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aNational Taiwan University of Science & Technology, Taiwan; bUniversitas Lancang Kuning, Indonesia

ABSTRACT
How best to satisfy the needs and wishes of Muslim hotel guests is still 
not clear, and an effective tool is necessary for measuring the 
extended service of Muslim-friendly hotels. The study aims to formu-
late an instrument to assess the quantity and quality of halal items and 
to classify hotels based on the absorption level. The tool is referred to 
as MATEL, an acronym for “Muslim-Friendly Assessment Tool for 
Hotels,” and examines four critical elements: a hotel’s products and 
services, management, human resources, and finances. The study 
evaluated 12 subcategories and 38 operational areas. In general, the 
MATEL accommodates and safeguards the Islamic values within the 
hotel’s commercial aspects. This paper discusses the practical and 
theoretical implications of the MATEL and features suggestions for 
future work.
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Introduction

The article “Halal tourism, is it halal?” (El-Gohary, 2016) questions the ability of the halal 
tourism industry to apply Islamic principles appropriately, and this title echoes a vital 
question among Muslim tourists because halal includes everything permitted by Islamic 
teachings, while haram is prohibited (Battour & Ismail, 2016; Bogan & Sariisik, 2018; 
Henderson, 2010). For this reason, tourists need an assurance of halal venture, avoid places 
unlawfully and minimize the makrooh (questionable) or shubhah (detestable) aspects 
(Samori, Md. Salleh et al., 2017).

Providing assurance of accommodations for halal in the hotel business and alleviat-
ing the doubts of Muslim tourists are elements that require standardization (Battour & 
Ismail, 2016; Khan & Callanan, 2017; Samori, Md. Salleh et al., 2017). Moreover, 
because halal hotels serve a specific market segment due to their unique consumption 
behavior and patterns (El-Bassiouny, 2014; Karoui & Khemakhem, 2019), the hoteliers 
must thoroughly understand how to design proper marketing to attract more Muslim 
tourists as well as non-Muslims who want to experience a different ambience and 
Muslim hospitality (Battour & Ismail, 2016; Bogan & Sariisik, 2018; El-Gohary, 2016; 
Samori & Sabtu, 2014). There is no similar approach for measuring the accuracy of 
Islamic principles in hotel operations while offering products and services (Bogan & 
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Sariisik, 2018). For this reason, terms such as “Islamic hotels,” “Sharia-compliant 
hotels,” and “halal hotels” appear interchangeably in the literature (Arpaci et al., 
2015; Rosenberg & Choufany, 2009; Saad et al., 2014; Zulkharnain & Jamal, 2012). 
Due to this variation in terminology, even “family-friendly hotels” have been consid-
ered as halal in the annual World Halal Tourism Award in Abu Dhabi, UAE.

Several previous studies seek to formulate Muslim-friendly assessment tools for 
hotels. One of the most frequently cited is by Rosenberg and Choufany (2009), who 
divided the tools into 3 categories (operations, design and interior, and financial) and 
14 attributes. Similarly, Henderson (2010) offered 13 attributes of Sharia compliance 
for hotels. Other researchers include Al-Ansi and Han (2019), who formulated six 
categories (i.e., food and meals, social environment and ambiance, facilities and 
amenities, information and services, local residences and staff, and uniform and attire). 
These 6 categories are further divided into 31 halal-friendly attributes among hotels in 
South Korea. Another recent study in Thailand by Jeaheng et al. (2019) separated the 
criteria into 6 categories – food and beverage, room facilities, prayer facilities, Muslim- 
perceived privacy, entertainment and recreation, and halal service quality – that are 
then operationalized into 40 attributes. However, these four previous studies are still 
limited to determining the halal attributes in hotel operations; the application of the 
absorption level (the quantity and quality of element used in hotel operations) of these 
halal attributes remains unclear. A study by M. R. Razalli et al. (2015) managed to 
introduce SIHAT, an acronym for “Shariah Islamic Hotel Assessment Tool,” for hotels 
in Malaysia, which consists of 5 categories – administration, common areas, bedroom, 
services, and food and beverages – that are further divided into 46 attributes. The 
advantage of SIHAT over other tools is that SIHAT ranks the absorption level of halal 
attributes to produce hotel ratings in three categories, namely, low, medium, and high 
absorption.

In its analysis of these previous studies, this study identifies a few gaps. In general, the 
previous studies were limited to formulating the availability of halal attributes, ignoring the 
quality of implementation and absorption of these attributes. SIHAT calculated the absorp-
tion level of halal attributes in hotels’ operations; however, the rating method can increase 
hoteliers’ resistance because the labels “low,” “medium,” and “high” can be critical to 
a hotel’s image. Reputable, conventionally starred hotels would certainly lose business, 
despite their efforts to provide extended service for their Muslim customers, due to poor 
rankings.

Therefore, a further study that accurately describes the standardized aspects of halal 
hotels, in terms of availability and quality, is necessary. Previous literature overlooks 
concepts related to halal hotel design without negative effects on performance in case, for 
example, a hotel can only accommodate a small percentage of Sharia requirements. There is 
an urgent need for a detailed analysis to formulate rank-level absorption of Sharia principles 
in the business model, which suits the characteristics of hotels in Muslim-majority coun-
tries, such as Indonesia. Thus, the first purpose of this study is to explore the best practices 
established by Muslim-friendly, award-winning hotels in Indonesia. Second, combined with 
expert input from key-personal participants, the study proposes a measurement tool, the 
Muslim-Friendly Assessment Tool for Hotels (MATEL). Third, with this tool, the study 
aims to provide standardized guidance for hoteliers interested in serving the specific needs 
of Muslim tourists.
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Practically, the study is expected to be useful in classifying hotels based on the 
quantity and quality of Sharia elements used. The tool may improve competitiveness 
by combining distinct aspects of hotel features, particularly in case an individual busi-
ness wants to develop Muslim-friendly service (Xia et al., 2018). Furthermore, the 
MATEL benefits Muslim tourists, assuring them that a hotel accommodates all their 
religious needs at the desired levels; tourists with different levels of religiosity choose 
whether to stay in a hotel that has a minimum, moderate, or maximum degree of halal 
features (Eid & El-Gohary, 2015; Elaziz & Kurt, 2017). The MATEL has the potential to 
serve as a compromise strategy to address non-Muslim tourists with negative percep-
tions of the term “halal hotel” or those affected by Islamophobia (see Battour et al., 
2018; Mohsin et al., 2016; Moufakkir, 2015). According to the minimum to moderate 
MATEL classifications, the Muslim-friendly hotel shall not necessarily eliminate the 
existing conventional services; instead, it must only modify the products and services. 
Theoretically, this discussion enriches and expands the concept of hotel management to 
include Muslim-friendly extended service.

Literature review

Halal market segmentation

The root of segmentation theory was first introduced by Wendall Smith, who is the father of 
market segmentation (Welch, 1990). In general, market segmentation refers to the process 
by which an organization attempts to match a total marketing program to the unique 
manner in which one or more customer groups behave (Busch & Houston, 1985). The term 
became the buzzword of the 1980 s in the hospitality industry, and it keeps developing in 
line with the dynamic of the sector and market behavior. Hotel market segmentation was 
early introduced in 1981 by Quality International in the USA, creating different products 
and services for hotel customers (Khan et al., 2018). Since then, it has been the strategy of 
choice for most hotels.

Early methods of hospitality segmentation involve categorization of customers based on 
demographics, geographical, behavior, perceived benefits, and attitudes (Khan et al., 2018). 
Corresponding to Greengrove (2002), these factors are grouped as characteristic-based 
segmentation of customer and area. In contrast, the other approach is needs or benefit- 
based segmentation which emphasizes on customer needs. For this reason, needs-based 
segmentation for Muslim-friendly hotels refers to the process of understanding how 
hoteliers use what Muslim guests want and need and then use it to design appropriate 
products, services, and business processes to satisfy the needs.

Hotel segmentation based on Muslim guests’ needs is still in the niche market, and mass- 
market strategies are widely used. The niche-market is also referred to as a limited-service 
hotel or selected service hotel that the range of services or amenities differs from a full- 
service hotel (Enderle, 1987; Rogerson, 2011). A niche market is a small segment with needs 
that differ from the mass market. Its payoff includes reduced competition and resource 
conservation by narrowing the business focus and serving one particular group exception-
ally well. Despite its small quantity, the niche-specific consumer groups have high purchas-
ing power (Dalgic & Leeuw, 1994). The customers are willing to pay a premium price as 
long as the services satisfy their specific needs (Sert, 2017).
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The concept of the muslim-friendly hotel

It is a fact that hotels represent the most rapidly developing sector in the hospitality 
industry, which covers several tourism elements, such as food, beverages, accommodation, 
souvenirs, sports, entertainment, beauty, healthcare, and conferences (Jeaheng et al., 2019). 
Management teams in many hotels have developed their products and services to target 
a wider range of customer interests. Hotels are continually contending to acquire the most 
effective methods and tools to enter new markets and expand their customer base. During 
recent years, interest in promoting the halal market has been flourishing worldwide. The 
halal market volume covers over fifty countries, generating an attractive potential market 
segment (Ryan, 2016). Accordingly, extending and promoting Muslim-friendly products 
and services to serve the Muslim market offers hoteliers a beneficial opportunity (Han et al., 
2019). Thus, hotels must start setting new and appropriate marketing strategies for attract-
ing this potentially valuable segment (Al-Ansi et al., 2019). As a start, the hotel managers 
and marketers – particularly those who normally operate conventionally and want to 
provide extended services to Muslim customers – must understand the essential concept 
of the Halal-friendly or Muslim-friendly hotel.

The terms halal, Muslim-friendly, Islamic, or Sharia hotels are often used interchange-
ably since there is no difference in meaning between them. For instance, Battor et al. (2010) 
use the term “Muslim-friendly hotel,” which points out hotels whose services refer to 
Islamic teachings. Another common term is “Sharia-compliant hotel,” whose products 
and services follow the guidance of Sharia or Islamic rules covering the entire hotel 
operation (Saad et al., 2014; Samori & Rahman, 2013; Zulkharnain & Jamal, 2012). Then 
comes the Islamic hotel, which, according to Idris and Md. Razali (2016), refers to a hotel 
that provides halal services to Muslim travelers, not only providing halal food but whose 
operation and management must comply with Islamic principles. The more specific termi-
nology is the dry hotel, which emphasizes the restriction of alcohol in that outlet, while 
other operations and services remain like conventional facilities (Ahmat et al., 2012; 
Rosenberg & Choufany, 2009). All previous studies have similarities, in terms of the 
application of Islamic principles in the business model, not limited to providing halal 
food and beverages but including operation and management. Thus, the concept of halal 
hotels relates to adherence to the values and principles of Islamic teachings. Therefore, the 
use of these terms in various studies is acceptable, since their understanding and substance 
resemble one another.

Factually, it is challenging to use the words halal, sharia, or Islamic in tourism due to 
a cynical and exclusive impression for Muslim travelers only (Battour et al., 2018; El- 
Gohary, 2016). According to the Turkish Halal Accreditation Agency [HAA] official, 
Mr. Coban and manager of Hotel Radhana (Bali), Mr. Indra, the use of the religious 
term, such as Sharia and Islamic, would have a negative impact and rejection from guests. 
Similarly, Senior Associate of Dinar Standard, Mrs. Elshafaki, established that even some 
businesses avoid catering to Muslim travelers for fear of alienating the non-Muslims. From 
this perspective, the officials at the Indonesian Halal Tourism Acceleration Agency 
[IHTAA], Mr. Sutono, stressed the need to be careful while defining halal tourism. 
A misperception might occur in complying with Islamic teachings in tourism management. 
According to the CEO of Crescent Rating, Mr. Bahardeen, Muslim-friendly hotels are only 
additional services to market segments in need of special services for their rituals or 
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religious obligations while on a trip. Thus, the application is optional, and business actors in 
halal tourism do not have to eliminate all services which are not Sharia-compliant. This 
strategy helps to diversify their services and accommodate the needs of Muslim travelers. 
According to Operations Manager of Novotel Lombok Resort & Village, Mr. Marti, the 
most rational action is separating halal and non-halal services and inform hotel guests.

