan 

1971-1975 further emphasized the role of tourism in the economy; hence the table below 

shows the Malaysia ranking according to the amount of tourism revenue affecting the 
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role of tourism in the economy: 

Table 1.1 

~Malaysia 's ranking according to the amount of tourism revenue 

Source: (Ministry of Tourism, Arts and Culture Malaysia, 201 8) 



Table 1.1 illustrates Malaysia was ranked as 2 0 ~  place in the world raking of tourism 

revenue which is quite high compared to the other unlisted country in 2017. 

Furthermore, travel agency is one of the incomes that contributed to the tourism revenue 

since there are a lot of tourist that engage with them either Muslim or non-Muslim 

tourist. Besides, New York Times stated that the number of Muslim tourist has grown to 

almost 30 percent since 2016 and MOTAC had also provided a data set of estimated 

Muslim tourist amval from all over the world to Malaysia in their portal (New York 

Times, 2019). This data proves that there are high demands from worldwide attention 

and huge market potential in the tourism industry especially in the halal tourism industry 

when it comes to Muslim tourists. Hence, the amval of Muslim tourists to Malaysia will 

directly influence the Muslim-friendly travel agencies or the halal tourism industry when 

they have to meet with the Muslim tourist satisfaction and their desire to comply with 

Islamic law in every aspect. Table 1.2 illustrates the estimated data on Muslim tourist 

arrival from all over the world to Malaysia which is provided by MOTAC. Based on the 

table, MOTAC estimated over 5 million of Muslim tourist would travel to Malaysia on 

2017, so it is crucial for the government to compose and provide products and services 

for halal tourism industry since the tourist might engage with that industry including 

with the Muslim-friendly travel agencies that will organize activities, accommodation, 

food, packages, hotel, etc. that does not contradict with Islamic law and comply with 

sharia law. Table 1.2 was shown in the following page: 



Table 1.2 

Estimated Muslim tourist arrivals to Malaysia 

Source: (Ministry of Tourism, Arts and Culture Malaysia, 2018) 

A part from that, Berita Harian stated that in the session on 'Engaging indushy players: 

sharing about the Malaysian tourism industry's readiness towards sharia compliance', 

here today. The Tourism and Culture Ministry Secretary-General Tan Sri Dr. Ong Hong 
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Peng said that the Muslim tourism market is one of the fastest-growing industries in the 

tourism world today. In 2015 there are estimated to be 117 million international Muslim 

tourists and it is expected to grow to over 168 million by 2020. Also present in the 

sessions are various representatives fiom the hotel sector, travel agents, travel guides 

and academics (Mohd Satar, 2016). These statements show that travel agencies are parts 

of the halal tourism industry whereas halal travel agencies are the sector that provides 

accommodation (hotel, resort, chalet, and homestay), transportation, foods, tourism 

packages, etc. that must comply with sharia and have convenient preparation facilities 

for travelers or tourists. 

There is 994 headquarters of travel agencies plus 190 of their branches in Selangor 

which gives a total of 1 184 including the Muslim and non-Muslim or conventional travel 

agencies that were registered and stated by The Ministry of Tourism, Arts and Culture 

Malaysia for the latest record in Selangor and specified into Shah Alam's area (Ministry 

of Tourism, Arts and Culture Malaysia, 2019). Below is the table for the total of 

registered tourism and travel agencies with license according to each state in Malaysia 

and in Selangor up until 30 April 2019: 



Number of tourism and travel agency's license up until 30 April 2019 

K& 
lnbcuad 
Ou(bornd 
Tk*athE 
Inbound 6 OuDoua. 
TLlsIing 6 lnloulld 
~ : h o u i b o ~  
I n m a d ,  oulbound 6 Tkketh: 



Table 1.4 

Number of tourism and travel agency's license for Selangor up until 30 April 2019 

Source: (MOTAC, 2019) 

For further clarify, halal travel agencies or Muslim-friendly travel agency have their role 

to produce services and products that protect Islamic law, such as to provide flights that 

are not served with alcohol and pork products, announce prayers, and broadcast religious 

programs as part of on-air entertainment. They also provide halal food that is 



slaughtered in accordance with the laws of Shara' and is free from any Islamic banned 

substances such as pork and liquor. The hotel that those Muslim-friendly travel agencies 

propose should not serve and present alcohol and has divide spa and pool facilities for 

men and women, and also has a separate pool of men and women, provide halal and 

polished restaurant, and rented high-end holiday villas and so much more products and 

services which is compliance with Islamic law. Hence, if the Muslim-friendly travel 

agencies provide those sharia compliance services and products at a reasonable price, it 

will reach the great satisfaction of their clients or customer which is also called Muslim 

tourists. This study is to diagnose either the Muslim tourist in the specific area are 

satisfied with the products and services provided by the travel agencies and either it fully 

complies with sharia or not. 

1.3 Problem Statement 

Based on the background of study, table 1.1 illustrates Malaysia was ranked as 20" place 

in the world raking of tourism revenue which is quite high compared to the other 

unlisted country in 2017. Thus, it shows that the tourism industry does affect the 

Malaysian economic. The table shows that there might show some gaps and factors that 

influence the result of the Malaysian tourism revenue and its ranking that would 

indirectly give effect to the problem statement of this study. In addition, from the data of 

table 1.2, there is some gap between those three years from 2015 until 2017. The report 

mentioned that a couple of challenges that needs ironing out, which include the lack of 

new tourism products, limited air routes, as well as safety and security concerns 



(Bemama, 2019). The halal tourism industry should take action that would make 

Muslim tourists satisfy with the products and services of the halal tourism industry and 

research should be done to specify on this issue. 

In addition, the problem addressed in this study is that there is very little research that 

had examined halal tourism (Reisinger Yvette, 2015) especially on the influence of 

religious value and religiosity on tourist customer satisfaction (Riyad Eid, 2015). The 

Muslim tourist's satisfaction would define the future of the Malaysian halal tourism 

industry and Muslim travel agencies to sustain in the market. Hence, there are still 

limited and very little researches specifically on Muslim tourist satisfaction within the 

Halal tourism industry, even though halal tourism has become a global tendency in the 

tourism industry and this market segment holds a steady growth. The gap between 

customers' expectations of service and their perception of the service experience is the 

problem in this study. Thus, satisfaction or dissatisfaction is a suitable tool to measure 

customer perception towards the Halal tourism Industry and as the main source of 

competitive advantage solution so that it would help our tourism industry to improve 

either in any way. For instance, satisfied tourist tends to engage again with the same 

travel agency as they were satisfied with their services and product and they will 

recommend the agency to other tourists. 

In the Servqual model, Parasuraman presented their gaps model in an article printed in 

the Journal of Marketing, to stimulate research into service quality which this model 

suggested 5 gaps that can be used to examine the difference between service expected by 

customer and management's perception of customer expectation to achieve the customer 

satisfaction. One of the gaps that related to this study is the gap between management 
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perceptions of consumer's expectations and the translation of perceptions into service 

quality specifications (Zailani, Kheng, & Fernando, 2008). In recent years, Kuo et a1 

(2012) cited Holloway and Beatty (2003); Mattila and Cranage (2005) stated that it has 

become more difficult for a travel agency to achieve customer satisfaction. In any 

service industry, some delivery failures are inevitable. They also cited that Lee and 

Sparks (2007) said that a service failure occurs when the quality of service delivery does 

not reflect customers' expectations, resulting in a reduction in customer satisfaction 

(Kuo, Chang, Cheng, & Lai, 2012). In addition, Chen and Chang (2012) declare that 

tourism price is the most important factor influencing the utilization of travel agents who 

are found to effectively reduce visitors' total expenditures in general (Chen, She & Lin, 

2018). Hence, due to the slow economic growth, at one end tourists are looking for 

comfortable or luxnry travel products, while others are looking for a thrills or budget 

trip. 

Furthermore, the industry and communities struggle to keep up with the changing 

dynamics of travel sales (Westcott, 2015) which become one of the problems in this 

study that motivates this research. Besides, emotional dimension is less developed, but 

captures the feelings or emotions generated by the products or services (Eid & El- 

Gohary, 2014). Thus, this research would test on how emotional develop with customer 

satisfaction since previous researcher found that there are less developed in emotional 

dimension. Value changes based on time, place and people in relation to changing 

environmental factors, so this study helps to identify the level of satisfaction due to the 

value changes. In Islamic attributes value and Muslim-friendly facilities, Bogan and 

Sanisik (2019) sated that dissatisfaction that the tourists who are too sensitive about 



Islamic principles experience during their accommodation in the hotels claiming 

themselves as Islamic or halal hotel, they would have such an impression that these 

kinds of hotels misuse the religious values, and this would negatively affect the image of 

other hotels that try to duly perform their jobs (Bogan & Sanislk, 2019). 

According to the statistic in the table 1.3 and 1.4 below, even though the statistic of 

licensed travel agencies are provided, the specific registered statement on how many 

Muslim-friendly travel agency in either in any state or in Malaysia itself cannot be 

acquired due to the time constraint on gaining the confidential data from MOTAC and 

limited excess in acquiring the latest data. This made the researcher hard to identify 

specific data on either Halal tourism industry or Muslim friendly travel agency in 

Malaysia and motivates the researcher to do a further research and try to gain the data 

needed for this study. According to Yunia Wardi (2018), the satisfaction of tourists is 

significant as the mediator (Wardi, Abror, & Trinanda, 2018). Hence to increase the gap 

between the customer satisfaction towards Halal tourism, Muslim tourist from Malaysia 

should only engage with the Muslim-friendly Travel agency that provide Muslim- 

fiiendly products and services so that the halal tourism would increase or reinforce their 

position in this industry rather than the conventional industry although non-Muslim 

tourist was also encouraged to involve in Halal tourism because there are countless 

advantages in Halal tourism industry. 



1.4 Research Question 

The research has been performed based on the statement of the problem discussed above 

intending to respond and examine the questions below: 

1. Are there any differences in satisfaction towards Halal tourism and travel 

agency withii group of gender, nationality, education level, age and income 

among Muslim tourist in Selangor 

2. Are there any relationship between the value of quality, price, emotional, 

social, Islamic attributes, Muslim-friendly facilities, and the satisfaction 

among Muslim tourist 

3. To what extent should the value of quality, price, emotional, social, Islamic 

attributes and Muslim-hendly facilities influence the satisfaction in Halal 

tourism and travel agency among Muslim tourist 

1.5 Research Objectives 

This research work will undertake three research objectives: 

1. To determine the differences in satisfaction towards Halal tourism and travel 

agency within group of gender, nationality, education level, age and income 

among Muslim tourist in Shah Alam, Selangor 

2. To investigate the relationship between the values of quality, price, 

emotional, social, Islamic attributes, Muslim-friendly facilities, and 

satisfaction among Muslim tourists. 



3. To determine the factors that influence including the value of quality, price, 

emotional, social, Islamic attributes and Muslim-friendly facilities towards 

the satisfaction in Halal tourism and travel agency among Muslim tourist. 

1.6 Scope and Limitations of the Study 

The sphere of this research fixated on factors that influences the Muslim tourist's level 

of satisfaction towards Muslim-friendly travel agencies in halal tourism industry and to 

focus on the component of the Muslim-friendly travel agencies in halal tourism industry 

so that the Muslim tourist are guaranteed to consume or to only involve in halal industry 

because Mohsin et a1.(2016) consistently affirm that halal tourism and travel 

agencies is the type of tourism that adheres to the values of Islam, adapting the 

provision of tourism products and services accordingly (Asad Mohsin, 2016). This 

research did not cover on the tourist satisfaction in the other tourism industry like 

conventional tourism industry but it will only focus on the Halal or Islamic tourism. 

Muslim tourists in Shah Alam, Selangor are used as a sample of this research because 

Selangor is well known as one of the states that have a high population in Malaysia. 

Whereby it automatically shows that there is a lot of Muslim tourists that stayed in 

Selangor as our country has a majority population of Muslim people. This study focuses 

in Shah Alam because there is a time constraint on implementing the research and it is 

only convenient to choose the Muslim tourist there and not to choose the international 

Muslim tourist due to the informant's availability that suits with the time frame given for 

this research. Therefore this research process consists of (as the independent variables): 



the value of quality, price, emotional, social, Islamic attributes value and Islamic 

facilities. 

1.7 Significance of the Study 

The ultimate findings and research of t h~s  study will provide knowledge regarding on the 

Muslim tourist satisfaction toward Muslim-friendly travel agencies that would involve in 

the halal tourism industry because there are significant impact on the attitudes and habits 

of the daily life of Muslims in Islam, including tourism, which is in their decision on 

their leisure activities during travel, as long as they want to respect the teachings and 

obligations set forth in the sharia law. However, Vargas stated that a wide range of 

options has been used for tourism and hotel services that comply with Islamic law 

leading to confusion (Vargas-Shnchez, 2018). The finding is also to acknowledge the 

Muslim about the importance of Muslim-friendly tourism agencies, especially for the 

Muslim Tourist. Therefore, this finding would give benefits to the halal tourism 

industry, Muslim-friendly travel agency and also to the tourists itself so that they can 

improve their management system and use this research for their references, plus tourists 

can openly expressed their perception towards their experience with this industry. This 

study is also to see and evaluate the Muslim tourist satisfaction in the quality, price, 

emotional, social and Islamic attributes value in the halal tourism and Muslim-friendly 

travel agencies beside the satisfaction on the Islamic facilities (Muslim-friendly 

facilities) in halal tourism whereby the Islamic facilities were an added instrument from 

other previous researcher into this research but this instrument was not included with the 



existing five instruments which are quality, price, emotional, social and Islamic 

attributes. Battour et al. (2014), Danu Saputro (2018) etc were the previous researcher 

that use Islamic facilities as their factors in satisfaction. It also aims to contribute to the 

Muslim world and empower the Islamic law especially in the aspect of protecting 

maslahah and human wellbeing where it is meant to achieve the responsibility 

concerning all human being and enviromnent. 

1.8 Organization of the Study 

This study divided into five chapters written. Chapter 1 caters on the background of the 

research, problem statement of the research, research questions, research objectives, 

scope and limitations of the study, significance of the research and composition of the 

remaining chapters. 

Chapter 2 consists of literature review and there is previous research which related to 

this research. Inspection conferred in this chapter comprises a discussion of satisfaction 

and halal tourism industry. This chapter discusses research done by the previous scholars 

particularly on the factors that affect the satisfactions of Muslim tourist towards the 

Muslim-friendly travel agency in Selangor. Finally, this chapter review on the 

independent variables that were selected and present the research framework and 

hypotheses. 

Chapter 3 illustrates the methodology used in this study include theoretical framework, 

hypotheses development, the research design for this research, sampling and data 



collection involve in this research, the operational definitions, measurement of variables 

and methods of data analysis are also deliberated in this chapter. 

Chapter 4 is devoted to the study findings. The Profile of respondents, the goodness 

measure, analyzes descriptive validity and reliability of the variables and the results of 

hypothesis presented. At the end of this chapter, conclusions of the results are presented. 

Chapter 5 consisting summary of the findings in the study pursued by a discussion. 

Contribution and implication from this research were also discussed including the 

limitations of this research. It then went to recommend areas for future research and 

conclusions. 



CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

A review of relevant articles or journals related to satisfaction consists of all the factors 

that affect the satisfaction of Muslim-friendly travel agencies services were explained in 

this chapter. Besides, this chapter will also encompass a review of articles related to 

those demographic factors that have influenced the satisfaction of the Muslim tourist 

towards halal tourism and travel agency services. Finally, this section will summarize 

the article review in a table. 

2.2 Review of Literature 

Here also includes a review of the relevant articles related to satisfaction, halal tourism 

industry and travel agency, whereby Halal tourism is a current product from Islamic and 

non-Muslim markets which include food, services, and various products and it is a 

vigorous market with increasing numbers Islamic tourists (Akyol & Kilinc, 2014). There 

are six related components of Halal tourism which is Halal hotel, Halal food, Halal 

package, Halal transport (airlines), Halal fmance and Halal certificates & logo which 

would be briefly explained in this research (Ranea Qaddahat, 2016). There were some 

previous researcher including Rahman (2014) that focused on Islamic attributes; 

destination attributes quality of service, tourist's satisfaction, destination loyalty and 

demographic variable of the respondents (Bazazo, Elyas, Awawdeh, Faroun & 



Qawasmeh, 2017). Meanwhile, previous research from Emd Hadisyah Putraa, Sri 

Rahayu Hijrah Hatib and Sri Daryanti was done by including test empirically the effect 

of traditional value and Islamic religious value on customers' satisfaction with a halal 

destination whereby the two components had their division. One of the components are 

traditional value that includes quality value, the value of money, emotional value, and 

social value, meanwhile in Islamic religious value includes Islamic physical attributes 

and Islamic non-physical attributes (Putraa, Hijrah Hatib & Sri Daryanti, 2016). 

There is an addition in this research which is for the satisfaction of Muslim-friendly 

facilities where were adopted from the previous research on the influence of Muslim- 

friendly facilities on the satisfaction of tourists in West Sumatra (Danu Saputro, Wardi 

& Abror, 2018) which were found to be suitable as the variable for this research due to 

the Islamic values in it. In general, many studies have chosen these five variables which 

are quality, price, emotional, social and Islamic attributes as variables in their research, 

however, this research would add one more variable £rom other previous research to add 

to the suggestion in the study. Therefore, there are six variables including the added one 

which are quality, price, emotional, social, Islamic attributes and Muslim-friendly 

facilities. Muslim-friendly facilities which are the additional independent variable were 

chosen because it suits this study even though the previous study has done it separately 

from the first five independent variables. 

Shafaei (2015) stated that there were some popular theoryused widely in Islamic and 

general tourism research to study customer behavior and intensions are brand equity. 

Some of the related Islamic tourism factors are awareness about Islamic tourism and 

Halal hotels, image of Islamic destination such as Malaysia, perceived quality of 
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Islamic/Halal Hotel and perceived value towards Islamic /Hala1 hotels being discussed 

and examined. This study focuses on perceived value when customer consider about 

overall evaluation toward the utility of a product on the basis of their perception of what 

they get and what is given, and it's called as perceived value (Hadiansah, 2017). 

Prebensen et al. (2013) suggested four distinct dimensions the onsite perceived value 

which is emotional, social, qualitylperformance, and pricelvalue for money (Eid & El- 

Gohary, 2014). Meanwhile, Islamic athibutes value and Muslim-friendly facilities which 

is derived from push and pull theory. Battour et al. (2010) and Kovjanic (2014) stated 

that push and pull theory approach is trying to determine the factors that influence the 

travellers or tourist to choose a particular destination (Hassan, 2015). There are few 

studies exploring the effect of Islamic attribute on push and pull motivational factors and 

its impact on tourists' overall satisfaction. On the other hand, Jang and Wu (2006) 

introduced some determined push and pull factors such as relaxation, family attachment, 

knowledge enhancement (push) and reduced cost, environmental attractiveness, different 

culture, facilities provided and safety (pull) (Farahdel, 2011). Thus, this study will 

examine the influence of perceived value, not only traditional value but also Islamic 

value, on Muslim tourist satisfaction. 

2.2.1 Satisfaction in Halal Tourism and Travel Agency 

Based on Intan Shafma Suid, Nor Ashikin Mohd Nor and Hamimi Omar, satisfaction is 

an essential concept in tourist behavior literature, whereby tourist satisfaction is a post- 

consumption mechanism (Yuksel, 2000) and sometimes consumed during or known as 

on-site experience. In tourism context, satisfaction is primarily referred to as a function 

ofpre-travel expectations and post-travel experiences (Chen & Chen, 2010). The 
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valuations were there after the individual has completed or gained a certain part of their 

holiday experiences (Suid, Mohd Nor & Omar, 2017). In the journal from Intan Shafina 

Suid et al., they focus on inbound Muslim travelers on travel satisfaction which is the 

main antecedent of the Muslim travelers' revisit intention. Understanding customer 

dis/satisfaction lies at the very heart of effective provision and management of the 

concept, and thus, accurate measurement of this concept is a vital ingredient in the 

success of destinations in both short and long term (Yiiksel & Yiiksel, 2008). 

The relevant information of tourist satisfaction is important for destination managers to 

improve their service. As such, Intan et al. opine that satisfaction or dissatisfaction is a 

convenient tool to measure destination performance and also would be the main source 

of competitive advantage (Suid, Mohd Nor & Omar, 2017). Thus, that's explained why 

satisfaction is chosen as the dependent variable in this research where it is a vital 

instrument especially improving in the term of Islamic economic. 

According to Swan and Oliver (1989) satisfaction exists when consumers perceive their 

outputlinput ratio as being fair from the equity theory. Adam (1963) stated that equity 

models are derived from the equity theory, Oliver and Swan also stated that a key role in 

satisfaction is based on the approach of the input-output ratio (Yiiksel & Yiiksel, 2008). 

In economic theory, one's satisfaction in consuming an item is called utility or utility 

value. Hence, satisfaction is a result of fulfilling a desire, while maslahah is a result of 

fulfilling a need or fitrah. However, fulfilling a need will also provide satisfaction 

especially if the need is realized and desirable. Islam has laid a strong foundation based 

on the prophecy of naqli. This is based on the hadith of Prophet Muhammad SAW 

which means: 



"Surely Allah loves upevson ifyou do something task, then you will do it with 'itqan' " 

Based on the above hadith, then we can see that the messenger of the Prophet 

Muhammad himself has greatly encouraged the demands of itqan. The concept of itqan 

is very closely related to the self-quality culture. 

