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Abstract

Purpose: The main purposes of this study are to examine what the most important hotel facilities that sharia hotels must provide, and to
study the relationship between importance of sharia compliance and Muslim tourists' judgment on the performance of sharia hotels.
Research Design, Data, and Methodology: The data were collected in Lombok Island. Questionnaires were distributed to Muslim
tourists who stayed at one of the sharia hotels, with a total sample of 205 respondents. Factor Analysis Method and Two Independent
Sample Tests have been applied in this research to analyze and interpret the data. Result: The results show only one factor is formed from
all statements of Sharia compliance variable, and there is a significant difference in the customer experience and customer satisfaction
ratings based on the importance of hotel facilities. Conclusion: The present study revealed that Muslim tourists who place a high level of
importance in sharia compliance present a more positive assessment for all services provided by sharia hotels. The assessment from
Muslim tourists with higher level of importance in Sharia compliance is more positive about their experiences during their stay at the
sharia hotels, which also affects their satisfaction.
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1. Introduction should be satisfied by tour operators (Din, 1989). Therefore
it can be stated that halal tourism is a variety of efforts

The halal tourism industry was born due to the special ~ aimed at satisfying Muslim tourists, through the provision
needs of Muslim tourists. As Islam is the way of life, a  Of facilities to meet their special needs.
Muslim is required to perform religious duties everywhere One of the elements of halal tourism that is needed by
(Begg, 1997), even though they are traveling or on a Muslim tourists is sharia hotels. By definition, a sharia
journey (Jais, 2016). The obligation to live according to ~ compliance hotel is a hotel that provides services in
Islamic law (sharia) is what causes the special needs of  accordance with the sharia principles (Yusuf, 2009). In

Muslim tourists. The special needs of these Muslim tourists ~ conducting its business, sharia hotels provide services that
are not different from conventional hotels; yet, sharia hotels

are concerned about extended services of conditions and
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Should the hotel hold daily religious lectures? Is the hotel
able to provide several swimming pools, gyms, or spas,
even beaches, especially to separate male and female
Muslim tourists?

On the other hand, Muslims have different religious
norms (Usman, Tjiptoherijanto, Balgiah, & Agung, 2017),
where one Muslim may believes something is forbidden
while another Muslim may not. A group of Muslims may
not be able to accept that his/her room is cleaned by an
employee whose gender is different from him/her. A
group of Muslims may not be able to eat in restaurants that
do not separate men and women, or a group of Muslims
may also have no conventional bank account. These
differences in religious norms make the variety of special
needs of Muslim tourists become more diverse. This fact
shows the existence of different market segments among
Muslims in terms of their special needs.

In examining the vastness and variety of special needs of
Muslim tourists, it is necessary to question whether it
would be possible for all hotels to meet all of the special
needs of Muslim tourists. If it is not possible, how far
should hotels go to accommodate the needs of Muslim
tourists? Therefore, it is necessary to examine what hotel
facilities are considered most important by Muslim tourists
to meet their special needs, so that the minimum standard of
sharia hotel facilities can be known.

Some previous researches (Haque, Osman, & Ismail,
2009; Manzoor, Aqgeel, & Sattar, 2010; Sheikh, Taseen,
Haider, & Naeem, 2010; Butt, Saleem, Ahmed, Altaf, &
Jaffer, 2011; Idris, Naziman, & Januri, 2011; Usman et al.,
2017) show that Muslims have different degrees of
religiosity. In other words, every Muslim has different
obedience in the implementation of sharia. Therefore, it is
possible for Muslim tourists to have different views on the
importance of the availability of facilities in accordance
with sharia by the hotel. A group of Muslims may believe
that all sharia compliant facilities are important; while,
other groups may consider only some of the most important
facilities. Theory of Reason Action (Fishbein & Ajzen,
1980) states that a person's attitude is determined by his
beliefs. Thus, a Muslim who believes that all sharia
compliant facilities are very important will tend to have a
positive attitude in sharia hotels

Does this positive attitude affect Muslim tourists'
judgment on the performance of sharia hotels? To study the
relationship, this research uses importance of sharia
compliance as indicator of attitude, and customer
experience and consumer satisfaction as indicators of
Muslim tourists' judgment on the performance of sharia
hotels.