Ideally, Muslim-friendly hotel services should satisfy the needs and wants of all guests as 
a fundamental principle of Islam is “rahmatan lil alamiin,” which refers to the meaning of 
Islam as grace for the entire universe – not exclusive to the Muslims (Suci & Hardi, 2019). 
Accordingly, the term Muslim-friendly hotel is defined as a business model delivering 
extended services of the hotel both to Muslim guests with special religious needs and non- 
Muslims desiring to experience the beauty of the Islamic atmosphere in hotel services. In 
contrast, conventional hotels do not provide for the needs of Muslim guests. The minimum 
needs for these guests include halal food, praying facility (place and equipment), ablution 
area, and sufficient clean water (e.g., Henderson, 2010; Karim et al., 2017; M. R. Razalli et al., 
2015).

Halal elements and its application in hotel management based on Islamic guidance 
and previous studies

The current literature highlights several attributes of Muslim-friendly hotels. Islamic 
principles guide all characteristics, founded upon the Holy Koran and Sunnah 
(M. R. Razalli et al., 2015). The matters not addressed in the Holy Koran are resolved by 
following the secondary sources, including the consensus of the Muslim scholars embodied 
in ijma. Additionally, qiyas is also used, involving a process of comparing and contrasting 
a deductive analogy between the hadeeth with the Holy Koran, in order to apply a known 
injunction to a new circumstance (Ahmat et al., 2012).

Table 1 shows most of the halal attributes already discussed by various studies at the 
theoretical level, based on Holy Koran and hadeeth. However, the manner in which 
hoteliers need to organize those attributes is still questionable, along with the need to 
determine if all the attributes of a Muslim-friendly hotel are fulfilled. Additionally, it is also 
vital to establish the appropriate course of action if, for managerial or regulatory reasons, 
a hotel only complies with a few of the needed attributes. Deciding if a hotel is at liberty to 
position itself and choose to serve at a certain halal level is also critical. These are some of 
the challenging issues for hoteliers that remain unresolved.

The effort of developing muslim-friendly hotel assessment tool

Several efforts have been made to obtain a standard assessment of the halal hospitality 
industry. Scholars have tried to adjust to the needs of the Muslim market in both Muslim 
majority and minority countries. The scholars are Jeaheng et al. (2019) in Thailand, Han 
et al. (2019) in South Korea, and Henderson (2016) in Japan. They have constructed halal 
attributes corresponding to the needs of Muslim travelers and the ability of a Muslim 
minority country to accommodate these requirements. Of course, the availability and 
absorption of halal elements in those countries will be less demanding than in Muslim 
countries that become halal-hubs, such as Malaysia in Asia and Turkey in Europe. 
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Table 1. Highlighted Attributes of Halal-based Hotels.
Rules in Islamic 
teachings

The theorem of Islamic teachings (Koran & 
Hadith) Operational Implementation

Maintain cleanliness ● “Truly, Allah loves those who turn to Him 
constantly, and He loves those who keep 
themselves pure and clean.” (Al-Baqarah 
2:222)

● Providing a clean ablution area
● Providing clean and profane-free praying 

room
● Toilet and WC not facing the qibla
● Providing enough freshwater to purify from 

urinating and or defecating, and ablution
(Idris & Wahab, 2015; Qaddahat et al., 2016; 
El-Gohary, 2016; Henderson, 2010; 
M. R. Razalli et al., 2015; Rosenberg & 
Choufany, 2009; Karim et al., 2017)

● Allah’s Messenger (SAW) said, “The key to 
paradise is the salaat1, and the key to the 
salaat is ablution.” (Hadith Tirmidhi)

● From Jabir bin, Abdullah said, “the Prophet 
Muhammad (SAW) forbade us to pass urine 
while facing the qibla2 . . . ” (Hadith Tirmidhi)

● Allah’s Messenger (SAW) said: “Beware of 
(smearing yourselves with) urine because it 
is the main cause of punishment in the 
grave.” (Hadith Ad-Daraqutni)
1 Salaat is mandatory prayers for Muslim. It 
must be done five times a day 
2 Qibla is Ka’ba location in Mecca, the point 
toward which Muslim turn to pray

Establish prayer in 
time

“So woe to those who pray. [But] who are 
heedless of their prayer.” (Al Ma’un: 4–5)

Providing prayer needs, such as: 
- Praying room 
- Praying times instruction; 
- Prayer equipment; 
- Qibla direction; 
- Koran3 

(Widayati & Setiyorini, 2014; Battor et al., 
2010; Karim et al., 2017; El-Gohary, 2016; 
Henderson, 2010; M. R. Razalli et al., 2015; 
Ahmat et al., 2012; Idris & Wahab, 2015; 
Yusof & Muhammad, 2013; Rosenberg & 
Choufany, 2009; Karim et al., 2017) 
3 Koran is the holy book of Muslim

Halal food and 
beverages

● “O humankind, eat from whatever is on earth 
[that is] lawful and good and do not follow 
the footsteps of Satan. Indeed, he is to you 
a clear enemy.” (Al Baqarah: 168)

To guarantee halal food and drinks provided 
both to guests and hotel personnel, 
including the source, the method of 
processing and presentation (Widayati & 
Setiyorini, 2014; Battor et al., 2010; M. Razalli 
et al., 2012; El-Gohary, 2016; Henderson, 
2010; M. R. Razalli et al., 2015; Ahmat et al., 
2012; Samori & Rahman, 2013; Idris & Wahab, 
2015; Yusof & Muhammad, 2013; Rosenberg 
& Choufany, 2009; Karim et al., 2017)

● “Prohibited to you are dead animals, blood, 
the flesh of swine, and that which has been 
dedicated to other than Allah, and [those 
animals] killed by strangling or by a violent 
blow or by a head-long fall or by the goring 
of horns, and those from which a wild animal 
has eaten, except what you [are able to] 
slaughter [before its death], and those who 
sacrificed on stone altars, and [prohibited is] 
you seek decision through divining arrows. 
That is grave disobedience. This day those 
who disbelieve have despaired of [defeating] 
your religion; so fear them not, but fear Me. 
This day I have perfected for you your reli-
gion and completed My favor upon you and 
have approved for you Islam as a religion. 
But whoever is forced by severe hunger with 
no inclination to sin – then indeed, Allah is 
Forgiving and Merciful.” (Al Ma’idah: 3)

The ban on gambling “O you who have believed, indeed, intoxicants, 
gambling, [sacrificing on] stone alters [to 
other than Allah], and divining arrows are but 
defilement from the work of Satan, so avoid it 
that you may be successful.” (Al Maida:90)

It is forbidden to facilitate all forms of 
gambling, both tangible and in the way of 
games (Battor et al., 2010; Idris & Wahab, 
2015; El-Gohary, 2016)

(Continued)
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Table 1. (Continued).
Rules in Islamic 
teachings

The theorem of Islamic teachings (Koran & 
Hadith) Operational Implementation

The ban on music Narrated Abu’ Amir or Abu Malik Al-Ash’ari: that 
he heard the Prophet saying, “From among 
my followers there will be some people who 
will consider illegal sexual intercourse, the 
wearing of silk, the drinking of alcohol and the 
use of musical instruments, as lawful.” (Hadith 
Bukhari)

It is not permitted to facilitate the presence of 
music and singing in any form, both live and 
recorded. 
(Qaddahat et al., 2016; Kovjanic, 2014; El- 
Gohary, 2016; Henderson, 2010)

The prohibition of 
adultery

“And do not approach unlawful sexual 
intercourse. Indeed, it is ever an immorality 
and is evil as a way.” (Al Isra: 32)

● Prohibiting unauthorized pairs of guests;
● Examination of proof of marriage at check- 

in is needed;
● Does not provide closed places where pos-

sible acts that approach adultery. (Kovjanic, 
2014; Henderson, 2010; Ahmat et al., 2012)

The prohibition 
hangover

“Every intoxicant is khamr, and every intoxicant 
is haram.” (Hadith Muslim)

It is prohibited to sell alcohol and drugs, 
provide a place to allow guests to consume 
or promote alcohol and drug use and all 
derivative products. (Idris & Wahab, 2015; 
Qaddahat et al., 2016; Kovjanic, 2014; 
Henderson, 2010; Battor et al., 2010; 
Rosenberg & Choufany, 2009)

Maintain dress ethics A’isha said: Asma’, daughter of Abu Bakr, 
entered upon the Apostle of Allah (May peace 
be upon him) wearing thin clothes. The 
Apostle of Allah (peace be upon him) turned 
his attention from her. He said: O Asma’, when 
a woman reaches the age of menstruation, it 
does not suit her that she displays her parts of 
the body except this and this, and he pointed 
to her face and hands. (Hadith Dawood)

It requires restrictions and dress arrangements, 
not only for employees and hotel managers 
but also for guests. (Idris & Wahab, 2015; 
Qaddahat et al., 2016; Kovjanic, 2014; El- 
Gohary, 2016; Henderson, 2010; M. R. Razalli 
et al., 2015; Karim et al., 2017)

Segregation of 
unauthorized men 
and women

“Tell the believing men to reduce [some] of their 
vision and guard their private parts. That is 
purer for them. Indeed, Allah is Acquainted 
with what they do. And tell the believing 
women to reduce [some] of their vision, and 
guard their private parts and not expose their 
adornment except that which [necessarily] 
appears thereof and to wrap [a portion of] 
their headcovers over their chests and not 
expose their adornment except to their 
husbands, their fathers, their husbands’ 
fathers, their sons, their husbands’ sons, their 
brothers, their brothers’ sons, their sisters’ 
sons, their women, that which their right 
hands possess, or those male attendants 
having no physical desire or children who are 
not yet aware of the private aspects of 
women. And let them not stamp their feet to 
make known what they conceal of their 
adornment. And turn to Allah in repentance, 
all of you, O believers that you might 
succeed.” (An-Nur: 30–31)

● Separation of location (or arrangement of 
service time) between men, women, and 
families;

● Guest services by hotel employees accord-
ing to their gender or family
(Widayati & Setiyorini, 2014; Idris & Wahab, 
2015; Rosenberg & Choufany, 2009; 
Kovjanic, 2014; Henderson, 2010; Ahmat 
et al., 2012; Yusof & Muhammad, 2013)

The ban on statues 
and paintings of 
creatures animate

● From ‘Abdullah ibn ‘Umar that Muhammad 
(SAW) said: “those who make these images 
will be punished on the Day of Resurrection. 
It will be said to them, give life to that which 
you have created!” (Hadith Bukhari and 
Muslim)

Not permitted to display, facilitate the making, 
buying and selling or of goods in form of 
paintings, sculptures and photographs 
depicting humans and animals (Sahida et al., 
2011; Karim et al., 2017; Kovjanic, 2014; 
Henderson, 2010; Rosenberg & Choufany, 
2009) but it is recommended to decorate 
with religious-inspired figures (El-Gohary, 
2016) such as calligraphy, paintings or 
mosque statues and plants.

● From Ibn ‘Abbas that Muhammad (SAW) 
said: “Woe to you! If you insist on making 
them (images), then you make images of 
these trees and everything that does not 
have a soul.” (Hadith Muslim)

(Continued)
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Indonesia, as the largest Muslim-majority country, should refer to stricter halal elements, 
yet moderate in the application, as Malaysia and Turkey do.