Hence, the quality of good service is one of the important things from the Islamic 

perspective. This is in line with the verse from Allah SWT which means: 

"You (the people ofMuhammad SAW are the best of thepeople born to mankind, You 

enjoin what is right and forbid what is wrong and believe in Allah" (Surah al-Imran 

3:llO) 

Islam command and hail its people to do good to others. This comprises by providing 

quality services to customers. To be exact, tourist satisfaction in Islam is to achieve 

Maslahah 'Ammah which is a public interest regarding to all people and the 

environment. It is emphasized that the Sharia laws are largely based on Maslahah 

'Ammah which is guided by the Quran, for example, the hukm of hudud, zakat and other 

laws. Therefore in this implementation, it should be implemented on the basis that the 

benefit to the customer's satisfaction is for Maslahah 'Ammah and not just for one's 

own sake. Thus, Putra et al. (2016) stated that it is important for scholars to 

simultaneously examine the influence of religious and traditional value on Muslim 

consuner satisfaction in the halal tourism industry. 



2.2.2 Quality Value of the Halal Tourism and Travel Agency 

Quality value assigns to the value of the utility value which comes from the perceived 

quality and expected performance of the product and services (Sweeney & Soutar, 

2001). Indirectly, it also means that quality values are present in the quality of service 

and product. Besides, quality is a subjective, abstract, global assessment that is usually 

made in the consideration set of consumers based on consumer perception (Zeithaml, 

2000). Consumers have the right to show their perception of the product and services 

provided whereby the level of the quality value is influenced by the consumers. 

According to Parasuraman, Zeithaml and Berry (1988), quality of service or product 

refers to "The ability of an organization to meet or exceed customer expectations where 

customer expectations are defined as the customer wants and desires" (Parasuraman, 

Zeithaml & Berry, 1988). This definition implies that the quality of service and product 

is the distinction between customer perception and expectations of the services provided 

by an organization. 

Chen and Chen (2010) had one research conducted in Taiwan which was found that 

experienced quality positively influences tourist or customer satisfaction (Chen & Chen, 

2010). Since quality is designated as the overall features, properties of the products or 

service and the effects that they provide, it directly shows that quality is when customers 

or tourists are satisfied when they use the product and service. Quality in customer view 

is different from quality in manufacturer's views because the customer is the one that 

consumes the product and service. Most respondents in various researches agree that the 

quality of producing a product and service is crucial to ensure customer satisfaction. 



In the halal tourism context, authors such as Eid (2015); Eid and El-Gohary (2015) said 

that their studies have found a significant influence of quality value on customer 

satisfaction were it was conducted on Muslim tourists from various countries (Putraa, 

Hijrah Hatib & Sri Daryanti, 2016). There are more previous researches on Muslim 

tourists that have the same result about the quality value on customer satisfaction to 

show an equivalent result. The quality of products and services from an Islamic point of 

view does not merely emphasize the fulfillment of customer needs and wants or the 

ability to commercialize and market but it also based on Surah at-Baqarah verse 72: 

"0 ye who believe, eat of the good that We have given you and be grateful to Allah, if 

only you really worship Him. " (Surah al-Baqarah 2:72) 

The verse shows that from the Jiqh view, quality is the measurement of cleanliness 

taking into account the clean quality that comes from the source of its purity, whether 

from a hatal source or haram source and clean from any element of syubahat. 

2.2.3 Price Value of the Halal Tourism and Travel Agency 

According to Sweeney and Soutar (2001), cognitive value is a magnitude that subsists of 

two constructs which are quality and price. Hence, the second variable in this research is 

price value, or in other term is the value of money (Sweeney & Soutar, 2001). Money is 

a unit of exchange, easy to the transfer of goods and services meanwhile, the value of 

money is the purchasing power of the currency, the ability to buy goods and services 

with the use of money. It is a form of money, in which money is anything that acts as a 

medium of exchange, standard value, and a store of value. The value of money is 

influenced by the generic price level. As the general price level rises, the value of money 
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decreases, and as a result, when the prevailing price level falls, the value of money 

increases. 

Williams and Soutar (2009) opine that price value means to be good for the price paid 

(Williams & Soutar, 2009). Besides Mathwick, Malhotra and Rigdon (2001) stated that 

the value of money is together with efficiency and functional value that contribute to 

customer satisfaction in the context of online retailing (Mathwick, Malhotra & Rigdon, 

2001). Price in the concept of economics is the value of a commodity or service with 

currency or money. Generally, prices are the result of an exchange or transaction that 

takes place between the two parties and it refers to what one party is willing to give 

which is the buyer, to get something the other offers or the seller. 

Many scholars have investigated value for money as a factor related to tourist 

satisfaction and including the tourist loyalty such as Kozak and Rimmington, 2000; 

Sanchez, Callarisa, Rodriguez and Moliner, 2006; Williams and Soutar, 2009; 

Prebensen, Kim and Uysal, 2015. Meanwhile, Eid and El-Gohary (2014) stated that in 

the halal tourism context, tourists see price intrinsically and consider its value as a 

crucial variable that influences their choice (Putraa, Hijrah Hatib & Sri Daryanti, 2016). 

This is because lately, a lot of Malaysians like traveling and shopping abroad, especially 

with the availability of low-cost flights instead of the so-called low price attractions such 

as Bandung (Indonesia), Vietnam and China. This shows that their choices are truly 

influenced by the price since the trend increased where there were low-cost flights 

available to anyone. In fact, some companies offer free fares, just to pay airport taxes. 

The prices offered are not only about the same but cheaper than the cost of traveling by 



car in the country. This is in addition to attractive packages offered by travel agencies 

especially regional destinations whose currency is lower. 

Furthermore, President of Malaysian Association of Tour and Travel Agents (MATTA) 

Datuk Harnzah Rahmat said that during the MATTA Fair 2017 there was a major 

attraction, with attractive prices being 50 to 60 percent lower than regular prices. There 

are 40 umrah agency companies involved in the MATTA Fair this time to help people 

make their choice of companies that manage the ibadah umrah for them and a discount 

of RM300 is offered for each tour package in conjunction with the MATTA Fair. The 

event proves that the deals can attract the public by reaching 105,000 people with a total 

sales volume of about RM200 million and it directly shows' that price is the key variable 

that influences tourist choice and renders to their satisfactions (Mat Hayin, 2017). This 

statement were supported by a research from Chen et al. (2018) which they investigate 

on how the strength or direction of price-satisfaction relationship could be affected by 

the moderating influence of travel experience and it is empirically shown that price- 

satisfaction relationship could be affected by the moderating influence of travel 

experience, which lent some support to Alegre and Cladera (2010) (Chen, She & Lin, 

2018). This shows that price based on the traveled experience were important for tourist 

satisfaction. 

2.2.4 Emotional Value in The Halal Tourism and Travel Agency 

Another variable is emotional value in which Sheth, Newman and Gross (1991) refer to 

social-psychological dimensions that depend on a product's ability to trigger and arouse 

an emotional state or affective situation, in other words, it is a utility derived from 



affective states or feelings that the product develops or precipitates (Sheth, Newman & 

Gross, 1991). Emotional components are made up of many emotions, such as happiness, 

sadness, angry, scared, surprise, frustration or disappointment and love. An emotional 

experience affects the cells of the brain and memory, thus forging patterns that influence 

a person's behavior. It is difficult to determine objectively of one's emotions. In an 

organization or group, not everybody has the same emotion. This is because it depends 

on their personality type to show a person's emotional reactions. 

In the Islamic context, through the revelation and guidance of Allah Almighty, His 

Messenger Rasul SAW taught the people to know what are emotions and that there are 

various types of emotional reactions described by Rasul SAW. In Qur'an explains the 

sad emotion as the verse from Allah in surah al-Baqarah verse 277, which means: 

"Indeed, those who believe and do righteous deeds and establish prayer and give zakah 

will have their reward with their Lord, and there will be no fear concerning them, nor 

will they grieve." (Surah al-Baqarah 2:277) 

Hence, Rasulullah SAW has taught us to recognize what emotions are, whether they are 

negative or positive, and how they can be transformed into something constructive or 

destructive, along with the way to handle emotions. This is the basis of human morals 

and behavior, as taught by the Prophet Muhammad as a result of the belief in faith as a 

driving force for true behavior. 

In the tourism context, previous research from Prebensen, Kim, and Uysal (2015) and 

Williams and Soutar (2009) stated that emotional value and tourists is empirically 

related (Prebensen, Kim & Uysal, 2015). Hence, studies from Eid (2015) say that 
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emotional value also influences Muslim tourist satisfaction as tourists (Putraa, Hijrah 

Hatib & Sri Daryanti, 2016). It is important to note that it is a form of impact for the 

emotional component, and is a response to service delivery. In this study, the use of 

emotion is an effective response to a person's perception of the many characteristics that 

shape the performance of the product or service. Such emotions are usually intentional 

(that is, they have an object or reference) and are contrasting fiom the concept of mood, 

which is a common state caused by a variety of factors and is usually unintentional and 

transient. Emotions are all elements of the general category for mental processes, 

referred to as "affect". Therefore, the emotional component of the satisfaction judgment 

is independent of the overall affective mood present in the respondent at the time of 

service. In conceptualizing the affective value (Emotional), previous research follow 

Sanchez et aI. (2006) defining it as a dimension that consists of two constructs which are 

emotional value and social value (Sanchez, Callarisa, Rodriguez & Moliner, 2006). 

2.2.5 Social Value in The Halal Tourism and Travel Agency 

The next independent variable is social value where it indicates to the utility derived 

from the product's capabilities that is to enhance the self-concept of a social consumer as 

stated by Sweeney and Soutar (2001). It is also a quality of behavior, thought, and 

character that society considers to be good and true, the result that is expected, and 

worthy of emulation. In addition, Social values are attitudes and feelings that are widely 

endorsed by society and are the basis for codifying what is right and what is crucial. 

Social value is also an abstract concept that is believed to be good, valuable, and useful 



in social life and thus a guide to one's behavior. In other words, it refers to the 

consideration of an action, object, way, in deciding whether something of value is true 

(having the truth value), beautiful (aestheticlaesthetic value), and religious (divine 

value). The sense of social value is the award given by the community to something that 

is considered good, honorable, expedient, and functional. 

Social values from an Islamic perspective are an attempt to bring improvement to basic 

human needs and their main goal is not to profit (on behalf of entrepreneurs or 

landlords) but to solve society's problems and needs. In terms of business, it is found 

that there are two basic features of social business which is it gives benefits to others 

(target group assisted) and that profit is also to ensure that the organization remains 

sustainable in order to continue social initiatives to help others. These institutions and 

processes need to be self-reliant so that the social transformation they seek will continue 

over the long term. Social innovation also needs to occur for innovative, effective and 

efficient activities (processes, products, methods, ideas, and services) driven to meet 

social needs. Hence, the measurement of their valuation that is based on social value 

should be seen from the benefits that the community or consumers get. 

Since there is a relation between social value with the consumer's valuation it shows that 

the valuation was made based on their experienced and valuation. There are a lot of 

studies that have found social value significantly influences customer satisfaction in the 

tourism industry which is stated by Gallarza and Saura (2006) and Prebensen et at. 

(2015) (Putraa, Hijrah Hatib & Sri Daryanti, 2016). Furthermore, the construct of social 

value was published from previous research by Sanchez et al. (2006) as stated in the 



relationship between emotional value and tourist satisfaction before (Sanchez, Callarisa, 

Rodriguez & Moliner, 2006). 

2.2.6 Islamic Attributes Value in The Halal Tourism and Travel Agency 

Putraa et al. (2016) cited that according to Eid and El-Gohary (2015), Islamic attributes 

are Islamic value dimensions that refer to the attributes associated with the rules of 

Shariah or religious identity in the context of consumption. They also cited that the 

Halal (permissible) in Islam perspective not only indicates to food consuming and 

beverages but also applies to all aspects of life by Mohsin et al. (2015). As a Muslim, we 

are obliged to apply every aspect of our lives to the demands of Islam including in the 

terms of usage or consumption, acceptance, application of daily life, services and 

products. Everything must be based on Shariah compliance and are allowed in Islam, so 

every Muslim must prioritize Islamic attributes in every aspect of our lives. 

Based on previous research Riyad Eid (2013) the three sources, Qur'an (Islam's holy 

book), Sunnah (teachings, guidance and practices of the Prophet Muhammad) and a 

thorough review of literatures in which the variables are used theoretically or 

empirically, it leads to measure the Islamic attributes value (Eid, 2013). As we know, 

these three sources in Islam are the main source of a Muslim's life to cany on a Shariah- 

based daily life. These three sources cover every facet and form of a Muslim's life and 

are fully equipped to be the source of a Muslim's life either in life even in the life of a 

family as well as in leadership and business. That's why the three sources lead to 

measuring the Islamic attribute's value. 



Putraa et al. (2016) also cited that Eid (2015) and Eid & El-Gohary (2015) stated that 

based on Islamic value in their usage of tourism services, Muslims also scrutinize the 

halal-ness of the services. Halal is a thing, or an act that is allowed and permissible. This 

term in everyday vocabulary is more commonly used to refer to foods and drinks that are 

permissible to be purchased according to Islam. The broader context of the halal term 

refers to everything that is allowed under Islamic law such as activity, behavior, dress, 

etc. Therefore, the authors assert that Islamic attributes become a supplementary factor 

apart from affective and relative factors that subscribe to the creation of values that will 

affect the satisfaction of consumers, especially among them. In addition, Islamic 

physical attributes refers to all Islamic athibutes that are visible and can be seen and 

touched, such as the availability of places to worship, the availability of the Qur'an in a 

hotel room and toilets that adhere with the rules of Shariah (Putraa, Hijrah Hatib & Sri 

Daryanti, 2016). 

Battour et al. (2010) stated that the Islamic attributes of destination demonstrate the 

application of Islamic values in tourism destination as they are based on Sharia. These 

attributes are found to have significant influence on Muslim travel behavior (Suid, Mohd 

Nor & Omar, 2017). In addition, based on previous research by A1 Shamaileh and 

Mheidi Alnaser (2018) stated that there has been a recommendation to study the effect 

of catering for the religious needs of tourists to gain a high level of satisfaction because 

Islamic attributes of destinations are based on religion and religiosity as recognized 

factors influencing behavior in various social settings. Then, the study shows that 

Islamic attributes have moderating influence over the association of customer perceived 

value and customer satisfaction (A1 Shamaileh & Mheidi Alnaser, 2018) which 



motivates this study to choose Islamic attributes value as one of the research 

independent variables. 

2.2.7 Muslim-friendly Facilities in The Halal Tourism and Travel Agency 

Islamic facilities also known as Muslim-friendly facilities is an instrument of Muslims 

choices on whether there is an arrangement of Islamic facilities to make them easy to 

carry out Shariah. Islamic or halal tourism also includes hotel services that adhere with 

Islamic Law (Shariah) which is not only limited to the provision of Halal food. These 

include facilities like hotels, resorts, restaurants, and airlines that, offer food with halal 

certificates, do not serve alcohol or any prohibited elements and provide prayer 

facilities, separate wellness facilities for women, and most importantly an environment 

of Muslim-friendly. Those facilities stated are very important as it becomes people 

needs especially when they went traveling, traveling is encouraged by Islam because 

traveling makes their eyes open and increase their knowledge throughout the day. As the 

global Muslim population breeds, so does the possible potential for the services of 

Muslim-friendly to become an increasing business, as savvy Muslims tend to choose 

their destination based on Shariah-compliant food, convenience, and facilities. 

Battour et al. (2010) cited that according to Prayag and Hosany (2014), several things 

are affected by beliefs and requirements which are necessary to perform religious rituals, 

those things were like destination, tourist activity, tours, hotels, and transportation. 

Hence, Battour et al. also stated that based on Din (1989) and Mohamed et al. (2010), an 

example for the Islamic of Muslim-friendly facilities are hotels that follow Shariah law 

which were able to provide fully equipped prayer rooms with Quran, Qibla stickers, 



prayer mats and other Muslim-friendly facilities for Muslim tourists (Battour, Moharned; 

Ismail, Mohd Nazari; Battor, Moustafa, 2010). In addition, the mosque is one of the 

important Islamic or Muslim-friendly facilities for Muslims to perform their spiritual 

duties especially when traveling. Muslim tourists would rate the facilities provided for 

them as they satisfy them or not since they buy the packages with any Muslim-friendly 

travel agency. 

Previous research from Battour and Ismail (2014) argues that the Islamic community has 

special treatment and a special purpose which is in their research they argued that 

Muslim-friendly facilities do affect the satisfaction of the customer (Battour, Mohamed; 

Ismail, Mohd Nazari, 2014). Besides, there is one previous research that measures the 

influence of the availability of Muslim-friendly facilities to Indonesian Muslim tourist to 

revisit Japan which formulated that availability of Muslim-friendly facilities has a 

significant positive effect to attract Muslim tourist to Japan. Thus, the research 

emphasizes that Indonesian Muslim tourists agree that the availability of Muslim- 

friendly facilities in Japan is important that give a positive score (Hariani, Rahmanita & 

Ingkadijaya, 2017). There are another previous research that shows the relation is from 

Gusneli (2016) that argue using the overall assessment given to the visitors about the 

tourism facilities and visitor satisfaction, where it is subjected to the object of Sani 

Bayang waterfall gives positive answer, according to the results of research conducted, 

so it is clearly show that the tourism facilities affect visitor satisfaction (Gusneli, 2016). 

Hence, it directly shows that any facilities provided by the tourism or travel agency will 

affect the satisfaction of their customers or tourist. In a nutshell, Muslim-friendly 



facilities are very important and vital especially to the Muslim tourists that wanted to 

travel with ease and adhere to religious obligations 

2.3 Conclusion 

This review and revise of the related literature presented a discourse on the dependent 

variable that is tourist satisfaction towards the halal tourism industry. The review also 

discusses the major factors that can influence the level of satisfaction towards the halal 

tourism industry. The literature reviewed prosperity as a good ground for developing a 

model to measure the factors that affect the satisfaction. 



CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

This chapter deliberates on the methodology of this research. Among other things, this 

chapter will elaborate on the theoretical framework, hypotheses development, subject 

selection in research design, population and sample for the research as well as data 

collection procedures or data analysis technique including the factor analysis of this 

study. This chapter culminates with a discussion of the statistical techniques used to 

analyze the data for this research. 

3.2 Theoretical Framework 

Based on Sekaran, theoretical framework is the conceptual model of how one theorizes 

or logically credible relationship between several factors or matters that have been 

identified as important for the study (Sekaran, 2003).A theoretical framework facilitates 

the researcher to hypothesize or propose including to test the relationship between the 

variables involved which will expand the understanding of the related research are of the 

research. Hence, the research framework for this research is based on the relationship of 

the independent variables and dependent variable as figure below: 



Theoretical framework 

Quality value 

DV 
Price value 

Emotional value Muslim tourist 
satisfaction 

Social value v/* 
Islamic attributes value 

Thus, the above framework shows that this research dependent variable are tourist 

satisfaction, while the independent variables are quality value, price value, emotional 

value, social value, Islamic attributes value, and Muslim-friendly facilities. This 

framework was supported by two theories which is brand equity theory; push and pull 

theory. The independent variable can influence and affect the dependent variable either 

in appositive or negative manner (Sekaran, 2003). Thus, it can be concluded that, when 

there is a positive value or an increase in the independent variable, the dependent 

variable would also increase and give a positive value based on the result of the 

independent variable. 



3.3 Hypotheses Development 

A hypothesis is a coherent relation that predicted a relationship between two or more 

variables assert and convey in the form of statements that can be tested (Sekaran, 2003). 

The research hypotheses are based on the objective of the study. It is logically 

proposition relationship between the variables or the relationship among variables that 

had been expressed. The variables need to be tested or proved whether there is an 

existence of significant relationships right after identifying the important variables in the 

research area and after constituting the relationships among the variables through the 

evolution of a theoretical framework. The research hypotheses were based on the 

objectives of this research. 

3.3.1 Selected Demographic Factors 

The demographic profiles in this research that have been chosen to be investigated are 

gender, nationality, education level, age, and income. The reason to investigate these 

demographic factors with the associated dependent and independent variables is to see 

the differences between each of them. The demographic of gender and nationality will 

be using independent sample t-test to test them while for educational level, age and 

income will be tested using one-way ANOVA. In addition, these hypotheses are evolved 

in order to answer the first research question and research objective in this study as 

below: 

To determine the differences in satisfaction towards halal tourism and travel 

agency within group of gender, nationality, education level, age and income among 

Muslim tourist in Shah Alam, Selangor 
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Hola: There is no significant difference of satisfaction towards Halal 

tourism and travel agency between male and female among Muslim tourist in 

Shah Alam, Selangor. 

Hala: There is a significant difference of satisfaction towards Halal tourism 

and travel agency between male and female among Muslim tourist in Shah 

Alam, Selangor. 

Holb: There is no significant difference of satisfaction towards Halal 

tourism and travel agency between Malaysian and Non-Malaysian among 

Muslim tourist in Shah Alam, Selangor. 

Halb: There is a significant difference of satisfaction towards Halal tourism 

and travel agency between Malaysian and Non-Malaysian among Muslim 

tourist in Shah Alam, Selangor. 

Holc: There is no significant difference of satisfaction towards Halal tourism 

and travel agency at a different level of education among Muslim tourist in 

Shah Alam, Selangor. 