Customer experience is the result of interaction between
the customer and the product. The experience is personal
and implies customer engagement at different levels,

whether rational, emotional, sensory, physical, or spiritual
(Gentile, Spiller, & Noci, 2007). Based on experience using
products, consumers can provide subjective feedback both
directly and indirectly = (Meyer & Schwager, 2007).
Customer experience is not influenced by one
element/aspect only but is a combination of various aspects
(Shaw & Ivens, 2007). Does the higher positive attitude of
a Muslim towards a sharia hotel make them feel they have a
better hotel experience?

West Nusa Tenggara Province, especially Lombok Island
is one of the provinces prepared by the Indonesian Ministry
of Tourism as a halal tourism destination. Progress on the
development of halal tourism, at least can be seen from
several awards that have been achieved by Lombok tourism,
such as: The World's Best Halal Beach Resort, the World's
Best Halal Tourism Website, and the World's Best Halal
Honeymoon Destinations Those are the reasons why
Lombok Island is used as a locus in this research.

2. Literature Review

2.1. Sharia hotels: Concepts and Attributes

In a simple word, a sharia compliant hotel can be defined
as a hotel that provides services in accordance with the
sharia principles (Yusuf, 2009). The services provided by
sharia hotels are actually no different from conventional
hotels, but, as stated by Battour (2015), sharia hotels are
concerned about extended services of conditions and the
needs of Muslim tourists, that is, to carry out their religious
duties.

Din (1982) made an initial effort by proposing several
important facilities in Islamic hotels, namely: the
availability of prayer rugs, the Quran, prayer beads, and the
sign of the Kiblah; the hotel does not provide alcohol;
Unmarried couples are not permitted to check in; and hotels
may not allow drug trafficking in their buildings.
Stephenson, Russel, and Edgar (2010) conducted a study of
sharia hotel facilities with a focus on interior design and
Islamic financial management. Furthermore, Henderson
(2010) proposes Islamic hotel facilities which include: hotel
does not provide alcohol, only halal food, Koran and prayer
rugs available in every room, bed and toilet position does
not face Mecca, bidets in the bathroom, prayer room,
entertainment in accordance with Islamic teachings, mostly
staff are Muslim, conservative staff dress, separate
recreation facilities for men and women, and the
availability of the Islamic financial systems.

In Indonesia, the characteristics of sharia hotels are based
on Fatwa Dewan Syariah Nasional Majelis Ulama
Indonesia (National Sharia Board - Indonesian Council of
Ulama) Ref.#: 108/DSN-MUI/X/2016  on  the



Hardius Usman, Nurdin Sobari, Fahadil Amin Al Hasan / Journal of Business, Economics and Environmental Studies 10-3 (2020) 5-12 7

Implementation of Tourism Based on Sharia Principles,

namely:

a. Sharia hotels should not provide access facilities on
pornography and immoral acts;

b. Sharia hotels should not provide entertainment
facilities that lead to idolatry, immorality,
pornography, and immoral acts;

c. Food and beverages provided by sharia hotels are
required to get a halal certificate from the Indonesian
Council of Ulama (MUI);

d. Sharia Hotel should provide adequate infrastructure,
equipment, and facilities for worship services;

e. The managers and employees of the hotel shall be
obliged to wear appropriate clothing with sharia;

f.  Sharia hotels must have a directive and/or guidance on
hotel service procedures to ensure the implementation
of hotel services in accordance with the principles of
sharia;

g. Sharia hotels are required to use the services of Sharia
Financial Institutions in performing financial services.

The explanation above shows the special needs of
Muslims that must be provided by the hotel quite a lot and
very diverse. Is it possible that all hotels are able to meet all
these needs? If not, what is the most important thing for a
hotel to be called a sharia hotel? Therefore, some
researchers (e.g. Weidenfeld, 2005; Okasha, 2010) tried to
make a classification of sharia hotels, i.e.: (1) Dry Sharia
Hotels, there is no alcohol on the hotel; (2) Partially Sharia
Hotels that is providing some basic Muslim needs such as
Halal food, prayer rooms, etc; and (3) Fully Syariah Hotels
that provide all that is Partially Sharia Hotels, plus regulate
hotel management based on Shariah compliance.

Jais (2016) classifies hotels (conventional and sharia) by:
(1) Conventional Hotel: The hotel services are not based
on the special needs of Muslim tourists, and its
management and operation do not need to comply with
Sharia requirements; (2) Muslim Friendly Hotel: Hotel
fulfills the special needs of Muslims but still provides
services that are not in accordance with sharia, such as
providing alcohol or nightclubs; (3) Dry Hotel: Services
are provided in accordance with sharia, such as not selling
alcohol or providing prayer mats and gibla direction in
every room. However, Muslim services are still limited; (4)
Sharia Compliance: Hotel fulfills the needs of Muslim
tourists in accordance with Sharia.

