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Abstract: Providing halal products is one of the key factors in the lives of members of the
Islamic faith. The physical and economic availability of halal food has an important place in
the decision-making process about the movements of Muslim tourists. Currently, the Halal
market is rapidly expanding, contributing to an increase in the number of the Muslim
population and their travels. The main goal is to analyse the satisfaction of halal restaurant
guests expressed through online numerical ratings. Authors used automated techniques for
collecting guests’ ratings. Restaurants that were analysed were chosen by selecting the criteria
“halal” on TripAdvisor. Information about the origin of reviewers and gender are also
collected. The paper also tries to answer the question whether the origin of guests and type of
halal restaurants have an influence on their satisfaction with services in selected facilities. The
results indicated the presence of significant differences in guest’s satisfaction among different
types of restaurants. One of the possible limitations of this research is an insufficient number
of evaluating criteria for expressing a satisfaction which are available on TripAdvisor for
analysis that is more precise.
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SaZetak: Postojanje halal proizvoda je jedan od kijucnih faktora u Zivotu pripadnika islamske
vere. Fizicka i ekonomska dostupnost halal proizvoda igraju vaznu ulogu u procesu donosenja
odluka o turistickim kretanjima Muslimana. Svakako da se trziste halala brzo Siri, doprinoseci
porastu muslimanske populacije i njihovim putovanjima. ali Glavni cilj rada jeanaliza
zadovoljstva gostiju halal restorana koje je iskazano kroz onlajn numericko ocenjivanje.
Autori su koristili automatizovane tehnike prikupljanja podataka. Analizirani restorani birani
su selektovanjem kriterijuma “halal” na TripAdvisor-u. Prikupljeni su podaci o poreklu i polu
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ocenjivaca. Rad takode pokusava da odgovori na pitanje da li poreklo gostiju i tip halal
restorana imaju uticaj na njihovo zadovoljstvo uslugama u odabranim restoranima. Rezultati
pokazuju prisustvo znacajne razlike u zadovoljstvu gostiju u odnosu na tip restorana. Jedno
od mogucih ogranic¢enja ovog istrazivanja je nedovoljan broj kriterijuma vezanih za ocenu
zadovoljstva na TripAdvisor-u kako bi analiza bila $to preciznija.

Kljuéne reéi: zadovoljstvo gostiju, halal, turizam, ugostiteljstvo, ocene, TripAdvisor

1. Introduction

Halal food is an important factor in the lives of the Muslim population. The ability to
be accessed as well as the quality of halal food products are different around the world.
Halal food and beverages are in accordance with the rules of Islam. Islam is the
second-largest religion, and it is most represented in the countries of North Africa, the
Middle East, and South Asia (Cakmak, 2008). For some food to be labelled as “halal”,
some conditions must be fulfilled. First, halal food must not contain any parts or
additives that originate from forbidden animals or ingredients (for example, alcoholic
beverages). It is common practice that halal products originate from so-called halal
animals, e.g. goats, sheep or cows, as well as seafood. In addition, the slaughter of
these animals is strictly prescribed (Regenstein et al., 2003). Another important rule
is that halal product must be manufactured, manipulated, and stored using tools,
equipment and apparatuses cleansed in accordance with Islamic law (Hall et al., 2003).
This rule means that these tools and accessories must not come into contact with
forbidden food and ingredients. The halal market can be found wherever Muslims live,
but lately, it is obvious that there is a trend of expansion of this market to parts of the
world where Muslims travel and move. The increase in demand for halal products in
Europe is partly caused by the forced migration of population. This trend is also
evident in the Balkans, which represents not only the transit migration area of the
Muslim population of the Middle East and the South Asia but also top growing area
of touristic movements in Europe (UNWTO, 2018).

2. Literature review

2.1. Concept of halal

Although halal is a highly potent market of the future, it has not been fully explored.
This is supported by the growing number of members of the Muslim community,
which is estimated at around 2 billion at the end of the second decade of the 21st
century, with the current estimated value of halal market over 2.5 billion dollars
(Halim et al., 2014). Due to its recognisability as an alternative benchmark for safety,
hygiene and quality assurance of beverages and food, the concept of “halal” is
represented in discussions around the world. Therefore, halal food products are widely
accepted by consumers across other parts of the world, as well as by Muslim
consumers. Therefore, today consumers are more concerned and take additional care
about what they use. Hence, it is very important for consumers to know aspects that
influence their confidence level which is related to specific food or diet (lancu &
Nedelea, 2018). Muslim orientation on the consumption of halal products can be
explained by religious beliefs, exposure, certification labels and health reasons.
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However, health reasons are the foremost (Ambali & Bakar, 2014; Alzeer, Rieder &
Hadeed, 2018).

