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Abstract: 
Purpose: This study attempts to examine the psychometric properties and 
the underlying factorial structure of the Islamic Retail Experiential Value 
(IREV) and Total Islamic Experience Quality(TIEQ) measurement scales in 
the context of a restaurant setting.  
Methodology: Self-administered convenience sampling method was used 
through 181 samples (n=181) of Muslim Urban Millennials(MUM) patrons of 
the Indian Muslim restaurant in Klang Valley, Malaysia. Data were analysed 
using Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis 
(CFA).  
Implications: The findings unveiled IREV as a multidimensional scale 
consists of four quadrants of experiential value, namely, Social, Islamic, 
Service Excellence and Playfulness. The empirical data fit our first-order 
model indicating a high level of reliability, convergent and discriminant 
validity. The second-order model also shows an acceptable model fit. To 
test the nomological validity, a structural model was developed to examine 
the relationship on Total Islamic Experience Quality (TIEQ). The result 
enriches the existing literature on Muslim customer behaviour and provides 
practical implications for restauranteurs. 
The originality: This study is the first to validate and refine the Islamic value 
dimension and spiritual emotion in the restaurant setting. This study serves 
as a modification to the conventional typology of Experiential Value Scale 
(EVS) and Mehrabian & Russell (1974) emotional states theory.   

  
Keywords: Experiential value; Islamic value; Muslim millennial; Spiritual 
emotions; Total experience 
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1.0 Introduction 
Malaysia foodservice market has recorded a gross output 

value estimated at 82.7 billion in 2017 as compared to 62.5 billion in 
2015 (Malaysian Department of Statistic, 2018). The consumer 
foodservice dominated as the most significant contributor with more 
than 170,000 establishments operated in food and beverages 
services. The growth was due to the demand causing by Malaysian in 
eating out and considering this, searching for a credible restaurant 
among Muslims has become a prominent issue. With the Muslims 
professed Islamic religion, their consumption behaviours follow values 
promulgated by Islamic faith and beliefs. According to Hassan (2011), 
Islamic value plays a significant role in satisfying Muslim's physical, 
emotions and spiritual needs.  

Drawing from this, the objective of this study is to evaluate the 
factorial structure of the Islamic Retail Experiential Value (IREV) scale 
and assess the psychometric properties from Muslim Urban 
Millennials (MUM). Muslim millennials or defined as 'generation M' is 
known to be immensely proud of their faith and they demand the 
consumption philosophy must go beyond halal and thoyyib, including 
the selection of food and restaurant (Janmohamed, 2016). On this 
basis, we found that there is an absence of empirical evidence in 
measuring experiential value perception from Muslim millennials in 
the restaurant context. Therefore, empirically it remains a gap to 
examine what are the underlying factors that contribute to the 
formation of higher-order abstraction construct. Ultimately, this study 
will provide valuable input to the management of a casual type of 
restaurant category. Considering that,  Indian Muslim restaurant 
(hereafter known as Mamak restaurant) operated in Klang Valley was 
chosen due to its high activities in an experiential context. This ethic-
based restaurant has gained popularity amongst youngsters and 
utilised very well on the behaviour and eating habit of Malaysians 
(Othman, Kandasamy, Bakar, & Chua, 2018). 

 
2.0 Literature Review  

The new era of marketing has gone beyond customer loyalty 
but to formulate engaging, customer advocating and lasting 
experience for customers. Both practitioners and academics have 
accentuated the vital role of experiential value and the total customer 
experience in influencing customer loyalty. Through improving the 
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customer experience, it drives deeper emotional connections with a 
company and increases favourable perception, spends, and loyalty. 
Given this, the study borrows a well-known environmental psychology 
theory, S-O-R model by Mehrabian-Russell’s (1974). They postulate 
the interrelationship between the three variables, which are Stimulus 
(S)-Organism (O)-Response (R). Guided by the principles, in this 
study, Islamic Retail Experiential Value (IREV) is posited in the (S) 
element, whereas Total Islamic Experience Quality (TIEQ) is   in the 
(O) element. Notably, in this paper, we do not include the R 
(response) element because its main focus is to illustrate and confirm 
the factorial structure of IREV and validate the psychometric 
properties of IREV and TIEQ scales. 