Meanwhile, DinnarStandar (2017) on OIC Muslim
Friendly Tourism (MFT) Regulating Accommodation 2017
made the classification of sharia hotels slightly different
and more detailed, i.e.: (1) Limited Category: staff training
on MFT Principles, some halal food options, list of halal
eatries, Qibla direction in room, prayer mat, prayer
schedule, list of mosques on request, alcohol-free mini-bar

for Muslim guests; (2) Modest Category: prayer mat in
room, special ramadhan meal timings, halal food, group
mussalla or mosque area, bidet/hand shower in bathrooms,
family-friendly entertainment, halal certified
kitchen/restaurant, no alcohol, no casinos on site, no
nightclubs on site, no adult channel available, and internet
content filters in place; (3) Advanced Category: prayer
mat in room, special ramadhan meal timings, Islamic
artwork, Quran placed in each room, Islamic
channels/programming on TV, enviromental certification,
staff to wear modest clothes, Islamic finance, living wages,
transport to local mosques, group mussalla or mosque area,
halal certified wellness product, hotel kitchen to be halal
certified, regular congregational/friday prayers, no alcohol,
gender-separated wellness facilities (gym, spa, pool, beach),
no casinos on site, no nightclubs on site, family-friendly
entertainment, boardcast athan on speaker system, no adult
channel available, and internet content filters in place.

2.2. Customer Experience

Carbone and Haeckel (1994) stated a service always
comes with experience. In other words, the experience is
the result of a set of interactions between the customer and
the service. Customers internally and subjectively have a
direct or indirect relationship with the service provider
(Meyer & Schwager, 2007). This experience is personal
and implies customer involvement at different levels,
whether rational, emotional, sensory, physical, or spiritual
(Gentile, Spiller, & Noci, 2007; Shaw & lvens, 2007). This
statement is in line with the opinions of Berry and Carbone
(2007)-and Voss and Zomerdijk (2007), which state that all
service encounters provide an opportunity for emotional
engagement.

Customers can feel good or bad experience while
interacting with the services provided. Therefore, Lemke,
Clark, and Wilson (2010) state that customer experience
quality is a perceived assessment of the excellence or
superiority of the customer experience. To measure
customers assessment of the services provided based on
their experience, Lemke et al. (2010) formulated the eight
most important aspects that became indicators of customer
experience, namely: (1) Accessibility; (2) Competence; (3)
Customer Recognition; (4) Helpfulness; (5) Personalization;
(6) Problem solving; (7) Promise fulfillment; and (8) Value
for Time.

Providing a good experience is important because it will
have a positive impact on customer satisfaction (Liljander
& Strandvik, 1997; Venkat, 2007). Mano and Oliver (1993)
revealed that experience emotionally brings a positive
influence on customer satisfaction. Good customer
experience impacts several other aspects, such as customer
loyalty (Mascarenhas, Kesavan, & Bernacchi, 2006;
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Pullman & Gross, 2004; Yu & Dean, 2001), increased
confidence (Flanagan, Johnston, & Talbot, 2005), increased
brand equity (Grace & O’Cass, 2004; Berry & Carbone,
2007) and improve customer relations (Pullman & Gross,
2004).

3. Research Hypothesis

The religiosity that indicates the obedience of a person in
performing his religious duties varies between Muslims
(Haque et al., 2009; Manzoor et al., 2010; Sheikh et al.,
2010; Butt-et al., 2011; Idris et al., 2011; Usman et al.,
2017), beside the differences in religious norms among
Muslims as revealed by Usman et al (2017). Therefore, it is
possible for Muslim tourists to have different views on the
importance of the availability of facilities in accordance
with sharia by the hotel. A group of Muslims may believe
that all sharia compliant facilities are important; while,
other groups may consider only some of the most important
facilities. Therefore, this study proposes the following
hypothesis:

H1: The importance of the attributes of sharia hotels varies
among Muslim tourists.

Theory of Reaction Action (Fishbein & Ajzen, 1980)
reveals that a person's attitude will depend on his/her
beliefs. On the other hand, Mano and Oliver (1993)
revealed that experience emotionally brings a positive
influence on customer satisfaction. Muslim tourists who are
more obedient to sharia, shown by the higher importance of
the attributes of sharia compliance, tend to have a stronger
emotional connection with sharia hotels, so they will have a
more positive assessment toward the sharia hotels than the
less devout Muslim tourists. Therefore, this study also
proposes the following hypothesis:

H2: More obedient Muslim tourists perceive a better
experience for the services of sharia hotels than the less
obedient Muslim tourists.