Recently, the Indonesia Ministry of Tourism issued a Halal Tourism Guide Book 
(Kementerian Pariwisata Republik Indonesia [Kemenpar], 2019) to provide halal attributes 
fulfillment to the hoteliers in Indonesia. The level of halal fulfillment includes three 
classifications, namely, Classification-1 (low absorption), Classification-2 (medium absorp-
tion), and Classification-3 (high absorption). In Classification-1, the assessment is generally 
measured on three dimensions: (a) Product, including public toilet, guest bedroom, guest 
bathrooms, kitchen, staff rooms, prayer room; (b) Service, including front office, praying 
room and facilities, food and beverages, spa, entertainment facilities; (c) Management, 

Table 1. (Continued).
Rules in Islamic 
teachings

The theorem of Islamic teachings (Koran & 
Hadith) Operational Implementation

Stay away from usury “Those who consume interest cannot stand [on 
the Day of Resurrection] except as one stand 
who is being beaten by Satan into insanity. 
That is because they say, “Trade is [just] like 
interest.” But Allah has permitted trade and 
has forbidden interest. So whoever has 
received an admonition from his Lord and 
desists may have what is past, and his affair 
rests with Allah. But whoever returns to 
[dealing in interest or usury] – those are the 
companions of the Fire; they will abide 
eternally therein.” (Al Baqarah: 275)

In the case of hotel finance, it requires a Sharia- 
based financial institution or non-financial 
institution. (Idris & Wahab, 2015; Karim et al., 
2017; Henderson, 2010; Stephenson, 2014)

Carry out zakat “Take, [O, Muhammad], from their wealth 
a charity by which you purify them and cause 
them to increase and invoke [Allah ‘s 
blessings] upon them. Indeed, your 
invocations are reassurance for them. And 
Allah is Hearing and Knowing.” (At-Tawbah: 
103)

Hotel managers have clear and measurable 
procedures and mechanisms for paying 
zakat4 in their financial systems. (Idris & 
Wahab, 2015; Karim et al., 2017; El-Gohary, 
2016) 
4 zakat is comprising percentages of personal 
to be deducted as tax

Prohibit the use of 
gold and silver 
tableware

The Messenger of Allah forbade us to drink or 
eat from gold or silver dishes or to wear silken 
garments or to sit on silky cloth. He said, 
‘They are for them (the unbelievers) in this 
world and for us in the Hereafter.’ (Hadith 
Bukhari)

● Do not provide containers and tableware 
from gold and silver;

● Do not use silk material in part or all uni-
forms of hotel employees;

● Does not use silk for table and chair cover
(Al-Qardhawi, 1995; Mustafar & Borhan, 
2013)

Ramadhan5 

5 Ramadhan is 
a mandatory 
fasting month for 
Muslim

O you who have believed, decreed upon you is 
fasting as it was decreed upon those before 
you that you may become righteous (Al 
Baqarah: 183)

Hotels provide meals to start and break fasting 
for Muslim guests (Idris & Wahab, 2015; 
Karim et al., 2017)

Muslim staff 
recruitment

The prophet replied: ‘if the affairs are submitted 
not to the expert, then wait for the 
destruction (Hadith Bukhari)

Compared to non-Muslim, Muslim employees 
are perceived to be more knowledgeable in 
managing Muslim-friendly hotels 
(Henderson, 2010; M. R. Razalli et al., 2015; 
Ahmat et al., 2012; Rosenberg & Choufany, 
2009; Karim et al., 2017)

Beds and toilets 
position

The Prophet said, “While defecating, neither face 
nor turn your back to the Qibla but face either 
east or west.” Abu Aiyub added. “When we 
arrived in Sham we came across some 
lavatories facing the Qibla; therefore we 
turned ourselves while using them and asked 
for Allah’s forgiveness.” (Hadith Bukhari)

It is forbidden to position beds and toilets 
facing the Qibla (Henderson, 2010; 
M. R. Razalli et al., 2015; Rosenberg & 
Choufany, 2009; Karim et al., 2017)
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including business processes and human resources. The higher the classification, the more 
the hotel must satisfy the halal items. However, the guidance is very strict in regulating the 
fulfillment of these elements. That is, all items must be completely met – no exceptions. For 
example, regarding the 13 halal items in Classification-1, if one or more items are absent, 
then the hotel fails to get the lowest predicate as a Muslim-friendly hotel. Eligibility 
requirements are even more demanding for Classification-2 and Classification-3. There is 
concern that the rigidity of this regulation will complicate matters for the hoteliers because 
they might have fulfilled many elements of halal in their operation, which the classification 
guidelines do not cover. In the authors’ view, the Halal Tourism Guide Book of the Republic 
of Indonesia ignores aspects of flexibility toward the ability of the hotel to meet the criteria.

Ramli (2009) designed the halal rating tool by following the star pattern for rating the 
conventional hotel. The tool uses a five-rating measurement. The first rating is a hotel that 
only provides qibla direction and a prayer rug in guest rooms. The second rating is a hotel 
that provides halal kitchen and food, prayer room, qibla direction, and prayer rug in guest 
rooms. The third is a hotel that provides only halal food, no alcohol, and prayer room 
complete with ablution space. In the guest rooms are available qibla direction, prayer rug, 
and at least 50% of the rooms are nonsmoking, as well as gym and pool facilities with special 
hours for female guests. The fourth is the completion of the third rating by adding the 
resident Imam (prayer leader), all nonsmoking rooms, and a separate gym and swimming 
pool for female guests. Finally, the fifth rating completes the separate spa and wellness 
facilities for female guests, as well as the Sharia-compliant entertainment and recreational 
facilities for all ages. The downside of Ramli’s model is the rigid standards for existing 
elements in each rating. The model could be an obstacle for hotels whose halal elements do 
not follow the rating pattern. Another drawback is that this model does not use dimensions 
for any halal rating.

Another interesting halal measurement tool is from M. R. Razalli et al. (2015), who 
introduced the Shariah Islamic Hotel Assessment Tool (SIHAT). This model formulates 5 
dimensions and 64 halal attributes. The dimensions are administration, common areas, 
bedroom, services, and food & beverages. SIHAT is further grouped into a two-level of 
assessment. The first is called a standard assessment, which only seeks the availability of the 
halal elements. The second is called an advanced assessment, which includes measurement 
of the level of halal-element absorption. The SIHAT level of assessment is divided into three 
groups, based on the percentage of the number of halal elements absorbed: low (<33%), 
medium (34–67%), and high (68–100%). Compared to Ramli’s model and the Halal 
Tourism Guide Book of the Republic of Indonesia, SIHAT provides better flexibility. Still, 
SIHAT has two fundamental disadvantages. First, this model does not provide a clear 
explanation of the low, medium, and high criteria used. For example, it is hard to under-
stand the meaning of <33% of the absence of alcohol. The second drawback is that the rating 
used is still associated with the labels “good” (high) and “bad” (low), potentially reducing 
the reputation of a hotel that conventionally has been declared a four-star or five-star hotel.

These three models serve as the basis for this study in formulating a new model from the 
existing models, which will accommodate the advantages of an amplifier for the advantages 
that exist in these models while fixing many existing weaknesses. The lesson learned from 
previous tools is the need to determine the dimension of halal attributes. These dimensions 
should appear at each measurement level with different application quality. That is, the new 
model should accommodate not only the existence of the halal attributes but also 
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a measurement of the quality of the absorption. SIHAT is the main reference in this study. 
To improve it, the new model should provide measurable explanatory criteria for each 
quality of halal absorption and formulate the naming of hotel ratings without associating 
them with good and bad perceptions. Instead, the naming should reflect the option for the 
hotel to choose the halal level it wants to provide, based on its management policy and 
capability.

Research method

Research approach

This study used a qualitative explorative method. According to Malhotra and Peterson 
(2006), this method aims to gain insights for developing an approach to the problem. The 
concept helps formulate the parameter of quantity and quality of sharia elements absorption 
and classify the identity of a hotel. In general, an exploratory design is suitable for relatively 
new studies, such as halal tourism (Mason et al., 2009).

Literature review

External secondary data was used, which according to Malhotra and Peterson (2006), 
consists of published materials, such as relevant articles and other printed documents and 
computerized databases (e.g., organization websites). To meet the study objectives, all 
secondary data were viewed from an Islamic perspective by reading the holy Koran and 
hadeeth and relevant empirical studies discussing the implementation of halal elements in 
the hotel business. The focus was on drawing the line between halal and haram in Islam, and 
the way to apply them in hotel management. All data were then content-analyzed, based on 
the literature-review focus.

Field observation

Direct observation was carried out through field trips to obtain information and personal 
experience of the study objects (Tellis, 1997). The authors stayed at the winning hotels of the 
World Halal Travel Award in Dubai. This award is based on global customer polling that 
subjectively assessed the Muslim-friendly quality of the competing hotels. The assessment 
team did not use halal measurement instruments to determine the winner. The decision was 
purely based on customer polling. First, the Sofyan Hotel, Jakarta, won the 2015 award for 
the World’s Best Family-Friendly Hotel. Originally, the Sofyan Hotel was a conventional 
hotel that in 1992 changed its business platform to become the Sharia Hotel. Second, the 
Radhana Hotel, Bali, was the 2016 award winner for the World’s Best Family-Friendly 
Hotel. In principle, the Radhana Hotel is a conventional hotel that develops its services for 
Muslim guest segments. However, since Bali is a non-Muslim-majority area, instead of 
using “Muslim-friendly” or “Halal Hotel,” the owner has decided to use the label “Family- 
friendly Hotel.” Last, the Novotel Lombok Resort & Villa, Lombok, won the 2016 World’s 
Best Halal Beach Resort award. This is a conventional hotel that is part of an international 
hotel chain, and only in the early year of 2016 did management decide to develop the 
segment into a Halal-friendly hotel. For these reasons, the management’s implementation of 
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the best practice of halal elements in starred hotel operations was observed parallel to the 
conventional ones.

Interview

An in-depth interview is a frequently used method in qualitative studies (Shao, 2002). The 
respondents and expert participants were carefully selected, based on qualifications and the 
quality of the information. The respondents were chosen from the hotels that won the 
World Halal Travel Award in 2015 and 2016. The selection was made considering successful 
best practices in harmonizing the application of halal with conventional elements in hotel 
business processes. The chosen experts were from various professional backgrounds 
actively involved in international halal-tourism projects (please see Table 2 for the inter-
viewees’ profiles).

All interviewees were emailed to arrange the time and location for the meetings. For the 
three key persons interviewed, 8 to 10 questions were asked in a semi-structured interview, 
mainly addressing the management policy on Muslim-friendly operation; implementing 
halal elements in services, human-resources, and transaction processes; standard operating 
procedures and strategy in maintaining the harmony of halal and conventional application 
in the business process. The three interviewees were managers who deeply know the process 
of implementing halal elements in their hotel operations. Also, the six experts interviewed 
were asked approximately 7 or 8 questions, principally covering their involvement in global 
tourism projects, the urgency of designing halal parameters for tourism-supporting indus-
tries, and standardization in Muslim-friendly tourism.

Focus group discussion

The results of this study are expected to lay a foundation for hoteliers in formulating halal 
application in the hotel business process. Therefore, the process strongly requires the 
involvement of policymakers. A semi-structured focus-group discussion involving relevant 
policymakers was conducted in order to gain participants’ perspectives and feedback, to 
design the indicators of halal fulfillment in hotel management. The participants and the 
discussion encompassed the questions shown in Table 3:

Focus-group discussions (FGD) were held in a meeting room of a three-star hotel in 
Pekanbaru, Indonesia. The discussion took approximately two hours to complete and used 
the Indonesian language. The first author acted as a moderator, while the second presented 
the initial draft of the standardized halal indicators. The third author took minutes, while 
the fourth was the floor manager for the meeting.

The FGD process took place through facilitating participants discussing with each other 
their responses to the initial draft of MATEL. The FGD focused on the harmonization of 
MATEL with the concepts of halal (allowed), haram (forbidden), and syubhat (dubious) in 
hotel operations and synchronizations with existing regulations related to the hospitality 
industry in Indonesia. Researchers acted only as moderators, while participants actively 
asked, argued with, and responded to each other, according to their backgrounds and 
competencies. All participants received the printed material before the presentations and 
could interactively ask questions during the process. By the end of the FGD, all participants 
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had contributed, and all communications were recorded, with the anonymity of the 
participants maintained.

Content analysis, a basic analytical method in FGD to produce a systematic and 
comprehensive summary of all data collected (Wilkinson, 2011), was employed as the data- 
analysis technique. This technique provided a qualitative depiction of the participants, 
showing their attention, agreement or disagreement, attitudes, and criticism, as well as 
constructive input on the MATEL initial draft. The entire discussion was recorded and 
further transcribed in textual documents. The analysis process started with reading the 
textual data to obtain contexts or themes from each group in the discussion. The identified 
contexts were then codified according to the main topic of the discussion (see Table 3). In 
the end, the various relevant themes and responses were united to draw into conclusions.

Procedures

MATEL generating procedure
The MATEL construction procedure was systematically conducted by dividing into three 
phases (Figure 1).

The Identification Phase initiated the procedure. Holy Koran and Hadeeth, as the highest 
Sharia law for Muslims, were used as the main sources (the details appear in Table 1). The 
next reference is practical, referring to the three Muslim-friendly measurement tools: Halal 
Tourism Guide Book of the Ministry of Tourism of the Republic of Indonesia, Ramli’s tool, 
and SIHAT. From these previous tools, the current study obtained the halal attributes 
commonly applied in hotel operations, as well as the weighting and absorption level.