Halc: There is a significant difference of satisfaction towards Halal tourism 

and travel agency at a different level of education among Muslim tourist in 

Shah Alam, Selangor. 

Hold: There is no significant difference of satisfaction towards Halal 

tourism and travel agency at different age group among Muslim tourist in 

Shah Alam, Selangor. 



Hald: There is a significant difference of satisfaction towards Halal tourism 

and travel agency at different age group among Muslim tourist in Shah Alam, 

Selangor. 

Hole: There is no significant difference of satisfaction towards Halal tourism 

and travel agency at a different level of income among Muslim tourist in 

Shah Alam, Selangor. 

Hale: There is a significant difference of satisfaction towards Halal tourism 

and travel agency at a different level of income among Muslim tourist in 

Shah Alam, Selangor. 

3.3.2 Correlation between Dependent and Independent Variables 

The factors such as quality, price, emotional, social, Islamic attributes and Islamic 

facilities in this study are the independent variables that involved which will be analyzed 

to see their correlation with the factor of satisfaction. The test that will be used to 

determine the correlation between them is Pearson correlation analysis. Hence, these 

hypotheses are evolved and developed in order to answer the second research question 

and research objective in this study as below: 

To investigate the relationship between the values of quality, price, emotional, 

social, Islamic attributes, Islamic facilities and satisfaction among Muslim tourists. 

Ho2a: There is no significant correlation between quality value and Muslim 

tourist satisfaction towards Halal tourism and travel agency. 

Ha2a: There is a significant correlation between quality value and Muslim 



tourist satisfaction towards Halal tourism and travel agency. 

Ho2b: There is no significant correlation between price value and Muslim 

tourist satisfaction towards Halal tourism and travel agency. 

Ha2b: There is a significant correlation between price value and Muslim 

tourist satisfaction towards Halal tourism and travel agency. 

Ho2c: There is no significant correlation between emotional value and 

Muslim tourist satisfaction towards Halal tourism and travel agency. 

Ha2c: There is a significant correlation between emotional value and Muslim 

tourist satisfaction towards Halal tourism and travel agency. 

Ho2d: There is no significant correlation between social value and Muslim 

tourist satisfaction towards Halal tourism and travel agency. 

Ha2d: There is a significant correlation between social value and Muslim 

tourist satisfaction towards Halal tourism and travel agency. 

Ho2e: There is no significant correlation between Islamic attributes value 

and Muslim tourist satisfaction towards Halal tourism and travel agency. 

Ha2e: There is a significant correlation between Islamic attributes value and 

Muslim tourist satisfaction towards Halal tourism and travel agency. 

Ho2fi There is no significant correlation between Muslim-friendly facilities 

and Muslim tourist satisfaction towards Halal tourism and travel agency. 

Ha2f: There is a significant correlation between Muslim-friendly facilities 

and Muslim tourist satisfaction towards Halal tourism and travel agency. 

3.3.3 The Influence of Independent Variables on Dependent Variable 

Based on this study, the factors or the independent variables namely, quality, price, 
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emotional, social, Islamic attributes and Islamic facilities will be analyzed to analyze 

how much variance of these N s  influence the satisfaction. The test of multiple linear 

regressions will be used to determine the variance. These hypotheses are evolved in 

order to answer the third research question and research objective in this research. 

To determine the factors that influence including the value of quality, price, 

emotional, social, Islamic attributes and Islamic facilities towards the satisfaction in 

Halal tourism and travel agency among Muslim tourist. 

Ho3a: Variance in determinant factors including quality value, price value, 

emotional value, social value, Islamic attributes and Islamic facilities will not 

significantly explain variance in Muslim tourist satisfaction. 

Ha3a: Variance in determinant factors including quality value, price value, 

emotional value, social value, Islamic attributes and Islamic facilities will 

significantly explain variance in Muslim tourist satisfaction. 

3.4 Research Design 

The overall and comprehensive plan structure used to conduct the entire study is known 

as research design. Since the purpose of this study is to examine and investigate the 

satisfaction of Muslim tourists towards the halal tourism and travel agency which 

involves several factors which are assumed to have a relationship with satisfaction such 

as quality value, price value, emotional value, social value, Islamic attributes value and 

Muslim-friendly facilities, a deductive approaches where it is generally associated with 



quantitative research has been found most suitable for this study. 

Quantitative research is where the questionnaire was evolved in order to collect data and 

the hypothesis testing is beginning to narrow the scope of this research since the intent 

and idea of this study is hypothesis testing. This research time horizon that has been 

used in this study is cross-sectional studies since we would obtain the information at 

once at a particular time. Correlation analyses and hypothesis testing were used to 

explain the findings, thus it was used to justify the research questions and to accomplish 

its objectives (Khalek, 2012). Hence, measurement phenomena in measuring satisfaction 

would be done in this research to get the findings. 

In developing a questionnaire, several instruments had been used from different previous 

studies but for this research, the self-administrate questionnaire will be distributed by 

doing a survey for data collection that emphasizes to satisfaction. In addition, all 

instruments related to the variables involved were already validated from previous 

researchers using factor analysis. Therefore, this study seeks to define and clarify the 

variance in the dependent variables and also to assume the outcome of a given situation. 

3.5 Operational Definition 

According to Sekaran (2003), operational definition is used to define something in terms 

of a process which is done by looking at the behavior dimensions, aspect or property 

signified by the concept. There are many constructs used in this study such as 



satisfaction, quality value, price value, emotional value, social value, Islamic attributes 

vale and Muslim-friendly or Islamic facilities. 

3.5.1 Tourist Satisfaction 

The dependent variable of this study is tourist satisfaction towards Halal tourism 

industry in Selangor. According to Yuksel (2000), satisfaction is a crucial concept in 

tourist behavior literature, whereby tourist satisfaction is a post consumption process. 

The source of satisfaction was constructed by the previous researcher which is Atila 

Yuksel (2000). It is supported by a research from Rahmatya (2010) which define 

satisfaction as a situation where customer's expectations, wants and needs are met. In 

other words, tourist satisfaction is an evaluation of how to meet or surpass the 

expectation of tourists in the tourism products and services supplied by a company of the 

tourism system. In conclusion, halal tourism indicates to travel made for 

recreational, leisure and social purposes and although the motivation for travel is 

not naturally spiritual, there is a yearning to act in a way that is justified or 

permissible in accordance with the teachings of Islam (Vargas-Sanchez, 201 8). 

3.5.2 Quality Value 

There are four items constructed in this research, by Sweeney and Soutar that were 

related to the independent variable of quality value. Quality value assigns to the utility 

value that comes from the perceived quality and expected performance of the product 

and service (Sweeney & Soutar, 2001). Indirectly, it also means that quality values are 

present in the quality of service and product which will affect the satisfaction on the 

product and service. 



3.5.3 Price Value 

Williams and Soutar (2009) said that price value assigns to being favorable for the price 

paid. The item of this independent variable is constructed by Sweeney and Soutar (2001) 

whereby it is also called as value of money. Theoretically, the value of money is affected 

by the general price level. 

3.5.4 Emotional Value 

Another independent variable in this study is emotional value whereby Sheth, Newman 

and Gross (1991) refers it to a social-psychological proportion that depends on a 

product's capability to encourage an emotional state or affective condition. This variable 

has been constructed by Sanchez, Callarisa, Roriguez and Moliner (2006) and it also 

defines as utility derived from feelings or affective states that the product achieve or 

precipitate. Emotional components are made up of many emotions, such as happiness, 

sadness, angry, scared, surprise, frustration or disappointment and love. 

3.5.5 Social Value 

Social value can be operationally attributes to the utility achieved from a product's 

ability that is to complement the self-concept of a social consumer as stated by Sweeney 

and Soutar (2001). The items for this study were constructed by Sanchez, Callarisa, 

Roriguez and Moliner (2006) and many previous researches prove that social value does 

influence satisfaction. 



3.5.6 Islamic Attributes Value 

According to Eid and El-Gohary (2015), Islamic attributes can be operationalized as the 

Islamic value elements which indicate to the attributes that have applicability with the 

mles of Shariah or religious identity in the context of consumption. The permissible in 

Islam (Halal) prospect not only assigns to food and beverages but also administers to all 

aspects of life especially in the halal-ness in tourism service and product. 

3.5.7 Muslim-friendly Facilities 

Muslim-friendly or Islamic facilities are an instrument of Muslims choices on whether 

there is provision of Islamic facilities to make them carry out Sharia in ease. Based on 

Din (1989) and Mohamed et al. (2010), hotels that follow Sharia law that adept to afford 

fully equipped prayer rooms with Qibla stickers, the Quran, prayer mats and other 

Muslim-friendly facilities for Muslim tourists is an example for the Muslim-friendly 

facilities (Battour, Mohamed; Ismail, Mohd Nazari; Battor, Moustafa, 2010). 

3.6 Measurement of VariablesAnstrumentation 

According to this study, the researcher initially intends to use the existing instrument or 

construct used by the previous researchers. Satisfaction is the main issue concerned in 

this study and it will be treated as a single factor in order to validate the instruments. 

Basically, the measure of satisfaction recommended in this study is adapted from the 

combination of questions from various researches. Hence, the measurement of variables 

from previous also various researches that been conducted for this study is summarized 



as below: 

Table 3.1 

Summary of the variable and measurement of questions from the previous researcher 

3.6.1 Pilot Study 

Besides of refining the operations of the research project, the constitutional goal of a 

pilot study is not to collect research data, but to test out the research operations so that 

alterations can be made before the actual data are collected. A pilot study of the research 

instruments was regulated during the end of August. Next ambition is to regulate if the 

planned statistical analyses work and there are correlations between the variables and to 

identify ambiguous any items in the instruments. About thirty sets of this questionnaire 

were hand distributed to thirty people that had experienced in using travel agency to run 

the pilot test, and it is done before distributing the questionnaire for exact reason for this 

study. Thus, all the question in the questionnaire is reviewed and put in detailed before 

doing the pilot study. Time to execute the questionnaire ranged from ten to fifteen 

minutes. The SPSS program is used to determine the reliability (Cronbach's alpha) of 
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the independent and dependent variables. The result of the reliability test and the value 

of Cronbach's alpha are 0.925 which means that all variables are positively correlated to 

one another. Therefore, the reliability coefficient of the pilot study is considered good 

and thus further distribution of questionnaires should have done in order to gain the 

information needed. The result indicates that all the respondents able to answer within 

the time given and the answers are considered accepted as they don't get any problem 

during answering all the questions. At last, the 30 sets of questionnaire are used by the 

researcher to analyze the data collected in SPSS 25 by using Exploratory Factor 

Analysis (EFA). 

3.6.2 Exploratory Factor Analysis (EFA) 

After implementing the pilot study, the data collected from the study need to be analyzed 

through developing a factor analysis. This is to fulfill the requirement for the third 

validity, which is construct validity. Here, the researcher need to key-in the data 

collected into SPSS version 22.0. 

Normally, the factor analysis is used in order to develop a new questionnaire. Hence, the 

questionnaires that have been developed need to be measure by the factor analysis to 

c o n f m  whether the validity of the instrument. In this study, the question of the Muslim- 

friendly facilities is a new construct. Therefore, the factor analysis is needed and 

prescribed in this study. According to Hair et a1.,(1998) stated that factor analysis is 

done if the common underlying cut-off point chosen to accommodate a significant factor 

which is 0.30 (Hair, Anderson, Tatham & Black, 1998). Meaning that, any factors that 



less than 0.30 were removed. The factor analysis has been used to measure the validity 

of questions hence the 95 per cent confidence level is significant for this study. 

In addition, Hair et al. (1998) indicate that there are several conditions before making 

the factor analysis. If the questions of the variables are come out from the published 

construct or previous researcher, there is no need to make a factor analysis as the 

construct variable is already valid at all. In contrast, if the questions of the variables are 

self-created or own construct, then the factor analysis is needed in order to make sure the 

validity of the questions. In this study, the Kaiser-Meyer-Olkin (KMO) and Bartlett-s 

test is used in performing the factor analysis in order to measure the degree and presence 

of correlation between variables. In addition, Hair et al. (1998) indicates that for the 

KMO or measure of sampling adequacy (MSA) interpretation, it must been follow with 

the some guidelines such as the MSA value exceed that 0.80 is considered (meritorious), 

0.70 above is (measurable), 0.60 above is (mediocre),0.50 above is (miserable) and 

below 0.50 is considered cannot be accepted (excluded). Besides that, the test of 

sphericity should be in significant where the value must in 0.50 or below. 

Table 3.2 

Factor loadings of dependent variable 

Fac. 

Satisfaction 

Items loading 

I am very satisfied with the package provided by 
the Halal Travel Agency. 

I am very satisfied with the service provided by 
the Halal Travel Agency. 

I am very satisfied when interacting and dealing 

Loading 

335 

321 

.795 

Percentage 
of 

variance 
64.258 



I with Halal Travel Agency's staff. I ' I I 
I I 

Table 3.3 

Overall, the quality of the service is provided by 
the agency is outstanding. 

I will recommend this industry to those who 
want to choose the Halal tourism. 

Factor loadings of independent variables 

.776 

,779 

Items loading 

Items loading 



Items loading 

Items loading 

swimming pools and gymnasium for men and 

Items loading 

Muslim- 
friendly 
facilities 

Easy access to the halal food in my travel 
destination. 

The destination's recreational facilities must align 

.603 

.600 

variance 
44.729 



disasters occurring. 

Note: (Please refers appendix B for details output) 

Table 3.2 and table 3.3 above showed that there is 7 factors of dependent and 

independents variables from this analysis that consists of 35 items. For factor of 

Muslim-friendly facilities has explained about 44.729% of the variation in the items. 

The selected significant loading for items or question 1 for Muslim-friendly facilities is 

(0.603), items 2 (0.600), items 3 (0.759), items 4 (0.705), items 5 (0.740), items 6 

(0.764), items 7 (0.742), items 8 (0.708), items 9 (0.650) and items 10 (0.638) are 

considered as high factor and cannot be rotated. Therefore, it can be summarized that all 

the questions listed in this variables are valid to be used in this study. Besides factor for 

quality value has explained about 57.872% of the variation in the items where the 

selected significant loading for items or question 1 which is (0.688), items 2(0.728), 

items 3 (0.844), items 4 (0.775) are considered as high factor and cannot be rotated. 

51 



Meanwhile, for the factor of price value has explained about 43.839% of variation in the 

items where the selected significant loading for items 1 is (0.700), items 2(0.913), items 

3 (0.590), items 4 (0.591) are considered as high factor. 

A part from the factor of emotional value has explained about 67.047% of the variation 

in the items where the selected significant loading for items 1 which is (0.839), items 

2(0.845), items 3 (0.807), items 4 (0.783) are considered as high factor. Next is factor of 

social value that has explained about 58.676% of the variation in the items where the 

selected significant loading for items or question 1 which is (0.713), items 2 (0.818), 

items 3 (0.828) and items 4 (0.695) are considered as high factor and cannot be rotated. 

Next is the factor of Islamic attributes value that has explained about 44.123Y.of the 

variation in the items where the selected significant loading for items or question 1 

which is (0.663), items 2 (0.591), items 3 (0.693) and items 4 (0.704) are considered as 

high factor. 

Last but not least, for the factor of dependent variables which is Muslim tourist's 

satisfaction, this factor has explained about 64.258% of the variation in the items where 

the selected significant loading for items or question 1 which is (0.835), items 2 (0.821), 

items 3 (0.795), items 4 (0.776) and items 5 (0.779) are considered as high factor and 

cannot be rotated. Therefore, it can be summarized that all the questions listed in this 

variables are valid to be used in this research. 

Besides that, to verify the set of data, the factor analysis of Kaiser-Meyer-Ollcin (KMO) 

and Bartlett's Test of Sphericity has been used in this research. Basically, KMO is used 

to analyze to measure the adequacy of sampling and functioned to regulate the presence 



of a sufficient number in significant correlations between the items. Meanwhile, the 

Bartlett's Test in other hand in used to test the significant level. Table 3.4 below showed 

the result for KMO and Bartlett's Test for this analysis. 

Table 3.4 

KMO and Bartlett's Test 

Fac. 

Muslim-friendly facilities 

Quality value 

Price value 

Emotional value 

Social value 

Islamic attributes value 

Note: (Please refers Appendix B for details output) 

Kaiser-Meyer-Olkin 

0.922 

0.802 

0.680 

0.843 

0.815 

Satisfaction 

As we can see in the table 3.4 above, the value for KMO are 0.922 (Muslim-friendly 

facilities), 0.802 (quality value), 0.680 (price value), 0.843 (emotional value), 0.815 

(social value), 0.634 (Islamic athibutes value) and 0.890 (satisfaction) where this value 

is considered as a higher value because it is close to 1.0. Hair et al., (1998) indicates that 

the higher value that close to 1.0 in the factor analysis is known as a higher value and 

may be useful in this study. In addition, if the value is less than 0.50, then the results in 

the factor analysis are may not be useful and not suitable to be used as it cannot be 

accepted. Meanwhile, the Bartlett's Test in study was found to be significant where the 

Bartlett's Test of Sphericity 

0.000 

0.000 

0.000 

0.000 

0.000 

I I 
0.634 0.000 

0.890 0.000 



significant value is as 0.000. Meaning that, the Bartlett's Test showed whether the 

correlation matrix is identify matrix that can lead to the conclusion where the variables 

are not related to each other. Therefore, it is showed that all the values are in sufficient 

correlation among the items that involved in this study. 

3.6.3 Reliability Test 

Reliability test is used to measure the goodness of data, including the firmness and 

cohesion of the items. It is important for this study to ascertain the extent to which items 

measure the concepts which hang together as a set. The scales use to measure concepts 

are using published scales or validated measurement whereby the variables are 

subjective data, an abstract and subjective nature. There is no bias to indicate the extent 

of the reliability of measure to ensure a steady measurement across time and across the 

diversified items in the instruments. The most widely used methods to examine the 

internal consistency are using Cronbach's Alpha. Based on Gliner, Morgan & Leech 

(2009) it the item on the test has multiple choices, for instance the questionnaires are 

based on the Likert Scale, then Cronbach's Alpha is the recognized method in order to 

determine the reliability of the instnunents (Gliner, Morgan, & Leech, 2009). In general, 

the probability statement or significance level is less than 0.05 and the Cronbach's alpha 

coefficient can hold a value of zero to 1. Thus, reliabilities of less than 0.60 are 

considered to be poor, those in the 0.7 range are acceptable and those over 0.8 are 

considered as good (Cavana, Delahaye, & Sekaran, 2001) 



Results of reliability test (Pilot Test) 

Note: (Please refer to Appendix C for details output) 

No 

1 

2 

3 

4 

5 

6 

7 

Table 3.5 above indicates the result of reliability test using the Cronbach's Alpha for 

pilot test. A higher value of Cronbach's Alpha refers to the greater reliability and 

consistency of the instruments and vice versa. The result for satisfaction is considered to 

be the highest which is 0.925, followed by the Muslim-friendly facilities which is 0.919, 

emotional value which is 0.890, quality value which is 0.828, social value which is 

0.818, Islamic attributes value which is 0.669 and the last one is price value which is 

0.473. Therefore, it can be concluded that all the values of Cronbach's Alpha are 

considered acceptable for the pilot test results of reliability. 

Variables 

Satisfaction 

Quality Value 

Price Value 

Emotional Value 

Social Value 

Islamic Attributes Value 

Muslim-friendly Facilities 

No. of Items 

5 

4 

4 

4 

4 

4 

10 

Cronbach's Alpha 

0.925 

0.828 

0.473 

0.890 

0.818 

0.669 

0.919 



3.7 Data Collection Method 

Primary data were collected in this research to address the research objectives through 

the application of questionnaire. Zikmund (2002) illustrate that primary data are the 

first-hand data communication and interaction with the representative sample of the 

population (Zikmund, 2002). The advantage of primary data is its reliability in that it is 

often generated by a researcher for specific purposes and within a specific context to 

address a well-defined problem, in other word, the researcher had decided to use self- 

administered questionnaires refer to the situation where the informants (Muslim tourist) 

will take the responsibility for reading and answering the questions listed in the survey. 

The sample was chosen through the permission of the travel agencies to get the data 

from their customers and clients. 

3.8 Sampling Design 

3.8.1 Population of the Study 

Sekaran (2003) illustrate the population as the unified group of people, events, or things 

of interest that the researcher desires to examine. The population for this study dwells of 

Muslim tourist who had experienced on travelling with any halal tourism and Muslim- 

friendly travel agency in the area of Shah Alam, Selangor. The travel agency for this 

study is in the area of Shah Alam which are an Islamic travel agency that promotes 

Muslim-friendly product and service. The total of population of the travel agency in 

Selangor is 1174 and there are 153 travel agencies in Shah Alam, therefore, there are 49 



travel agencies in Shah Alam that promotes Muslim-friendly product and service which 

this selection of agency is based on the product and service that they offer which is a 

Muslim-fiiendly travel agency. Table 3.2 shows the list of Muslim-friendly travel 

agency in the area of Shah Alam, Selangor that was identified by the researcher of this 

study. 

Table 3.6 

The lists of registered Muslim-friendly travel agency in the area of Shah Alam, Selangor 

up until 30 April 2019 

No 

1 

2 

3 

4 

5 

6 

7 

8 

9 

10 

11 

12 

13 

14 

Muslim-Friendly Travel Agency 

AL-FATEH TRAVEL & TOURS SERVICES SDN. BHD. 