Customer experience has an impact on customer
satisfaction (Mano & Oliver, 1993; Liljander &
Strandvik, 1997; Venkat, 2007). If the importance of
attributes of sharia hotels affects the customer experience,
then the importance of attributes of sharia hotel will also
affect customer satisfaction. The last hypothesis of this
research is:

H3: Muslim tourists who are more obedient will be more
satisfied with the services of sharia hotels than Muslim
tourists who are less obedient.

4. Research Method

The data were collected in Lombok Island, West Nusa
Tenggara Province. Questionnaires were distributed to
Muslim tourists who stayed at one of the sharia hotels, with
a total sample of 205 respondents. For the record, in
Lombok actually, there is no hotel that is certified as a
sharia hotel. The sharia hotels referred to in this study are
more appropriate as hotel friendly to Muslim visitors,
numbering 42 hotels. The certificate owned by the hotel is
limited to restaurants, not to hotel services. The sampling
technique used in this research is purposive sampling, with
the following criteria for the respondents:

a. Respondents are 17 years old or above
b. Respondents are Muslims;
c. Stay at one of the Sharia hotels in Lombok.

Table 1: Statement items of Sharia Compliance Variable

Variable Items Statement Source

Availability of staff who uses
clothes in accordance with
sharia (Sha1)

Availability of halal food
(Sha2)

Availability of tools and
equipment for prayer (Sha3)

Availability of mosque (Sha4)

DinnarStandar

Sharia (2017).

Compliance

Bidet/hand shower in
bathrooms (Sha5)

Availability of halal-certified
restaurants (Sha6)

No alcohol (Sha7)
No gambling (Sha8)
No night club (Sha9)

No adult channel available

(Sha10)

Note: () is the name of the indicator

As has been explained in the literature review, the
attributes of sharia hotels are numerous and varied. In this
study, only important attributes are selected, and they
should be provided by sharia hotels, so they can be used as
a minimum standard for a hotel to be classified as a sharia
hotel. This sharia compliance variable is measured by
statement items as presented in Table 1, with the
measurement scale 6 points semantic differencing (1 = very
unimportant; 6 = very important).

To compare the differences of importance level among
Muslim tourists to the attributes of sharia hotels, the Sharia
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Compliance Variable was divided into two categories,
namely high and low importance. This categorization will
also be useful for comparing Muslim tourists’ rating of
Customer Experience Variable and Customer Satisfaction
Variable.

Meanwhile, the dimension to measure the Costumer
Experience variable refers to Lemke et al. (2010), which
consists of indicators such as helpfulness, value for time,
customer recognition, promise fulfillment, problem solving,
personalization, competence, and accessibility, with a 6
point measurement scale Likert Scale (1 = strongly disagree;
6 = strongly agree).

Factor Analysis Method was applied in this research to
get the main factor of Variable Sharia Compliance, which is
intended to know which attribute is most important for
Muslim tourists. Meanwhile, two independent sample test
was used to compare assessments of Muslim tourists
toward customer experience and satisfaction, between a
high and low group of the importance of attributes of sharia
compliance.

5. Result

The result of Factor Analysis reveals that only one factor
is formed from all statements of Sharia Compliance
Variable. It can be interpreted that all respondents consider
all attributes of sharia compliance, which are proposed in
this study, as the most important attributes. Thus, it can be
stated that a sharia hotel should at least fulfill the attributes
of sharia compliance that are used in this study.

It is possible that these attributes can be supplemented by
various attributes that are suggested by academics and
practitioners, for example, by beds and toilet positioned so
as not to face the direction of Mecca (Henderson, 2010),
special Ramadhan meal timings, transport to local mosques,
and gender-separated wellness facilities (DinnarStandar,
2017).

If the respondents divided based on the average of Sharia
Compliance Variables, there are 135 respondents who rated
the importance of the attributes of sharia compliance above
average, while the remaining 70 respondents rate this
variable below the average. These two groups are then
called: the high importance of attributes and the low
importance of attributes.