The second procedure was the Conforming Phase. In this phase, the halal attributes and 
application were further confirmed by three stakeholder groups. The first group of stake-
holders was the winning Muslim-friendly hotels, to obtain their best practices in designing 
the elements of halal and then applying them concretely in the hotel’s operation. The second 
stakeholder group represented international halal-tourism experts, from whom 
a professional perspective on halal standardization and measurement in the hospitality 
industry was gained. The first expert was the CEO of Crescent Rating, Singapore, 
Mr. Bahardeen, whose annual report, Global Muslim Travel Index (GMTI), has become 
the worldwide reference for ranking the best halal-tourism destination country. The second 

Table 3. FGD.
Participants

No Envoys of Relevant Organizations
1 Tourism Department of Riau Province
2 Tourism and Creative Economy of Pekanbaru City
3 Riau Province Region Office of Ministry of Religion
4 Pekanbaru Representative of Indonesian Ulema Council
5 Commission of Fatwa of Riau Province Indonesian Ulema Council
6 Representative of Muslim tourism association in Pekanbaru
7 Representative of Muslim society in Pekanbaru

Discussion topics:
(1) Concept of halal (allowed), haram (forbidden) and syubhat (dubios) in hotel and the challenges
(2) Current and upcoming regulations around halal tourism in Indonesia
(3) Synchronization of discussing indicators with Global Muslim Travel Index and Indonesian Muslim Travel Index
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expert was the Senior Associate of Dinar Standard, Mrs. Elshafaki. Based in the U.S., the 
organization is one of the global institutions issuing the annual report of the State of the 
Global Islamic Economy. The third group of stakeholders originated from Indonesia, 
comprising policymakers in the field of halal tourism, namely: Mrs. Setyharini from the 
Ministry of Tourism, Mr. Sutono from the Acceleration Team of Halal Tourism Program 
and, Mr. Wasik from the National Sharia Board of Indonesian Ulema Council.

Input from these three parties was used in compiling the initial draft of the MATEL. This 
preliminary draft was then validated in the FGD forum, involving related parties in the 
Muslim-friendly hospitality sector. They consisted of the envoy of the Ministry of Religious 
Affairs of the Republic of Indonesia, Department of Tourism at Riau Province and 
Pekanbaru city; the envoy of Indonesian Ulema Council of Riau Province; the envoy of 
hospitality industry associations in Pekanbaru city; and the representative of the Muslim 
hotel consumer community in Pekanbaru city. The initial draft had been delivered one week 
before the FGD, so the discussion on the day of the focus-group discussion could be more 
effective. The FGD participants provided input and critiques regarding the halal attributes 
and how they were arranged in the MATEL. From the FGD results, the final drafting of the 
MATEL final was accomplished.

Validation technique
All data obtained is validated using triangulation techniques that combine several qualita-
tive methods (Cooper & Schindler, 2011). The researchers using triangulation in data 
collection have validated data credibility with various data-collection techniques and 
various data sources at the same time (Sugiyono, 2015). This study used three types of 
triangulation, namely, technical and source triangulation, as well as participative 
observation.

Figure 1. The Procedure of MATEL Generating.
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Technical triangulation involved various data-collection techniques, i.e., documentation, 
field visit, interview, and FGD. Data on the halal attributes, how it is applied, and the 
obstacles faced were collected and tested in conformity with each other through the various 
methods. In this study, the FGD was the last validation method to test the initial draft of the 
MATEL, which was constructed based on the analytical methods preceding it.

The use of source triangulation occurred by matching information obtained from one 
source to information obtained from another. This study seeks consistency of the informa-
tion content from each source. Information mutually confirmed by several sources became 
a reference for this study in formulating the MATEL. The participatory observation 
occurred through field visits and personal, direct experience with the Muslim-friendly 
service from the award-winning Muslim-friendly hotels. The goal was to validate the 
consistency among documents, interviews, and practices.

Research analysis procedure
Field notes, minutes of FGD, and interview transcript represent the data set supported by 
the literature review. The entire transcript was selected, analyzed, synthesized, and placed in 
the discussion section as the indirect and narrative explanations of participants and inter-
viewees. Synthesis and narration need to be carried out, taking into account the answers 
from the interviewees against a topic with the same question. Writing and the use of words 
would be more efficient compared to using a model of direct quotation from each speaker.

The data analysis phase started with the transcription and translation of all the data 
obtained, including the interview transcripts, minutes of FGD, observation notes, written 
kinds of literature and documentation, such as studying the tables, charts, photographs, and 
videos. A deductive approach was employed to abstract all the qualitative materials. 
The second stage involves the reduction of the data through the process of abstraction. 
The subsequent thematic categorization was carried out carefully, interpreted, and pre-
sented as findings of the research. The thematic analyzes seek to unearth the themes salient 
in a text at different levels. On the other hand, the thematic networks aim to facilitate the 
structuring and depiction of these themes (Stirling, 2001). Identification and categorization 
of thematic repetition method were also carried out (Ryan & Bernard, 2003).

Findings

Field notes

Field visits were carried out to directly learn the best practices of the three winning hotels 
(all in Indonesia) of the World Halal Travel Award in 2015 and 2016. These hotels were 
chosen because the objective of designing a halal parameter involves addressing the 
domestic market and the characteristics of the hotel business. Each country has its char-
acteristics and cannot be generalized globally, given their differences in culture and strategic 
policies (e.g., Cetin & Walls, 2015; Gursoy & Umbreit, 2004; Köseoglu et al., 2018).

The much-needed information lies in the field findings regarding the application of halal 
elements in hotel operations, covering four perspectives, namely, products and services, 
management, human resources, and finance. These four perspectives were first mentioned 
by Mr. Thamrin from the Sofyan Hotel, the first Sharia hotel in Indonesia, considered to be 
the best suited to the conditions there. The four-perspective approach includes most of the 
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Muslim-friendly-hotel categorizing ever done in many previous studies (e.g., Al-Ansi & 
Han, 2019; Henderson, 2010; Jeaheng et al., 2019; M. R. Razalli et al., 2015; Rosenberg & 
Choufany, 2009). Other hotel managers, who were informants for this study, validated these 
four perspectives as the crucial aspects to be met in halal-friendly service. Further, these 
perspectives became the basis for constructing the MATEL. All field notes were abstracted 
and described in tabular form (see Table 4), a summary of all field findings.

Table 4 shows how the winning Muslim-friendly hotels conduct best practices in 
implementing halal attributes in their operations. The Sofyan Hotel firmly positions itself 
as a Sharia Hotel, and the Radhana Hotel positioning is as a Family-friendly hotel, while 
Novotel, part of the international hotel chain, takes its position as a Halal-friendly hotel. As 
a Sharia hotel, the Sofyan Hotel has been halal-certified for the hotel and restaurant 
operation, while Radhana Hotel and Novotel are only certified for the restaurant. All 
three meet the four minimum halal attributes of providing halal food, a prayer room, 
ablution space, and prayer equipment. The three also have written standard operating 
procedures (SOPs) for each application of the halal attributes. However, Novotel has 
a policy that is tied to global management, which keeps the hotel providing non-halal 
food and drinks to guests.

The foremost finding from the best practices of these hotels is that although implement-
ing the halal concept, the hotel management continues to use the commercial principle in 
its implementation. The management seems to be aware that a rigid implementation of 
Sharia principles will potentially reduce the interest of guests in staying. The pragmatic 
practice of all three hotels is still to enforce no dress code for the guests, no prohibition on 
guests who are not authorized spouses, as well as the use of conventional accounts. These 
hotels also do not require their employees to wear hijab and do not maintain a procedure 
regarding the zakat for companies or employees. This means that the hoteliers are very 
aware that hotel is a business entity that still has commercial and pragmatic considerations, 
so they should not apply the Sharia principles rigidly. Providing extended services for 
Muslim guests might enlarge the hotel’s consumer base, but it is unnecessary to lose their 
existing conventional income sources, such as alcohol and night entertainment. Some 
international chain hotels in the Middle East have experienced significant losses after 
prohibiting alcohol and night entertainments (Zulkharnain & Jamal, 2012).

Interview results

The lack of standardized indicator in the muslim-friendly hotel concept
Hoteliers do not have detailed technical guidelines to categorize their business as hotels 
subscribing to halal principles. This is a global issue and becomes the biggest challenge in 
halal tourism, especially among those related to the hotel industry (Bogan & Sariisik, 2018). 
This is confirmed by Mrs. Elshafaki, who has been studying global halal travel sectors for 
years. According to Mr. Bahardeen and Mr. Coban, hoteliers often self-claim their halal 
status, and neither Singapore nor Turkey possesses written rules and guidelines governing 
the operations. The interviewees from the Indonesian Ministry of Tourism revealed that the 
hotel industry had an unpleasant experience with this matter. In 2014, the Minister of 
Tourism and Creative Economy Regulation No. 2 of 2014 launched the Guidelines for 
Implementing Sharia Hotel Businesses. However, it was withdrawn through the Minister of 
Tourism Regulation No. 2 of 2016, due to resistance from the industry, precisely, the refusal 
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Table 4. Field Findings of Best Practices of Halal Application in Hotel Business Process.
Sofyan Hotel Radhana Hotel Novotel Resort & Villas

Products & 
Services

– Hotel and in-house restau-
rants are halal certified (first in 
Indonesia);

– Only serve halal food;
– No alcohol;
– No night club/bar;
– Annual Ramadhan program;
– Praying room (includes the 

praying equipment, time and 
qibla direction);

– Ablution area with bidet (not 
using shower).

– No alcohol;
– No pork, only serve halal food;
– No night club/bar;
– No spa;
– Halal certified for the  

restaurant;
– Praying room is available, but 

the ablution area is not sepa-
rated by gender;

– Available praying equipment 
in every guest room (Holy 
Koran provided in three lan-
guages: English, German and 
Arab);

– Partnering with halal-certified 
suppliers only for food, che-
mical and toiletries

– Annual Ramadhan program;

– Praying room is available, but 
the ablution area is not sepa-
rated by gender;

– Halal certified for the  
restaurant;

– Bar/night club available, but 
all food and beverages are 
clearly tagged to inform 
Muslim guests about the non- 
halal ingredients;

– Ten percent of total guest 
rooms are labeled as ‘halal 
room’. The rooms have pray-
ing equipment;

– All guest rooms have qibla 
direction, but the praying 
equipment is only provided 
by request;

– Annual Ramadhan program;
Management – Standard Operational  

Procedures for halal services 
are available;

– No art depicting of living crea-
tures in decoration nor the 
Arabic calligraphy;

– No dress restriction for guests;
– Time segregation of man and 

woman in using gym facility;
– No gender separation at  

receptionist and room 
services.

– Halal Standard Operational  
Procedures for food handling;

– Halal Standard Operational  
Procedures for cleaning and 
sanitary;

– No dress restriction for guests;
– No restriction for unauthorized 

couples;
– Halal business concept differ-

entiation is published in their 
promotion materials;

– Water supply is purified to  
guarantee the cleanliness and 
the purity of dirt;

– No gender separation at  
receptionist, restaurant, facil-
ities and room services;

– Do not use Islamic decoration 
(e.g.: calligraphy).

– Halal business concept differ-
entiation is published in their 
promotion materials;

– No gender separation at  
receptionist, restaurant, facil-
ities and room services;

Human 
resource

– Spiritual mentoring from  
external Ulema;

– Halal business-concept men-
toring from internal and 
external trainers;

– Arabic communication skill for 
some front-liners;

– Closed and polite dress, but 
not necessarily to wear hijab 
(covers all parts of body 
except face and hand for 
woman).

– Majority of employees and  
chefs are non-Muslim, but 
they must be trained and exe-
cute their tasks according to 
halal SOPs;

– Employees wear polite uni-
form, but not necessarily to 
wear hijab;

– No Arabic spoken;
– Halal business-concept men-

toring from internal and 
external trainers;

– Muslim majority employees 
and chefs;

– Voluntarily wearing hijab or 
Muslim clothing;

– Halal business-concept men-
toring from internal and 
external trainers;

– Spiritual mentoring from  
external Ulema;

Finance – Using sharia account;
– Conventional bank used only 

as escrow account from 
guests and partners (core 
deposits last only for  
maximum 3 days and then 
transferred to sharia 
accounts);

– No written rules regarding to 
the mandatory of zakat.

– Still using conventional  
accounts;

– No written rules regarding to 
the mandatory of zakat.

