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Abstract 
Malaysia has taken an initiative to become an Islamic hub by introducing 
Islamic hotels. Islamic hotels cater according to Islamic practices for more 
than a billion Muslims. Only 10 percent out of 5520 hotels comply with Shariah 
requirements. This shows that knowledge of Shariah compliant hotel is 
needed. Currently, a comprehensive standardisation does not exist. Hotel 
operators are operating with their own compliant strategies. This research 
aims to provide an authentication of a Shariah compliant hotel. A self-
administered online survey was done to obtain the responses. A total of 395 
data was cleaned from missing cases and outliers. The indicator reliability, 
internal consistency reliability, convergent validity, and discriminant validity 
were used to analyse the model adapted, and the structural model used the 
bootstrapping method via SmartPLS version 3.2.9. The findings revealed that 
the desire to stay and the Shariah compliant attributes (SCA) were significant 
towards the online repatronage intention among Muslim customers of Shariah 
compliant hotels. The findings postulated that the significant relationship of 
the sequential path is only for hotel image to service quality to Shariah 
compliant attributes, and towards the overall satisfaction. 

Keywords: Desire to stay, hotel image, online repatronage intention, overall 
satisfaction, service quality, Shariah compliant attributes 
 

 Introduction 

Hotels in Malaysia have been rising for the past ten years (The 
Star Online, 2017). Many Middle Eastern tourists visit Malaysia every 
year. The Malaysian government has recognised tourism as an 
important economic contributor in the country. JAIM has provided Halal 
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certification for more than 101 lodging hotels for their eateries and 
cafes (Berita Harian, 2010). Islamic hotels follow Islamic principles 
starting from the cleaning up to their accounting practices. 
Accommodation businesses are having Shariah hotels as their new 
trend. Aryanty (2010) says that Shariah compliant hotels obey Shariah 
standards much more than dry Islamic hotels. Shariah gives value to 
people, increases a person’s morality and character. 

The concept of a Shariah compliant hotel was established due 
to the demands of Muslim travellers. The conventional hotel does 
satisfy the basic demands for Muslim travellers, but a specially built 
hotel in this niche market will definitely attract more Muslim travellers. 
Yusof et al. (2013) says that Shariah compliant hotels can be further 
established to cater to the upcoming Islamic market. Jurattanasan and 
Jaroenwisan (2014) mention that Shariah hotels serve according to 
Shariah principles in serving food and beverages, including safety, 
health, environment, and economic aspects. With this type of hotel, 
issues such as adultery, liquor, and gambling would be able to be 
diminished. Che Ahmat et al. (2012a; 2012b) find that there are some 
owners who do not really understand about these concepts causing 
misinterpretation and misunderstanding. Yusof et al. (2013) add that 
Shariah compliant hotels can be further developed according to the 
Islamic tourism segment. 

 Literature Review 

 Online Repatronage Intention 

The revisit intention to the same service provider is known as 
customer repatronage intention (Nasrul et al., 2020). The consumer 
evaluates and decides whether he/she wants to maintain the same 
service provider post-purchase. Many studies say that winning new 
customers are more difficult than keeping existing ones (Nasrul et al., 
2020; Hormozi & Giles 2004). Researchers notice positive emotions 
among customers when they accept the services. Abdullah Hambali et 
al. (2016) and Kamal et al., (2016) in their study find that satisfied 
customers will highly share they experience with others. Lahap (2016) 
find that positive customer feedback was able to attract other 
customers’ intention. Knowledge and information of Shariah compliant 
hotels can influence customers’ behaviour (Huang, Qiu, Bai, & Pray, 
2006). The second largest sales item after the aviation industry is 
online booking (Marcussen, 2008). The development of ICT 
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significantly influences the hospitality industry in enhancing sales 
opportunities (Schegg et al., 2013). Xiang et al. (2008) emphasise that 
travellers tend look for accurate data on the web and most of their 
reservations are made online (Vermeulen & Seegers, 2009). Pappas 
(2016) concludes that intention is often recognised as an end-user 
buying behaviour to purchase online. Therefore, it is vital for retailers 
to comprehend its importance. Studies have been conducted widely 
around the world on purchase intention and tested for many 
predictions. However, due to the rapid development of technology that 
affects internet users, new predictors need to be considered as 
elements of online purchase intentions. 