Two Independent Sampling Test results showed that the
mean of Variable Sharia Compliance of the two groups
differ significantly. This result supports the first research
hypothesis (H1) which mentions: The importance of the
attributes of sharia hotels varies among Muslim tourists. It
indicates that one's adherence to his religion varies, as is the
difference in religiosity as in previous researches (such as:

Haque et al., 2009; Manzoor et al., 2010; Sheikh et al.,
2010; Butt et al., 2011; Idris et al., 2011; Usman et al.,
2017), beside differences in religious norms as mentioned
by Usman et al. (2017).

Table 2 shows that No adult channel available,
Bidet/hand shower in bathrooms, Auvailability of tools and
equipment for prayer, and No night club, although are
important statement items but have lower average values.
This condition is thought to be caused by the respondents of
this study is an adult group, so 'No adult channel available'
and ‘No night club’ are not the most important attribute to
note, or respondents feel able to control it if staying with
children. ‘Bidet/hand shower in bathrooms’ is also not the
most important for some Muslims, especially for men who
believe that prayers should be held in mosques and carried
out in congregation. Muslims also feel that the tools and
equipment of prayer are personal needs that every Muslim
should have, so the hotel no longer needs to provide.

Table 2: Average of Customer Experience Variable

Statement ltems

Items Statement Average

Staff use clothes in accordance with sharia 5.31
(Sha1)

Availability of halal food (Sha2) 5.55

Availability of tools and equipment for prayer 515
(Sha3)

Available mosque (Sha4) 5.47

Bidet/hand shower in bathrooms (Sha5) 5.04

The restaurant is halal certified (Sha6) 5.42

No alcohol (Sha7) 5.56

No gambling (Sha8) 5.20

No night club (Sha9) 5.16

No adult channel available (Sha10) 4.96

Note: ()is the name of the indicator

The result of the hypothesis test on Consumer
Experience Variable based on Muslim group (high vs low
the importance of attributes sharia compliance) can be seen
in Table 3. The mean of the Helpfulness Variables was
higher in the high group than in the low group. This shows
that there is a significant average difference between high
Importance of Sharia Compliance and low Importance of
Sharia Compliance. This result can be interpreted that
Muslim tourists who have higher obedience to sharia
compliant, also have a higher assessment toward hotel
employee services in providing assistance to consumers.

The same result is also shown by the variable value for
time, in which the average value of Muslim tourists from
the high group is higher than the low group. Hypothesis
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testing also shows that there is a significant mean difference
between the two groups. It can be interpreted that Muslim
tourists who have stronger adherence to sharia compliant,
have a higher rating on hotel employee service in saving
consumers time.

Other variables (Customer Recognition, Promise
Fulfillment, Problem Solving, Personalization, Competence,
and Accessibility of Person / Facility) also show higher
rates for Muslim tourists with higher Importance of Sharia
Compliance than Muslim tourists with lower Importance of
Sharia Compliance. Hypothesis testing also shows that
there is a significant mean difference between high and low

Importance of Sharia Compliance on all these variables. It
can be interpreted that Muslim tourists who have stricter
conviction on the requirements of sharia hotels have higher
ratings on the hospitality of hotel staff, hotel fulfillment of
promotional promises, hotel services to solve problems,
hotel atmosphere and comfort, hotel staff knowledge, and
ease of access towards the hotel. These results support the
second research hypothesis (H2) which states: More
obedient Muslim tourists perceived a better experience for
the services of sharia hotels than the less obedient Muslim
tourists.

Table 3: Results of Mean Test Two Independent Samples for Variable of Customer Experience and Customer Satisfaction

Variables Sty (I:mport_ance el Mean t-statistics p-value
ompliance

High 5.2296

Helpfulness 4.645 .000
Low 4.8381
High 5.1877

Value for time 5.495 .000
Low 4.7476
High 5.1654

Customer recognition 4.606 .000
Low 4.7000
High 5.1333

Promise fulfillment 3.916 .000
Low 4.7095
High 5.2049

Problem Solving 5.308 .000
Low 4.7238
High 5.2642

Personalization 5.034 .000
Low 4.8714
High 5.2278

Competence 4.996 .000
Low 4.7571
High 5.0840

Accessibility of person/facility 4.577 .000
Low 4.7238
High 5.2400

Satisfaction 6.440 .000
Low 4.5743

Based on the results of hypothesis testing above, it was
revealed that the assessment of Muslim tourists with high
Importance of Sharia Compliance more positive to their
experiential along stay at sharia hotel than Muslim tourists
with low Importance of Sharia Compliance. In other
words, Muslim tourists who have stricter conviction on the
terms of sharia hotels more appreciate the various efforts
and services provided by sharia hotels. Strong adherence to
Sharia compliance, led to the emergence of the attitude that
whatever is given by the Sharia hotels is the best, in
accordance with the Theory of Reaction Action (Fishbein &
Ajzen, 1980). For the high Importance of Sharia
Compliance group, sharia hotels will be the main choice. It

means sharia hotels have been superior to conventional
hotels without having to compete for services and products
provided. This group is a loyalist so it can be stated High
Importance of Sharia Compliance group is the main
segment of the sharia hotel market.