– Still using conventional  
accounts;

– No written rules regarding to 
the mandatory of zakat.
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of some hoteliers. These individuals objected to complying with the minimum require-
ments, formerly called Hilal-1, which still allowed non-halal products and services in hotel 
operations. Hilal-2 was even harder, since the hotels needed to be free from all the illicit/ 
haram elements in hotel operations. That raises the question of why, in the Halal Tourism 
Guide Book issued by the Indonesian Ministry of Tourism at the end of 2019, the 
Classification model seems to repeat the previously rejected Hilal model. This regulation 
would put businesses under commercial pressure. Hoteliers in Indonesia need halal stan-
dards without sacrificing the commercial aspects of making profits. The existing fatwa from 
the Dewan Syariah Nasional – Majelis Ulama Indonesia or DSN-MUI [National Sharia 
Board – Indonesia Ulema Council], No. 108/DSN-MUI/X/2016 on Guidelines for 
Implementing Sharia-Based Tourism, is still normative and does not technically regulate 
its standard halal indicators.

Different environment as the barrier in unifying muslim-friendly concept in hotel 
operation
According to Mr. Bahardeen, having standardized Muslim-friendly indicators in tourism 
operations, including hotels, is vital. This helps hoteliers to have clear and definite guide-
lines for modifying their business processes to become Muslim-friendly hotels. 
Corresponding to Mr. Coban, the noble aim of applying halal standards globally in Muslim- 
majority countries is to equalize the perception of worldwide markets. However, according 
to Mrs. Elshafaki, unified standards of halal tourism are challenging to apply, given the 
fundamental differences in each country. It is essential to allow for variations among 
countries, whether it is Muslim or non-Muslim. Having the same expectations of a non- 
Muslim destination as one has of Muslim ones would be unrealistic. Also, local culture must 
be considered. Therefore, a standard should include basic requirements and have room for 
customization or for providing different levels of the standard.

Applying rigid and binding standards for all hoteliers could be highly problematic, both 
in global and domestic implementation. As a country with thousands of islands, Indonesia 
has several demographically different provinces that differ, for instance, on a religious basis. 
In Bali, where the majority of the population and tourists are non-Muslim, strictly bestow-
ing the halal elements upon the hotel business would be difficult, even though Indonesia is 
a Muslim-majority country. This is one of the reasons Radhana hotels do not use Sharia or 
halal labels in their hotel positioning. Although it applies the halal business process, the 
Radhana Hotel stands as a Family-friendly hotel. The interviewed manager, Mr. Indra, 
indicated that the Sharia label in tourism is not very well accepted by hospitality businesses 
and tourists, even though the level of religious tolerance in Bali is quite good. As the team 
leader of the Halal Tourism Acceleration of the Indonesian Ministry of Tourism, 
Mr. Sutono agreed with this fact. Many hoteliers and tourists misunderstand the concept 
of halal tourism, assuming that there will be an elemental switch in processes toward Islamic 
business. Therefore, the Ministry of Tourism of the Republic of Indonesia is very prudent in 
defining the concept of halal tourism to avoid resistance from the hospitality market and 
industry. The definition of halal tourism is offered as an extended service to meet the 
particular need of the Muslim tourist segment, without having to eliminate existing con-
ventional facilities. Mr. Bahardeen confirmed this statement by saying that the terms 
“Halal,” “Muslim-friendly,” or “Sharia” are just labels whose real substance involves 
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meeting the needs of Muslim tourists, as well as offering additional services to Chinese, 
Christian, or even disabled traveler.

Another obstacle is the diversity in hotel management policies. For hotels owned by 
Muslim investors and are not tied to international chains such as Sofyan and Radhana 
hotels, applying halal in their operations might be less challenging. Therefore, pulling out 
alcohol sales, night entertainment, and providing prayer equipment in all guest rooms are 
relatively painless to execute. Nevertheless, for Novotel Lombok Resort & Villa, which is 
owned and managed by the Accor International, it would be damaging. Bars, nightlife 
facilities, and alcohol must be served to their guests, and those are critical financial sources 
for hotels. Moreover, the majority of staying tourists are mostly non-Muslims. Hence the 
best strategy is to make a clear separation between halal and non-halal. This might involve 
setting aside 10% of the total room to be halal and equipped with a praying area and 
facilities for Muslim guests. In other rooms, prayer equipment is only availed after a request 
is made. Additionally, they might tag food and beverage with clear names and ingredients 
for Muslim guests to distinguish which products are allowed to consume.

The various interviews made clear the consistency of every interviewee whose informa-
tion strengthens information from the others. All interviewees agreed that the labeling of 
Muslim-friendly service should be treated carefully so as not to cause rejection by both 
hoteliers and guests. The emphasis must be on the extended services for Muslim guests, not 
necessarily eliminating some conventional product and service features of the hotel. The 
interviewees also agreed that the halal standards should not be generalized; there are 
uniqueness and limitations in both managerial and geographical aspects. Thus, the halal 
standard should be customized and suit the condition of each country or region where the 
hotels operate.

Underlying concept in ranking the applied halal elements in hotel operation
As stated by Mr. Coban from HAK, Turkey, not all tourists seek halal service, even the 
Muslims. According to him, tourists visit Turkey not to for halal ambiance, though it is vital 
for their needs as a Muslim to be served. According to the report of Standing Committee for 
Economic and Commercial Cooperation of the Organization of Islamic Cooperation 
(Committee for Economic and Commercial Cooperation – COMCEC, 2016), Muslim 
travelers are divided into three levels of practicing Islam, including strict (segment A), 
practicing (segment B), and not practicing (segment C).

Figure 2 shows the Muslim traveler belonging to segment A strongly embraces their 
Islamic teachings and, therefore, would be very complicated. It starts from a ‘need to have’ 
halal food and salaat, ‘good to have’ water usage friendly washrooms and Ramadan service 
and facilities management, to the ‘nice to have,’ involving no non-halal activities and 
recreational facilities with privacy). Segment B is a guest of moderate Muslims in need of 
halal food, prayer facilities, the availability of water for ablution, and additional services in 
the month of fasting (Ramadan). The segment C is Muslim travelers already feeling 
comfortable with the halal food and prayer facilities.

CrescentRating, who publishes the annual Global Muslim Travel Index [GMTI], con-
firmed that Muslims are not homogenous in their adherence to Islam practices. Therefore, it 
is vital to classify their needs into three-level (see Table 5). In GMTI (2019), the category is 
named as Muslim Traveler Faith-based Service Needs 2.0 [MTFSN 2.0].
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The first category is ‘need to have,’ which includes the minimum requirements of 
the faith-based need of Muslim travelers. This is essential and needs to be served by 
tourism business practitioners. The service features halal food, prayer facilities, water- 
friendly washrooms, and no Islamophobia. Formerly in MTFSN 1.0 in 2009, the 
number of components at the ‘need to have’ level included only halal food and prayer 
facilities. However, due to the current global situation of Islamophobia in many non- 
Muslim countries, it is very crucial for a country that wants to develop a halal tourism 
program to be free of this phenomenon. Likewise, the water-friendly washroom, which 
in the MTFSN 1.0 was included in the ‘good to have’ category, is a significant 
prerequisite for version 2.0. The underlying argument is the importance of Muslims’ 
cleaning themselves and maintaining the sanctity of the body before and during 
prayer.

The second level is ‘good to have’ and contains social causes, Ramadhan service (man-
datory fasting month), and Muslim experience. The newly added components in MTFSN 
2.0 include social causes and Muslim experience. The causes are driven by Muslims’ 
conscious of being socially responsible during their travel. How local people live their 
Islamic life can be a unique Muslim identity and heritage experienced by travelers. These 
two added components are necessary since travelers are not merely visiting a tourist 
destination; they also need to blend in with the environment.

Figure 2. Faith-based needs of Muslim travelers (Committee for Economic and Commercial Cooperation – 
COMCEC, 2016).

Table 5. Muslim Traveler Faith Based Service Needs.
Category Indicator (2009) Indicator (2019)
Need to have ● Halal food service

● (prayer) facilities
● Halal food
● Prayer facilities
● Water-friendly washrooms
● No islamophobia

Good to have ● Water-friendly washroom
● Ramadan (fasting) services and facilities

● Social causes
● Ramadan service
● Local Muslim experiences

Nice to have ● No non-halal activities
● Recreational facilities and service

● Recreational spaces with privacy
● No non-halal services

Source: GMTI (2019)
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The third level is ‘nice to have’ and contains recreational space with privacy and no non- 
halal services. These needs are perceived as less important than the other two. However, 
they would be extra beneficial for Muslim travelers strictly practicing Islam. An example of 
privacy need is service segregation between males and females. GMTI (2019) shows an 
example of non-halal activities such as alcohol, discotheques, or gambling.

Focus group discussion feedback

The discussion was separated into three sessions representing each topic, as Table 3 shows. 
The participants were asked to give their comments and feedback on the indicators. The 
responses in the first session showed that there were different paradigms for implementing 
halal and haram in the hotel business. The first perspective indicated that in the context of 
Islamic teachings, halal and haram could not be united since the difference is clear. By 
quoting Bukhari’s hadeeth, participants from religious institutions said, “Verily, the lawful 
(halal) is clear and the unlawful (haram) is clear, and between the two of them are doubtful 
matters (syubhat) about which many people do not know. Thus, he who avoids doubtful 
matters clears himself regarding his religion and his honor . . . ” However, from the govern-
ment and business perspectives, the halal tourism and hospitality program cannot run if the 
concept is applied rigidly. Many hotel owners are non-Muslims, and some are bound by 
international management policies that require services considered non-halal in an Islamic 
context. Very few Muslim hotel owners are willing to transform their business concept 
radically toward Islamic principles. Based on the demand, seeking an Islamic atmosphere is 
not the primary purpose of hotel guests. Halal facilities at the hotel are merely needed by 
guests to carry out their worship.

In the second session, the government explained that the legal instruments specifically 
regulating halal hotels were not yet available and are planned only as part of halal tourism. 
At the national level, the legal umbrella for halal tourism itself is still in process. However, at 
the regional level, only Lombok in West Nusa Tenggara has a Local Regulation of Halal 
Tourism, though technical regulations governing its application have not followed it.

In the last session, participants appreciated the draft of halal hotel indicators that the 
authors presented. They also affirmed that the assessment concept of availability and 
qualification of the application of halal elements in hotel operations is something new 
and quite detailed in determining features and service boundaries in line with Islamic 
principles. Despite welcoming the assessment standard, the participants highlighted the 
importance of providing flexibility for hoteliers to choose segments of Muslim guests they 
are comfortable serving. Importantly, they suggested that the conclusion of the evaluation 
does not rank the hotel in a good or a bad category, based on providing for the needs of 
Muslim guests. The expected outcome is the hotel’s positioning options, according to its 
capabilities and management policies.

Discussion

The primary study objective is to formulate an assessment tool of applied halal 
components in hotel operations and segment them into groups based on how many 
qualified hotels satisfy the needs of Muslim guests. The underlined motive of imple-
mented halal evaluation in hotel management needs to address the improvement of 
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guests’ satisfaction, particularly for those with specific needs such as the Muslims. 
Ariffin et al. (2013) labeled it as ‘special relationship’ defined as the need for hotels to 
anticipate and subsequently meet all the requests of guests. The need for Muslim 
guests is unique compared to other types of international hotel visitors, and often it 
cannot be fulfilled by the hotels on a conventional concept (Widayati & Setiyorini, 
2014). Similar to Muslim tourists, hotel guests look for comfort and tranquility with-
out breaking Islamic principles (Alim et al., 2015). In case the halal hospitality 
operator, including the hotel, fulfills the customer’s religious needs, then the strategy 
certainly increases guest satisfaction (Abror et al., 2019).

There were very few precedents of applied halal elements in hotel operation, particularly 
those that measure the availability, as well as the qualification of the implementation. 
Previous halal measurement tools demonstrate a few weaknesses, particularly in the assess-
ment of the halal absorption level and the use of good and bad rankings in the method. 
Therefore, a new model is proposed, which might be useful for hotel management and 
researchers in classifying hotels based on the number and qualifications of the applied halal 
elements.

The proposed model is based on the conception of the guidelines in Islamic principles 
that need to exist in Muslim-friendly hotel operations (see Table 1). This model also 
highly considers the entire input and feedback obtained from the research findings. 
From the field notes, the primary consideration is understanding the unique character-
istics and policies as well as the differences in their application in each region set by 
hotel management (see Table 4). Field findings also indicate that the application of halal 
elements in hotel operations might be broadly grouped into four, including products or 
services, processes or management, human resources, and financial processes. This is in 
line with M. R. Razalli et al. (2015), which stated that the halal concept is not bound to 
the hotel’s kitchen wall but involves the operation, human resource, marketing, and the 
financial system.