 
2.1 Islamic Restaurant Experiential Value (IREV)  

Experiential value has been the subject of interest and 
academic investigation following the establishment of a customer self-
oriented typology known as Experiential Value Scale (EVS) by 
Mathwick et al., (2001). EVS  was conceptualised as customers’ 
perceptions in a relativistic preference, implying a holistic assessment 
of the experience arising from interaction within a consumption setting 
either direct or indirect observations. The scale measure values in 
four quadrants, namely value of playfulness, aesthetics, service 
excellence and customer return on investment (Mathwick et al., 
2001).  Although numerous works of literature have examined EVS, 
the most notable works in restaurant context were conducted by Wu 
& Liang (2009) in a luxury restaurant in Taiwan, and Jin & Goh (2013) 
in a fine dining restaurant. The findings of these studies indicated the 
significant effect of a restaurant's experiential value to influence 
customer cognition, emotions and subsequently behaviour.  

Inspired by Mathwick (2001) Experiential Value Scale (EVS) 
work, we proposed an extended theory. We conceptualised Islamic 
Retail Experiential Value (IREV) as “perceived benefits Muslim 
customer received when engaging in the restaurant environment”. 
Broadly speaking, the assessment will be evaluated from the Muslim 
millennial’s residing in urban areas and regularly patronised the 
Indian Muslim restaurant. We hypothesised IREV scale comprised of 
six quadrants and defined Aesthetics(AE) as the value derived from 
perceiving the restaurant's layout or ambience; Playfulness (PL) as 
the value derived from feeling enjoyment and escapism in the 
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restaurant; Social Value (SV) as the value derived from social 
interaction activities in the restaurant; Customer Return on Investment 
(CROI) as the monetary value or the value derived from what the 
patrons received relative to what they paid and  Service 
Excellence(SE) as the value derived from the restaurant's service 
delivery. Consequently, we theorised Islamic Value (IV) as the value 
derived from the universal concept of  Halal system embraces 
aspects of restaurant’s cleanliness, food safety and how the 
restaurant contribute to social responsibility as well as protecting the  
Muslim’s wellbeing. Generally, Islamic value refers to something that 
is permitted by Allah; be it to eat, to use, to deal and so forth. In surah 
Al Maeda (verse 5:5) states; “The food of those who have received 
the Scriptures is lawful for you, and your food is lawful for them; Then 
whoever denies the faith, his work is vain, and he will be among the 
losers in the Hereafter.  

 
2.2 Total Islamic Experience Quality (TIEQ)  

A starting point for this new concept began with the work of 
Macarenhas, Kesavan & Bernacchi (2006). They advocated that Total 
Customer Experience (TCE) is a positive, engaging, enduring, and 
socially fulfilling physical and emotional experience across all major 
levels of one’s consumption chain. Additionally, they stressed the 
importance of having an emotional involvement across the interaction 
between the customer and retailer in assessing the total experience. 
On the other hand, experience quality defined as excellence or 
superiority of an experience (Lemke, Clarke, & Wilson, 2010). In the 
Islamic perspective, Kamri (2008) defines quality as the ability of the 
firm to meet the required standard in terms of bringing benefits to 
Muslims, and it is associated with the concept of blessing. 

Amalgamated from the notion, the concept of Total Islamic 
Experience Quality (TIEQ) stemmed from the understanding of Total 
Customer Experience(TCE). As TCE is viewed in non-religious 
concept, TIEQ encapsulates the emotional aspects of the Muslim 
customer. Based on the above points, this paper conceptualises Total 
Islamic Experience Quality (TIEQ) as " an assessment of Muslim 
emotional states in the appraisals of the entire restaurant experience".  
The study adapts Mehrabian & Russell (1974) M-R model of three 
orthogonal dimensions, namely Pleasure, Arousal and Dominance 
(also called PAD). The original theory captures three aspects of 
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human thoughts and feelings, which was measured in bipolar 
semantic differential scales.  First, the pleasure-displeasure which 
measures how pleasant or unpleasant one feels about something. 
Second, the arousal-non arousal measures an intensity of the 
emotion, and lastly, the dominance-submissiveness represents the 
controlling or submissive emotion. Nevertheless, only Pleasure(P) 
and Arousal(A) were being assessed. At the same time,  the role of 
Dominance(D) was omitted due to a lack of theoretical and empirical 
studies to support the prediction on customers’ behavioural 
responses (Donovan & Rossiter, 1982).The study, therefore, 
integrates the Spiritual(S) dimension to indicate Muslims in-depth 
emotions based on their faith and beliefs (Ismail, 2012). Hence, the 
conviction of the theory stated spiritual emotion is a vital criterion to 
define Muslim’s total experience in patronising a restaurant. 
Additionally, Tama & Harizz (2014) utters spiritual feeling has a 
connection to Islamic beliefs and proved to have a significant impact 
on Muslim customer experience in Halal establishment. 
Consequently, in determining the descriptors for the spiritual 
emotions, we referred to the previous focus group discussions 
(Mohammed, Rahman & Aziz, 2017). 