This condition is in line with the average value of
satisfaction variable, in which for Muslim tourists with high
Importance of Sharia Compliance is 5.2400, and Muslim
tourists with low Importance of Sharia Compliance is
4.5743. The hypothesis testing also shows that there is a
significant mean difference between high and low
Importance of Sharia Compliance. Thus, it can be stated
that the Importance of Sharia Compliance has an influence
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on satisfaction. Muslim tourists who have stricter
conviction on the requirements of sharia hotels have higher
satisfaction with the efforts and services of sharia hotels.
The results of this hypothesis test supports the third
research hypothesis (H3), namely: Muslim tourists who are
more obedient will be more satisfied with the services of
sharia hotels than Muslim tourists who are less obedient,
and in line with Mano and Oliver (1993), Liljander and
Strandvik (1997), and Venkat (2007), which states
Customer experience has an impact on customer
satisfaction.

6. Discussion and Conclusion

Although Muslims have different beliefs in some
contexts, which depend on their religious norms (Usman et
al., 2017), generally respondents agree that all items
statement about sharia compliance are the main and
important needs that must be fulfilled by sharia hotels. Thus
it can be stated that those ten items can be used as the
standard that must be fulfilled by sharia hotels. Sharia
hotels may add some other rules to further satisfy sharia
compliance, because it may be that the target market needs
it, such as the position of beds and toilets are not facing the
direction of Mecca (Henderson, 2010), or gender-separated
wellness facilities (StandarDinar, 2017). Conversely, sharia
hotels should not loosen the rules by reducing facilities as
the items of statement about sharia compliance that is
proposed in this study, because it is very likely that a hotel
is no longer considered as a sharia hotel by consumers. If
that happens, then the hotel will lose the differencing even
its superiority from conventional hotels and will compete
with it.

Muslim tourists who have high importance of sharia
compliance present a more positive assessment of all
services provided by sharia hotels. A Muslim who has a
higher need for the implementation of sharia compliance at
the hotel will feel the need has been met by sharia hotels,
which in turn the assessment of various services provided
by the sharia hotel will be more positive. Belief raises a
positive attitude as the Theory of Reaction Action (Fishbein
& Ajzen, 1980). There is subjectivity when this group of
Muslim tourists assessing their experience during using the
services of the hotel. Thus, it can be stated that these group
of Muslim tourists have a tendency to consider sharia
compliance as the main criteria in choosing a hotel than the
service or other hotel attributes. Muslim tourist with high of
the Importance of Sharia Compliance is supposed to be the
main target of sharia hotel marketing because, in this
group's view, sharia hotels have excelled to be chosen
without competing with conventional hotels.

Meanwhile, Muslim tourists with lower the importance
of sharia compliance tend to assess the services provided by
the hotel more objectively. This group of Muslim tourists
does not directly assess the services provided by the hotel is
good just because it is called sharia hotels. So, it is very
possible that this group does not make sharia compliance as
the main criterion in choosing a hotel, but rather consider
the service or other hotel attributes. For this market
segment, sharia hotels cannot use solely the sharia
compliance as an advantage but must demonstrate the
excellence of service and superiority of other attributes. It is
possible the hotel in this context should compete with
conventional hotels.

The assessment of Muslim tourist with higher level of
importance in Sharia Compliance is more positive to their
experience during their stay at the sharia hotels, which also
affects their satisfaction. Refer to Mano and Oliver (1993),
Liljander and Strandvik (1997), Venkat (2007) which stated
that customer experience has an impact on customer
satisfaction, then based on the result of this study, it can be
stated that the Importance of Sharia Compliance, directly
and indirectly, has impact on satisfaction. The group with
high Importance of Sharia Compliance experiences higher
satisfaction than the group with low Importance of Sharia
Compliance, due to the subjectivity of assessment resulting
from beliefs and attitudes towards sharia hotels
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