The interview results indicate that hoteliers needed a clear, detailed, and flexible 
standard guideline. For this reason, formulating indicators need to consider differences 
in culture, demographics, and management policies as well as the level of traveler’s 
religiosity (see Figure 2 and Table 5). The FGD concluded that a fair settlement is 
needed on the conception and application of halal compounds between religion and 
business perspectives. The comparative Islamic law was used to justify the statement 
quoted from hadeeth Bukhari, stating that the holy prophet Muhammad once said, “If 
I forbid you to do a thing, then avoid it, and if I command you to do a thing, then do as 
much of it as you can.” The hadeeth emphasizes that following commands in Islam is 
dependent upon one’s ability to carry them out, and this is part of the mercy and 
perfection of Islam. The most important thing is that the assessment results are not 
detrimental to the image of the hotel because of the good or bad labeling of halal 
implementation in operations.

This study proposes a Muslim-friendly Assessment Tool for Hotel, or MATEL. The tool 
is designed in the form of availability and qualifications of several hotel service facilities, 
based on Islamic values. The more these facilities satisfy the halal element, the more the 
hotel gains an Islamic identity. MATEL consists of four categories, twelve subcategories, 
and thirty-eight evaluated areas (please see Appendix for the detailed arrangement of halal 
attributes).
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Products and services

The first hotel category, often associated with Muslim-friendliness, involves service pro-
ducts. These include everything that hotels offer to their customers, whether tangible or 
intangible. Providing halal products and services has become an essential strategy to attract 
more Muslim guests (Al-Ansi & Han, 2019). The products must cater to Muslims’ interests 
(Ramli & Zawawi, 2018). From the literature review and research findings, the products and 
services often associated with the needs of Muslim guests include food and drinks, prayer 
and equipment, water, ablution, Ramadan programs, facilities for guests in rooms, fitness 
tools, entertainment, and toilets.

Among the main halal attributes is providing halal food and drinks for Muslim guests, 
including not providing alcohol and pork (Stephenson, 2014). Furthermore, halal is not 
limited to the type of food and beverage served; it also includes the source and processing 
method, as well as the serving (El-Gohary, 2016; Karim et al., 2017; M. R. Razalli et al., 
2015). The ideal practice is to have a halal certificate that the government issues officially. 
A halal certificate is an official document stating that the product and service follow the 
Islamic rules (Akyol & Kilinc, 2014). However, this current study shows that halal certifi-
cates in many Muslim-friendly hotels are still limited to restaurants, kitchens, and food and 
not yet included in the overall hotel operation. Of the three hotels visited for this study, only 
the Sofyan Hotel has a halal certificate for overall hotel operation. The Sofyan Hotel is one of 
only two hotels in Indonesia for which all operations are certified Halal. Although the key 
concern of Muslim-friendly hospitality is the role of halal certification (Khan & Callanan, 
2017), a rigid application might disturb guests’ comfort, as well as the hotel revenue. Thus, 
although MATEL makes the ownership of a halal certificate the highest qualification score, 
the model still provides eligibility for the hotel that does not have the certificate to be labeled 
as a Muslim-friendly, by fulfilling elements other than the certificate.

Another priority is prayer facilities that include prayer room/space, prayer rugs, Qibla 
direction, prayer time, ablution space, and clean water (Samori, Rahman et al., 2017 ). 
Muslims are required to pray five times a day, so the hotel must provide facilities for Muslim 
guests to carry out this obligation. The ideal way to provide these prayer facilities is to 
separate men and women. The concept of gender segregation is also suggested for the use of 
toilet, recreational, and fitness facilities. But, in practice, some hotels may not do so for 
reasons of space and cost-efficiency (Henderson, 2016; Muharam & Asutay, 2019). The 
options could include providing a separate area or dividing the set times of use between 
men and women (Muharam & Asutay, 2019). For space and cost-limited hotels, the option 
of differentiating service hours based on gender might be the most rational and efficient 
option. Therefore, MATEL put the concept of gender separation at a higher score among 
other indicators, without eliminating the Muslim-friendly eligibility of hotels that do not 
segregate their facility.

All product and service facilities provided to Muslim guests should not be contrary to the 
prohibitions of Islamic rules, such as rules regarding adultery, gambling, night entertain-
ment related to shows, and beverages served inside (El-Gohary, 2016; Idris & Wahab, 2015; 
Kovjanic, 2014; Qaddahat et al., 2016). Nevertheless, the entire hotel might not eliminate all 
these restrictions from their product and service facility. In many international hotels, these 
facilities are mandatory (Saad et al., 2014) and also depend on local culture, the degree of 
liberalism, and state intervention (Zamani-Farahani & Musa, 2012). That is why MATEL 
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regulates the provision of these facilities with a level score assessment. The hotel still has 
a chance to be Muslim-friendly despite providing these facilities, by meeting certain criteria.

Service process or management

The management of the Muslim-friendly hotel must be organized consistent with Islamic 
principles (Akyol & Kilinc, 2014). The aims and objectives of the imposition of halal value- 
based management systems are to imply religious requirements in the hotel’s management 
practices (Samori, Rahman et al., 2017). Halal product alone is not enough. The way of 
serving the product must also be halal. The process of adopting a Muslim-friendly service 
contains a strong commitment to the implementation of a hotel’s business process. The 
policies must be well documented and communicated, both internally and externally (Ramli 
& Zawawi, 2018).

In this study, the hotel service processes include the separation of service facilities based 
on the sex of the guest (e.g., Ahmat et al., 2012; Henderson, 2010; M. R. Razalli et al., 2015). 
They also entail efforts to prevent the occurrence of acts prohibited in Islamic principles 
(see El-Gohary, 2016; Kovjanic, 2014; Widayati & Setiyorini, 2014). The main process 
includes the separation of room, floor, and service area. Information about gender separa-
tion might become an important halal-friendly hotel disclosure (Muharam & Asutay, 2019). 
Nevertheless, in addition to the reasons of cost and room efficiency for hoteliers, this 
concept of separation might cause guests displeasure, especially if the policy applied to non- 
Muslims or the minority Muslim region. The common reasons posed are the factors of 
comfort, privacy, and gender equality (Battour et al., 2018). However, gender separation is 
an important principle in Islamic teachings; thus, MATEL still accommodates this require-
ment by providing alternative methods, such as using separate lines or arranging the use of 
the facilities.

It is obvious that Sharia prohibits non-married couples staying in the same room (Ahmat 
et al., 2012) since Islam strongly opposes adultery. But the rigid implementation of this rule 
is very risky, likely to be rejected by both hotels and guests. Many hotel guests come in 
couples and consider this an issue of personal privacy (Battour et al., 2018). MATEL 
accommodates this regulation by level scoring, starting from a written restriction to oral 
advice as an attempt to prevent adultery. However, although the hotel does not have this 
preventive program, MATEL does not lock the hotel’s eligibility to become Muslim- 
friendly, as long as there are other halal elements applied. This strategy is in line with the 
Sofyan Hotel, whose Sharia policy does not impose restrictions for nonmarried couples. In 
the Indonesia Halal Tourism Guide Book (Kementerian Pariwisata Republik Indonesia 
[Kemenpar], 2019), this prohibition is grouped in Classification-3, the most stringent 
criterion of halal implementation in hotel operation.

Although the articulation of Islamic identity is the most common information that 
Muslim-friendly hotels disclose, most of them avoid “Islamized gender” to retain the 
neutral image of the hotel (Muharam & Asutay, 2019) – for example, providing information 
that although Islam governs the ethics of closed-dressing, the application for hotel guests 
can be very flexible. It means although the stereotypical appearance of a Muslim woman is 
with a long and loose dress, covering the entire body except for the face and palms, the hotel 
will not force guests to wear the same. In the MATEL, the assessment of guests’ dress ethic is 

24 A. SUCI ET AL.



done on a level basis, starting from written to oral rules, as well as providing cloth for guests, 
if necessary.

Human resources

Interactions between employees and customers form customer experience. Human inter-
action is one of the most essential factors in the hospitality industry, produced mainly 
through employees and customers (Cetin & Walls, 2015). Therefore, Muslim-friendly hotels 
must be able to manage their human resources by following the principles of Islamic 
hospitality. In terms of human resources, dress ethics, mastery of Muslim-friendly service, 
and employee placement are subject to considerable discussion in halal hotel studies (see 
Ahmat et al., 2012; El-Gohary, 2016; Qaddahat et al., 2016). Besides, to manage human 
resources in a Muslim-friendly hotel, it is necessary to use religious advisors who are 
responsible for monitoring, as well as providing guidance and training to managers and 
staff (M. R. Razalli et al., 2015).

Unlike a dress ethic for guests, the rules of dress or uniforms for staff at Muslim-friendly 
hotels are certainly more binding. The degrees of dress perfection, especially for Muslim 
women, can be made multilevel, starting from conservative clothing that suits the Islamic 
dress code (El-Gohary, 2016) to quite a polite dress only (not expose the sensual part of 
a woman’s body, especially the chest to the thighs). MATEL can accommodate this option, 
so the obligation to dress conservatively is not a barrier for the hotel that wants to develop 
a Muslim-friendly service, especially in the Muslim minority regions/countries with a non- 
Muslim majority segment.

Also, because the main target of Indonesia in developing halal tourism is the tourists 
from the Middle East, staff competence in implementing the concept of a Muslim-friendly 
hotel is essential. First is the Arabic proficiency of the staff, especially those stationed at the 
front office. In MATEL, the arrangement can be very flexible, starting from the entire staff to 
a minimum of only the receptionist staff with proficiency in Arabic. The second is under-
standing the concept of Sharia-based hotel management, both technical and spiritual 
competence. The staff is ideally expected to have experience related to Sharia-based hotel 
management, especially the Muslim staff, since they are perceived to be more knowledge-
able, compared to the non-Muslim staff (Henderson, 2010; Karim et al., 2017). However, if 
it is difficult to do, MATEL still gives a score for the hotel that provides training, as well as 
technical and spiritual guidance for the staff, on how to behave and manage Muslim- 
friendly concepts. Thus, although the recruitment process cannot ideally maintain 
a predominantly Muslim composition, MATEL still provides the opportunity for the 
hotel to keep getting a halal score by fulfilling certain requirements.

Financial process

According to Henderson (2010), questions about the financial aspect of the hospitality 
sector were scarcely answered, as this kind of information is usually not disclosed to 
tourists. Thereupon, the discussion around the financial aspect in halal-based hotels is 
mainly limited to capital funding, transaction processes, and zakat (e.g., Battor et al., 2011; 
Karim et al., 2017; Stephenson, 2014). First, there is an understanding among experts and 
Islamic economics researchers that the financing of a Sharia-based entity should be funded 
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from Sharia capital sources as well (Ramli & Zawawi, 2018). The main feature of Islamic 
financing is that it be usury-free (Awan & Bukhari, 2011). Hence, the choice of financing 
and payment transactions should be arranged by the Sharia bank or other financial institu-
tions, whereas this study shows that it is difficult for hotels to only have Sharia accounts. The 
first obstacle is that the majority of guests and hotel booking agencies only have conven-
tional accounts. Secondly, the nature of the hotel is conventional but further extends itself to 
be Muslim-friendly. Consequently, the initial accounts, both financing and payment, are 
mostly conventional. A Sharia hotel like the Sofyan Hotel makes conventional accounts 
only as escrow accounts that are subsequently channeled to their Sharia accounts. 
Conversely, international hotels like Novotel cannot do this. For these reasons, MATEL 
includes assessment options for hotels that use a mix of accounts for their financing and 
payment transactions.

The second financial aspect often used in halal attributes in the hospitality industry is the 
regulation on zakat, which means giving back to the community (Akyol & Kilinc, 2014; 
Henderson, 2016), in the form of zakat of both business and employee income (El-Gohary, 
2016; Idris & Wahab, 2015; Karim et al., 2017). According to M. R. Razalli et al. (2015), 
zakat must be paid when the total revenue has fulfilled the conditions for haul (period of 
a year) and nisab (achieving the required amount of zakat). The noble purpose of zakat is to 
purify one’s wealth, as well as to equally distribute the prosperity to people who need help 
(Vejzagic & Smolo, 2011). The application of zakat in MATEL is assessed according to 
whether the system functions on a regular or irregular basis (annually) and its conformity to 
the official zakat regulation.