 
3.0  Results 

All the measurement scales were adopted from the literature 
and adjusted to suit a restaurant setting. This study design was 
guided by the existing literature review and the methodological 
procedures suggested by Churchill & Ionbucci (2002) to develop, test 
and purify a scale. The first measurement model of IREV was 
adapted from Experiential Value Scale (Mathwick et al.,2001). The 
study proposed two additional dimensions which were Islamic 
Value(IV) and Social Value(SV). The TIEQ model was adapted from 
emotional states theory of PAD  (Mehrabian & Russell, 1974). In 
particular, the current study used three scales for questionnaire 
design ;(i) semantic differential (ii) Likert (7-point range: 1 = strongly 
disagree to 7 = strongly agree) and (iii)dichotomous. As no sampling 
frame is available, convenience sampling was ruled out. The sample 
was restricted to Muslim Urban Millennials (M-U-M) age from 19 to 39 
years old residing in urban areas of Klang Valley, Malaysia. 
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3.1 Demographic Profile of Respondents 

Table 1 presents the profile of respondents, 58 per cent were 
male, the majority of which fall under the age category of 20 to 29 
years (64%). Interestingly, the high proportion of the sample 
comprises of students (57%) with an income less than RM1,000 
(49%) and average frequently visit the restaurant 2-4 times in a week 
(74 %). In total, 204 questionnaires were distributed and collected. As 
recommended, data screening and detecting univariate outliers were 
performed and non-valid questionnaires were excluded from the 
analysis. As a result, a total of 181 valid questionnaires were used for 
analysis. The respondents were given a small token of appreciation 
as an incentive to encourage participation. 
 
Table 1 : Demographics Profile of Respondents  
Variables/Description Variables/Description Frequency Percentage in % 

 
Gender Female 

Male 
86 
118 

42.2 
57.8 

Age group 30-39 years old 
20-29 years old 

19 years old or less 

68 
130 
6 

33.3 
63.7 
2.9 

Average frequent visit 
in a week 

8-10 times 
5-7 times 
2-4 times 

2 
52 
150 

1 
25.5 
73.5 

Average personal 
monthly in-
come/allowance 

RM5001 and above 
RM3001-5000 
RM1000-3000 
Below RM1K 

18 
44 
38 
100 

8.8 
21.6 
18.6 
49.0 

Occupation Private Sector 
Public Sector 
Self Employed 

Student 
Total 

54 
8 
26 
116 
204 

26.5 
3.9 
12.7 
56.9 
100.0 

 
3.2 Exploratory Factor Analysis (EFA)   

Multi-item measures were subjected to exploratory factor 
analysis and reliability analyses. The objective of EFA is to find a set 
of underlying latent constructs, which might be represented by a set 
of items. An EFA using maximum likelihood estimation was 
conducted to assess the dimensionality of the scales. Two EFA was 
performed separately on IREV (Table 2) and TIEQ (Table 3). To 
achieve a more meaningful and interpretable solution in the iterative 
process, items with low factor loadings (< 0.49) or high cross-loadings 
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(>0.3) were removed, and EFA was performed again as 
recommended by (Hair, 2010). The initial EFA assess the factorial 
structure of IREV, which comprises of 33 original items pool. After 
refining, the final EFA resulted in 21 items ranging from factor 
loadings of 0.569 to 0.851. A commonly used threshold value of 0.70 
as recommended by Nunnally (1978) was applied; however, (Hair, 
2010) suggest that values slightly below 0.70 are acceptable if the 
research is regarded as exploratory. Subsequently, the six  
components of experiential value were identified: F1: Islamic(IV); F2: 
Playfulness(PL); F3: Service Excellence(SE); F4: Social(SV); F5: 
Customer Return on Investment(CROI) and F6: Aesthetics(AE).  

