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Abstract: Millions of Muslims from all over the world perform Umrah and Hajj every year. 

There were 250,000 pilgrims from Malaysia in 2017, and the number is expected to grow by 

20 percent in 2018. This projected increase will create a huge demand for Umrah and Hajj travel 

agencies’ services in Malaysia. At present, there are 328 Umrah and Hajj travel agencies 

registered under Malaysia’s Ministry of Tourism and Culture (MOTAC). However, the 

supposedly bright outlook maybe marred by undesirable consequences. Along with the increase 

in the number of Umrah and Hajj travel agencies, there also tends to be an increase in fraud 

Umrah packages offered by fake agents in Malaysia. Such incidents will cause sadness and 

anger in the victims and other involved parties. Umrah package fraud involving fake agents in 

Malaysia has attracted the attention of many including the public, the government, the private 

sector, even the media. Nevertheless, studies on correlation between Muslim travellers’ 

perception of the quality of service by Umrah travel agencies and their decision to purchase the 

Umrah package are scarce in Malaysia. Hence, this study investigated Muslim travellers’ 

perception of Umrah and Hajj travel agencies’ service quality and its influence on their decision 

to purchase the Umrah package, in an attempt to discover why some Muslim travellers fell into 

fake agents’ trap in Malaysia. A total of 319 Muslim respondents completed the questionnaire 

on service quality perception, specifically service quality elements and loyalty. The data 

obtained was examined using SPSS version 25 for descriptive and regression analysis. Umrah 

and Hajj travel agencies as well as relevant government agencies could use the findings of the 

study to assist with formulating plans and policies to improve the quality of service by Umrah 

and Hajj industry players and awareness among Muslim travellers on the importance of being 

able to identify bogus agencies. The limitations, implications and suggestions for future 

research are also discussed. 
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Introduction 

 

Customer loyalty is very important in the context of 

Umrah and Hajj package business as it is one way to 

avoid falling for fraud package offered by unfamiliar 

fake agents. Over time, the number of tour package 

providers has been growing fast. At present, there are 66 

registered Umrah tour package providers under the 

monitoring of Umrah Monitoring Council (MKSU). 

When there are too many choices of tour package 

providers, it is more likely for the customers to fall for 

fraud packages. The increasing number of Umrah fraud 

cases every year has become a major concern among the 

Malaysian Muslims.  

 

 There have been more than three thousand 

Malaysian Muslims falling for Umrah fraud packages 

since 2012.  More than three thousand cases of Umrah 

fraud packages had been filed with the tribunal, 

involving at least RM20 million. On top of that, 216 

cases had been filed with the police, involving more than 

RM8 million. Following court trials, Umrah licences for 

11 companies had been revoked, with more than RM 

200,000 collected in fines (Buang, 2017). 

 

Therefore, it can be seen that fraud Umrah tour 

package is not a new phenomenon in Malaysia.  Every 

year, similar cases keep occurring, making the Muslims 

feel anxious when considering performing Umrah.  

However, this issue has not been widely researched. 

Hence, this study investigated the factors that may lead 

to the customer loyalty, focusing specifically on Umrah 

tour package providers.  

 

Service Quality (SERVQUAL) Model  

 

SERVQUAL model is not a new tool in the world of 

research. Vasumathi & Subashini (2015) state that 

SERVQUAL model may help in influencing customer 

loyalty. If the customers are satisfied with the services 

delivered by tour package providers that will lead to 

customer loyalty. This study chose to use four 

dimensions of SERVQUAL model: tangible, reliability, 

responsiveness, empathy and assurance.
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Figure 1: SERVQUAL MODEL 

 

Tangible 

 

The Tangible dimension is defined as the look of the 

staff, actual facilities, tools and communication 

particulars (Roslan, Wahab & Abdullah, 2015). In 

addition, Oxford dictionary states the meaning of 

tangible as ‘a thing that is perceptible by touch’. Thus, 

the researcher suggests the following hypothesis: 

Hypothesis 1 (H1): The tangible of tour package 

providers significantly predicts loyalty of Muslim 

travellers. 

 

Reliability 

 

The Reliability dimension is defined as the competence 

to carry out the agreed service responsibly and precisely, 

which in turns will lead to the loyalty of the clients 

towards the company (Peprah & Atarah, 2014). Thus, the 

researcher suggests the following hypothesis: 

Hypothesis 2 (H2): The reliability of tour package 

providers significantly predicts loyalty of Muslim 

travellers 

 

Responsiveness 

 

The Responsiveness dimension is defined as the 

readiness to assist customers and to give immediate 

service (Roslan et al., 2015). Oxford dictionary states the 

meaning of responsiveness  as ‘the quality of reacting 

quickly and positively’. Thus, the researcher suggests the 

following hypothesis: 

Hypothesis 3 (H3): The responsiveness of tour package 

providers significantly predicts loyalty of Muslim 

travellers. 

 

 

Assurance 

 

The Assurance dimension is defined as the wisdom and 

politeness of workers and their capability to impart firm 

and strong belief (Roslan et al., 2015). Thus, the 

researcher suggests hypothesis the following: 

Hypothesis 4 (H4): The assurance of tour package 

providers significantly predicts loyalty of Muslim 

travellers. 

 

Empathy 

 

Oxford dictionary states the meaning of empathy as ‘the 

ability to understand and share the feelings of another’. 

The element of empathy is not important for first-time 

customers, but it maybe useful to influence repeat 

customers. For instance, a customer who is satisfied with 

the service of one company decides to try another for a 

change but returns to the earlier company and complains 

about the new company. This is a timely opportunity to 

provide empathy to the customer to maintain the loyalty. 