Thus, the MATEL structure is built by summarizing and accommodating various 
principles underlying the classification and ranking of the implementation of halal ele-
ments, as well as by considering all field notes, interviews, and FGD results. Each evaluated 
area has its quality weight, where the scoring system involves multiplying the availability 
score with the quality value (please see the Appendix).

Implications

Managerial implications

By using MATEL, hoteliers generally can determine in which area they want to diversify 
halal services to guests. The classification could be competitiveness, for hotels to enhance 
their corporate image and strengthen the relationship with customers (Chen & Chen, 2013). 
Furthermore, those wishing to act as a halal hotel accreditation or certification body might 
conjointly use MATEL. It is a relatively comprehensive measurement tool for classifying 
hotels, based on the quantity and quality of halal elements that a hotel prepares. 
Additionally, the development of Muslim-friendly services based on the MATEL guidelines 
opens up potential income for hotels since Muslim travelers with special needs are willing to 
pay more for those particular services (Sert, 2017; Toften & Hammervoll, 2012). The 
potential for additional income might also come from non-Muslim travelers (Islam & 
Chandrasekaran, 2013). The benefits of consuming halal products/services are also relevant; 
several prohibitions in Islamic principles, such as drinking alcohol, smoking, adultery, and 
closed-dressing, may provide benefits in the form of health, security, and maintaining ethics 
in public.
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Specifically, MATEL can help the hotel to conduct a halal assessment independently. To 
date, the majority of countries and regions that have developed the halal hospitality industry 
provide freedom to the hoteliers, either individually or through associations, to conduct 
self-assessment, considering that the government has not or does not have the official 
instrument to do so. By using MATEL, hotels may not only know both the total and 
detailed halal compliance scores; they would further learn the weak parts of their halal 
attributes and take any necessary action to improve them. The MATEL instruments that 
have been verified, at least by the religious authorities and related government institutions, 
can be a practical guide module for hotels that want to expand their market segments to 
Muslim-friendly extended service.

Theoretical implications

From a theoretical perspective, this study may enrich the body of knowledge of hotel 
segmentation, a key concept in modern marketing (Kotler & Armstrong, 2005; Wind, 
1978), particularly the concept of niche segmentation. In theory, the application of niche 
and mass-market hotels is usually separated due to the differences in character and 
customer needs, as well as hotel business goals, and it is hard to put the two together. 
However, MATEL is an exception in this regard, since it links the application of niche and 
mass-market hotel segmentation theory. Both might be carried out simultaneously, where 
the implementation of the niche concept occurs by extending the service to Muslim guests 
without the hotel having to lose its regular customers. This concept matches that of 
a modern hotel organization that is expected to have a total service model, providing 
every possible service the customer requires (Khan et al., 2018).

The findings also generate other theoretical implications for halal hospitality research, in 
the form of emphasis that includes not only halal elements in drafting Muslim-friendly 
attributes but also a method for assessing the degree of absorption of those elements. 
Previous studies mostly determine the types of halal attributes; very few discuss how the 
elements should be applied by considering different conditions, cultures, and managerial 
and regulatory policies in certain countries or regions. The effectiveness of halal imple-
mentation may vary, particularly in non-Muslim majority areas (Jeaheng et al., 2019). In 
this case, MATEL can be used as a theoretical reference for other hospitality researchers 
who want to improve the measurement tool for Muslim-friendly hotels. Additionally, the 
flexibility of assessment in MATEL could be one of the theoretical references for other 
researchers who are trying to find a way to get agreement on halal measurement standards, 
in which, according to Samori, Rahman et al. (2017), consensus and uniformity of the halal 
standard becomes the target in the global perspective, to avoid confusion among the 
hoteliers.

Limitation and further research

This study, as Mr. Bahardeen and Mrs. Elshafaki have emphasized, highlights the unique 
characteristics of each country or region, and therefore, it requires special treatment. The 
MATEL concept is designed for the demographics of Indonesia, where the population is 
almost 90% Muslim, and aims to satisfy both domestic Muslims and Middle Eastern or 
Arabic-speaking tourists with promising expenditure. Furthermore, because regulations 
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and policies among regions or countries fluctuate, the MATEL cannot be effective if it is 
generalized to encompass all conditions. For this reason, further modifications and research 
are needed to adapt the MATEL to regional differences, especially in a Muslim-minority 
country or area. More studies at any geographical level will better determine the similarities 
to be employed as a global standard for all nations.

The MATEL is relatively new, is exploratory in nature, and has not been fully examined 
for implementation from the perspective of hotel customers. Further quantitative study is 
essential to establish the reliability and validity of the instrument based on customers’ 
perspectives.

Conclusion

Standardization is vital in managing various challenges, preparing businesses for Muslim- 
friendly service (Samori & Sabtu, 2014), and attracting more visitors and guests (Battour & 
Ismail, 2016). To date, written standard of halal hotel indicators remains limited and 
ambiguous; even in the Middle East, where the halal industry is far more developed (El- 
Gohary, 2016). The most-considered principle in formulating standardization of Muslim- 
friendly hotels is the spiritual value that suits the needs of Muslim guests, namely, comfort 
and tranquility without neglect of Islamic values (Alim et al., 2015; Yuswohady, 2015). 
Therefore, it is reasonable for Muslim travelers to demand certain religious conditions 
(Battor et al., 2010). Diversifying or even adapting conventional services to be Muslim- 
friendly requires high costs to modify several facilities (Eddahar, 2016; El-Gohary, 2016), 
and hotels cannot simply eliminate existing services because of their internal regulations 
(Saad et al., 2014).

The MATEL both meets the need for standardization and offers a rational compromise 
between safeguarding Islamic values and the commercial aspects of a hotel. The MATEL is 
a tool that measures the depth of the application of halal features and at what level the 
implementation of these features is reflected in the processes and operations. This is 
a breakthrough strategy for conducting an operational halal accreditation process or 
classifying the type of a halal hotel. The MATEL absorbs the essence of the holy Koran 
and h

_
adeeth, carefully considering the gradation in the level of needs of Muslim guests. 

Therefore, instead of ranking, which results in superficial positive and negative ratings, the 
MATEL is a hotel identity classification tool that provides flexibility for hotels to adopt the 
halal aspects they wish to accommodate in their products and services, management, 
human resources, and financial processes. Under this paradigm, all conventional hotels 
have the same opportunity to be labeled Muslim friendly as long as they manage to meet 
minimum requirements. The fundamental principle is not to determine the halal manage-
ment of a hotel according to a simplistic positive–negative binary scale but rather to 
distinguish these hotels’ identities, such as conventional+, Muslim-friendly, halal-oriented 
service hotel, or a Sharia-compliant/Islamic hotel (maximum standards).
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Appendix. MATEL Scoring Form

Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
(A) Restaurant/ 

café/the like
(1) Food & 

beverages
● Halal only
● Valid halal certified

5 ● Having SOP for halal 
processing

● No gold or silver tableware

4

● Halal only
● Expired halal certified

4 ● Having SOP for halal 
processing

● Using gold or silver tableware

3

● Halal only
● No halal certified

3 ● Having no SOP for halal 
processing

● No gold or silver tableware

2

Halal and non-halal with 
separated cooking and 
dining equipment

2 ● Having no SOP for halal 
processing

● Using gold or silver tableware

1

Halal and non-halal 
without separated 
cooking and dining 
equipment

1

No information about 
halal and non-halal

0

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (5) x QW 
(4) = (20)

(2) Ramadan 
Program

Annually 2 Pre-dawn meal and breaking fast 2
Irregular 1 Only one of pre-dawn meal or 

breaking fast
1

Never 0
Min. score WA (0) x QW 

(1) = (0)
Max. score WA (2) x QW 

(2) = (4)
(3) Dining room 

arrangement
Gender-based room and 

staff separation
2 ● Having SOP

● Staff wearing Muslim conser-
vative dressa

6

Time-based separation 
with similar gender of 
staffs and guests

1 ● Having no SOP
● Staff wearing Muslim conser-

vative dress

5

No gender separation at 
all

0 ● Having no SOP
● Staff wearing veilsb

4

● Having no SOP
● Staff wearing veils

3

● Having SOP
● Staff wearing dress in 

polite manner

2

● Having SOP
● Staff wearing dress in 

polite manner

1

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (2) x QW 
(6) = (12)

(4) Suppliers ● Halal products only
● Valid halal certified

3 ● Having SOP
● Having an official contract 

stating the halal supply

4

● Halal products only
● Expired halal certified

2 ● Having SOP
● Having no official contract 

stating the halal supply

3

● Halal products only
● No halal certified

1 ● Having no SOP
● Having an official contract 

stating the halal supply

2

Not only halal products 0 ● Having no SOP
● Having no official contract 

stating the halal supply

1

(Continued)
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(Continued).
Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
Min. score WA (0) x QW 

(1) = (0)
Max. score WA (3) x QW 

(4) = (12)
(B) Public prayer 

facility
(1) Praying room Available on each floor 2 ● Accommodates more than 

ten prayers
● Gender separation

4

Only available on one or 
more floors

1 ● Accommodates less than ten 
prayers

● Gender separation

3

Not available 0 ● Accommodates more than 
ten prayers

● No gender separation

2

● Accommodates less than ten 
prayers

● No gender separation

1

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (2) x QW 
(4) = (8)

(2) Ablution area Near the praying room 3 Gender-separated and good 
water supply

4

Quite far from the 
praying room

2 Gender-separated but the water 
is not well supplied

3

Integrated with toilet/WC 1 No gender-separated but good 
water supply

2

No ablution area 0 No gender-separated and the 
water is not well supplied

1

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (3) x QW 
(4) = (12)

(3) Praying 
equipment

Having rugs/carpets, 
muqna’ahc, sarong, 
holy Koran

5 Available > 10 pcs; good 
condition

4

Having rugs/carpets, 
muqna’ah, and sarong.

4 Available > 10 pcs; poor 
condition

3

Having rugs/carpets, 
either muqna’ah or 
sarong, holy Koran

3 Available < 10 pcs; good 
condition

2

Having rugs/carpets, holy 
Koran

2 Available < 10 pcs; poor 
condition

1

Having only one of 
praying equipment

1

None 0
Min. score WA (0) x QW 

(1) = (0)
Max. score WA (3) x QW 

(4) = (12)
(C) Guest room (1) Ablution space Separated from the 

toilet/WC
2 The water comes from the tap 2

Integrated with toilet/WC 1 The water comes from a shower 
bidet

1

Not available 0
Min. score WA (0) x QW 

(1) = (0)
Max. score WA (2) x QW 

(2) = (4)
(2) Qibla direction Sufficient praying space 

with Qiblad direction
2 ● The Qibla direction is clearly 

spotted
● WC and beds are not facing 

the Qibla

6

Narrow praying space 
with Qibla direction

1 ● Qibla directions placed in 
closed places

● WC and beds are not facing 
the Qibla

5

No Qibla direction 0 ● The Qibla direction is openly 
spotted

● Either one of WC or bed is 
facing the Qibla

4
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(Continued).
Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
● Qibla directions placed in 

closed places
● Either one of WC or bed is 

facing the Qibla

3

● The Qibla direction is openly 
spotted

● Both WC and beds are facing 
the Qibla

2

● Qibla directions placed in 
closed places

● Both WC and beds are facing 
the Qibla

1

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (2) x QW 
(6) = (12)

(3) Praying 
equipment

Having praying rug, 
sarong, and muqna’ah

2 ● Excellent and clean condition
● Equipped with holy Koran 

and tasbeehe

4

Having praying rug and 
either one of sarong 
or muqna’ah

1 ● Excellent and clean condition
● Equipped with either one of 

Holy Koran or tasbeeh

3

None 0 Excellent and clean condition 2
Poor condition 1

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (2) x QW 
(4) = (8)

(4) Praying 
(adhanf)/pre- 
dawn meal/ 
breaking fast 
reminders

Reminder is available 2 In-room reminder set. 3
Reminder is by request 

from the guest
1 Comes from in-room speakers 

and arranged by the operator
2

Not available 0 Delivered by phone 1

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (2) x QW 
(3) = (6)

(5) TV Channel Cable TV channels 2 Contain Islamic content 3
Only local TV channels 1 Contain conventional and Islamic 

content
2

No TV 0 Contain conventional content, 
but no non-Islamic 
entertainment channels

1

Min. score WA (0) x QW 
(1) = (0)

Max. score WA (2) x QW 
(3) = (6)

(6) Room 
decoration

Decorated interior 
designs

2 Calligraphy or Islamic symbols 4

No decorated interior 
designs

1 Mixed-design of calligraphy, 
painting/photos, plant, and 
buildings or panoramas

3

Paintings/photos and or fine art 
in the form of plants, or 
buildings, or panoramas

2

Paintings/photos and or mixed 
art in the form of calligraphy, 
humans, animals, plants, 
buildings, or panoramas.