 
Table 2 : Final Exploratory Factor Analysis For Islamic Retail Experiential 
Value Scale 
 
ISLAMIC RETAIL  
EXPERIENTIAL VALUE 

Components 
F1 F2 F3 F4 F5 F6 

1….food served is safe according to ... 
2….dining area is free from filth and 
dirt. 
3….assists in collecting donation … 
4….provides Islamic working 
conditions… 
5….concerns over  Muslim customer 
needs… 
6….food is  Halal, pure and 
wholesome… 

0.780 
0.771 
0.769 
0.692 
0.659 
0.794 

     

7….fun spending time… 
8….best gateway … 
9….truly enjoy eating...  
10…entertaining…. 

 0.880 
0.847 
0.812 
0.569 

    

11…service is consistent and reliable. 
12… good attitude and willingness to 
help. 
13…staffs well trained to do their job. 
14…delivers quick and prompt service. 

  0.782 
0.777 
0.767 
0.662 

   

15…enjoy socialising with others... 
16…share life experience … 
17…improve social life. 

   0.797 
0.785 
0.777 

  

18…price  is considered reasonable… 
19…overall, the cost is of economic 
value. 

    0.829 
0.667 

 

20… aesthetically appealing. 
21…casual atmosphere is wonderful. 

     0.836 
0.619 
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Next, EFA was performed on TIEQ measurement model 
comprising 21 original items (refer to Table 3). As expected, three 
factors were extracted and labelled: F1-Spiritual (S); F2-Arousal(A) 
and F3-Pleasure(P). However, the initial purification resulted in the 
deletion of nine items. The result for both the Bartlett test of sphericity 
(Chi-square 499.711 at p = 0.001) and the Kaiser-Mayer Olkin 
measure of sampling adequacy (KMO = 0.768). Thus, the result 
indicates that there are sufficient inter-item correlations with the data 
for performing factor analysis (Sharma, 1996). The result of the final 
EFA on TIEQ produced three-factor components with relatively high 
factor loadings and Eigenvalues greater than 1. The Alpha 
coefficients of the three factors ranged from 0.57 to 0.91. It is 
important to note here that Cronbach’s alpha, the customary index of 
reliability, was assessed after unidimensional of a measure has been 
established as suggested by Gerbing & Anderson (1984).  

 
Table 3 : Final Exploratory Factor Analysis For Total Islamic Experience 
Quality  

TOTAL ISLAMIC EXPERIENCE QUALITY  F1 F2 F3 
1.  Relief-Fear 
2.  Proud-Not Proud 
3.  Peace of Mind-Doubtful 
4.  Secure-Not secure 
5.   Support of Islamic belief-Not support Islamic belief 
6.   At Ease-Uneasy 

0.850 
0.845 
0.841 
0.761 
0.737 
0.702 

  

7.  Arousing-Not arousing 
8.  Appetizing-Unappetizing 
9.  Lively-Unlively 

 0.895 
0.853 
0.725 

 

10. Happy-Unhappy 
11. Satisfied-Unsatisfied 
12. Good-Bad 

  0.914 
0.879 
0.575 

 
3.3 Confirmatory Factor Analysis (CFA) 

To ensure unidimensionality of measure, Gerbing & Anderson 
(1988) recommended that a more rigorous statistical procedure in 
refining and confirm the factorial structure generated from the EFA 
matrix. Confirmatory factor analysis (CFA) is an analytical tool to 
ascertain unidimensionality of measures. Following the suggestion, all 
the resulting factor structures derived from two EFA were tested and 
validated by confirmatory factor analysis (CFA) which proves a priori 
factor structure and goodness of fit of the resulting solution (Kline, 
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1998). CFA was carried out using AMOS 25 analytical program 
developed by Arbuckle & Wothke (1999). The appropriateness of the 
measurement model described by CFA was assessed using the chi-
square statistic, a set of relative fit indices, Goodness of Fit Index 
(GFI), Normed Fit Index (NFI) and Root Mean Square Error of 
Approximation (RMSEA). 

Intriguingly, out of six dimensions in the first-order construct, 
two dimensions were dropped, and  the experiential scale was re-
specified. After reducing, the final first-order construct exhibited 12 
items in four dimensions namely (i) Playfulness (PL) with four items; 
(ii) Social Value (SV) with three items; (iii)Service Excellence (SE) 
with four items; and finally,(iv) Islamic Values(IV) with three items. 