AL-KAWSAR TRAVEL & TOURS SDN. BHD. 

AL-MUKMININ TRAVEL & TOURS SDN. BHD. 

ALAM SNAHAH TRAVEL & TOURS SDN. BHD. 

ALCC AL AMIN TRAVEL SDN BHD. 

ALIA TRAVEL & TOURS SDN. BHD. 

ANDALUSI.4 TRAVEL & TOURS SDN BHD. 

AMBAR TRAVEL & TOURS SDN. BHD. 

BARAKAH UMHAJ TRAVEL & TOURS SDN. BHD. 

BOUSTEAD TRAVEL SERVISE SDN. BHD. 

D Z TRAVEL & TOURS (M) SDN BHD. 

DELLEVEN TRAVEL NETWORK SDN. BHD. 

DHIA HOLIDAYS & TOURS SDN. BHD. 

DHUHA TRAVEL SDN BHD. 



19 1 HARMAIN TRAVEL SERVICES SDN. BHD. 
I 

15 

16 

17 

18 

ECO RITHS LEISURE TRAVEL & TOURS SDN. BHD. 

EL FATEH EMERALD TRAVEL & TOURS SDN. BHD. 

ESHAN HOLIDAYS SDN. BHD. 

FA IZIN INTERNATIONAL TRAVEL & TOURS SDN. BHD. 

20 

21 

22 

23 

24 

25 

HYDRAMAS TRAVEL & TOURS SDN. BHD. 

IMTIYAZ TRAVEL & TOURS SDN. BHD. 

INSHlRAH TRAVEL & TOURS SDN BHD. 

JAD TRAVEL & TOURS (M) SDN BHD. 

JOMKEMBARA TRAVEL & TOURS SDN. BHD. 

KABAZ EVENT TOURS SDN BHD (LAHAZAN TRAVEL SDN BHD) 

26 

27 

KEMBARA SUFI TRAVEL & TOURS SDN. BHD. 

KEMBARA UMRAH SDN. BHD. 

28 

29 

30 

31 

32 

33 

34 

35 

36 

37 

38 

KOPETRO TRAVEL & TOURS SDN BHD. 

MAGHFIRAH TRAVEL & TOURS SDN. BHD. 

MURSYID ALHARAMAIN TRAVEL & TOURS SDN. BHD. 

PERSADA GLOBAL HOLIDAYS SDN. BHD. 

QALESYA TRAVEL AND SERVICES SDN. BHD. 

RAHA LEGACY HOLIDAYS SDN. BHD. 

RAYHAR TRAVELS SDN. BHD. 

RETHWAN TRAVEL AND TOURS SDN. BHD. 

RMLA TRAVEL & TOURS SDN. BHD. 

RMS TRAVEL & TOURS SDN. BHD. 

SIMPLY UMH TRAVEL SERVICES SDN. BHD. 



3.8.2 Sampling Frame 

39 

40 

41 

42 

43 

44 

45 

46 

47 

48 

49 

Sampling is a process that comprises conclusive on a group of people, events or other 

elements with which to conduct a study (Bums, 2007). It is also a procedure of selecting 

SINA LEISURE SDN. BHD. 

TARIQ TRAVEL & TOUR SDN. BHD. 

TH TRAVEL & SERVICES SDN. BHD. 

TIRAM TRAVEL SDN. BHD 

TRAVELNIA TOURS SDN. BHD. (DNDK HOLIDAYS SDN BHD) 

TRI-D TRAVEL & TOURS SDN BHD. 

UHB TRAVEL & TOURS SDN. BHD. 

UNIQ TRIP SDN. BHD. 

WORLD TRAVEL AMBASSADOR SDN BHD. 

YIROS TOURS & TRAVEL SDN. BHD. 

ZAHAFIZ TRAVEL & TOURS SDN. BHD. 

parts from a large group of people with the intent of generalizing from the sample which 

is the smaller group to the population (the large group). Due to the nature of this study, 

Source: MOTAC.com 

only Muslim tourist in Shah Alam, Selangor was invited to engage in this study. The 

study targeted Muslim tourists at Shah Alam, Selangor which is a customer or client 

£rom some Muslim-friendly travel company where they were located at Shah Alam since 

this research will only focus at Shah Alam. The sampling units in this research consisted 

of 230 sets of questionnaires that were distributed by two ways which is using Google 

form or online and by hand to the Muslim tourists that experienced travelling with 
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Muslim-friendly travel agency especially in Shah Alam, Selangor. The researcher cannot 

clearly identify the population for the Muslim tourist experiencing travelling with the 

Muslim-friendly travel agency in Shah Alam, and then the researcher approached the 

staffs that work at the Muslim-fnendly travel agency to ask them for help in distributing 

the questionnaire to their customers and clients. Table 3.3 shows the lists of Muslim- 

friendly Travel agencies involved in this study. 

Table 3.7 

List of Muslim-fn'endly travel agencies involved in this study 

34 I JOMKEMBARA TRAVEL & TOURS SDN. BHD. 

Random Number Generator 

8 

Muslim-friendly Travel Agency 

AMBAR TRAVEL & TOURS SDN. BHD. 

33  I RAHA LEGACY HOLIDAYS SDN. BHD. 

- .  I 

40 I TARIQ TRAVEL & TOUR SDN. BHD. 

27 

44 I TRI-D TRAVEL & TOURS SDN BHD. 

KEMBARA SUFI TRAVEL & TOURS SDN. 
BHD. 

45 I UHB TRAVEL & TOURS SDN. BHD. 

3.8.3 Sampling Elements 

The case in the population or unit of analysis is assign to the sampling elements. The 

problem statement in this research is to examine factors influencing tourist's satisfaction 

towards halal tourism and travel industry among Muslim tourists. This study is also 

aiming to determine which factors would affect their satisfaction towards the quality 

value, price value, emotional value, social value, Islamic attributes value and Muslim- 



fnendly facilities. Therefore, the unit of analysis in this study is the individual of 

Muslim tourist in Selangor. The researcher would recognize the data collected from each 

individual and treat their response as a source of individual data. Thus, in order to meet 

the objective of this study, the sample was chosen based on the following criteria: 

i) Samples should be Muslim. 

ii) Samples should be a tourist lives in Selangor. 

iii) Samples should experience in travelling with Muslim-friendly travel agency. 

3.8.4 Sampling Technique 

The questionnaires in this study were distributed among Muslim tourists in Shah Alam, 

Selangor. The letter of application for data collection expressed by the university was 

given to the Muslim-friendly travel agency in order to get permission to execute the 

study in this field. The researcher had approached the Muslim-friendly travel agencies 

(refer table 3.3) around the city and the respondents were given time to fulfill the 

questionnaires appropriately. Then the questionnaire would be collected after the 

stipulated due date and the researcher can directly get the data and answered 

questionnaire for the online questionnaire. Therefore, the researcher was trying to use 

probability sampling technique in this study which is a simple random sampling since 

the target population for agencies was already known and each of them has equal 

chances of being chosen as a population for this study. Hence, the agencies are selected 

by using the random number generator in order to get the selected travel agencies that 

can be used by the researcher to get data. 



Among the list of 49 Muslim-friendly travel agencies, the researcher chooses 7 agencies 

to be selected in order to make the sample are enough with the 230 of samples. Even 

though the population for this study is chosen by using simple random sampling, there 

was constraint on getting to know the population or total of Muslim tourist or customer 

to the chosen agencies. At the end, since the researcher cannot use simple random 

sampling as the sampling technique for the sampling size for sample or the respondents, 

this study use convenience sampling which is a non-probability sampling that involves 

collecting information from members or customers of the population who are easily 

available to give it. Due to the time constraint, this sampling was chosen since it is 

remarkably regular used during the exploratory aspect of research project and may be 

the best way of collecting basic information instantly and aptly (Cavana, Delahaye, & 

Sekaran, 2001). 

3.8.5 Sampling Size 

Sampling size indicates the number of elements and components to be included in the 

research and it was carried out through survey approach. Since, there is no exact data on 

Muslim tourist fiom Shah Alam that went travelling with Muslim-friendly agency 

especially from the seven (7) Muslim-friendly travel agency that involved in this study, 

the researcher targeted the population of Shah Alam which is 617 149 during the year of 

2019 to be the sample size. Muslim is a majority people that lived in Malaysia that 

makes it more than half of the population in Shah Alam is Muslim, half from the 

population is equal to 308 574 whereby it is expected to be more than that numbers. 

Table 3.5 shows that summary generalized scientific instruction for sample size 

decisions, therefore that the sample size of this study is 384 based on the population. 
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Based on Roscoe (1975) cited from the book written by Sekaran et al. (2001) stated that 

the rules of thumb for identifying sample size were larger than 30 and smaller than 500 

are appropriate for most research (Cavana, Delahaye, & Sekaran, 2001). It is important 

to know that the survey method has poor response rate and to ensure minimal response 

number (384) is obtained; the questionnaire form (Google form) were distributed 

indefinitely by the travel agency's staff to their customer and client. The assumed 

response rate for this study is about 60 percent, which is equivalent to 230 of the 

questionnaires obtained in this study which is sufficient for this research and were still 

enough for conducting the analysis. 

Table 3.8 

Sample size for a given population size 

3.9 Questionnaire Design 

In this research, questionnaire is used to collect the data in order to attain the objectives 
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N (Population Size) 

30 000 

40 000 

50 000 

75 000 

1 000 000 

S (Sample Size) 

379 

380 

381 

3 82 

3 84 

Source: (Cavana, Delahaye, & Sekaran, 2001) 



of this study and it is suggested since questionnaire is the most applicable when dealing 

with a large number of informants. After the instrument has been validated through the 

several processes, the real questionnaire was developed in order to be executed in a real 

field of study. The questionnaire subsists of a front page and its contents are divided into 

three sections where the questionnaire was developed in dual languages, which is 

English and Malay. This would give the informants an option to read the statements 

either in Malay or English language based on their preference. Furthermore, the cover 

page for the questionnaire consists of the consent message and some brief explanation 

regarding the aim of the research. Table 3.4 below show the details of each section in the 

questionnaire. 

Table 3.9 

Subdivision for the questionnaire design 

Detailed of the questionnaire design can be referred in Appendix A at the end of this 

research report. The measurement of the questionnaire is based on nominal and interval 
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scale where nominal scale refers to the categorization of the individuals into mutually 

exclusive which can be calculated using percentage or frequencies (Sekaran, 2003). 

Based on this study, Section A which consists of demographic profiles namely gender, 

nationality, educational level, age, income (RM) and channels fall under the nominal 

scale which has no intrinsic values. While for interval scale, it allows the performance of 

arithmetic operations and measure the distance between two points on the scale 

(Sekaran, 2003). Section B consists of items that were operationalized using a five-point 

Likert-type scale that was used as an indicator to determine the answer where it has five 

(5) values which give different views towards the answer. The last section (Section C) is 

an open-ended question for the Muslim tourist to answer in any way they like. This 

section is to obtain any suggestion or recommendation to improve the satisfaction 

among Muslim tourist which is based on their own views. 

3.10 Techniques of Data Analysis 

The raw data obtained from the questionnaires will be analyzed using several statistical 

tools. The data from this research would be the evidence on whether or not the validated 

construct congruence between the research problem, objectives, techniques and the 

hypotheses. For quantitative data analysis, statistical tool and interpretation of the results 

of the analysis will be using SPSS version 22.0. This includes factoring and reliability 

analysis to test the goodness of the instrument, descriptive statistics to describe the 

characteristics of the respondent, and the distinction between the variables and 

demographic profiles. The data later were analyzed and the hypothesis is tested. The 



hypotheses tested would be the result of the data that would be collected in this study. 

3.10.1 Normality Test 

Hair, Anderson, Tatham and Black (1998) suggested that normality of data was 

considered a major concern which normality can be establish through some extent by 

gaining skewness and kurtosis values (Hair, Anderson, Tatharn, & Black, 1998). The 

normal distribution is important because it gives the underlying basis for many 

derivations by researcher who collect data using sampling. That is why this research has 

to run the normality test in order to make sure the normality of the distribution. In 

addition, the scores should be normally distributed in the population for normality. The 

research purpose for this study involved all variables to be tested through SPSS to make 

sure there is no violation of normality assumption using a certain procedure laid down 

under SPSS. Furthermore, the outliers were removed from the analysis through the 

normality test and the results can be obtained after removing them by using the graphical 

analysis and statistical test of normality. The normal distribution will form a straight 

diagonal line and the plotted data values are parallel to the diagonal and Gom the normal 

Q-Q plot of all variables, almost all data distributions were plotted nearly follows the 

diagonal (Appendix D), it can be summarized that the data used in this study did not 

intervene the normality assumption for the inferential analysis. Table 3.10 shows the 

assessment of normality test for this study. 



Assessment of normality 

Note: (Please refer Appendix D for output details) 

VARIABLES 
Quality Value 
Price Value 
Emotional Value 
Social Value 
Islamic Attributes Value 
Muslim-iiiendly Facilities 
Satisfaction 

Skewness and Kurtosis are the most popular method used by many researchers to 

describe the shape of data distribution. Basically the results of shape distribution will 

depend on the result from Skewness and Kurtosis itself. Hair et al., (1998) defined that 

there are simple procedure to make the normality test based on the Skewness and 

Kurtosis which is actually available in the SPPS program. Based on the table 3.10 above, 

we can see that all the data in the range of (-1) to ( i l )  for Kurtosis and Skewness and 

this data set has not violated with the assumption of normality. Meaning that, it shows 

that the variables are in normally distributed. Besides that, through the normality test, 

the outliners have been removed kom this analysis in obtaining the results that using the 

graphical analysis and statistical test or normality. From the normal Q-Q plot of all 

variables such as quality value, price value, emotional value, social value, Islamic 

attributes value, Muslim-friendly facilities and satisfaction (refers Appendix D) are in 

the normal distribution where it were plotted closely to the diagonal. Therefore, it can be 

summarized that the data that involved in this study did not interrupt the assumption of 

normality in the inferential analysis. 

SKEWNESS 
-0.200 
-0.161 
-0.518 
-0.475 
-0.129 
-0.482 
-0.675 

KURTOSIS 
-0.156 
-0.600 
0.286 
0.309 
-0.850 
0.769 
0.389 



3.10.2 Descriptive Statistics 

Descriptive analysis has been engage to carry out the data analysis on the Muslim 

tourist's profile in term of gender, nationality, education level, age, income (RM) and 

information channels. The Muslim tourist's profile was one of the sections in the 

questionnaire in this study. Descriptive statistics are provided by frequencies, 

percentage, values as well as the measure of central tendency and dispersion such as 

mean and standard deviation. The frequencies would also be visually displayed as 

histograms, bar charts or pie charts. Hence, descriptive statistics namely maximum, 

minimum, means, standard deviations and variance and percentage values for interval- 

scaled independent and dependent variables are obtained. 

3.103 Independent Sample T-test 

Independent sample t-test is normally involved to compare or to test the differences 

between two means of two related groups in order to identify whether there are any 

statistically significant differences between the means. The assumptions that must be 

undertaken for independence of groups or residuals are the respondents should be appear 

in only one group and it should not be related to each other, while the groups of 

homogeneity of variance should come from populations with equal variance and 

Levene's test for equality of variance is used to test assumption of this study. One 

example from this study that used t-test is to analyze the differences between male and 

female (gender) towards the satisfaction with other independent variables involved. 

Groups like male and female (gender) is considered to be nominal while satisfaction is 

an interval because the level of measurement of t-test will he based on two different 



measurements, for example, the independent variable should be nominal while 

dependent variable should be an intervallratio or a scale. 

3.10.4 One-way ANOVA 

The one-way analysis of variance (ANOVA) is the component of inferential analysis 

that used to test the differences between more than two groups or at least three groups. 

This analysis is used in this research to examine the differences of respondent's 

demographic (educational level, age, income and channels) on satisfaction and halal 

tourism industry. Blaikie (2003) stated that the one-way require assertive assumptions in 

order to use the value of F statistics to verify whether the differences between the means 

are significant or not (Blaikie, 2003). The researcher needs to refer to the column labeled 

sig. to interpret the output, if the F-value is below the significance level (assume the 

significance level is <0.05), so there is an existence of statistically significant differences 

between the groups involved. The assumptions of this test for the population normality 

and homogeneity of variance are similar as stated before which is independent t-test. 

3.10.5 Pearson Correlation 

The Pearson correlation coefficient is to examine the relationship between dependent 

and independent variables that include illustrating the strength of the relationship which 

were operated in this research to answer the research second question. The values of the 

correlation coefficient are always between -1.0 and +1.0 which correlation coefficient of 

+1.0 shows that the two variables are thoroughly associated in a positive linear sense, a 

correlation coefficient of 0 illustrates that there is no linear relationship between two 

variables and correlation coefficient of -1.0 shows that two variables are thoroughly 
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associated in a negative linear sense (Creswell, 1994). However, the researcher must 

realize that even +1.0 and -1.0 are having equal or strong value, both would come out 

with diverse interpretations. Hence, for this research is to examine the correlation 

between quality value, price value, emotional value, social value, Islamic attributes 

value, Islamic facilities and the satisfaction among Muslim tourists towards halal 

tourism industry. 

3.10.6 Multiple Regressions 

Multiple regressions are a data analysis used to describe the relationship between a 

single dependent variable with several independent variables. Multiple regressions can 

help the researcher to understand how much the variance in the dependent variable is 

affected by the independent variables and multiple R values are calculated in multiple 

regression. This value will give an interpretation of the strength of the relationship that 

exists between the independent variable and the dependent variable. It is important to 

know that although the multiple R value is high, it does not mean that independent 

variables can origin changes in the dependent variable. Hence, multiple regression 

analysis was used to test the hypothesis and to determine the extent of collaboration 

instrument of the independent variables to dependent variables. 



3.11 Conclusion 

This research would measure the Muslim tourist satisfaction on the Halal tourism 

industry that is rapidly growing in this contemporary where it is measure by using the 

constructs from previous research. Therefore, these studies add one more construct that 

would be necessary and relatable to the satisfaction which is Muslim-friendly facilities. 

As some of the previous research also use this item or construct as a measurement tool 

to measure satisfaction hence the only difference is that it is a published in a separated 

research. Thus the research methodology in this research is important to address the 

research problem as well as research questions. The entire step starting from collecting 

the data until the tools to analyze the data was explained in this chapter. The 

continuation of this chapter would be the next chapter, which are findings of the data 

analysis. 



CHAPTER FOUR 

FINDINGS 

4.1 Introduction 

This chapter discusses the findings or the results obtained from the analysis. Through 

data collected, the normality test, descriptive test and the entire test mentioned before 

will be conducted. All the data analysis and their interpretations will be thoroughly 

discussed in this chapter. 

4.2 Research Response 

Assumed that a total of 384 sets of questionnaire were dispersed to the respondents 

including via online questionnaire form and a total of 230 were answered. The total 

answered sets representing a response rate of 60 percent, which is considered acceptable. 

Furthermore, all questionnaires returned are useable. The response rate was considered 

adequate for the previous research involving Muslim tourist used less than 100 

respondents. The lack of response and response rate are because of lack of their 

contribution from some informant and travel agencies since a lot of them are busy 

handling their business. 



4.3 Reliability of the Instrument (Actual Data) 

The reliability is important to measure the scales which are reliable and it commonly 

measures the instrument by Cronbach's Alpha coefficient for internal consistency. Table 

4.1 shows the value of findings by Cronbach's Alpha coefficient of each variable. 

Table 4.1 

Value of reliabili@ (Actual Data) 

Source: (Please refer Appendix C for output details) 

No 
1 
2 
3 
4 
5 
6 
7 

Table 4.1 above shows the result of reliability test for actual data using the Cronbach's 

Alpha. Hair et at, (2010) stated that the Cronbach's Alpha is used to test the consistency 

and its reliability of the research instrument. A higher value of Cronbach's Alpha refers 

to the greater reliability and consistency of the instruments and vice versa. In this study, 

the result of Cronbach's Alpha for satisfaction is considered to be the highest which is 

0.900, followed by the emotional value which is 0.890, social value which is 0.843, 

quality value which is 0.842, Muslim-friendly facilities which is 0.802, Islamic attributes 

value which is 0.755 and the last one is price value which is 0.696. Therefore, it is can 

be concluded that all the values of Cronbach's Alpha are considered acceptable. 

Variables 
Satisfaction 
Quality Value 
Price Value 
Emotional Value 
Social Value 
Islamic Attributes Value 
Muslim-friendly Facilities 

No. of Items 
5 
4 
4 
4 
4 
4 
10 

Cronbach's Alpha 
0.900 
0.842 
0.696 
0.890 
0.843 
0.755 
0.802 



4.4 Descriptive Analysis for Demographic Characteristics of Respondents 

An analysis was regulated to discern the profile of the respondents that engaged in this 

study which consist of the Muslim tourists in Shah Alam that had been travelling with 

Muslim-friendly travel agency. The demographic information includes gender, 

nationality, educational level, age, and income (RM). Table 4.2 illustrates the 

distribution of respondents that involved in this research. 