1

Paintings/photos and or statues 
of humans, or animals

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(4) = (8)
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Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
(7) Prohibition of 

illicit activities 
(smoking, alco-
hol, drugs, 
pornography, 
pornoaction, 
adultery and 
gambling) in 
rooms

Banned for all activities 2 Written prohibition in the room 3
Banned for some 

activities
1 Written prohibition outside the 

room
2

No restriction 0 Oral prohibition only 1

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(3) = (6)

(8) Bathroom Shower room and WC/ 
urinal have a barrier 
(door or curtain).

2 ● WC/urinal does not position 
the user facing the Qibla

● Clean and sufficient water

4

Shower room and WC/ 
urinal area are 
integrated.

1 ● WC/urinal positions the user 
facing the Qibla

● Clean and sufficient water

3

● WC/urinal does not position 
the user facing the Qibla

● Lack of fresh and sufficient 
water

2

● WC/urinal positions the user 
facing the Qibla

● Lack of fresh and sufficient 
water

1

Lack of fresh and sufficient water 0
Min. score WA (1) x QW 

(0) = (0)
Min. score WA (2) x QW 

(4) = (8)
(9) Toiletriesg Having complete 

toiletries
2 All items are halal certified or 

supplied by halal-certified 
suppliers

5

Having some toiletries 1 Some items are halal certified or 
supplied by halal-certified 
suppliers

4

None 0 All items are halal but not halal- 
certified

3

Some items are halal but not 
certified

2

The halal is unsure 1
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (2) x QW 

(5) = (10)
(D) Entertainment, 

beauty and 
health facilities

(1) Beauty & 
health

All facilities are gender 
separated

2 Staffs are adjusted to guest 
gender

3

Some facilities are gender 
separated

1 Staff gender adjustment is only 
by request

2

No gender separated 0 No staff gender adjustment 1
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (2) x QW 

(3) = (6)
(2) Entertainment No pubs, discos, cafes, 

bars and the like
3 Zero non-Islamic entertainment 

concepts
6

Provides only religious- 
nuances 
entertainment

2 ● Maintain the gender 
segregation

● Provide no non-halal 
products

● Maintain the closed dress 
ethic for all

5

(Continued)

36 A. SUCI ET AL.



(Continued).
Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
Pubs, discos, cafes, bars 

or the like are available
1 ● Maintain the gender 

segregation
● Provide no non-halal 

products
● Maintain the closed dress 

ethic for staffs

4

● Maintain the gender 
segregation

● Provide no non-halal 
products

● No dress ethic

3

● Maintain the gender 
segregation

● Non-halal products only for 
non-Muslim

2

● Maintain the gender 
segregation

● Non-halal products are sold 
and consumed freely

1

● No gender segregation
● Non-halal products are sold 

and consumed freely

0

Min. score WA (1) x QW 
(0) = (0)

Min. score WA (3) x QW 
(6) = (18)

(E) Public and 
employees’ 
toilets

(1) WC Gender separated 3 WC does not position the user 
facing the Qibla and has 
sufficient and clean watering 
system

4

Not gender separated 2 WC positions the user facing the 
Qibla but

3

Urinal only, no WC 1 WC does not position the user 
facing the Qibla but using 
tissue for cleaning instead of 
water

2

WC does not position the user 
facing the Qibla but with 
insufficient watering system

1

WC positions the user facing the 
Qibla and has insufficient 
watering system

0

Min. score WA (1) x QW 
(0) = (0)

Min. score WA (3) x QW 
(4) = (12)

(2) Urinal Gender divided and 
separated from the WC

4 ● Urinal does not position the 
user facing the Qibla and has 
sufficient and clean watering 
system

● The urinals have a deterrent 
device of urine splash onto 
the body/clothes of the user

3

Gender divided but the 
WC also used as 
a urinal

3 ● Urinal does not position the 
user facing the Qibla and has 
sufficient and clean watering 
system

● The urinals do not have 
a deterrent device of urine 
splash onto the body/clothes 
of the user

2
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Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
No gender divided but is 

separated from the WC
2 ● Urinal positions the user 

facing the Qibla but has suf-
ficient and clean watering 
system

● The urinals have a deterrent 
device of urine splash onto 
the body/clothes of the user

1

No gender separation 
and the WC also used 
as a urinal

1 Urinal has insufficient and clean 
watering system

0

Min. score WA (1) x QW 
(0) = (0)

Min. score WA (4) x QW 
(3) = (12)

(3) Toiletries Having complete 
toiletries

2 All items are halal certified or 
supplied by halal-certified 
suppliers

5

Having some toiletries 1 Some items are halal certified or 
supplied by halal-certified 
suppliers

4

None 0 All items are halal but not halal- 
certified

3

Some items are halal but not 
certified

2

The halal is unsure 1
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (2) x QW 

(5) = (10)
Subtotal score for Halal Products & Service Min. 0 Max. 206

Category: Management
(A) Gender 

Separation
(1) Floor Gender-based floor 

separated
2 Staff’s gender suits to the floor 

type or room cluster
2

Room clustered instead 
of floor separation

1 No adjustment of staff’s gender 1

No separation at all 0
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (2) x QW 

(2) = (4)
(2) Lift and stairs Gender-based separated 2 The elevator/stairs have 

a distance (not side by side).
2

The usage is arranged to 
avoid mixing

1 Position of the elevator/stairs is 
next to each other.

1

No separation or 
arrangement

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(2) = (4)

(3) Receptionist Gender-separated 
reception counters

2 Receptionist’s gender suits the 
guest

2

Shared reception counter 
with separating lines

1 No arrangement for 
receptionist’s gender

1

Shared reception counter 
and no separating 
lines

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(2) = (4)

(G) Prevention of 
adultery

(1) Guest check-in 
process

Require proof of 
authorization for 
paired guestsh

4 Prohibition is written in 
promotional media

2

Only attaching warning 
and sanction of 
adultery at some 
building points

3 No information about prohibition 
written in promotional media

1
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(Continued).
Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
Only attaching warning 

and sanction of 
adultery at check in 
counter

2

Prevention is only orally 
delivered by 
receptionist

1

It is totally guests’ 
personal affair

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (4) x QW 
(2) = (8)

(2) Dress ethic for 
guests

Closed dress ethic is 
officially written

2 Management lends clothes/cover 
material for guests to be used 
to enter the room

2

Closed dress ethic is 
orally delivered

1 Management does not provide 
guest clothes/cover materials 
to be used to enter the room.

1

No dress ethic 0
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (2) x QW 

(2) = (4)
Subtotal score for Halal Management Min. 0 Max. 24

Category: Human Resource
(H) Clothes (1) Dress ethics Staff wearing Muslim 

conservative dress
5 Regulated in SOP or written rules 2

Staff wearing veils 4 No written rules 1
All staffs wearing closed 

dress in polite manner
3

Only Muslim staff 
wearing closed dress 
in polite manner

2

All staffs wearing polite 
dress

1

No dress ethic 0
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (5) x QW 

(2) = (10)
(2) Uniform Uniform provided 1 Conservative type and not 

contain of silk
2

No uniform provided 0 Closed and polite type 1
Partially expose some parts of 

body
0

Min. score WA (0) x QW 
(0) = (0)

Min. score WA (1) x QW 
(2) = (2)

(I) Competence (1) Arabic 
language

Arabic skill required 1 All staffs can speak Arabic 4
Arabic skill not required 0 All service staffs can speak Arabic 3

All receptionists can speak Arabic 2
At least some of the receptionists 

can speak Arabic
1

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (1) x QW 
(4) = (4)

(2) Managing the 
halal hotel

All experienced staffs 2 Hotel conducts halal training 
periodically

3

Some experienced staffs 1 Halal training is only for new 
staffs

2

No experienced staff 0 No halal training provided 1
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (2) x QW 

(3) = (6)

(Continued)
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(Continued).
Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
(3) Spiritual 

Counseling
Islamic preach at least 

once a week
5 Inviting religious scholars/Ulema 3

Islamic preach at least 
once a month

4 Interchangeably use internal 
staffs/managers and external 
religious experts

2

Islamic preach at least 
every three months

3 Only use internal staffs or 
managers

1

Islamic preach more than 
once every three 
months

2

Islamic preach is 
unscheduled

1

No Islamic preach at all 0
Min. score WA (0) x QW 

(1) = (0)
Min. score WA (5) x QW 

(3) = (15)
(J) Recruitment 

and Structure
(1) Recruitment Muslim only 3 Involving Islamic experts 2

Muslim dominant 2 Do not involve Islamic experts 1
Mixed religion policy 1
Non-Muslim only 0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (3) x QW 
(2) = (6)

(2) Composition Muslims only 3 All Muslim staff must pray and 
fast

2

Muslim dominant 2 Management does not interfere 
with the implementation of 
prayers and fasting of Muslim 
staffs

1

Non-Muslim dominant 1
There are no Muslim 

staffs
0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (3) x QW 
(2) = (6)

Subtotal score for Halal Human Resource Min. 0 Max. 49

Category: Financial
(K) Business 

financial 
system

(1) Sources of 
capital

Come from pure sharia 
sources

2 Regulated in the articles of 
association or guidelines and 
other official documents

2

Come from Sharia and 
conventional source

1 Not regulated in the articles of 
association or guidelines and 
other official documents

1

Come from conventional 
source only

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(2) = (4)

(2) In and out 
transactions

Sharia account only 2 Regulated in the articles of 
association or guidelines and 
other official documents

2

Mixed sharia and 
conventional accounts

1 Not regulated in the articles of 
association or guidelines and 
other official documents

1

Conventional account 
only

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(2) = (4)
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Category: Product & Services

Sub-Cat. Evaluated Areas Availability (A)
Weight 

(W) Quality (Q)
Weight 

(W)
(3) Payroll Sharia account only 2 Regulated in the articles of 

association or guidelines and 
other official documents

2

Mixed sharia and 
conventional accounts

1 Not regulated in the articles of 
association or guidelines and 
other official documents

1

Conventional account 
only

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(2) = (4)

(L) Zakati (1) Business 
income zakat

Zakat deducted regularly 2 Following the sharia rule 2
Zakat deducted 

irregularly
1 Not following the sharia rule 1

No zakat deduction 
policy

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(2) = (4)

(2) Staff income 
zakat

Zakat deducted regularly 2 Following the sharia rule 2
Zakat deducted 

irregularly
1 Not following the sharia rule 1

No zakat deduction 
policy

0

Min. score WA (0) x QW 
(1) = (0)

Min. score WA (2) x QW 
(2) = (4)

Subtotal score for Halal Human Resource Min. 0 Max. 20
Grand Total score for MATEL Min. 0 Max. 299

Hotel Classifications Based on the MATEL Score 
0–3 = Conventional+ hotel1 

4–101 = Muslim-friendly hotel2 

102–200 = Halal-oriented service hotel3 

201–299 = Sharia compliant or Islamic Hotel4 

Details of weighting and scoring can be seen in the Appendix section 
1Conventional hotel with less than four elements required for needs of Muslim guests (need to have), including the 

availability of halal food and beverages; praying room; prayer equipment, and ablution area. 
2Hotel with four mandatory requirements for Muslim guests, such as availability of halal food and beverages, 

praying room; prayer equipment, and; ablution area, and meet max. 34% of sharia elements. 
3Hotel provides the “need to have” Muslim guests and have a fulfillment ratio of sharia element between 34.1% and 

67% of all operational aspects. 
4Hotel provides the “need to have” Muslim guests and have a fulfillment ratio of sharia element of more than 67% of 

all operational aspect. 
Notes: 
aall covered except face and hand for women; not pressing the body 
bcovering all body except face and hand for women, but often pressing the body 
cMuslim women’s prayer dress 
dMecca, where all Muslims face when praying 
eprayer beads 
fpraying call 
gsoap, shampoo, aftershave, mouthwash, toothpaste, deodorants, perfumes and the like 
hMarriage certificate/Resident’s Identity Card/Family Card 
iAmount of money deducted from income as a giving back to society or community
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