Thus, the researcher suggests the following hypothesis: 

Hypothesis 5 (H5): The empathy of tour package 

providers significantly predicts loyalty of Muslim 

travellers. 

 

Loyalty 

As cited in Eid (2013), customer loyalty can be classified 

into two: “behavioural loyalty and attitudinal loyalty” 

(Dick & Basu, 1994; Nam et al., 2011). Eid (2013) also 

cited that “Attitudinal loyalty refers to the psychological 

commitment that a consumer makes in the purchase act, 

such as intentions to purchase and intentions to 

recommend without necessarily taking the actual repeat 

purchase behavior into account” (Jacoby, 1971; Jarvis & 

Wilcox, 1976).  
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Materials and Methods 

 

This study involved respondents living in Peninsular 

Malaysia and due to their fragmented nature, the 

questionnaire was administered to the respondents in 

person and via the online approach through Facebook 

and WhatsApp group for eight months. The respondents 

were selected based on the following criteria: they must 

be Muslim travellers and had performed Umrah through 

Umrah travel agencies. In this study, snowball sampling 

was chosen due to the unknown population. Awang 

(2010) has provided guidelines for snowball sampling.  

First, the researcher selects one respondent who meets 

the criteria. Next, the researcher asks the first respondent 

to find relatives and friends who also meet the criteria. 

The same method is used for subsequent respondents 

until enough sample size is obtained.  

 

In an article on a website titled ‘Sample Size 

Determination Using Krejcie and Morgan Table’ (2016) 

it was stated that there are several ways to determine a 

sample size. Using Patrick’ formula for unknown 

population (2015), the formula below was used to 

determine the sample size as it showed the representative 

number of respondents (Godden, 2014). The sample size 

needed for this study was 384.  At the beginning, a 

questionnaire was distributed to 400 respondents either 

in person or through online approach. Out of the 400, 

only 319 respondents returned usable responses, giving 

an overall response rate of 80 percent.  According to 

Mugenda and Mugenda (as cited in PATRICK, 2015), 50 

percent response rate is considered as acceptable to 

conduct a study, 60 percent is considered as good and 70 

percent is considered as great. 

 

Results and Discussion 

 

Of the 319 respondents, there were more females (73%) 

than males (27%). Most respondents were in the age 

range of 22 to 37 years old at 35 percent, while others 

were between 17 and 21 years old, which were at 13 

percent. In terms of type of jobs, most of the respondents 

were private sector employees (frequency of 91), 

followed by students (frequency of 78), government 

sector employees (frequency of 52), pensioners 

(frequency of 39) and unemployed (frequency of 35).  

The respondents’ highest education level was Bachelor 

level (40%), followed by SPM & STPM level at 32 

percent, then Diploma level followed by Master’s level, 

which were 19 percent and 7 percent, respectively.  Only 

2 percent were PhD holders. As for the yearly income, 

the majority of respondents (54%) made less than RM10, 

000 per year, while 5% made more than RM100, 000 per 

year. 

 

Table 1 shows that (constant), tangible, responsiveness, 

assurance and empathy were significantly related to the 

loyalty at P<0.01 and P<0.05 respectively, while 

reliability was not significantly related to the loyalty.  

 

Table 1: Research Hypothesis Result (RO1)  

No. Multiple Regression Analysis  Statistical Test P-value 

1 H1 The tangibles of tour package provider significantly predict 

loyalty of Muslim travellers. 

Accepted 0.008 

2 H2 The reliability of tour package provider significantly predicts 

loyalty of Muslim travellers. 

Rejected 0.338 

3 H3 The responsiveness of tour package provider significantly 

predicts loyalty of Muslim travellers. 

Accepted 0.000 

4 H4 The assurance of tour package provider significantly predicts 

loyalty of Muslim travellers. 

Accepted 0.000 

5 H5 The empathy of tour package provider significantly predicts 

loyalty of Muslim travellers. 

Accepted 0.006 

Source: Data derived from survey 
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Conclusion 

 

This study examined Muslim travellers’ perception on the 

quality of service by Umrah and Hajj travel agencies in 

Malaysia. Overall, Muslim travellers did not consider 

reliability of the Umrah tour provider as one of the criteria 

for loyalty towards the agency. This is alarming, which 

explains the increasing fraud cases of Umrah tour packages 

in Malaysia. Genuine Umrah travel agencies must continue 

to provide better customer service in order to secure the 

loyalty of Muslim travellers. Having a clearer 

understanding of the relationship between service quality 

and customer loyalty can help ensure a better solution 

regarding the issues of Umrah fraud.  

 

Meanwhile, Muslim travellers should make a confirmation 

regarding the status of the Umrah tour agencies with legal 

organizations such as MOTAC and MKSU before deciding 

to purchase the Umrah package. Besides that, they also 

must study about the company before deciding to choose 

it.  Mass media such as television and radio also should 

play their roles in promoting relevant campaigns to make 

sure the citizens are aware about this situation.   

 

On top of that, the government must create more 

awareness of the citizens about this issue by creating 

programmes for the elderly community especially at 

remote areas who are highly susceptible to become victims 

of the scams. Disseminating information about the 

blacklisted Umrah tour package providers to the public is 

also recommended. Companies Commission of Malaysia, 

the authorized agency for company registration in 

Malaysia is also able to help customers avoid being 

deceived by the same blacklisted Umrah tour package 

providers.  Awareness programmes should be included by 

the mosque committees as well in order to ensure the 

participation among local community in creating 

awareness among villagers. Furthermore, the private sector 

also has to play a significant role, which is working 

together with the government sector.  This may be one of 

the solutions to help  prevent the number of the fraud 

Umrah cases from increasing. 
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