Many factors influence the implementation of halal system. Authority (Yusuf et al.,
2015; Soraji et al., 2016), cost (Sham et al., 2017; Zailani et al., 2017), market
competitiveness (Viverita et al., 2017) and supplier management (Saad et al., 2013;
Ismail etal., 2016; Krishnan et al., 2017) have been identified as challenging regarding
to implementation of Halal system. Besides that, information and knowledge,
teamwork, support, policy, procedures, and training are also important determinants
of successful implementation of the system (Ahmad et al., 2017). Currently, the
harmonisation of halal quality is significantly based on domestic logistics where
Muslim consumers prefer direct contact with local producers, i.e. with individuals
whose reputation is known and with similar moral and religious beliefs. Today, Halal
food concept is above the understanding of purely religious values. Halal represents
hygiene, cleanliness and quality of consumed food (Mathew, Abdullah & Ismail,
2014).

2.2. Halal tourism

Halal tourism is one of the recent phenomena of the emerging halal industry. Since
halal is essential for improving tourism industry, many Muslim and non-Muslim
countries are trying to attract a part of the Muslim tourist market by providing tourism
products, facilities and infrastructure that will meet their needs. While affirming a new
phenomenon, there is a noticeable lack of theoretical publications and research in this
field (Samori et al., 2016). Halal tourism can be defined as “any tourism object or
action which is permissible according to Islamic teachings to use or engage by
Muslims in tourism industry” (Battour & Ismail, 2015, p.2). Therefore, the success in
the developing and marketing of the halal tourist destination must be guided by the
acceptance of Islamic learning and principles in all aspects of tourism activity (Battour
& Ismail, 2015).

There are many motives for Muslims to travel. Some of them are directly connected
with Islamic Shari‘ah (i.e. Hajj and Umrah), education, medical treatments and other
pure tourist reasons (EI-Gohary, 2016). For the production of halal food, companies
have great potential to attract non-Muslim consumers as the target market because of
the growing health concerns. Many countries believe that they can become an
attractive destination for Muslim tourists. However, the study conducted by Wan-
Hassan & Awang (2009) showed that Muslim tourists often have difficulties in finding
halal food, and there are many of them who must prepare their own food while
travelling. By exploring national tourist organization of China, South Korea, Japan,
and Thailand through their official web sites Yousaf & Xiucheng (2018) showed that
these countries are trying to use the potentials of their countries as favourite halal
tourist destination by introducing and promoting halal gastronomy, halal culture of
food, halal restaurant and halal service in general. However, this was not the case with
China, which is facing ethnic and religious problems in the strategy of development
of gastronomy tourism.
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2.3. Halal in restaurant industry

Changing the trend and today’s way of life, such as more women in managerial
positions, extended working hours, increased revenues and a more complicated daily
schedule have led to more and more consumers eating out from their homes.
Consumer experience has a significant influence on satisfaction and behavioural
intention. Tama & Voon (2014) identified 6 components of the emotional experiences
of consumers in Halal restaurants and those are: spiritual assurance, pleasure, arousal,
dominance, joy, and acceptance. Service quality is a critical factor for the success of
fast-food restaurants. Managers of fast-food restaurants should continuously measure
and improve the quality of their restaurant’s services. Furthermore, the way consumers
perceive service quality depends on the type of service and the context in which the
service is provided. In this regard, Sumaedi & Yarmen (2015) proposed model for
measuring fast food restaurant service quality. This model was consisted of eight
dimensions deployed into three groups. Each group consisted of general and Islamic
dimension of quality. It was confirmed that the subjective norms, perceived behaviour
of people from the environment as well as the inner ambience itself have a significant
influence on intention of visiting halal restaurants (Al-Nahdi al., 2009).