Table 4.2 

Distribution and profile of the respondents 

Demographic 
Profile 

Gender 

Nationality 

Educational 
Level 

Categories 

Male 
Female 

Malaysia 
Non-Malaysia 

Primary Education 
Secondary Education 
Diploma 
Bachelor of Degree 
MasterJPHD 

18 to 23 
24 to 29 
30 to 35 
36 to 41 
42 or above 

Frequencies 
gv) 

96 
134 

219 
11 

1 
41 
63 
92 
33 

2 1 
80 
51 
31 
47 

Percentage 
(%) 

41.7 
58.3 

95.2 
4.8 

0.4 
17.8 
27.4 
40.0 
14.3 

9.1 
34.8 
22.2 
13.5 
20.4 



Table 4.2 (refer Appendix E) describes the profile of the respondents and majority of 

them were female (58.3%) and the rest (41.7%) were male. All of the respondents are 

Muslim and have experienced travelling with Muslim-f3endly travel agency. This is 

followed by the respondent's nationality which 95.2 percent of them were Malaysian 

and 4.8 percent were not Malaysian. In terms of educational level, 0.4 percent of the 

respondents held at least primary education, 17.8 percent held at least secondary 

education while, 27.4 percent have diploma as their highest education level. Meanwhile, 

40.0 percent of the respondents hold a bachelor of degree while the rest of 14.3 percent 

held a master or PHD as their highest education level. 

As for the respondent's age range 9.1 percent were from the age range of 18 to 23 years, 

while 34.8 percent were from the age of 24 to 29 years old. 22.2 percent from the 

respondents are from the age range of 30 to 35 years old, 13.5 percent of the respondents 

are in the age range of between 36 years to 41 years and the rest of 20.4 percent were 

from the age of 42 years or above. 

44.3 
22.2 
17.4 
6.1 
10.0 

As for the annual net household income (RM) of the respondents, the net income ranges 

in between RM24,000 or below have the highest percentage with 44.3 percent following 

by the net income in between RM24, 001 to RM48,OOO with 22.2 percent and the net 

income ranging between RM48, 001 to RM72,OOO were 17.4 percent from the 

102 
51 
40 
14 
23 

Annual Net 
Household 
Income (RM) 

24,000 or below 
24,001 to 48,000 
48,001 to 72,000 
72,001 to 96000 
96,001 or above 



respondents. The net income of respondents ranging kom RM72,001 to RM96,OOO was 

6.1 percent from the respondents and the rest of 10.0 percent were kom the net income 

of RM96.001 or above. 

It can be summarized that most of the respondents in this research were female and most 

of them are from the age range of 24 to 29 years old, most importantly majority and 

almost all of them were Malaysian. A lot of respondent that hold a bachelor of degree 

tend to go travel with Muslim-friendly travel agency and most of the respondents have 

the net income of RM24,OOO or below. 

4.5 Differences between the Selected Demographic Factors and Satisfaction in 

Halal Tourism and Travel Agency 

In order to test the first objective and hypothesis, the researcher used the independent 

group t-test analysis and the analysis of variance (one-way ANOVA) to examine the 

significant differences between the selected demographic factors and satisfaction in halal 

tourism and travel agency. There are five demographic factors that had been tested 

among Muslim tourists as the respondents which are gender, nationality, educational 

level, age and income (RM). All of the demographic factors listed were selected, which 

is gender, nationality, educational level, age and income (RM) in determining the 

significant differences with satisfaction. 



4.5.1 The differences between male and female in satisfaction towards halal tourism 

and travel agency 

Hola: There is no significant difference of satisfaction towards Halal tourism 

and travel industry between male and female among Muslim tourist in Shah 

Alam, Selangor. 

Hala: There is a significant difference of satisfaction towards Halal tourism 

and travel industry between male and female among Muslim tourist in Shah 

Alam, Selangor. 

The independent group t-test is used for comparing the means of two samples and it is to 

compare the actual difference between two means in relation to the variation in the data 

which asserted as the standard deviation of the difference between the means (Bhatti, 

Hee, & Sundram, 2012). Hence this study used independent sample t-test to find the 

differences between male and female in satisfaction towards halal tourism and travel 

agency. 

Table 4.3 

T-test Results for the dzfferences between male and female in satisfaction towards halal 
tourism and travel agency 

Source: (Please refer Appendix F for output details) 
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Variable 

Satisfaction 

Gender 

Male 
Female 

Mean 

3.9708 
4.03 13 

Std. 
Deviation 

0.6674 
0.6414 

t-value 

-0.694 

Sig. 

0.489 



Table 4.3 show the significance value is 0.489. This value is greater than 0.05 and it 

concludes that there is no statistically significant differences between satisfaction 

towards halal tourism and travel agency for male and female conditions. Since the mean 

for female condition was greater than the mean for male condition, the researcher 

concludes that the female satisfy towards halal tourism and travel agency more than 

male. Therefore, the hala: hypothesis alternative cannot be accepted while the hola: 

hypothesis null cannot be rejected. 

4.5.2 The differences between Malaysian and Non-Malaysian in satisfaction 

towards halal tourism and travel agency 

Holb: There is no significant difference of satisfaction towards Halal tourism 

and travel industry between Malaysian and Non-Malaysian among Muslim 

tourist in Shah Alarn, Selangor. 

Halb: There is a significant difference of satisfaction towards Halal tourism 

and travel industry between Malaysian and Non-Malaysian among Muslim 

tourist in Shah Alarn, Selangor. 

As for the differences between nationality and satisfaction, the independent sample t-test 

is used for comparing the means of two samples which is Malaysian and non-Malaysian 

to compare the actual difference between the two means in relation to the variation in the 

data which asserted as the standard deviation of the difference between the means. Thus, 

the table below shows the result for the differences in nationality. 



T-test Results for the diffences between Malaysian and non-Malaysian in satisfaction 
towards halal tourism and travel agency 

Source: (Please refer Appendix F for output details) 

Table 4.4 show the significance value is 0.230. This value is greater than 0.05 and it 

concludes that there is no statistically significant differences between satisfaction 

towards halal tourism and travel agency for nationality conditions. Since the mean for 

non-Malaysian condition was greater than the mean for Malaysian condition, the 

researcher concludes that the non-Malaysian satisfy towards halal tourism and travel 

agency more than Malaysian. Therefore, the halb: hypothesis alternative cannot be 

accepted while the holb: hypothesis null cannot be rejected. 

Variable 

Satisfaction 

4.5.3 The differences of satisfaction towards halal tourism and travel agency at  

different level of education 

t-value 

-1.202 

Hol c: There is no significant difference of satisfaction towards Halal tourism 

and travel industry at a different level of education among Muslim tourist in 

Shah Alam, Selangor. 

Sig. 

0.230 

Nationality 

Malaysia 
Non-Malaysia 

Halc: There is a significant difference of satisfaction towards Halal tourism 

and travel industry at a different level of education among Muslim tourist in 

Mean 

3.9945 
4.2364 

Std. 
Deviation 

0.6555 
0.5427 



Shah Alarn, Selangor. 

In this study, the analysis of variance (one-way ANOVA) is conducted to test hypothesis 

related to educational level, age group and level of income in this study. One-way 

ANOVA technique will show whether there are any significant differences between the 

mean scores and to explore the impact of the demographic profile on the satisfaction 

towards halal tourism and travel agency. Subjects were divided into five groups of 

education level @rimary education, secondary education, diploma, bachelor of degree 

and masterPHD) 

Table 4.5 

Differences between level of education and satisfaction towards halal tourism and travel 
agency 

Source: (Please refer Appendix F for output details) 

Since significance can also be determined by looking at the F-probability value, table 4.5 

shows that there was statistically no significant difference at the p > 0.05 level in 

Muslim tourist's satisfaction scores for the five level of education F = 1.740 at sig 0.142. 

It shows that there was no significant difference between satisfaction and level of 

education so the null hypothesis (Holc) is accepted. 
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4.5.4 The differences of satisfaction towards halal tourism and travel agency at 

different age group 

Hold: There is no significant difference of satisfaction towards Halal tourism 

and travel industry at different age group among Muslim tourist in Shah 

Alam, Selangor. 

Hald: There is a significant difference of satisfaction towards Halal tourism 

and travel industry at different age group among Muslim tourist in Shah 

Alam, Selangor. 

One-way ANOVA is also conducted to test hypothesis related to age in this study. 

Furthermore, on order to determine significance in this study, critical F tables will be 

used hence; table 4.6 indicates a summary table for result of one-way ANOVA for age 

category. 

Table 4.6 

Dzyerences between age group and satisfaction towards halal tourism and travel agency 

Based on table 4.6 (refer Appendix F), it indicates that F-probability value for the 

variable is 1.487 meanwhile, the significant value is 0.207. This showed that the values 

are not significant since the values are above the indicator value which is 0.05. 

Variable 

Satisfaction 

Age group 

18 to23 
24 to 29 
30 to 35 
36 to 41 

42 or above 

Mean 

4.1143 
4.0375 
4.0000 
4.1419 
3.8213 

Std 
Deviation 

0.6247 
0.5886 
0.6894 
0.6913 
0.6830 

F 

1.487 

Sig. 

0.207 



Therefore, the alternate hypothesis (Hald) is rejected while the null hypothesis (Hold) is 

accepted. 

4.5.5 The differences of satisfaction towards halal tourism and travel agency at  

different level of income (RM) 

Hole: There is no significant difference of satisfaction towards Halal tourism 

and travel industry at a different level of income among Muslim tourist in 

Shah Alam, Selangor. 

Hale: There is a significant difference of satisfaction towards Halal tourism 

and travel industry at a different level of income among Muslim tourist in 

Shah Alam, Selangor. 

Furthermore, ANOVA were also used to test hypothesis for income level differences in 

this study. A one-way between groups analysis variance was operated to seek the impact 

of income level on satisfaction. Subjects were divided into five levels and groups of 

income (RM24,OOO or below, RM24,OOl to RM48,000, RM48,OOl to RM72,000, 

RM72,OOl to RM96000, RM96,OOl or above). On below shows a summary table for the 

result of one-way ANOVA. 



Dzfferences between level of income and satisfaction towards halal tourism and travel 

agency 

Source: (Please refer Appendix F for output details) 

Variable 

Satisfaction 

Table 4.7 also shows that there was statistically no significant difference at the p > 0.05 

level in satisfaction scores for the five groups of income level F = 0.879 at significant 

level of 0.477. It shows that there was no significant difference between satisfaction and 

income level. Thus, the hole: hypothesis null cannot be rejected and hale: hypothesis 

alternative is rejected. 

4.6 Correlation between Independent Variables and Satisfaction 

Income Level 
(RM) 

24,000 or below 
24,001 to 48,000 
48,001 to 72,000 
72,001 to 96000 
96,001 or above 

The Pearson correlation refers to a technique used to determine and measure the 

relationship between two or more variables in which the lower scale is based on an 

interval scale. In this study, the technique will discuss the relationship between 

satisfaction (DV) with all the independent variables involved. Therefore, to interpret the 

correlation coefficient, the researcher needs to check out the coefficient and its related 

significant value (p). Positive correlation means that high scores on one variable are 

Mean 

4.0039 
4.1294 
3.9400 
4.0143 
3.8522 

Std Deviation 

0.6312 
0.6090 
0.6797 
0.7705 
0.7141 

F 

0.879 

Sig. 

0.477 



correlated with high scores on the others; meanwhile low scores on one variable are 

associated with low scores on the other. Furthermore, negative correlation means that 

high scores on the first thing are associated with low scores on the second. Significance 

level was at 0.01 whether to accept or reject the hypothesis and the values of the 

correlation coefficients (r) given in the table below illustrate the strength of the 

relationship between variables. Hence, the researcher used the Pearson correlation to test 

the second hypothesis and the result is stated as shown below. 

Table 4.8 

Results for correlation between the determinant factors and the satisfaction 

Table 4.5 is a summary from the appendix G that shows the correlation matrix between 

satisfaction and variables. The value of Pearson correlation is moderate for the 

Variables 
Quality Value 
Price Value 
Emotional Value 
Social Value 
Islamic Attributes Value 
Muslim-friendly Facilities 

independent variables of price value and Islamic attributes value which the values are 

0.571 for price value and 0.568 for Islamic attributes value. Meanwhile, the remaining 

independent variables had strong Pearson correlation values and the remaining 

independent variables are quality value, emotional value, social value and Muslim- 

friendly facilities which the values are 0.608, 0.643, 0.637 and 0.713 respectively. Since 

the significant value @) of all the independent variables is 0.000, it shows that there are 

**Correlation is significant at the 0.01 level (1-tailed) 

Pearson Correlation 
0.608** 
0.571** 
0.643** 
0.637** 
0.568** 
0.713** 

statistically positive significant correlation between satisfaction and the independent 

Sig. 
0.000 
0.000 
0.000 
0.000 
0.000 
0.000 



variables. Hence it can be summarized that all the independent variables and satisfaction 

have positive relationship towards Muslim tourist's satisfaction. Thus, all the null 

hypotheses (Ho2a, Ho2b, Ho2c, Ho2d, Ho2e and Ho2Q for second objective are rejected 

and all the alternative hypotheses (Hda, Ha2b, Ha2c, Ha2d, Ha2e and Ha2f) would be 

accepted. 

4.7 The Factors that Influence the Relationship between the Various Determinants 

and Satisfaction 

Furthermore, to answer the last research objective and research question in this study, 

the researcher need to prove the hypothesis which was developed earlier. The hypothesis 

is as follows: 

Ho3a: Variance in determinant factors including quality value, price value, 

emotional value, social value, Islamic attributes and Islamic facilities will not 

significantly explain variance in Muslim tourist satisfaction. 

Ha3a: Variance in determinant factors including quality value, price value, 

emotional value, social value, Islamic attributes and Islamic facilities will 

significantly explain variance in Muslim tourist satisfaction. 

Thus, the last objective of this study which concern about the factors that influence the 

relationship between the various determinants and satisfaction were analyzed by using 

the multiple linear regression analysis. A multiple linear regressions analysis is used to 

determine the best predictors that influence the various determinants towards 



satisfaction. The various determinants or the independent variables of this study were 

quality value, price value, emotional value, social value, Islamic attributes value and 

Muslim-friendly facilities, while satisfaction is the dependent variable. Preliminary 

analysis was performed to assure there is no violation of the basic assumptions of 

outliers, multicolinearity, linearity, normality as well as homoscedasticity. Since all the 

assumptions are not violated in this study, thus multiple regressions can be used to 

investigate the influences between dependent and independent variables. Table 4.11 

below shows the result of the regression analysis which is based on appendix H. 

Table 4.9 

Results for Coefficient ofDetermination (R2) 

Table 4.10 

Results for Model Significant (F value) 

Model 

1 

Adjusted R 
Square 

.624 

Std. Error of the 
Estimate 

,39930 

R 

.796a 

Model 

R Square 

,634 

Sumof I d f 

1 
Squares 

61.675 
35.556 
97.231 

Regression 

Residual 
Total 

Mean 

6 
223 
229 

F Sig. 
Square 

10.279 
.I59 

64.469 

- 

,000~ 



The factors that influence the relationship between the various determinants and 

satisfaction 

Determinant 

Note: R2 = 0.634; Sig = 0.01** 

The R square value is the statistic that provides some information about the goodness of 

the model. The value of R square based on table 4.9 is 0.634 which shows that 63.4 

percent of the variation in the dependent variable explained by the independent 

variables. Meanwhile the other 36.6 percent is explained by excluding variable. 

Generally, the higher value of R square, the better the model fits with the data. The 

finding showed that there are at least two variables that have significant influence on the 

satisfaction towards halal tourism and travel agency. The factors were quality value and 

Muslim-friendly facilities. However, Islamic attributes value is negatively related to the 

satisfaction where the B value is -0.062. The variable that gives the most influence 

towards satisfaction are quality value and Muslim-friendly facilities where both give a 

higher B value of 0.205 and 0.524 respectively. Followed by social value, emotional 



value and price value that becomes influential of the satisfaction where the B values is 

0.1 13,O. 108 and 0.086 respectively but do not give a significant value 0.01. 

In general, it can be concluded that, the null hypothesis (Ho3a) is rejected while the 

alternative hypothesis (Ha3a) is accepted. However, only two variables which are 

quality value and Muslim-i?iendly facilities were accepted under the alternative 

hypothesis. While the other variables which are price value, emotional value, social 

value and Islamic attributes value is rejected since both they did not give a significant 

value at 0.01. Therefore, in this study, the most influential factors that affect the 

satisfaction fall under quality value and Muslim-friendly facilities. 

4.8 Conclusion 

The descriptive analysis showed that in general, respondents presented low level 

significant differences between the demographic characteristic and satisfaction among 

Muslim tourists. In addition, to examine the relationship between various factors and 

satisfaction, correlation and regression analysis were operated. The result of the 

correlation indicated that all independent variables that are quality value, price value, 

emotional value, social value, Islamic attributes value and Muslim-friendly facilities 

have positive relationship towards Muslim tourist's satisfaction. However, in the 

regression analysis, only two factors, namely quality value and Muslim-friendly 

facilities positively influence the satisfaction since these variables give a higher beta 

value and the significant value is lower than 0.05. 



CHAPTER FIVE 

DISCUSSION AND CONCLUSION 

5.1 Introduction 

This chapter will summarize the findings of this research followed by a deliberation. 

Consequently, the theoretical and managerial implications as well as suggestions for 

future research are also discussed. Last but not least, this chapter ends with the 

recommendations related to the study for future research. 

5.2 Summary of the Findings Consistent with Research Objectives 

This research has been canied out to investigate the satisfaction of Muslim tourists 

towards halal tourism and travel agency. This study has been selecting the private sector 

which is customer from the selected Muslim-friendly travel agency located in Shah 

Alam, Selangor. Hence, to achieve the research objectives in this study, the variables of 

quality value, price value, emotional value, social value, Islamic attributes value and 

Muslim-friendly facilities are being used as the factor tin Muslim tourist satisfaction. 

The following section will explain in further detail the level of satisfaction among 

Muslim tourist as well as the effects of various factors towards the satisfaction according 

on the fmdings attained from the previous chapter. 

5.2.1 Objective 1: To determine the differences in satisfaction towards Halal 

tourism and travel agency within group of gender, nationality, education level, age 

and income among Muslim tourist in Shah Alam, Selangor 
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The first objective of the study was to examine whether there is a significant difference 

or not between demographic factor and Muslim tourist satisfaction. The demographic 

factor covered the factor includes gender, nationality, educational level, age and level of 

income. In this case, gender and nationality used the independent sample t-test while 

educational level, age and level of income are using the one-way ANOVA because these 

factor consist more than two groups. 

The findings fiom the independent sample t-test in this study revealed that gender and 

nationality stated as no significant differences on Muslim tourist satisfaction. This is 

because the P-value is more than alpha value (pz0.05) where gender (0.489>0.05) while 

nationality are (0.230>0.05). There is no significant difference between male and female 

on the dependent variables and there are also no significant differences between 

Malaysian and non-Malaysia with the Muslim tourist satisfaction. This means that there 

are no differences in tourist's satisfaction with the differences of gender or nationality. 

Moreover, for the level of education, age and income level that used one-way ANOVA 

test showed that there is no significant difference between level of education, age and 

income level on the Muslim tourist satisfaction. This is because the P-value is more than 

alpha value (p>0.05) whereby for level of education (0.142>0.05), age (0.207>0.05) and 

level of income (0.477>0.05). This result also shows there is no significant difference 

between Muslim tourist's level of education, age and income level towards the 

satisfaction in halal tourism and travel agency. There are no differences in tourist's 

satisfaction with the level of edmion ,  age and income level and for the frst objective, 

it shows that there would be no problem or constraint regarding all the demographic 

factors with the satisfaction in the halal tourism industry. 
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5.2.2 Objective 2: To investigate the relationship between the values of quality, 

price, emotional, social, Islamic attributes, Muslim-friendly facilities, and 

satisfaction among Muslim tourists. 

The second objectives of this study was to study the relationship between the values of 

quality, price, emotional, social, Islamic attributes, Muslim-friendly facilities, and 

satisfaction among Muslim tourists in Shah Alam, Selangor. In this case, the Pearson 

correlation analysis is been used to analyze whether there are significant relationship or 

not between independent variables and dependent variable. 

The result displayed that the strongest independent variables that highly correlated with 

the dependent variable refer to the Muslim-friendly facilities which is correlated at 

(71.3%). This is followed by emotional value which is correlated at (64.3%), social 

value correlated at (63.7%), quality value at (60.8%), price value at (57.1%) and the last 

one is Islamic attributes value which is correlated at (56.8%). This outcome was 

consistent and shows that all the factors are positively correlated with the Muslim 

tourist's satisfaction, meaning that the stronger of the factors (independent variables) 

will reflect to the greater satisfaction. The findings for objective 2 shows that all the 

factors which is quality value, price value, emotional value, social value, Islamic 

attributes value and Muslim-friendly facilities do give influence to the tourist 

satisfaction in halal tourism industry. 

5.2.3 Objective 3: To determine the factors that influence including the value of 

quality, price, emotional, social, Islamic attributes and Muslim-friendly facilities 

towards the satisfaction in Halal tourism and travel agency among Muslim tourist. 



The third objective is wants to seek the fact about the factors that mostly influence the 

Muslim tourist's satisfaction towards halal tourism and travel agency. In order to 

achieve this objective, the independent variables which are quality value, price value, 

emotional value, social value, Islamic attributes value and Muslim-friendly facilities has 

been tested using the multiple regressions to draw a conclusion whether there is a 

significant influence of these independent variables towards dependent variables. 