 Desire to Stay 

Desire is a person’s motivation and stage of mind towards their 
response (Perugini, M. & Bagozzi, R.P, 2001). Hunter (2006) and 
Perugini and Bagozzi (2001) say that a person’s desire could motivate 
and influence them to decide. Shariah hotel travellers’ desire is to 
experience a new calm and comfortable atmosphere with Islamic 
nuances. The desire of a Muslim traveller might be different compared 
to a non-Muslim traveller depending on their reason. Han and Yoon 
(2015) address that a person’s desire is a condition in which reflects 
their motive to repurchase and continue with the product or service. 

 Overall Satisfaction 

Customer satisfaction occurs when the customer’s needs and 
expectations are met (Ashraf, 2014). Kotler (2013, p. 13) says that 
customer’s satisfaction is perhaps viewed as a summary of the 
product's performance and expectation. Nurul Syaqirah and Putra 
Faizurrahman (2014) notice that an organisation’s growth relies on 
customer satisfaction. Satisfaction is the biggest contributor to the 
revenue of the hotel industry (Maghzi, Abbaspour, Eskandarian, & 
Abdul Hamid, 2011). Akhter (2010) mentions that consumers will have 
a repurchase intention when their overall satisfaction is high. Overall 
satisfaction is measured as a variable which is able to enhance product 
quality enabling the organisation to outperform their competitors 
(Cravens et al., 1988; Garvin, 1991). Travellers emphasise on core 
elements when selecting a hotel such as friendly services, cleanliness 
of the facilities, convenient locations, and safety and security (Knutson, 
1988). Customer satisfaction is important because it affects the long-
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term growth of profitability (Ribbink et al., 2004). The measurement of 
customer satisfaction has attracted many researchers over the years. 
It is important to be measured as the customer provides positive value 
perception to other customers (Kofi et al., 2013). 

 Hotel Image 

Image is the consumer’s feels and belief on a particular brand 
reflected in an overall impression (Odoom, Narteh & Odoom, 2019; Wu, 
2011). Brand image is important for the consumer to decide and 
evaluate alternative brands (Odoom et al., 2019; Alhaddad, 2015). A 
positive organisation with a favourable image would gain market 
advantages to increase their business performance (Park, Jaworski, & 
MacInnis, 1986). A positive image could also sustain customers (Koo, 
2003; Kandampully & Suhartanto, 2000). Image includes information 
and its attributes (Han et al, 2009). Image provides the guest with a first 
impression and creates a good feedback from the previous guest to 
gain new customers (Khan, 2013). There are a few studies that show 
the impact of image on purchase intention (Odoom et al., 2019; Batra 
& Homer, 2004). Sulaiman et al. (2020) and Wu (2011) notice that 
image is a direct and indirect influencer of repatronage intentions. 
Kandampully and Suharanto (2000) say that a hotel’s image is 
positively related to the customers’ intention to revisit the hotel. Hotels 
are actually able to create customer-oriented facilities (i.e., revisit 
intention) (Han & Kim, 2010; Han et al., 2009; Lee et al., 2010). 
Therefore, a positive hotel image can stimulate repeat patronage 
intention. 

 Service Quality 

Service quality is crucial for customer satisfaction. Even though 
many studies have found a positive relationship, there are some 
studies that found only a portion of the impact of service quality towards 
customer satisfaction (Fornell et al., 2004). Kotler and Armstrong 
(2013) say that the service does not own any activities, it is an activity 
being offered. Meanwhile, Ziethaml and Bitner (2002) say that 
customer satisfaction effects service quality entirely. Service quality is 
known to be the antecedent of customer satisfaction (Gotlieb et al., 
1994; Buttle, 1996; Zeithaml & Bitner, 1996; Lee et al., 2000). Chen 
and Lee (2008) say that service quality is significant towards customer 
satisfaction. Akbar and Parvez (2009), Munusamy et al. (2010), 
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Hossain and Leo (2008), Jamal and Anatassiadou (2007), and Chen 
and Lee (2008) notice a parallel connection to this. Providing a 
competitive, comforting, and luxurious service to customers while 
maintaining spiritual quality needed by Muslims is challenging (Razalli, 
et. al., 2012). Service quality is significant towards the repatronage 
intention among hotel consumers (An, Suh & Ect, 2019; Jeaheng, Al-
Ansi & Han, 2020). Despite advances in the marketing literature, 
consumers’ quality perceptions should be studied in-depth as it is a 
critical indicator of consumers’ decision-making, and they can influence 
future behaviours. 