2.4. Restaurant customer satisfaction

In their study Kivela et. al (2000) found a positive correlation between satisfaction of
expectations and willingness to return. Weiss, Feinstein & Dalbor (2005) based their
study on examining four theme restaurants attributes and their impact on intention to
visit the restaurant again. Four restaurants’ attributes (food quality, service quality,
atmosphere and novelty) were examined, and results suggest that novelty affects guest
satisfaction the least. They also found that food quality and atmosphere are significant
predictors of return intent. Andaleeb & Conway (2006) suggest that dissatisfied
customers are responsible for spreading negative word-of-mouth. They also propound
those restaurateurs need to focus efforts on service quality, price and food quality for
the purpose of satisfaction of guests. Namkung et. al (2008) identified key quality
attributes which make a difference between satisfied and non-satisfied customers.
Their study suggests that attributes such as interior design, pleasing background
music, responsive service, food presentation, seating arrangement, reliable service and
competent employees contribute to high satisfaction. Abdelhamied (2011) tried to
identify customers’ perceptions of the floating restaurants and to examine the impact
of different attributes in restaurants on customer satisfaction. Results showed that
healthy dishes, parking spaces, local dishes and restroom cleanliness have an influence
on customer intention to revisit. Therefore, Jani & Han (2011) investigated factors that
increase full-service restaurant customers’ intentions. Their results suggest that
satisfaction of customers is direct antecedent to trust, but it is indirect to commitment.
They also pointed out that service encounter performance has a direct impact on
customer satisfaction. Khan et al. (2013) found that brand and service quality are key
factors that affect satisfaction in fast-food industry. In their study, Nguyen et al. (2018)
identified that physical attributes of service quality (tangible) are key to customer
satisfaction. Rhee et al. (2016) found the food is very important criteria in selecting
restaurants, followed by value, atmosphere, and service.
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3. Methodology

One of the main goals of this research was to explore the satisfaction of halal restaurant
guests that is expressed in a form of numerical rating on the TripAdvisor portal.
TripAdvisor (www.tripadvisor.com) was used because it is a popular travel review
site with a complete and understandable database of hotels and restaurants with a
numerous number of reviews written by people from all over the world. Some authors
used TripAdvisor as a basis for their research (Chaves et al., 2012; Crotts et al., 2009;
Li et. al., 2015). The data were collected using automated techniques (web crawler)
for data collection and analysis. Although textual reviews were available, only
numerical ratings were collected. Restaurants that were included in research were
chosen by selecting the criteria “halal” on TripAdvisor. Data were collected in January
2020. In total, 29 restaurants from 6 capital cities of the former Yugoslav countries
(Ljubljana, Zagreb, Sarajevo, Belgrade, Podgorica and Skopje) were included in the
research. These restaurants were grouped based on type: classic fast-food, pie shops,
grill shops! and full-service restaurants. In addition to the ratings provided by guests,
information about the place or country they come from, and gender of reviewers were
also collected. Reviewers in TripAdvisor often choose to conceal information about
their gender, age, and country they come from, so only ratings from reviewers with all
necessary information were collected. Place (country) they come from was the basis
for grouping reviewers into regions and as a result six regions were obtained: Europe,
the Middle and the Far East, North America, and Canada, Central and Latin America,
Africa and Oceania. Also, based on country they come from, guests were divided into
domestic and foreign for each city separately. After a database was set, reviews with
some missing values were discarded, and the final set of 4.178 data were used for
further analysis.

Based on this, we proposed the following hypotheses:

Hi: There are significant differences in guests’ satisfaction according to their origin.
Hy: There are significant differences in guests’ satisfaction according to region they
come from.

Hs: There are significant differences in guests’ satisfaction according to type of
restaurant.

4. Results and discussion

By analysing information about offering halal food in restaurants present on
TripAdvisor, it can be noticed that the largest number of restaurants that apply halal
standards in their business are located in Sarajevo in comparison to other cities (Table
1). The sample included 7 fast-food restaurants, 2 pie shops, 5 grill shops and 15 full-
service restaurants. The highest number of ratings were collected from guests who
visited grill shops (42,2%) and the least from fast-food restaurants (8,5%). By a cross-
sectional analysis of preferences for a certain type according to the gender of guests,
it was found that male reviewers (61.2%) were more frequent in all types of restaurants
than female reviewers (38.8%). Referring to the number of restaurants according to

I CevabdZinica
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type, full-service restaurants are the most numerous (15, 51.72%), but there are the
least pie shops (2, 6.89%). Observing the number of ratings obtained on the portal, it
can be drawn out that grill shops have the greatest number of ratings (1759, 42.10%),

followed by full-service restaurants (1164, 27.86%). Fast food restaurants have the
least number of ratings (356, 8.52%).