This study revealed that 63.4 percent of the variation in the dependent variables is 

explained by the independent variables which are quality value, price value, emotional 

value, social value, Islamic attributes value and Muslim-friendly facilities. While the rest 

36.6 percent are explained by other variable in the model. Besides that, only two 

independent variables that have significant to influence where quality value (B=0.205) 

and Muslim-friendly facilities (B=0.524). Meaning that, 1 unit of satisfaction will make 

0.205 units of quality value and 0.524 units of Muslim-friendly facilities. 

5.3 Contribution of the Research 

In this section of the research and its fmdings would presented and discuss on the 

academic and managerial implications. Hence, the contributions assign and implications 

occur in this research are discussed further below. 

5.3.1 Theoretical Contributions 

The primary objective of this study was to identify the level of 

satisfaction among Muslim tourists. The contribution ffom the theoretical 



perspectives of this research lies in determining how the quality value, 

price value, emotional value, social value, Islamic attributes value and 

Muslim-friendly facilities would affect the satisfaction of the Muslim 

tourist. As stated in the previous chapter, the supporting theory for quality 

value, price value, emotional value and social value are from the brand 

equity theory, meanwhile Islamic attributes value and Muslim-friendly 

facilities were from push and pull theory. Many previous researchers 

have concentrated more on the customer's perspective. However, there is 

little research which has been conducted on halal tourism and Muslim- 

friendly travel agency. Therefore, these studies contributes to the 

literature by examining the factors mentioned in the context with 

additional one factor and develop a theoretical framework that will have 

an impact on satisfaction of halal tourism industry and Muslim-friendly 

travel agency. 

This study limits the scope of respondents for Muslim-friendly travel agency only so that 

it can meet the objectives of this study; this study also helps the Muslim-friendly travel 

agency to enhance their level of satisfaction towards the Muslim-friendly travel agency's 

products and services in terms of the quality value, price value, emotional value, social 

value, Islamic attributes value and Muslim-friendly facilities. In addition, the research 

regarding Muslim-friendly travel agency and Muslim tourist is bounded compared to the 

research that was resolved on conventional travel agency not to mention with the limited 

specific source. Hence, this study may devote to a research paper in Malaysia which will 

cater some information for future researchers. 



In addition, this study also stimulates to validate the previous instruments in relation to 

the satisfaction as well as the determinants that would aftermath an effect towards the 

satisfaction. The existence of the proposed theoretical framework in this study helps the 

Muslim-friendly travel agency in evaluating themselves in order to know how much 

satisfaction that their customer possessed. The findings also proved that all the 

independent variables give a significant impact in predicting the level of satisfaction 

among Muslim tourists. However, this study does not support the other factor that is 

perception. This may suggest that the perception among Muslim tourists is different and 

their awareness also could be different based on what type of products and services 

offered in their travel agency. 

5.3.2Managerial Implication 

Besides the academic contribution of this study, managerial implications can also be 

derived from the results obtained in this research. The results from this study give 

several implications for Muslim-friendly travel agency with regard to the satisfaction 

level towards Muslim-friendly travel agency's products and services. The study findings 

can also be bestowed by the management of Muslim-friendly travel agency and halal 

tourism industry in their effort to enhance the satisfaction by taking consideration of all 

the determining factors involved in this study to achieve a surpass customer feedback. 

The factor that the halal tourism and travel agency have to demonstrate is the importance 

of enhancing the level of satisfaction through increasing the respected factors and values 

of halal tourism and travel agency. The management of halal tourism and travel agency 

should ensure that their products, services and packages are well-prepared and fully 



comply with sharia regarding the halal tourism and travel agency industry without 

focusing only to certain related field. The halal tourism and travel agency should be able 

to deliver fully sharia compliance products, services and packages to the customers or 

Muslim tourists and at the same time maintain a good relationship with the Muslim 

tourists as well as concern with the customer's or their inquiries. 

It is important to maintain the quality of products, services, packages and interaction 

between them. The halal tourism and Muslim-friendly travel agency are also advised to 

listen to the customer's or Muslim tourist's issues, comments and respond to them 

appropriately because sometimes the customers can provide some relevant information 

to the travel agency in order to improve their current services and performances. This 

will lead to customer loyalty to the Muslim-friendly travel agency when they provide 

such services. 

5.4 Limitation of the Research 

In order to stipulate the limitations and to recognize anticipated possibilities for research, 

the limitations of this study are discussed. This study did not include qualitative data 

collection such as in-depth interviewing of Muslim tourists and information from the 

Muslim-fiiendly travel agencies and halal tourism industry, but this study investigates 

only survey data from the Muslim tourist's perspective. IIowever, there were certain 

limitations confronted in this study that should be considered. 



The first limitation is about the constraints of time on doing research and since there are 

time constraints, the respondents in this study are limited to the Shah Alam area. 

Furthermore, this study also has a limitation in deciding the population number of 

Muslim tourist among the customers of the chosen Muslim-friendly travel agencies in 

Shah Alam. Thus, the researcher had decided to get the total number of Muslim 

residents from Shah Alam in order to get the number of population even though there is 

also no exact number of Muslim residents in Shah Alam. Since the satisfaction of this 

research to take Muslim-friendly travel agency as respondent, therefore the results 

obtained cannot be generalized to the entire population of travel agencies. 

dasically, the outlook of this research is limited to exploratory study among the Muslim- 

friendly travel agency to obtain the information regarding the level of satisfaction among 

them. This exploratory study could be enhanced in the future research through more 

empirical research which involved other Muslim ethnics in Malaysia or from the other 

states of Malaysia or overseas through cross-cultural and cross-country studies. A 

longitudinal study is essential to monitor the evolution of Muslim tourist's satisfaction 

ftom time to time and to be able to provide a broader view of the phenomenon; fiuther 

studies should be performed using combination of both quantitative and qualitative 

techniques to understand the impact of these factors. 

5.5 Recommendations and Future Research 

The findings of this research are conspicuous as they can enhance the satisfaction of the 

local residents of Muslim tourist as their customers regarding how Muslim-friendly 
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travel agency might prosperously evolve strategies to captivate Muslim tourists to 

engage with their agencies. The first recommendations is that if the agency or halal 

tourism industry wants to cultivate and evolve satisfy and loyal customers or Muslim 

tourists, they should resolve the conflict in a presence that will eradicate significant 

losses and aggravate to the Muslim tourist. Besides, there are increasing numbers of 

either Muslim-friendly travel agency or any travel agency in these countries that led to 

an increase in competition in the travel and tourism sector accommodation. 

Across time, there are still a lot of people that did not engage with any travel agency for 

traveling which they would prefer to travel by their own. It is recommended that the 

management of the halal tourism industry and Muslim-friendly travel agency should 

take a greater initiative to provide a well-trained and well-equipped staffs through 

exposing them to the current standard of travelling trend by giving them a chance to join 

a lot of trip or packages so that they can improve the package of destination and travel 

by completely adheres to sharia compliance. Since this study shows that many people 

did not fully satisfy with the price, so the package provided should be in the range of 

affordable price due to the economic problem in Malaysia. Tons of people want to travel 

but they did not have the chance to travel especially because of money and services 

provided. If the price were affordable and the services provided were 100% guaranteed 

to comply with sharia, then a lot of people would purchase the travel agency and 

automatically increase the satisfaction towards those Muslim-friendly travel agency. 

Therefore, halal tourism industry and Muslim-friendly travel agency should be aware of 

the wants and needs of the Muslim tourists customers. Nowadays, customers are more 

demanding, not only based on the product and service but they demand the way they are 
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treated. Once they are satisfied with the services provided by the agency, they will talk 

and recommend the agency to other people. At the same time it will captivate new 

customers to the agency and may even boost their sales, revenues and profits including 

broadening the halal tourism industry. 

Thus for future research, the study should be reinforced by searching for additional 

variables that can enhance the ability of gaining more meticulously anticipate Muslim 

tourist's satisfaction towards Muslim-friendly travel agency services provider in halal 

tourism industry especially in Malaysia. Such additional variables should be treated to 

be applicable to apply in Muslim-friendly travel agency within halal tourism industry 

context where they may include mediator variables. This recommendation and 

suggestion can be a compelling challenge for the future researchers and offers them 

brand new and astonishing research opportunities to work in the future time. 

5.6 Conclusion 

The research has been conducted to analyze the determinants that affect the Muslim 

tourist's satisfaction towards the Halal tourism industry and Muslim-friendly travel 

agency. This study was testing a new model to predict the Muslim tourist satisfaction by 

adding the factor of Muslim-friendly facilities. The research findings disclosed that have 

been explained at length in the context of the study objectives and also implying to the 

previous literature. This study gives a clear picture of a significant to the academic field 

as well as researcher's perspectives based the theoretical contribution and managerial 

implication of the study. As for the explanatory model for future researchers to measure 
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the satisfaction in another field, the theoretical model that has been evolved in this study 

can be used. In addition, the review on the work done by the researcher in the current 

study had given some beneficial implications for both academic as well as practitioners. 

This finding also give some indicator and guidance for halal tourism industry and travel 

agency in order to develop strategies in attracting more Muslim tourists either local or 

foreigner tourist to choose in purchasing the packages from the Muslim-fiiendly travel 

agency and also could improve the perceptions of the Muslim tourists itself regarding 

this topic. 



REFERENCES 

Akyol, M., & Kilinc, 0. (2014). Internet and Halal Tourism Marketing. Turkish Studies - 
International Periodical For The Languages, Literature and History of Turkish 
or Turkic Volume 918 Summer 2014, p. 171-186, ANKARA-TURKEY. 

Al Shamaileh, M., & Mheidi Alnaser, A. (2018). Measuring Customer Satisfaction with 
the Influence of Islamic Attributes of Destination in Jordan. Journal of 
Management and Sustainability; Vol. 8, No. 2. 

Asad Mohsin, N. R. (2016). Halal Tourism: Emerging Opportunities. Tourism 
Management Perspectives, Vol. 19, pp. 137-143. 

Battour, Mohamed; Ismail, Mohd Nazari. (2014). The Role of Destination Attributes in 
Islamic Tourism. SHS Web o f f  Conferences 12, 01077. 

Battour, Mohamed; Ismail, Mohd Nazari; Battor, Moustafa. (2010). The Impact of 
Destination Attributes on Muslim Tourist's Choice. International Journal of 
Tourism Research/ Volume 13, Issue 6. 

Bazazo, I., Elyas, T., Awawdeh, L., Faroun, M., & Qawasmeh, S. (2017). The Impact of 
Islamic Attributes of Destination on Destination Loyalty via the Mediating Effect 
of Tourist Satisfaction. International Journal of Business Administration . 

Bernama. (2019, October 11). New Straits Times. Retrieved December 10, 2019, from 
Malaysia ranks first in global Muslim travel index: 
https://www.nst.com.my/news/nation/2019/10/528969/malaysia-ranks-first- 
global-muslim-travel-index 

Bhatti, M., Hee, H., & Sundram, V. (2012). A Guide for Beginners: Data Analysis Using 
SPSS and AMOS. Kuala Lurnpur: Pearson Malaysia Sdn Bhd. 

Blaikie, N. (2003). Analyzing Quantitative Data: Inferential Analysis From Sample to 
Population. London: SAGE Publication Ltd. 

Bogan, E., & San~slk, M. (2019). Halal Tourism: Conceptual and Practical Challenges. 
Journal of Islamic Marketing Vol. I0 No. 1, 2019 pp. 87-96 O Emerald 
Publishing Limited 1759-0833. 

Burns, N. &. (2007). Understanding Nursing Research: Building on Evidence Based 
Practice, 4th edn. Saunders, St. Louis. Open Journal of Nursing, Vol.2 No.3, 
September 28, 2012. 

Cavana, R. Y., Delahaye, B. L., & Sekaran, U. (2001). Applied Business Research: 
Qualitative and Quantitative Methods. Milton: John Wiley & Sons Australia , 
Ltd. 



Chen, C. F., & Chen, F. S. (2010). Experience Quality, Perceived Value, Satisfaction 
and Behavioral Intentions for Heritage Tourists. Tourism Management, 31, 29- 
35. 

Chen, C. M., She, C. M., & Lin, Y. C. (2018). The Effect of Travel Experience on 
Price-Satisfaction Link - Evidence from Group Package Tours. Current Issues 
in Tourism, DOI: 10.1080/13683500.2018.1509063. 

Creswell, J. (1994). Research Design: Qualitative and Quantitative Approaches. 
Thousand Oaks, CA: Sage. 

Danu Saputro, M., Wardi, Y., & Abror, A. (2018). The Effect of Halal Tourism on 
Customer Satisfaction. Advances in Economics, Business and Management 
Research, volume 57. 1st International Conference On Economics Education, 
Economics, Business and Management, Accounting and Entrepreneurship 
(PICEEBA 2018). 

Eid, R. (2013). Integrating Muslim Customer Perceived Value, Satisfaction, Loyalty and 
Retention in the Tourism Industry: An empirical study. International Journal of 
Tourism ResearchVolume 17, Issue 3. 

Eid, R., & El-Gohq, H. (2014). Muslim Tourist Perceived Value in the Hospitality and 
Tourism industry. Journal of Travel Research. 

Farahdel, F. (201 1). Islamic Attributes and its Impact on Muslim Tourists' Satisfaction: 
A Study of Iran. 

Gliner, J., Morgan, G., & Leech, N. (2009). Research Methods in Applied Settings: An 
Integrated Approach to Design and Analysis. New York: Taylor & Francis 
Group, LLC. 

Gusneli. (2016). Pengaruh Fasilitas Wisata Terhadap Kepuasan Pengunjung ke Objek 
Wisata Air Terjun Bayang Sani Kabupaten Pesisir Selatan. Jurnal Fakultas 
Pariwisata dun Perhotelan, Universitas Negeri Padang. 

Hadiansah , I. (2017). The Influence of Customer Perceived Value toward Customer 
Satisfaction in Jababeka Golf & Country Club . FIRM Journal of Management 
Studies. 

Hair Jr, J.F., Black, W.C., Babin, B.J., Anderson, R.E., & Tatham, R.L. (2010). SEM: 
An introduction. Multivariate data analysis: A global perspective, 629-686. 

Hair, J., Anderson, R., Tatham, R., & Black, W. (1998). Multivariate Data Analysis. 
New Jersey: Prentice-Hall, Inc. 

Hariani, D., Rahmanita, M., & Ingkadijaya, R. (2017). The Influence of Availability of 
Muslim Friendly Facilities towards Indonesian Muslim Tourist Revisit Intention 
to Japan. TRJ Tourism Research Journal, Volume I (I) .  



Hassan, Z. (2015). Factors affecting Muslim Tourists Choice of Halal Concept Hotels 
andsatisfaction in Malaysia: Moderating effect of Religious Devotedness. 
International Journal ofAccounting & Business Management. 

Intan Shafina Suid, N. A. (2017). The Influence of Inbound Muslim Travellers' Attitude 
on Travel Satisfaction Towards Revisit Intention to Malaysia: A Conceptual 
Framework. Journal of Technical and Vocational Education (201 7), Volume I ,  
No. I ,  Page 26-35. 

Khalek, A. A. (2012). Young Consumers' Attitude Towards Halal Food Outlets and 
JAKIM's Halal Certification in Malaysia. Procedia - Social and Behavioral 
Sciences 121 (2014) 26 - 34. 

fro, N.-T., Chang, K.-C., Cheng, Y.-S., & Lai, C.-H. (2012). How Service Quality 
Affects Customer Loyalty in the Travel Agency: The Effects of Customer 
Satisfaction, Service Recovery, and Perceived Value. Asia Pacific Journal of 
Tourism Research Volume 18,2013- Issue 7,803-822. 

Mat Hayin, N. (2017, March 20). My Metro. Retrieved October 11,2019, from MATTA 
Capai Sasaran: https:Nwww.hmetro.com.my/mutakhir/2017/03/214843/matta- 
capai-sasaran 

Mathwick, C., Malhotra, N., & Rigdon, E. (2001). Experiential Value: 
Conceptualization, Measurement and Application in The Catalog and Internet 
Shopping Environment. Journal of Retailing, 77(1) , 39-56 . 

MATTA @. (n.d.). About MATTA. Retrieved October 7, 2019, from History: 
https://www.mat&a.org.my/about-us 

Ministry of Tourism, Arts and Culture Malaysia. (2018, October 16). The Malaysian 
Open Data Portal. Retrieved October 7, 2019, from Kedudukan Malaysia 
Mengikut Jumlah Pendapatan Pelancongan: 
http://www.data.gov.my/datdms-~/dataset/~g-malaysia-mengiht- 
jumlah-pendapatan-pelancongan 

Ministry of Tourism, Arts and Culture Malaysia. (2018, October 5). The Malaysian 
Open Data Portal. Retrieved October 7,  2019, from Kedatangan Pelancong 
Islam di Malaysia: http://www.data.gov.my/data/ms-MY/dataset/statistik- 
kedatangan-pelancong-islam-ke-malaysia/rl f7b83 1 -d7d4-408e-b77f- 
4lfl9d49558c?inner_span=Tme 

Ministry of Tourism, Arts and Culture Malaysia. (2019). Oflcial Portal Minishy of 
Tourism, Arts and Culture Malaysia. Retrieved July 17, 2019, from List of 
Travel Operating Business and Travel (TOBTAB): 
http://www.motac.gov.my/en/check~tobtab?c=&n=3&~840 

Mohd Satar, N. (2016, July 15). BH Online. Retrieved October 5, 2019, from Industri 
Pelancongan Patuh Syariah Beri Keuntungan: 
https://www.bharian.com.my/node/173894 



Mohd Shahwahid, F., Abdul Wahab, N., Syed Ager, S., Abdullah, M., Abdul Hamid, N., 
Saidpudin, W., et al. (2015). War 49 Peranan Agensi Kerajaan dalam Mengums 
Industri. World Academic and Research Congress 2015 (World-AR 2015), 285. 

MOTAC. (2019, May 28). MOTAC.GOV.MY. Retrieved October 7, 2019, from 
Category: Licensing Statistics: http:llmotac.gov.myleddownload/catego~68- 
statistik-pelesenan 

New York Times. (2019, January 20). New Straits Times. Retrieved October 10, 2019, 
from Halal Holidays: Halal Travel Industry Soars with Rise in Muslim 
Travellers: https://www.nst.com.my/world/2019/01/452556halal-holidays-halal- 
travel-industry-soars-rise-muslim-travellen 

Parasuraman, A., Zeithaml, V., & Berry, L. (1988). SERVQUAL: A multiple-item scale 
for measuring consumer perceptions of service quality. Journal of Retailing, 
64(1), 12-40. 

Prebensen, N., Kim, H., & Uysal, M. (2015). Cocreation as Moderator between the 
Experience Value and Satisfaction Relationship. Journal of Travel Research, 1- 
12. 

Putraa, E., Hijrah Hatib, S., & Sri Daryanti. (2016). Understanding Muslim Customer 
Satisfaction with Halal Destinations: The Effects of Traditional and Islamic 
Values. Future Academy BE-ci 2016 : 3rd International Conference on Business 
and Economics, 21 - 23 September, 2016 eISSN: 2357-1330. 

Ranea Qaddahat, F. A. (2016). Halal Tourism: Evaluating Opportunities and Challenges 
in the Middle East "Jordan and and Egypt". Journal of Faculty of Tourism and 
Hotels, Fayoum University, Vol. (lo), No. (212). September, 2016. 

Reisinger Yvette, M. A. (2015). Factors Influencing Travel to Islamic Destinations: An 
Empirical Analysis of Kuwaiti Nationals. International Journal of Culture, 
Tourism and Hospitality Research, 9(1), 36-53. 

Riyad Eid, &. H.-G. (2015). The Role of Islamic Religiosity on The Relationship 
between Perceived Value and Tourist Satisfaction. Tourism Management, 46, 
477-488. 

Sanchez, J., Callarisa, L., Rodriguez, R. M., & Moliner, M. A. (2006). Perceived Value 
of The Purchase of a Tourism Product. Tourism Management 27(4):, 394- 409. 

Sekaran, U. (2003). Research Methods For Business: A Skill Building Approach. United 
States of America: John Wiley & Sons. 

Sheth, J., Newman, B., & Gross, B. (1991). Consumption Values and Market Choices: 
Theory and Applications. South- Western Publishing Company Cincinnati, OH. 

Suid, I., Mohd Nor, N., & Omar, H. (2017). The Influence of Inbound Muslim 
Travellers' Attitude on Travel Satisfaction Towards Revisit Intention to 



Malaysia: A Conceptual Framework. Journal of Technical and Vocational 
Education (201 7), Volume I ,  No. I ,  Page 26-35. 

Sweeney , J. C., & Soutar, G. N. (2001). Consumer Perceived Value: The Development 
of a Multiple Item Scale. Journal of Retailing 77(2): 203- 220. 

Utusan Online. (2019, April 4). Utusan Online. Retrieved October 5,2019, from Industri 
Pelancongan Halal Berpotensi Tinggi: 
https://www.utusan.com.mylbisnes/ekonomi/indus~-pelancongan-halal- 
berpotensi-tinggi-1.876438 

Vargas-Sanchez, A. (2018). Halal Tourism: State of The Art. Emerald Publishing 
Limited. 

Vargas-Sinchez, A. (2018). Halal Tourism: State of The Art. Emerald Publishing 
Limited. 

Wardi, Y., Abror, A,, & Trinanda, 0. (2018). Halal Tourism: Antecedent of Tourist's 
Satisfaction and Word of Mouth (WOM). Asia Pacz9c Journal of Tourism 
Research. 