 Shariah Compliant Attributes 

Islamic hospitality increases the standard of Shariah compliant 
hotels. There are plenty of measures done to attract tourists in terms 
of offering comfortable hotel facilities according to Muslim tourists’ 
religious beliefs of. Razalli et al. (2015) mention that customers of 
Shariah compliant hotels ask much more enhanced services compared 
to the ones existing today. Azizah et al. (2017) and Yusof Muhammad 
(2013) mention that Islamic services are in great demand and will be 
growing rapidly in the upcoming years. Islamic hotel acceptance 
among Muslim travellers relies on the services provided with existing 
Shariah principles as approved by Islamic regulations. Albattat et al. 
(2018) urge a better understanding of the regulations among hoteliers.  

Ahmat, Ridzuan, Din, Zainol, and Razali (2015) establish 
Shariah compliance with three attributes which are operational, interior 
design, and financial attributes. Islamic tourism attributes can 
significantly impact hotel repatronage intention (Rahman, 2014). Most 
of the Muslim travellers have concern on Halal related products and 
services (Battour & Ismail, 2016). El-Gohary (2016) mentions that 
certain attributes of Halal tourism are related to Shariah compliant 
actions. Battour et al. (2014), Eid and El-Gohary (2015), and El-Gohary 
(2016) add that Halal tourism does not practice prohibited activities. 
Ahmat et al. (2015) say that the hotel’s profit sharing is crucial for a 
Shariah compliant hotel. El-Gohary (2016) asserts that Halal tourism 
packages includes Halal hotel, food, logistics, and financial activities. 

Wiliasih (2016) notes that consumer’s preferences for choosing 
Shariah hotels are influenced by knowledge and religiosity. She further 
adds that these hotels are consisted of lodging, dining, and drinking 
services according to government regulations. Widyarini (2013) 
mentions that Halal Hotel operations should apply Islamic Shariah 
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principles to its management, motto, logo, and interior ornaments, as 
well as the uniforms or clothing worn by hotel employees. Previous 
research identified that the completeness variable of Shariah hotel and 
hotel image attracts interest to revisit these hotel (Auliya & Surakarta, 
2019; Jeaheng, Al-Ansi & Han, 2019; Yaty et al., 2020). For such 
reasons, these hotels have been represented as a crucial aspect of 
Islamic tourism. Therefore, gaining a clear understanding of the factors 
affecting Muslim consumers’ behaviour towards these hotels is 
important as it will allow marketers to acquire necessary knowledge, 
develop appropriate images, and emphasise the different aspects that 
are important for serving Muslim consumers. 

 Sequential Mediation of Satisfaction and Desire to Stay 

A pleasant repurchase activity occurs when consumers are 
satisfied with the service (Akhter, 2010). A guest’s evaluation of a 
hotel’s service quality depends on their stay experience (Lo et al., 2015; 
Wilkins, Merrilees, & Herington, 2007). Jani and Han (2014) explain 
that the intention to come back to the same place is related with 
customer feedback, which is in line with their future action. Usually, 
guests will feel satisfied with the service quality offered to them when 
the service is good and encourage longer stays and return visits 
(Sureshchander, Rajendran, & Anantharaman, 2002). 

Customer satisfaction is a mediator of service quality (Caruana, 
2002; Fullerton and Taylor 2002). Dacies and Chun (2002) notice that 
image is significant with customer satisfaction. Chun (2002) finds that 
customer satisfaction mediates hotel image. Ismail et al. (2006) and 
Khen et al. (2010) notice that customer satisfaction partially mediates 
service quality. Akbar and Parvez (2009) and Chen and Lee (2008) say 
that service quality is also mediated by customer satisfaction. It also 
motivates customers to purchase again (Fornell, 1992).  