Table 1. Sample description by cities

City Total reviews Number of restaurants
Belgrade 280 5
Skopje 548 2
Sarajevo 2.347 12
Zagreb 353 6
Ljubljana 627 3
Podgorica 23 1

Source: Authors

Distribution of guests according to the region is shown in Table 2. It is obvious that
most guests are from Europe, but there is a significant number of guests from Middle
and Far East, who are the most common consumers of halal food (ITC, 2015). The
least number of guests came from African continent. The largest number of guests
who visited and rated halal restaurants came from Sarajevo, which is not surprising
because Muslims are the majority of the population in Sarajevo (ASBH, 2018) and
local restaurant owners are trying to meet the needs of Muslim residents.

Table 2. Distribution of guests according to region

Region Frequency of guests
Belgrade  Skopje  Sarajevo  Zagreb  Ljubljana  Podgorica
Europe 218 255 1.529 274 519 17
Middle and
Ear East 34 248 566 37 46 5
North 16 31 141 26 10 1
America
Central and
Latin 1 1 51 7 38 0
America
Africa 8 2 11 2 4 0
Oceania 3 4 49 7 10 0

Source: Authors

T-test of independent samples (Table 3) was applied to determine the existence of
significant differences in restaurant ratings according to the origin of guests
(domestic/foreign guests). Significant differences were determined between ratings
given by domestic and foreign guests in Skopje and Zagreb in the sense that foreign

guests give statistically significant lower ratings than domestic guests do. These
results confirmed H.
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Table 3. T-test of independent samples according to origin of guests
City N Mean T —value p
Domestic (N=120) 4.150

Belgrade Foreign (N=160) 3838 1.999 .051
oge D 1S o g
Sarajevo FD;EZS;'(C,\EE; g;% 3:2‘312 1,404 161
T TR
Ljubljana 22§§Ziiﬂﬁiéﬁ§) jg;é 1.346 179
Podgorica Eg:gf;"i,\(gi%) 3:222 1.072 296

*p<0.05
Source: Authors

By using the analysis of variance ANOVA, the authors examined whether there are
significant differences between the independent variable (region from which guests
come) and dependent variable (guests’ ratings). The result of one-way variance has
shown that there are significant differences in ratings given by guests from different
regions (Table 4). In order to establish differences between the certain groups, the
LSD post-hoc test was applied. The results show that guests from the Middle and the
Far East are those who give statistically significant lower ratings than guests from
Europe. It can be explained by the fact that guests from the Middle and the Far East
are more familiar with halal, so their perception of the quality of halal food is more
stringent, as well as their satisfaction. These results confirmed Ha.

Table 4. Analysis of variance ANOVA according to region

Region Average Rating F-value p LS[;OFZ:OSP
Europe 4.311
Middle and Far East 4.199
Central and Latin America 4,377 N
North America and Canada 4.245 2319 041 2<1
Africa 4,273
Oceania 4.070

*p<0.05
Source: Authors

The authors analysed the variance ANOVA (Table 5) in order to examine whether
there are significant differences between the independent variable (restaurant type)
and dependent variable (guests’ ratings). The results have shown that there are
significant differences in ratings in the sense that full-service restaurants have
significantly lower ratings than fast foods, pie shops and grill shops. Taking into
account that mealtime in full-service restaurants is usually longer, there are some
differences in forming the final impression about quality which affects satisfaction.
For example, in full-service restaurants guests will pay attention to atmosphere and
quality of interaction (Marinkovic et al., 2014), while in other types of restaurants
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these dimensions are not so important, so there is another way for creating a quality
perception and affecting guest’s satisfaction. These results confirm Hs — it is proved
that there are significant differences in guests’ satisfaction among different types of
restaurants.