 

 
Figure 2 : Results of confirmatory factor analysis for revised first-order four 

factors model 

Figure 1 visually presents the factorial structure of the revised 
first-order four factors construct and illustrate the path coefficient of 
each indicator on the corresponding factor. The results are as follows: 
the fit statistics were χ2 = 91.9, df = 48, χ2/df = 1.91, p< 0.001; RMR 
=0.50; GFI = 0.922; IFI = 0.971; CFI = 0.971; and RMSEA = 0.71. The 
result of the reliability test indicates the measurement items had a 
high internal consistency with alpha ranging from 0.779 to 0.936. All 
indicators loaded heavily on the factor/dimension and all standardised 
coefficient are greater than 0.60. To measure convergent validity, we 
calculate Composite Reliability(CR) and Average Variance 
Extraction(AVE). The CR indicate values ranging from 0.778 to 0.940, 
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which were much higher than the recommended cut-off points of 0.7 
(Fornell & Larcker, 1981). Meanwhile, the AVE scores ranging from 
0.54 to 0.84, exceeding the recommended cut-off point of 0.5, as 
suggested by Fornell & Larcker (1981). Thus, each of the factors 
reliably measured its respective constructs. 

Next, we conducted a test for discriminant validity. The result 
met the criterion as the correlation coefficients scores varied from 
0.29 to 0.64 below the cut off value of 0.85. A complimentary 
assessment of discriminant validity is to determine whether 
confidence interval of (± 2 standard errors) around the correlation 
estimated for each pair of constructs includes one as suggested by 
Anderson & Gerbing (1988). After examining the significance and the 
magnitude, the outcomes proved that the measurement scale had 
achieved good psychometric evaluation in the context of a restaurant 
setting. 

 
3.4 Testing an alternative model: a second-order four-factors 

model of Islamic Retail Experiential Value (IREV)  

The first-order model implies that all four-factors are correlated. 
Still, the model may be operationalised as a second-order model of 
which a higher-order factor governs all factors, i.e. Islamic Retail 
Experiential Value(IREV). This procedure was an effort to achieve 
strong validity and reliability (Browne & Cudek, 1993). 

 

 
Figure 3 : Results of confirmatory factor analysis for analysis for second-

order four factors model of (IREV) 
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Figure 4 : Results of confirmatory factor TIEQ model 

Figure 2 illustrates the overall model statistics for IREV 
second-order model produced an acceptable fit with the data well. 
The fit statistics were χ2 = 101.043, df=50,  p< 0.000, χ2 /df = 2.21, 
RMR =0.064; GFI = 0.91; IFI = 0.967; CFI = 0.966; and RMSEA = 
0.075. All indicators loaded heavily on the factor/dimension, and all 
standardised coefficients are greater than 0.65.  The results support 
the 12-items, 4-dimensional scale for IREV model . As a result, this 
confirms the existence of second-order factor of Islamic Retail 
Experiential Value (IREV) construct. In conclusion, it is reasonable to 
claim that all the measures used in the study possess good 
psychometric properties. Next, we compare both model fit indices for 
confirmation. 
 
Table 4 : Comparison of Overall Fit Indices of Two Models 

Models χ2 df χ2/ df GFI RMSEA CFI ∆ χ2 
First Order four-factor Model 91.9 48 1.91 0.92 0.07 0.971 9.5 
Second-Order IREV four-
factor model  

101.4 50 2.02 0.91 0.07 0.966  

 
Table 4 demonstrates the overall fit indices for the first order 

and second order of the plausible IREV model. The results implied 
both models fit the data satisfactorily and were statistically significant. 
However, the first order four-factor model slightly better than the 
second-order model. The χ2 indicates that the difference between the 
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first order and second-order model of IREV; ∆ χ2 = 9.5, p<0.000. The 
result suggests that the first-order model outperformed the second-
order model, which provides a stable configuration to measure TIEQ 
for the current study. 