Westcott, M. (2015). Introduction to Tourism and Hospitality in BC. In H. Knowles, & 
M. Westcott, Chapter 7. TravelSewices @p. 164-184). Victoria: BCcampus. 

Williams, P., & Soutar, G. (2009). Value, Satisfaction and Behavioral Intentions in An 
Adventure Tourism Context. Annals of Tourism Research, 36(3), 413-438. 

Yuksel, A. (2000). Managing Customer Satisfaction and Retention : A Case of Tourist 
Destinations. Turkey: 7(2), 153-168. 

Yiiksel, A,, & Yiiksel , F. (2008). Consumer Satisfaction Theories: A Critical Review. 
Tourist Satisfaction and Complaining Behavior: Measurement, and Management 
Issues in the Tourism and Hospitality Industty, Nova Science Publishers, New 
York, 2008. 

Yiiksel, A,, & Yiiksel, F. (2008). Tourist Satisfaction: Definitional and Relational Issues. 
Tourist Satisfaction and Complaining Behavior: Measurement, and Management 
Issues in the Tourism and Hospitality Zndustrj, Nova Science Publishers, New 
York, 2008. 

Zailani, S., Kheng, L. C., & Fernando, Y. (2008). Sevice Quality Analysis on the 
Consumer Perceptions Toward Online Ticketing: Evidence in Malaysia. 
International Business Management 2 (I): 11-21 ISSN: 1993-5250 MedweN 
Journals. 

Zeithaml, V. P. (2000). A Conceptual Framework for Understanding e-service Quality: 
Implications for Future Research and Managerial Practice. Working Paper 
Series, Marketing Science Institute, Report No. 00-1 15. 



Zikmund, W. (2002). Business Research Methods 7th Edition. Mason: South-Westren 
College Pub. 



APPENDIX A 
QUESTIONNAIRE 



Pusat Pe ajian Perniagaan Islam 
ISLAMIC BU Y' INESS SCHOOL 
*yI b 9 l  b~141 &ds 
Universiti Utara Mataysia 

"Muslim Tourist Satisfaction towards Halal Tourism Industry: A Case Study in 

Shah Alam, Selangor" 

dear respected respondents, 

This questionnaire is designed to measure your satisfaction towards travel agency in 

Halal tourism industry in Selangor. Information obtained through this questionnaire 

is important for researcher to achieve the research goals. 

This questionnaire is divided into three parts, namely: 

i) Part A: Respondents Profile 

ii) Part B: Respondents opinion toward Halal Travel Agency 

iii) Part C: Recommendations and views on Halal Travel Agency 

Any information provided will be keep confidential and only for academic research. 

Thank you for you cooperation. 

Sincerely, 

........................................... 
Nurnazzurah Binti Ahmad Bakil 

Master in Islamic Business Studies 

Email: numazzurahab@,amail.com 

Phone number: 01 12 1896569 



SECTION A 

In this section, we are interested in your background in brief. Please tick (I) your 

answer that best describing you and your answers will be kept strictly confidential. 

Di dalam sekryen ini, kami berminat dengan latar belakang anda secara ringkas. 

Sila pilih (0 jawapan anda yang paling menggambarkan anda dan jawapan yang 

diberikan adalah sulit. 

1. Gender 

Jantina - 
......... H Male Lelaki 

Female.. . ..Perempuan 

2. Nationality 

Kewarganegaraan 

....... Malaysia.. Rakyat Malaysia 

Non-Malaysia.. .Rabat bukan Malaysia 

3. Educational level: 

Tahap pendidikan 

..... Primary education.. Pendidikan sekolah rendah 

Secondary education.. .Pendidihn sekolah menengah 

................. U Diploma. Diploma 

.. u Bachelor of degree.. Jjazah Sarjana Muda 

4. Age: 

1 42 or above. ..42 atau keatas. 



5. Annual net household income (RM): 

Pendapatan Isi Rumah Kasar Tahunan (RM): 
n 

24,000 or below ........ ..24,000 utau kebawah 

....... H 72,001 to 96000.. .72,001 ke 96,000 

96,001 or above.. ....... .96,001 atau keatas 

SECTION B 

This section is seeking your satisfaction. You are required to indicate the extent of 

your (dis)agreement with each statement based on a scale of l=strongly disagree; 

2=disagree; 3=neutral; 4=agree; 5=strongly agree response framework. Please circle 

one number per line to indicate the extent to which you agree or disagree with the 

following statements. 

Seksyen ini memohon pendapat anda tentang kepuasan pelancongn anda. Anda 

dikehendaki untuk menunjukkan sejauh mana ketidaksepakatan atau kesepakatan 

anda terhadap setiap pemyataan berdasarkan skala 1 =sangat tidak setuju; 2=tidak 

bersetuju; 3= neutral; 4= bersetuju; 5=sangat setuju. Sila bulatkan satu nombor 

bagi setiap baris untuk menunjukkan sejauh mana anda bersetuju atau tidak 

bersetuju denaan kenvataan berikut, 

Strongly 

disagree 

1 

Tourist satisfaction in Halal tourism industry 
Kepuasan pelancong dalam industri pelancongan Halal 

Disagree 

2 

1 

2 

Neither agree nor 

disagreeineutral 

3 

The tourism package purchased was well organized. 

Pakej pelancongan yang dibeli adalah teratur. 

The quality of the tourism was maintained throughout. 

Kualiti pelancongan dikekalkun. 

Agree 

4 

1 

Strongly agree 

5 

2 4 

1 2 3 4 5  

3 5 



8 

9 

10 

11 

12 

13 

14 

15 

16 

Harga adalah kriteria utama untuk keputusan saya. 

The tourism package purchased was economical. 

Pakej pelancongan yang dibeli adalah murah. 

I am comfortable with the tourism package purchased. 

Saya selesa dengan pakejpelancongan yang dibeli. 

I felt relaxed about the tourism package purchased. 

Saya berasa santai dengan pakej pelancongan yang 

dibeli. 

The tourism package purchased gave me a positive 

feeling. 

Pakej pelancongan yang dibeli memberi saya perasaan 

yangpositif: 

The tourism package purchased gave me pleasure. 
Pakej pelancongan yang dibeli memberi saya 

keseronokan/puas hati. 

The tourism package has helped me to feel acceptable. 

Pakej pelancongan telah membantu saya merasa 

diterima. 

The tourism package improved the way people perceive 

me. 

Pakej pelancongan meningkatkan cara orang 

menyedariku. 

The tourism package purchased gave me social approval. 

Pakej pelancongan yang dibeli memberi saya 

penerimaan sosial. 

Many people that I know purchased the tourism package. 

Ramai orang yang saya kenal membeli/mengambil pakej 

pelancongan. 

1 

1 

1 

1 

2 

2 

2 

2 

1 2 3 4 5  

1 2 3 4 5  

1 2 3 4 5  

3 

1 2 3 4 5  

1 2 3 4 5  

3 

3 

3 

4 

4 

4 

4 

5 

5 

5 

5 



17 

18 

19 

20 

21 

22 

23 

24 

25 

26 

27 

28 

29 

Availability of prayer facilities. 

Ketersediaan kemudahan solat. 

Availability of Halal food. 

Ketersediaan makanan Halal. 

Availability of segregated services (e.g. beaches, 

swimming pools and gymnasium for men and women). 

Ketersediaan perkhidmatan terasing (cth. Pantai, kolam 

renang dun gimnasium untuk lelaki dun wanita). 

Availability of Shari'ah compatible entertainment tools 

(e.g. cinemas, theaters, play areas, arcades, etc.). 

Ketersediaan alat hiburan serasi Shari'ah (cth. 

Pawagam, teater, kawasan permainan, arked, dun 

lain-lain). 

Easy access to the halal food in my travel destination. 

Destinasi yang mudah mendapatkan makanan halal. 

The destination's recreational facilities must align with 

the Shariah rule. 

Kemudahan rekreasi destinasi mesti selaras dengan 

peraturan Syariah. 

Accommodation is nearby to a mosque. 

Penginapan yang berdekatan dengan masjid. 

Placement of Qibla stickers in accommodation. 

Penempatan pelekat kiblat di tempat penginapan. 

Availability of a copy of the Quran in the 

accommodation. 

Ketersediaan Salinan Quran di dalam penginapan. 

Destination which is safer (eg: lesslno violence). 

Destinasi yang lebih selamat (cth: kurang/tiada 

kekerasan). 

Destination which has lesser chance of natural disasters 

occurring. 

Destinasi yang mempunyai risiko yang Iebih rendah 

berlakunya bencana alam. 

Destination with easy access to advanced healthcare 

services. 

Destinasi yang terdapat perkhidmatan penjagaan 

kesihatan yang lanjut. 

Tour packages that offered by travel agencies. 

1 

1 

1 

1  

1 

1 

2  

2  

2  

2  

2  

2  

1 2 3 4 5  

1 2 3 4 5  

3  

3  

1 2 3 4 5  

3  

1 2 3 4 5  

1 2 3 4 5  

3  

1 2 3 4 5  

3  

3 

1 2 3 4 5  

4  

4  

4  

4  

4  

4  

5  

5  

5  

5 

5  

5  



SECTION C 

RECOMMENDATION AND VIEWS TOWARDS HALAL TRAVEL AGENCY: 

CADANGAN DAN PANDANGAN MENGENAI A GENSI PELANCONGAN HALAL 

THANK YOU FOR YOUR COOPERATION 

TERIMA KASZHATAS KERJASAMA ANDA 

30 

31 

32 

33 

34 

35 

3 

3 

3 

3 

3 

3 

Pakej pelancongan yang ditawarkan oleh agensi-agensi 

pelancongan. 

Political stability in destination would make me feel less 

risk for travelling. 

Kestabilan politik destinasi akan membuatkan saya 

berasa kurang risiko unhik melancong. 

I am very satisfied with the package provided by the 

Halal Travel Agency. 

Saya amat berpuas hati dengan pakej yang disediakan 

oleh Agensi Pelancongan Halal. 

I am very satisfied with the service provided by the Halal 

Travel Agency. 

Saya sangat berpuas hati dengan perkhidmatan yang 

disediakan oleh Agensi Pelancongan Halal. 

I am very satisfied when interacting and dealing with 

Halal Travel Agency's staff. 

Saya sangat berpuas hati apabila berinteraksi dan 

berurusan dengan kakitangan Agensi Pelancongan 

Halal. 

Overall, the quality of the service is provided by the 

agency is outstanding. 

Keseluruhannya, kualiti perkhidmatan yang disediakan 

oleh agensi adalah cemerlang. 

I will recommend this industry to those who want to 

choose the Halal tourism. 

Saya akan mencadangkan industiy/agensi ini kepada 

mereka yang ingin memilih pelancongan Halal. 

4 

4 

4 

4 

4 

4 

5 

5 

5 

5 

5 

5 

1 

1 

1 

1 

1 

1 

2 

2 

2 

2 

2 

2 



APPENDIX B 
FACTOR ANALYSIS 



FACTOR ANALYSIS FOR INDEPENDENT VARIABLE (OUALIT 

VALUE) 

Correlation Matrix 

Correlation QV1 

Qv2 

QV3 

QV4 

KMO and Bartlett's Test 

Total Variance Explained 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

Bartlett's Test of Sphericity Approx. Chi-square 

df 

Sig. 

Communalities 

I I Initial Eigenvalues I Extraction Sums of Squared Loadings 

QVl 

1 .OOO 

.538 

.575 

.503 

.SO2 

371.221 

6 

.OOO . 

QVl 

Qv2 

QV3 

QV4 

I I I % of I Cumulative I I % of I Cumulative 

QV2 

,538 

1.000 

.588 

.559 

Extraction Method: Principal Axis Factoring. 

Initial 

.399 

.435 

,566 

,511 

Extraction Method: Principal Axis Factoring. 

114 

Extraction 

.473 

.529 

.712 

.601 

Factor 

1 

QV3 

.575 

,588 

1.000 

.683 

QV4 

,503 

.559 

.683 

1 .ooo 

Total 

2.726 

Variance 

68.152 

% 

68.152 

Total 

2.3 15 

Variance 

57.872 

% 

57.872 



3.0- 

2.5' 

2.0' 

0 
3 
3 > 
E 1.5' 
0 
0) 

1.0' 

0.5' 

OD' 

Scree Plot 

Factor Numbrr 

Factor Matrixs 

I Factor 

Qvl I ,688 

Extraction Method: Principal Axis Factoring. 

a. 1 factors extracted. 7 iterations required. 



FACTOR ANALYSIS FOR INDEPENDENT VARIABLE P R I C E  VALUE) 

Correlation Matrix 

Cornrnunalities 

KMO and Bartlett's Test 

PV4 

.403 

,550 

.I60 

1.000 

Correlation PV 1 

PV2 

PV3 

PV4 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

Bartlett's Test of Sphericity Approx. Chi-square 

d f 

Sig. 

Extraction Method: Principal Axis Factoring. 

Total Variance Exolained 

.680 

217.621 

6 

,000 

PV1 

1.000 

,637 

,226 

,403 

Extraction 

.490 

,834 

,081 

,349 

PVI 

PV2 

PV3 

PV4 

Extraction Method: Principal Axis Factoring. 

Initial 

.415 

,515 

,069 

,308 

PV2 

,637 

1.000 

,245 

.550 

Facto 

r 

1 

2 

3 

4 

PV3 

,226 

,245 

1 .OOO 

,160 

. 
Extraction Sums of Squared Loadings Initial Eigenvalues 

Cumulative 

% 

43.839 

Total 

2.180 

,892 

.600 

.329 

Total 

1.754 

% of 

Variance 

43.839 

% of 

Variance 

54.501 

22.293 

14.988 

8.219 

Cumulative 

% 

54.501 

76.794 

91.781 

100.000 



Scree Plot 

Factor Number 

Extraction Method: Principal Axis Factoring. 

Factor Matrixa 

PV2 

PV 1 
PV4 

PV3 

Factor 

1 

,913 

.700 
,591 

.590 



FACTOR ANALYSIS FOR INDEPENDENT VARIABLE (EMOTIONAL 
VALUE) 

Correlation Matrix 

Correlation EVI 

EV2 

EV3 

EV4 

KMO and Bartlett's Test 

, Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

I 
Bartlett's Test of Sphericity Approx. Chi-square 

d f 

Sig. 

Communalities 

Total Variance Exolained 

EV1 

1 .OOO 

,714 

,679 

.65 1 

343 

508.331 

6 

.OOO 

EVl 

EV3 

EV4 

EV3 

.679 

.676 

1.000 

,636 

EV2 

.714 

1.000 

,676 

,663 

Extraction Method: Principal Axis Factoring. 

EV4 

.65 1 

.663 

.636 

1 .OOO 

Initial 

,605 

Extraction Method: Principal Axis Factoring. 

,563 

,533 

Factor 

1 

2 

3 

4 

Extraction 

,704 

.65 1 

.612 

Initial Eigenvalues 

Total 

3.010 

.372 

,333 

.285 

. 
Extraction Sums of Squared Loadings 

Total 

2.682 

% of 

Variance 

75.245 

9.291 

8.329 

7.135 

Cumulative 

% 

75.245 

84.536 

92.865 

100.000 

% of 

Variance 

67.047 

Cumulative 

% 

67.047 



Scree Plot 

I 1 I 1 
1 2 3 4 

Factor Number 

a. 1 factors extracted. 5 iterations required. 

Factor Matrixs 

EV2 

EVl 

EV3 

EV4 

Factor 

1 

,845 

,839 

307 

.783 

Extraction Method: Principal Axis Factoring. 



FACTOR ANALYSIS FOR INDEPENDENT VARIABLE (SOCIAL VALUE) 
Correlation Matrix 

1; 
Extraction Method: 

KMO and Bartlett's Test 

Communalities 

Initial Extraction 1 

Correlation SV1 

SV2 

SV3 

SV4 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

Bartlett's Test of Sphericity Approx. Chi-square 

df 

Sig. 

SV3 

.583 

.672 

1 .OOO 

.591 

315 

378.308 

6 

.OOO 

Total Variance Explained 

SV4 

.487 

.562 

.591 

1 .OOO 

SV1 

1.000 

,597 

,583 

.487 

,428 

.539 

,548 

.409 

SV2 

,597 

1.000 

,672 

,562 

.SO8 

,669 

.686 

.484 

rincipal Axis Factoring. 

Facto 

r 

1 

2 

3 

4 

Extraction Method: Principal Axis Factoring. 

Initial Eigenvalues Extraction Sums of Squared Loadings 

Cumulative 

% 

68.742 

81.661 

91.877 

100.000 

Total 

2.347 

Total 

2.750 

.517 

.409 

,325 

% of 

Variance 

68.742 

12.919 

10.216 

8.123 

% of 

Variance 

58.676 

Cumulative 

% 

58.676 



Scree Plot 

Factor Number 

SV4 1 ,695 

Extraction Method: Principal Axis Factoring. 

Factor Matrixa 

a. I factors extracted. 6 iterations required. 

SV3 

SV2 

SV1 

Factor 

1 

,828 

.818 

.713 



FACTOR ANALYSIS FOR INDEPENDENT VARIABLE lISLAMIC 

ATTRIBUTES VALUE) 

Correlation Matrix 

Correlation IAVl 

IAV2 

IAV3 

IAV4 

Communalities 

KMO and Bartlett's Test 

IAVl 

1.000 

,622 

,352 

,378 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

Bartlett's Test of Sphericity Approx. Chi-square 

d f 

Sig. 

Extraction Method: Principal Axis Factoring. 

.634 

291.686 

6 

.OOO 

Total Variance Ex~lained 

IAV2 

.622 

1 .OOO 

.309 

,298 

Extraction 

.439 

,349 

.481 

.496 

IAV1 

IAV2 

IAV3 

IAV4 

Initial 

,430 

,396 

,470 

,477 

IAV3 

.352 

,309 

1 .OOO 

,674 

Facto 

r 

1 

2 

3 

4 

IAV4 

,378 

,298 

,674 

1.000 

Extraction Method: Principal Axis Factoring. 

Initial Eigenvalues 

- 
Extraction Sums of Squared Loadings 

Cumulative 

% 

57.960 

82.514 

92.016 

100.000 

Total 

1.765 

Total 

2.318 

,982 

.380 

,319 

% of 

Variance 

57.960 

24.554 

9.502 

7.984 

% of 

Variance 

44.123 

Cumulative 

% 

44.123 



Scree Plot 

I I I I 
1 2 3 4 

Factor Number 

Extraction Method: Principal Axis Factoring. 

a. 1 factors extracted. 6 iterations required. 

Factor Matrixs 

L4V4 

IAV3 

Factor 

1 

,704 

.693 



FACTOR ANALYSIS FOR INDEPENDENT VARIABLE 

JMUSLIM-FRIENDLY FACILITIES) 

KMO and Bartlett's Test 

Kaiser-Meyer-Ollcin Measure of Sampling Adequacy. 

Bartlett's Test of Sphericity Approx. Chi-square 

d f 

Sig. 

,922 

928.425 

45 

.OOO 





a. Measures of Sampling Adequacy(MSA) 

Total Variance Exolained 

Communalities 

. 
I Extraction Sums of I Rotation Sums of 1 

MFF 1 

MFF2 

MFF3 

MFF4 

MFF5 

MFF6 

MFF7 

MFF8 

MFF9 

MFFlO 

Extraction Method: Principal Axis Factoring. 

Initial 

.383 

.046 

,540 

,462 

,512 

.540 

.509 

.477 

.392 

,395 

Extraction 

.413 

,030 

.603 

.541 

.556 

.584 

,617 

.509 

.425 

.496 



Extraction Method: Principal Axis Factoring. 

Factor Number 

Factor Matrixa 

MFF6 

MFF3 

MFF7 

MFF5 

MFF8 

MFF4 

Factor 

1 

.764 

,759 

.742 

.740 

,708 

,705 

2 



FACTOR ANALYSIS FOR DEPENDENT VARIABLE (SATISFACTION) 

MFF9 
MFF 10 

MFF 1 

MFF2 

.650 

,638 

,603 

,600 

KMO and Bartlett's Test 

Extraction Method: Principal Axis Factoring. 

Correlation Matrix 

Correlation S 1 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. 

Bartlett's Test of Sphericity Approx. Chi-square 

d f 

Sig. 

Extraction Method: Principal Axis Factoring. 

S4 

.633 

,890 

650.251 

10 

.OOO 

Communalities 

S5 

,641 

S1 

1 .OOO 

Initial Extraction 

S2 

.695 

S3 

,679 



Total Variance Exolained 

Factor [ 
Initial Eigenvalues 

I % of I Cumulative 

Total Variance 

3.569 71.374 

8.320 

7.655 

,334 6.690 

Extraction Method: Principal Axis Factoring. 

. 
Extraction Sums of Sauz 

Total I Variance 

.ed Loadings 

Cumulative 

% 

a. 1 factors extracted. 5 iterations required. 

Factor Matrixa 

S1 

S2 

S3 

S5 

54 

Factor 

1 

335 

,821 

.795 

.779 

.776 

Extraction Method: Principal Axis Factoring. 



APPENDIX C 
RELIABILITY TEST 



RELIABILITY TEST FOR DATA PILOT TEST 

Case Processing Surnrnaw 

a. Listwise deletion based on all variables in the procedure. 