Table 5. Analysis of variance ANOVA according to the restaurant type

Restaurant type Rating  F-value p LSaOFLOSt-
Fast food (N=357) 4.447
Pie shop (N=899) 4547 n
Grill shops (N=1759) 2227 38479  .000 4<1,2,3
Full-service restaurant (N=1163) 4.079
"p<0.01

Source: Authors

5. Conclusion

As an important factor in the lives of members of Islamic faith around the world, the
Halal concept of nutrition has become increasingly important in tourist, that is,
hospitality offer. Ensuring accessibility and the required quality of halal products is
one of the prerequisites for satisfying the needs of Muslim travellers. Muhammad et
al (2007) pointed out the benefits of halal food for everyone in general, not only for
Muslims. Recent studies among non-Muslim consumers found that acceptance of
halal food is related to nutrition, safety and quality attributes of halal food (Aziz &
Chok, 2013; Haque et al., 2015; Latif et al., 2014; Mathew et al., 2014; Rezai et al.,
2012). The results of this study showed that Sarajevo (Bosnia and Herzegovina) is
leading in offering halal food compared to other observed cities, which is not
surprising because of the religious and cultural environment. Although the number of
guests is predominantly those from European countries, there is a noticeable presence
of guests from Asia (Middle and Far East), which is in accordance with statistic data
about increasing receptive touristic traffic from these parts of the world (UNWTO,
2019).

The aim of this study was to examine the satisfaction of guests of halal restaurants in
6 cities. First, it has been determined that the origin of guests (domestic/foreign) have
an impact on satisfaction. Statistically significant differences in satisfaction exists
among domestic and foreign guests in Skopje (p=.009) and Zagreb (p=.034) were
determined, in the sense that domestic guests express higher satisfaction in relation to
the foreign ones. The results of this study confirmed results obtained in Zivadinovi¢
(2020) study, who found that domestic guests in Skopje are more satisfied with
restaurant services than foreign guest. Also, it was found that the region they come
from is a significant predictor of differences in satisfaction. Statistically significant
differences exist between guests from Middle/Far East and Europe. Halal certification
is a kind of assurance and creates a sense of trusts among Muslims, but Islamic
literature highlights that in the absence of halal logo, Muslims are looking for cues
that services or products are safe for consumption (Jamal & Sharifuddin, 2015). Due
to the suspicion that food or services in examined restaurants are haram, it can be
assumed that this is the main cause of lower satisfaction among guest from Middle/Far
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East. Besides, it has also been shown that the satisfaction of guests depends on the
restaurant type, where full-service restaurants have significantly lower ratings than
fast foods, pie shops and grills shops.

Guest satisfaction is a complex category and consists of numerous factors that
influence it. However, on TripAdvisor guests may evaluate their experience and
satisfaction only through four criteria — food, service, value, and atmosphere. In recent
research it was found that cleanliness, service, ambience, health issues and price have
an influence on restaurant selection (Choi & Zhao, 2016). Also, Rahman et al. (2012)
found that image of restaurant, accuracy in serving food and speed of service have a
significant impact on guest satisfaction. Based on this, the possibility of evaluating
more dimensions of satisfaction could be helpful in improving quality of service.

Although there is a number of studies involved in online reviews and ratings of
consumers, the lack of this sort of studies in the restaurant industry is evident. This
research contributes to the literature in the field of guest satisfaction in the restaurants
by confirming that guest satisfaction varies depending on the type of restaurant.
Therefore, the factors that affect satisfaction in different types of restaurants should
be investigated in more detail, to increase satisfaction and build trust among guests.
Restaurateurs should pay attention to crucial elements for operating — quality of food
and good service. Practical implication implies the importance of following consumer
reviews on portals like TripAdvisor in order to continuously improve the service
quality. Positive eWOM is very important in order to increase purchase intentions and
create a positive image about the company. Considering that satisfied guests will share
positive opinions about their experience, restaurant managers can use their reviews
and ratings for creating a powerful marketing tool for achieving loyalty and creating
trust among guests. In addition, negative reviews and ratings are as important as a
positive one. By analysing a negative review, it is possible to establish which segments
need to be improved in order to provide better services and enhance satisfaction.

The recommendation for future research is to consider both numerical ratings and
textual reviews to see the full impression of guests and factors that have contributed
to their satisfaction. In the analysis of textual reviews, more detailed attention could
be devoted to possible differences from the geographical and linguistic (cultural)
aspects. In any case, the different perceptions, and expectations of different segments
of demand must be considered.
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