The second construct of TIEQ was tested and validated. Fig 3 
illuminates the factorial structure of the TIEQ model. The fit indices 
suggest that the model fit the data well and all items loaded on their 
respective factors. The final CFA analysis for TIEQ appears that one 
item has been dropped to improve the model fit. Subsequently, the 
model resulted in three emotional dimensions: (i) Pleasure-non 
pleasure (P) with four items (ii) three items in Arousal-non arousal (A) 
and (iii) four items in Spiritual-nonspiritual (S). The fit statistics indices 
were χ2 = 59.56 df = 41, χ2/df = 1.45, p < 0.03; RMR = 0.088; GFI = 
0.947; AGFI= 0.914; IFI = 0.972; CFI = 0.971; and RMSEA = 
0.050. The outcomes exhibit Composite Reliability (CR) values at 
0.827 exceeded 0.7; therefore, it proves the existence of convergent 
validity. Cronbach Alpha was performed to assess internal 
consistency and values was close to 0.7; therefore, confirm the 
reliability of the model. Consequently, the remaining ten items in TIEQ 
were retained for nomological validity assessment using Structural 
Equation Modelling (SEM). 

 

 
Figure 5 : Nomological validity assessment using Structural Equation 

Modelling 

Finally, we examine the nomological validity of the scale to 
measure its capability in explaining the predictive relationship with 
other constructs as stipulated in the framework. In this context, we 
referred to the previously established link between experiential value 
and total experience quality assessment (Musa.,2010; Musa & 
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Kassim, 2012). The results of the analysis are diagrammatically 
presented in Figure 4. Evidence of nomological validity was assessed 
by specifying the effects of first-order four factors model and the 
consequence toward TIEQ.  

The nomological model indicated an acceptable fit. All indices 
achieved the acceptable value where χ2 = 341, df = 196, χ2/df = 1.73, 
p = 0.001; RMR = 0.113; GFI = 0.86; IFI = 0.93; CFI = 0.934; and 
RMSEA = 0.064. All the paths linking four factors to TIEQ were 
verified, and the strength of the standardised coefficient value of 
Service Excellence (SE) on TIEQ (β = 0.68), playfulness (β = -0.16), 
Social Value (β =0.07) and Islamic value (β =0.29). Based on the path 
analysis findings, it demonstrated that the effects of Service 
Excellence, Islamic Value and Social Value in the hypothesised 
directions were significant and supported. However, the posited 
relationship between Playfulness (PL) on TIEQ appears to be a non-
significant statistical effect. 

 
4.0 Conclusion  

This study has afforded three significant contributions; First, 
EFA illustrates the factorial structures or dimensionality of the 
proposed IREV model and TIEQ model. CFA provides a more 
rigorous estimation than EFA, suggested that two constructs from 
original EVS to be eliminated to gain the satisfactory model fit. The 
final first-order model consists of four factors, thus confirmed a 
reliable and valid in instrument to determine the underlying factorial 
structure. Second, convergent validity and discriminant validity were 
upheld by factor loadings and correlations between factors in the CFA 
model, respectively. Additionally, our second-order model also 
provides evidence that IREV construct is a multidimensional 
hierarchical structure which is corroborated with Mathwick et al., 
(2001) theoretical framework, and it possesses satisfactory 
psychometric properties. Thirdly, it is worth to note that conventional 
EVS that has been extensively verified in various domains can be 
extended into the Islamic framework as a new theoretical model.  

Given the result, the present study is the first to validate the 
modified version of EVS by featuring an additional dimension of 
Islamic value and social value. The emergence of these dimensions 
seems to be coherent with prior literature in the Muslim consumer 
behaviour and restaurant research strand (Marzuki, Hall, & Ballantine, 
2012; Tamaa & Voon, 2014). Based on the result, the construct of 
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IREV as a concise multiple item scale can be applied to examine the 
effect on Muslim’s emotions, attitude, and behaviour in the 
foodservice context. In view of the result, the contribution of this study 
provides a foundation in understanding  total customer experience 
from Islamic viewpoints and underlying emotions of a Muslims. 
Additionally, the inclusion of   Islamic value, as well as the spiritual 
dimension in TIEQ construct enhances the existing Islamic literature. 
It opens a new avenue for future researchers in investigating Muslim 
consumer behaviour.  In terms of managerial implication, IREV can 
be utilised as a valuable instrument for Indian Muslim restaurant to 
assess their strength and weaknesses according to Islamic precepts. 
Moreover, the outcomes can facilitate the restaurant to plan 
appropriate strategies and find ultimate solutions relating to  Muslim 
millennials expectation. Toward the end, this study focuses 
exclusively on one specific type of ethnic base restaurant in Malaysia. 
Replication studies must be undertaken to validate the findings using 
larger samples or at a different kind of a casual restaurant such as 
food court, cafeterias or to different ethnic restaurants. Perhaps, 
future research could afford more insightful findings.  
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