Chun (2002) finds that image is insignificant with customer 
satisfaction. On the other hand, customer satisfaction depends on the 
previous experience, image, and cost of the goods or services 
(Ranjbarianet al., 2011). Tu Wang and Chang (2012) in their study find 
that image influence customer satisfaction entirely. Dominici and 
Guzzo (2010) states that a customer’s needs must be identified. Choi 
(2001) urges hotels to get attention, provide satisfactory services, and 
sustain their customers so that they will be able survive for many more 
years. 
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 Methodology 

The target population of this study was Muslim customers of 
Shariah compliant hotels and e-B&Bs in Penang, Langkawi, Kuala 
Lumpur, and Melaka. Table 1 below illustrates the population and 
sample size. Consumer’s responses were acquired through a self-
administered online questionnaire. An intercept method at the hotel 
and airport was used to get potential respondents. A total of 500 valid 
questionnaires were collected from experienced Muslim customers. 
The scales of the questionnaire were adapted from studies done by 
previous scholars (See Appendix 1). A five-point Likert scale was 
employed with a score of “1” indicating “strongly disagree” and “5” 
indicating strongly agree. A total of 395 data was cleaned from missing 
cases and outliers. The measurement and structural model of this 
research were analysed using Smart-PLS version 3.0. 

Table 1 : Sample Size 

State Population of 
Hotel 

Population of 
e-B&B 

Sample size of 
Hotel 

Sample size of 
e-B&B 

Penang 1414 479 100 70 
Langkawi 471 122 100 70 
Kuala Lumpur 2818 1386 100 70 
Melaka 1024 378 100 70 
TOTAL 5727 2365 400 280 
Sample size using Krejie & Morgan (1970) 

 Findings of the Measurement Model of Online 
Repatronage Intention for Shariah Hotel 

The conceptual framework used a PLS analysis which consists 
of the evaluation of the measurement (outer) model and the evaluation 
of the structural model (inner). The measurement model examines 
internal consistency reliability, convergent validity, and discriminant 
validity (Hair et al., 2011). As reported in Table 2, the composite 
reliability for all constructs exceeded the threshold value of 0.70 (Hair 
et al., 2011), thus, all significant items are robust in terms of their 
reliability. The composite reliabilities of this study were from 0.842 to 
0.972, and it is above the 0.70 cut-off (Bagozzi & Yi, 1988). It is 
revealed that all the indicator loadings exceeded the recommended 
threshold value of 0.60 (Henseler et al., 2009). A total of 11 indicator 
loadings were removed as they were found to be weak loadings (refer 
Table 4). 
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The AVE values revealed that all values are greater than the 
threshold value of 0.50. Therefore, the convergent validity measure 
was evident. 

Table 2 : Descriptive Statistics and Reliability Of Constructs (N=97) 

Construct 2nd Order Items Loading CR AVE Deleted Item 
Online 
repatronage 
intention (ORI) 

 ORI1 
ORI 2 
ORI 3 
ORI4 
ORI5 
ORI6 
ORI7 
ORI8 
ORI9 

0.663 
0.839 
0.862 
0.833 
0.782 
0.797 
0.778 
0.783 
0.794 

0.939 0.630  

Desire to Stay 
(DTS) 

 DTS1 
DTS2 
DTS3 
DTS4 
DTS5 
DTS6 
DTS7 

0.803 
0.807 
0.806 
0.782 
0.819 
0.757 
0.790 

0.923 0.632  

Overall 
Satisfaction 
(SAT) 

 SAT1 
SAT2 
SAT3 
SAT4 

0.935 
0.959 
0.946 
0.945 

0.972 0.896  

Service quality 
(SQS) 

 SQS1 
SQS2 
SQS3 
SQS4 
SQS5 
SQS6 
SQS7 

0.875 
0.871 
0.884 
0.904 
0.916 
0.877 
0.897 

0.964 0.792 
 

Hotel Image 
(IMAGE) 

 IMAGE1 
IMAGE2 
IMAGE3 
IMAGE4 
IMAGE5 
IMAGE6 
IMAGE7 
IMAGE8 

0.806 
0.830 
0.843 
0.826 
0.832 
0.837 
0.822 
0.845 

0.947 0.690  

Shariah 
Compliant 
Attributes 
(SCA) 

Interior 
Design 

(SCAID) 

SCAID1 
SCAID2 
SCAID4 
SCAID5 
SCAID6 

0.740 
0.700 
0.729 
0.703 
0.717 

0.842 0.516 SCAID3, 
SCAID7 
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Construct 2nd Order Items Loading CR AVE Deleted Item 
 Operation 

(SCAO) 
SCAO3 
SCAO4 
SCAO5 
SCAO6 

0.688 
0.749 
0.819 
0.806 

0.849 0.586 SCAO1, 
SCAO2 

 Financial 
(SCAF) 

SCAF1 
SCAF2 

0.936 
0.922 

0.927 0.917  

Based on Table 3, the value of all indicators loaded on their own 
construct is higher than on any other which is sufficient. 