Reliability Statistics 

- 

Cases Valid 

Excludeda 

Total 

1) Reliability Test for Quality Value 

Cronbach's Alpha 

.925 

N 

30 

0 

30 

% 

100.0 

.O 

100.0 

Cronbach's Alpha Based on 

Standardized Items 

,929 

Case Processing Summary 

2) Reliability Test for Price Value 
Case Proc 

N of Items 

35 

Cases Valid 

Excludeda 

Total 

Reliability Statistics 

.- 
essine Summaw 

a. Listwise deletion based on all variables in the procedure. 

N 

30 

0 

30 

N of Items Cronbach's Alpha 

I Total I 30 1 100.0 

% 

100.0 

.O 

100.0 

Cronbach's Alpha Based on 

Standardized Items 

Cases Valid 

Excludeda 

a. Listwise deletion based on all variables in the procedure. 

131 

N 

30 

0 

% 

100.0 

.O 



Reliabiiitv Statistics 

3) Reliability Test for Emotional Value 

Cronbach's Alpha 

,473 

I Total I 30 1 100.0 I 

Cronbach's Alpha Based on 

Standardized Items 

,516 

Case Processing Summary 

I I I I 
a. Listwise deletion based on all variables in the procedure. 

N of Items 

4 

Cases Valid 

4) Reliability Test for Social Value 

N 

30 

Reliability Statistics 

Case Processing Summarv 

% 

100.0 

Cronbach's Alpha 

390 

Cronbach's Alpha Based on 

Standardized Items 

390 

Cases Valid 

Excludeda 

Total 

N of Items 

4 

a. Listwise deletion based on all variables in the procedure. 

30 

0 

30 

100.0 

.O 

100.0 



Reliability Statistics 

Cronbach's Alpha Based 

I Cronbach's Alpha I on Standardized Items I N of Items 

5) Reliability Test for Islamic Attributes Value 

Case Processing Summary 

Reliability Statistics 

Cases Valid 

Excludeda 

Total 

I Cronbach's Alpha Based on I 

N 

30 

a. Listwise deletion based on all variables in the procedure. 

0 

30 

% 

100.0 

.O 

100.0 

Cronbach's Alpha 

.669 

6) Reliability Test for Muslim Friendly Facilities 

Case Processing Summary 

Standardized Items 

.667 

Cases Valid 

Excludeda 

Total 

Reliability Statistics 

N of Items 

4 

Cronbach's Alpha 

,919 

a. Listwise deletion based on all variables in the procedure. 

N 

30 

0 

30 

% 

100.0 

.O 

100.0 

Cronbach's Alpha Based on 

Standardized Items 

.914 

N of Items 

10 



7) Reliability Test for Satisfaction 

Case Processing Summary 

RELIABILITY TEST FOR ACTUAL DATA 

Reliability Statistics 

1) Reliability Test for Quality Value 

% 

100.0 

.O 

100.0 

Cases Valid 

Excludeda 

Total 

a. Listwise deletion based on all variables in the procedure. 

N 

30 

0 

30 

N of Items 

5 

Cronbach's Alpha 

,925 

Total I 230 1 100.0 

Cronbach's Alpha Based on 

Standardized Items 

.930 

Case Processing Summary 

a. Listwise deletion based on all variables in the procedure. 

Reliabilitv Statistics 

% 

100.0 Cases Valid 

N 

230 

Cronbach's Alpha 

342 

Cronbach's Alpha Based 

on Standardized Items 

344 

N of Items 

4 



2) Reliability Test for Price Value 

Reliability Statistics 

Cronbach's Alpha Based on 

Case Processing Summary 

Cases Valid 

Excludeda 

Total 

3) Reliability Test for Emotional Value 
Case Processing Summarv 

Cronbach's Alpha 

.696 

a. Listwise deletion based on all variables in the procedure. 

N 

230 

0 

230 

a. Listwise deletion based on all variables in the procedure. 

% 

100.0 

.O 

100.0 

Standardized Items 

.702 

- 

N of Items 

4 

Cases Valid 

Excludeda 

Total 

Reliability Statistics 

N 

230 

0 

230 

Cronbach's Alpha 

.890 

% 

100.0 

.O 

100.0 

Cronbach's Alpha Based 

on Standardized Items 

390 

N of Items 

4 



4) Reliability Test for Social Value 
Case Processing Summary 

Reliability Statistics 

- 

Cases Valid 

Excludeda 

Total 

5) Reliability Test for Islamic Attributes Value 

Case Processing Summary 

N 

230 

a. Listwise deletion based on all variables in the procedure. 

0 

230 

Cronbach's Alpha 

,843 

% 

100.0 

.O 

100.0 

Cronbach's Alpha Based 

on Standardized Items 

348 

Cases Valid 

a. Listwise deletion based on all variables in the procedure. 

N of Items 

4 

Excludeda 

Total 

N 

230 

6) Reliability Test for Muslim Friendly Facilities 

% 

100.0 

0 

230 

Reliability Statistics 

Case Processing Summary 

I I N % I 

.O 

100.0 

Cronbach's A l ~ h a  

I Total I 230 1 100.0 

Cronbach's Alpha Based 

on Standardized Items 

I I 

a. Listwise deletion based on all variables in the procedure. 

N of Items 

Cases Valid 230 I 100.0 



Reliability Statistics 
I . 
I I Cronbach's Alpha Based I I 

7) Reliability Test for Satisfaction 

Case Processine Summarv 

I 

I 

Cases Valid 230 100.0 I 

Cronbach's Alpha I on Standardized Items 

Excludeda 

Total 

N of Items 

Reliability Statistics 

a. Listwise deletion based on all variables in the procedure. 

0 

230 

Cronbach's Alpha 

.900 

.O 

100.0 

Cronbach's Alpha Based 

on Standardized Items 

.900 

N of Items 

5 



APPENDIX D 
NORMALITY TEST 



1) NORMALITY TEST FOR QUALITY VALUE 
Case Processing Summary 

I Cases I 
I Valid I Missing I Total I 

QUALIT 

Y 

Descriptives 

Variance I .391I I 

N 

230 

QUALIT Mean 

Y 95% Confidence Interval Lower Bound 

for Mean Upper Bound 

5% Trimmed Mean 

Median 

Std. Deviation 1 ,625481 I 

3.9595 

3.8865 

4.0000 

Minimum 1 2.001 I 

Percent 

100.0% 

Statistic 

3.8783 

3.7970 

Maximum I 5.001 I 

Std. Error 

,04124 

Range 

N 

0 

Percent 

0.0% 

Interquartile Range 

Skewness 

Kurtosis 

N 

230 

.75 

-.200 

-.I56 

Percent 

100.0% 

,160 

,320 



2) NORMALITY TEST FOR PRICE VALUE 
Case Processing Summary 

I Cases I 

PRICE Mean I 

PRIC 

E 

I 95% Confidence Lower 
Interval for Mean Bound 

Upper 
Bound 

Valid 

5% Trimmed Mean 

N 

230 

Median 

Missing 

Percent 

100.0% 

Variance 

Std. Deviation 

N 

0 

Total 

Statistic I Error Std. 

Percent 

0.0% 

N 

230 

Percent 

100.0% 



Normal Q-0 Plot of PRICE 

13 

3) NORMALITY TEST FOR EMOTIONAL VALUE 

.I60 

,320 

Minimum 

Maximum 

Range 

Interquartile Range 

Skewness 

KurQsis 

Case Processing Summary 

I Cases I 

2.25 

5.00 

2.75 

1 .OO 

-.I61 

-.600 

EMOTIO 

NAL 

EMOTION Mean 1 3.80981 .04588 

Statistic 

I A L  95% Confidence Lower 1 3,71941 1 
Interval for Mean Bound 

Std. 

Error 

Total Valid 

N 

230 

N 

230 

Missing 

Percent 

100.0% 

Percent 

100.0% 

N 

0 

Percent 

0.0% 



ObreNed Value 

2- 

1- 

I W  i -1- 

8 
4 

-2- 

-3- 

4- 

4) NORMALITY TEST FOR SOCIAL VALUE 

Normal 94 Plot 01 EMOTIONAL 

4 2 3 4 3 6 

Case Processing Summary 

SOCI 

AL 
7 

Cases 

Valid Total 

N 

230 

Missing 

N 

230 

Percent 

100.0% 

N 

0 

Percent 

100.0% 

Percent 

0.0% 



SOCIA Mean 

95% Confidence Lower 

Interval for Mean Bound 

Upper 
Bound 

5% Trimmed Mean 

Median 

Variance 

Std. Deviation 

Minimum 

Maximum 

Range 

Interquartile Range 

Skewness 

Kurtosis 

Statistic 

3.7293 

3.6389 

3.8198 

3.7476 

3.7500 

.485 

,69610 

1.00 

5.00 

4.00 

1 .OO 

-.475 

.309 

Std. 

Error 

,04590 

.I60 

.320 

Nonnal QQ Plot of SOCIAL 

2- 

e O- s 
w 

4 a 
fi 4- 

4- 

0 1 2 3 4 5 6 

Obr*rv*d Valua 



5) NORMALITY TEST FOR ISLAMIC ATTRIBUTES VALUE 

( ISLAMICATTRIB 

1 UTES 

Case Processing Summary 

Cases I 
Valid I Missing I Total I 

Descriptives 

I I I Std. 

N 

230 

ISLAMICATTRIB Mean 

UTES 95% Confidence Lower 

Interval for Mean Bound 

Statistic I Error 

3.8641 ,0439. 

Percent 

100.0% 

Upper 1 3.95071 I 
Bound 

5% Trimmed Mean 

Median 

Variance 

Std. Deviation 

Minimum 

Maximum 

Range 

Interquartile Range 

Skewness 

Kurtosis 

N 

0 

Percent 

0.0% 

N 

230 

Percent 

100.0% 



Obsetwd Value 

6)  NORMALITY TEST FOR MUSLIM-FRIENDLY FACILITIES 

Case Processing Summary 

Cases 

mSLIMFREINDLYF 

ACILITIES 

Descriptives 

Std. Deviation 1 .617141 I 

Total Valid 

230 

MUSLIMFREINDLYF Mean 

ACILITIES 95% Confidence Lower 

Interval for Mean Bound 

Upper 
Bound 

5% Trimmed Mean 

Median 

Variance 

N 

Missing 

N 

4.0828 

4.0181 

4.0000 

.381 

Percent N Percent 

100.0% 

Statistic 

4.0026 

3.9224 

Percent 

Std. 

Error 

.04069 

0 0.0% 230 100.0% 



7) NORMALITY TEST FOR SATISFACTION 

Minimum 

Maximum 

Range 

Interquartile Range 

Skewness 

Kurtosis 

Descriotives 

1.40 

6.00 

4.60 

.80 

-.482 

.769 

Case Processing Summary 

.I60 

.320 

SATISFACT 

ION 

I I 

SATISFACT Mean 1 4.0061 1 .04297 

. 

Cases 

Statistic 

Std. 

Error 

95% Confidence Lower 

Interval for Mean Bound 

Valid 

3.9214 

N 

230 

Percent 

100.0% 

Missing 

N 

0 

Total 

Percent 

0.0% 

N 

230 

Percent 

100.0% 



Interquartile Range 

Normal a 4  Plot of SATISFACTION 



APPENDIX E 
DESCRIPTIVE ANALYSIS 



(A)FREQUENCY TABLE FOR GENDER 

(B) FREQUENCY TABLE FOR NATIONALITY 

GENDER 

(C) FREQUENCY TABLE FOR EDUCATIONAL LEVEL 

EDUCATION 

Valid MALE 

FEMAL 

E 

Total 
, 

NATIONALITY 

Valid 

Percent 

41.7 

58.3 

100.0 

Cumulative 

Percent 

41.7 

100.0 

Frequency 

96 

134 

230 

Cumulative 

Percent 

95.2 

100.0 

Valid MALAYSIA 

NON-MALA 

YSIA 

Total 

Percent 

41.7 

58.3 

100.0 

Cumulative 

Percent 

.4 

18.3 

45.7 

85.7 

100.0 

Frequency 

219 

11 

230 

Valid PRIMARY 

EDUCATION 

SECONDARY 

EDUCATION 

DIPLOMA 

BACHELOR DEGREE 

MASTERIPHD 

Total 

Percent 

.4 

17.8 

27.4 

40.0 

14.3 

100.0 

Frequency 

1 

4 1 

63 

92 

33 

230 

Percent 

95.2 

4.8 

100.0 

Valid 

Percent 

.4 

17.8 

27.4 

40.0 

14.3 

100.0 

Valid 

Percent 

95.2 

4.8 

100.0 



@)FREQUENCY TABLE FOR AGE 

Valid Cumulative 

Percent Percent 

13.5 79.6 

20.4 100.0 

100.0 

AGE 

(E) FREQUENCY TABLE FOR ANNUAL NET HOUSEHOLD INCOME 

INCOME 

Valid 18 to 23 

24 to 29 

30 to35 

36 to 41 

42 or above 

Total 

Frequency 

2 1 

80 

51 

31 

47 

230 

Percent 

9.1 

34.8 

22.2 

13.5 

20.4 

1oo.a 

Valid 24,000 or below 

24,001 to 

48,000 

48,001 to 

72,000 

72,001 to 

96,000 

96,001 or above 

Total 

Valid 

Percent 

44.3 

22.2 

17.4 

6.1 

10.0 

100.0 

Cumulative 

Percent 

44.3 

66.5 

83.9 

90.0 

100.0 

Frequency 

102 

51 

40 

14 

23 

230 

Percent 

44.3 

22.2 

17.4 

6.1 

10.0 

100.0 



APPENDIX F 
TEST OF DIFFERENCES (T-TEST 

AND ANOVA) 



1) TEST OF DIFFERENCES BETWEEN GENDER AND VARIABLE 

Indeoendent Samales Test 

Group Statistics 

. . 
1 Levene's Test I 1 

GENDER 

SATISFACTIO MALE 

N FEMALE 

2) TEST OF DIFFERENCES BETWEEN NATIONALITY AND 

VARIABLE 

N 

96 

134 

Mean 

3.9708 

4.0313 

Group Statistics 

Std. Deviation 

.66743 

,64136 

NATIONALIT 

Y 

SATISFACTI MALAYSIA 

ON NON-MALAY 

SIA 

Std. Error 

Mean 

,06812 

.05540 

Std. 

Deviation 

.65551 

.54272 

Std. Error 
Mean 

.04430 

.I6364 

N 

219 

1 1  

Mean 

3.9945 

4.2364 



3) TEST OF  DIFFERENCES BETWEEN EDUCATIONAL LEVEL AND 

VARIABLE 

Independent Samples Test 

ANOVA 

SATISFACTION 

SATISF Equal 

ACT10 variances 

N assumed 

Equal 

variances 

not 

assumed 

Descriptives 

Levene's Test 

for Equality of 

Variances 

Sig. 

,142 Between Groups 

Within Groups 

Total 

t-test for Equality of Means 

F 

,387 

SATISFACTION 

t 

-1.20 

2 

-1.42 

7 

Sig. 

,534 

Sum of Squares 

2.918 

94.314 

97.23 1 

PRIMARY 

EDUCATION 

d f 

4 

225 

229 

df 

228 

11.516 

N 

1 

Std. 

Error 

Mean 

Differe 

nce 

-.24184 

-.24184 

Sig. 

(2-taile 

d) 

.230 

.I80 

Mean Square 

.729 

,419 

Minim 

um 

2.60 

F 

1.740 

Maxim 

um 

2.60 

Mean 

2.600 

0 

95% Confidence 

Interval for Mean 

std. 

Error 

Differe 

nce 

.20114 

.I6953 

Std. 

Deviation 

Lower 

Bound 
Upper 
Bound 

. 

95% Confidence 

Interval of the 

Difference 

Lower 

-.63818 

-.61294 

Upper 

.I5450 

.I2925 



SECONDARY 

EDUCATION 

DIPLOMA 

BACHELOR 

DEGREE 

MASTERPHD 

Total 

4) TEST OF DIFFERENCES BETWEEN AGE GROUP AND VARIABLE 

ANOVA 

SATISFACTION 

1 1 Sum of Squares 1 df 

Between Groups 2.504 

Within Groups I 225 

97.231 94'7271 229 

Mean Square Sig. 

1.487 

Descriptives 



5) TEST OF DIFFERENCES BETWEEN LEVEL OF INCOME AND 

VARIABLE 

ANOVA 

5.00 

5.00 

2.20 

1.40 

Descriptives 
SATISFACTTON 

SATISFACTION 

,09963 

,04297 

,68300 

,65161 

42 or 

above 

Total 

Sig. 

.477 

3.6207 

3.9214 

47 

230 

F 

,879 

Maxi 

mum 

5.00 

5.00 

5.00 

5.00 

4.80 

5.00 

4.0218 

4.0907 

3.821 

3 

4.006 

1 

Mean Square 

.374 

.425 

Mini 

mum 

2.40 

1.40 

2.60 

2.80 

2.20 

1.40 

df 

4 

225 

229 

Between Groups 

Within Groups 

Total 

Sum of Squares 

1.497 

95.735 

97.231 

Std. 

Error 

.0625 
0 

,0852 

8 

,1074 

6 

,2059 

2 

.I488 

9 

,0429 
7 

-. - - - - - - - - - 

24,000 or 

below 

24,001 to 

48,000 

48,001 to 

72,000 

72,OO 1 to 

96,000 

96,001 or 

above 

Total 

Mean 

4.003 

4.129 

4 

3.940 

0 

4.014 

3 

3.852 

2 

4.006 

- - - . 

N 

102 

51 

40 

l4 

23 

230 

Std. 
Deviatio 

n 

.63119 

.60903 

,67967 

,77047 

.71406 

.65161 

95% Confidence 

Interval for Mean 
P 

Lower 

Bound 

3.8799 

3.9581 

3.7226 

3.5694 

3.5434 

3.9214 

Upper 
Bound 

4.1279 

4.3007 

4.1574 

4.4591 

4.1610 

4.0907 



APPENDIX G 
PEARSON CORRELATION 





MUSLIMFREIN Pearson 

DLYFACILITIE Correlatio 

S n 

I Sig. 

(1-tailed) 

N 

SATISFACTIO Pearson 

N Correlatio 

n 

Sig. 

(1-tailed) 

N 

**. Correlation is significant at the 0.01 level (I-tailed). 

,461~' 

.ooo 

230 

.608" 

.ooo 

230 

.473** 

.ooo 

230 

.571** 

.ooo 

230 

,549" 

,000 

230 

.643" 

.ooo 

230 

.559** 

,000 

230 

.637** 

.ooo 

230 

.667** 

.ooo 

230 

.568** 

.ooo 

230 

1 

230 

.713** 

,000 

230 

.713** 

.ooo 

230 

1 

230 



APPENDIX H 
MULTIPLE LINEAR 

REGRESSION 



Variables Entered/Removeds 

a. Dependent Variable: SATISFACTION 

b. All requested variables entered. 

Method 

Enter 

Model 

1 

Model summaryb 

ISLAMICATTRIBUTES, SOCIAL, EMOTIONAL 

b. Dependent Variable: SATISFACTION 

Variables Entered 

MUSLIMFREINDLYFA 

CILITIES, QUALITY, 

PRICE, 

ISLAMICATTRIBUTES 

, SOCIAL, 

 EMOTIONAL^ 

I 
Model 

1 

Variables Removed 

. 

I Std. Error of the 

a. Dependent Variable: SATISFACTION 

b. Predictors: (Constant), MUSLIMFREINDLYFACILITIES, QUALITY, PRICE, 

ISLAMICATTRIBUTES, SOCIAL, EMOTIONAL 

a. Predictors: (Constant), MUSLIMFREINDLYFACILITIES, QUALITY, PRICE, 

R 

,796" 

Sig. 

,000~ 

R Square 

,634 

Model 

1 Regression 

Residual 

Total 

df 

6 

223 

229 

Sum of 

Squares 

61.675 

35.556 

97.231 

Adjusted R Square 

,624 

Estimate 

.39930 

Mean Square 

10.279 

.I59 

F 

64.469 



I Unstandardized 

Coefficients 

Model I B I Std. Error 

1 (Constant) 

QUALITY 

PRICE 

EMOTIONAL 

SOCIAL 

ISLAMICATTRIBUTE 

S 

MUSLIMFREINDLYF 1 .524 1 060 
ACILITIES 

I I 

a. Dependent Variable: SATISFACTION 

Residuals Statisticsa 

Std. Predicted Value -3.664 2.039 

Standardized 

Coefficients 

Beta 

,197 

,081 

,115 

,120 

-.063 

,496 

Standard Error of 

Predicted Value 

Adjusted Predicted Value 

Residual 

Std. Residual 

Stud. Residual 

Deleted Residual 

Stud. Deleted Residual 

Mahal. Distance 

Cook's Distance 

Centered Leverage Value 

Mean 

4.0061 

.ooc 

t 

,947 

3.111 

1.305 

1.471 

1.654 

-1.024 

8.784 

a. Dependent Variable: SATISFACTION 

Sig. 

,345 

.002 

.I93 

,143 

,100 

.307 

.OOO 

Std. Deviation 

.5 1897 

1 .OOO 

.022 

,52039 

.39404 

,987 

1.012 

,41515 

1.023 

5.437 

.042 

.024 

N 

230 

230 

230 

230 

230 

230 

230 

230 

230 

230 

230 

230 



Obsorvod Cum Prob 

Scatterplot 

Dependent Vatiable: SATISFACTION 

4 

R*gression Standardiz*d Predimd Value 
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