Table 3 : Discriminant Validity of Latent Variables 
 

ORI DTS SAT IMAGE SCAF SCAID SCAO SQS SCA 
Online Repatronage 
Intention 

0.794   
 

 
    

Desire to Stay 0.214 0.795        
Overall Satisfaction 0.134 0.267 0.946       
Hotel Image 0.36 0.291 0.290 0.830  

    

Financial 0.358 0.238 0.178 0.136 0.957 
    

Interior Design 0.17 0.295 0.340 0.233 0.211 0.718 
   

Operation 0.152 0.243 0.172 0.143 0.287 0.481 0.766 
  

Service quality 0.158 0.381 0.731 0.342 0.184 0.43 0.268 0.89 
 

Syariah Compliant 
Attribute 

0.267 0.344 0.322 0.232 - - - 0.412 0.595 

**Bold diagonal elements are the square root of the AVE (Average Variance 
Extracted) which should exceed the off-diagonal inter-construct correlations for 
adequate discriminant validity. 
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Figure 1 : Structural Model For Online Repatronage Intention 

 Structural Model of Online Repatronage Intention for Shariah 
Hotel 

A structural model, through the bootstrapping analysis, was 
constructed (Streukens & Werelds, 2016). A total of 5000 subsamples 
through bootstrapping were collected as per the results illustrated in 
Figure 1. Table 4 illustrates the findings of the direct hypotheses of this 
study. Of the 8 hypotheses, only 5 hypotheses were accepted. Desire 
to stay was found to be positively significant with online repatronage 
intention (ß= 0.172, t= 2.270, p < 0.05). Shariah compliant attributes 
were also found to be positively significant with online repatronage 
intention (ß= 0.199, t= 3.150, p < 0.01). Meanwhile, satisfaction was 
found to be positively significant with desire to stay (ß= 0.269, t= 4.595, 
p < 0.01). Service quality was found to be positively significant with 
satisfaction (ß= 0.722, t= 20.306, p < 0.01) and hotel image was found 
to be positively significant with service quality (ß= 0.352, t= 6.581, p < 
0.01). It was shown that service quality does not influence online 
repatronage intention (ß= -0.009, t= 0.159, p > 0.01). Shariah compliant 
attributes were also found to be not significant with satisfaction (ß= 
0.017, t= 0.377, p >0.01), and hotel image was found to be not 
significant with Shariah compliant attributes (ß= 0.101, t= 1.751, p > 
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0.01). Hence, hypotheses H1, H3, H4, H5, and H7 were accepted 
whereas hypotheses H2, H6, and H8 were rejected. 

Table 4 : Direct Hypotheses Result of Structural Model 

Direct Hypothesis Beta T 
Statistics 

P 
Values 

Decision 

H1 Desire to Stay -> Online 
Repatronage Intention 

0.172 2.270 0.023 Accepted 

H2 Service quality -> Online 
Repatronage Intention 

-0.009 0.159 0.874 Rejected 

H3 Shariah Compliant Attributes -> 
Online Repatronage Intention 

0.199 3.150 0.002 Accepted 

H4 Satisfaction -> Desire to Stay 0.269 4.595 0.000 Accepted 
H5 Service quality -> Satisfaction 0.722 20.306 0.000 Accepted 
H6 Shariah Compliant Attributes -> 

Satisfaction 
0.017 0.377 0.706 Rejected 

H7 Hotel Image -> Service quality 0.352 6.581 0.000 Accepted 
H8 Hotel Image -> Shariah 

Compliant Attributes 
0.101 1.751 0.080 Rejected 

 
Table 5 : Sequential (Indirect) Hypotheses Result of Structural Model 

Indirect Hypothesis Beta T 
Statistics 

P 
Values 

Decision 

H9 Hotel Image -> Service quality -> 
Satisfaction -> Desire to Stay -> 
Online Repatronage Intention 

0.009 1.550 0.121 Rejected 

H10 Hotel Image -> Shariah 
Compliant Attributes -> 
Satisfaction -> Desire to Stay -> 
Online Repatronage Intention 

0.000 0.247 0.805 Rejected 

H11 Hotel Image -> Service quality -> 
Shariah Compliant Attributes -> 
Satisfaction -> Desire to Stay -> 
Online Repatronage Intention 

0.000 0.260 0.795 Rejected 

H12 Hotel Image -> Service quality -> 
Shariah Compliant Attributes -> 
Online Repatronage Intention 

0.029 2.510 0.012 Accepted 

Table 5 shows the findings for the sequential mediation of 
satisfaction and desire to stay. The findings elucidated that only the 
sequential relationship of hotel image to service quality to Shariah 
compliant attributes to online repatronage intention was found to be 
significant (ß= 0.029, t= 2.510, p > 0.01). Hence, H12 was accepted. 
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Meanwhile, the results of R2 of the dependent paths in this study is 
53.6 percent for satisfaction, 7.1 percent for desire to stay, and 8.9 
percent for online repatronage intention. This model is only robust at 
satisfaction, while desire to stay did not contribute to a significant result 
towards online repatronage intention among Muslim customers. 

 Discussion and Conclusion 

This study had established five significant direct relationships 
and one sequential mediation relationship. The findings are consistent 
with previous works (Han & Kim, 2010; Han et al., 2009; Lee et al., 
2010) which found that hotel image can influence consumer to revisit 
the hotel. This study also confirmed the findings from previous works 
regarding the significant relationship between Shariah compliant 
attributes and online repatronage intention (Rahman, 2014; Battour & 
Ismail, 2016; El-Gohary, 2016). The findings of this study also signified 
that in deciding for their hotel, customers will look towards the hotel’s 
image first. Hotel image is not significant with Shariah compliant 
attributes. The inability to examine the products/services online would 
increase the perceived risk as consumers are unable to use their five 
senses before purchasing. Therefore, image plays a role on how users 
evaluate its practical potentials and environmental features. According 
to Tan (1999), to reduce perceived risk when purchasing online, online 
customers tend to purchase famous brand names from famous web 
portals. Meanwhile, those who are more ‘Islamic’ or practicing Shariah 
norms would prefer to choose Shariah hotels. Even though Shariah 
compliant attributes contribute significantly towards online repatronage 
intention, desire to stay is not able to influence customers to stay and 
repatronage at Shariah hotels.  

The objective of this research is to identify the factors related to 
customer behaviour on online repatronage intention of Shariah hotels 
in Malaysia. The present study illustrated the factors related to 
customer behaviour towards the online repatronage intention of 
Shariah hotels in Malaysia by applying the theories and models of self-
checkout attributes by Frenandes and Pedroso (2017). These theories 
explain the physical environment, service quality perceptions, and 
behavioural intention by Denisco and Warnaby (2013), the repatronage 
behaviour model (RBM) by Nezakati, Hui, and Jofreh (2014), the 
cumulative customer satisfaction and repatronage intention by Smith 
and Bolton (1998), and the different models of Islamic hotel by Salleh 
et al. (2014) and Solomon et al. (2008). The management of halal-
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friendly hotels need to pay attention to their hotel management. 
Apparently, the study has found that service quality is significant 
towards the revisit intention among Muslim customers. However, 
service quality is not significant with online repatronage intention as a 
mediator. The higher the risk perception that the consumers encounter, 
the lesser the chances for them to proceed with their purchase 
decision. Shariah compliance is not significant with the overall 
satisfaction and also as an indirect relationship. This is similar with the 
argument by Din (1989) who stated that the fulfillment of Shariah 
compliance is a special need of Muslim tourists that must be satisfied. 
Tanadi, Samadi, and Gharleghi (2015) argued that the probable cause 
of bad decisions made by making purchases in online shopping can 
make consumers feel uncomfortable and would reduce the level of 
consumer confidence to shop online. 
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