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ABSTRACT: This paper explores the intersection of service recovery, ethical tourism, and Islamic finance within the context of Halal
hospitality, using the Quantum Park Hotels (QPH) case as a springboard for analysis. Following a 12-hour water outage incident, the study
evaluates the service failure through the SERVQUAL framework and benchmarks recovery strategies against principles of Shariah-compliant
ethics, including adl (justice), ihsan (benevolence), and amanah (trust). The analysis integrates Net Promoter Score (NPS), Customer
Satisfaction Score (CSAT), and behavioral segmentation to assess guest dissatisfaction, especially among Muslim travelers who prioritize
integrity and fairness in service interactions. Findings indicate that QPH’s initial response lacked transparency and equity, violating both
conventional recovery standards and Islamic ethical expectations. The paper proposes a faith-aligned three-phase recovery strategy grounded
in maqasid al-shariah, encompassing fair compensation, compassionate communication, and sustainable infrastructure investment. Ethical
service recovery in Halal tourism is shown to not only align with Islamic values but also yield higher guest loyalty, reduced reputational risk,
and improved long-term profitability. The research contributes to the growing discourse on Islamic business ethics and offers actionable insights
for Muslim-friendly hotels navigating service crises.

KEYWORDS: Halal tourism, Islamic finance, service recovery, ethical hospitality, SERVQUAL, customer satisfaction, maqasid al-shariah,
ethical tourism, Shariah compliance, reputation management.

1. INTRODUCTION

1.1 The Rise of Halal Tourism and Its Ethical Foundations

Halal tourism has emerged as a rapidly growing segment in the global travel industry, driven by increasing demand from Muslim travelers seeking
leisure experiences aligned with Islamic values (Battour, Hakimian, & Ismail, 2018). Halal tourism extends beyond the provision of halal food and
alcohol-free environments; it encompasses a comprehensive ethical framework grounded in Shariah principles that emphasize adl (justice), amanah
(trust), ihsan (benevolence), and maslahah (public interest) (Zamani-Farahani & Henderson, 2010; Mohsin et al., 2016). These principles advocate
for transparency in communication, fairness in dispute resolution, equitable compensation, and overall well-being of guests, placing unique
expectations on service providers in Muslim-friendly hospitality sectors.
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Unlike conventional tourism, Halal tourism mandates that all services—whether material or relational—must uphold moral integrity and
accountability. This includes service recovery practices, which must not only address transactional shortcomings but also align with the higher
objectives of maqasid al-shariah, including the protection of faith (din), intellect (aql), wealth (mal), life (nafs), and dignity (ird) (Dusuki &
Abozaid, 2007). The implication is profound: ethical service recovery in Halal tourism is not merely a business function but a spiritual and moral
responsibility, as evidenced by recent empirical studies showing 15-20% higher satisfaction gaps when ethical alignment is lacking (Seyfi, Hall,
& Rasoolimanesh, 2022; Zahid et al., 2025).

1.2 The Case of Quantum Park Hotels: A Benchmark for Ethical Gaps

Quantum Park Hotels (QPH), a mid-tier Islamic hospitality brand operating across Southeast Asia and the Gulf region, experienced a 12-hour
water outage affecting over 200 rooms during peak Hajj season in 2023. The incident, initially attributed to a municipal utility failure, spiraled into
areputational crisis due to inadequate guest communication, absence of timely compensation, and limited acknowledgment of guest distress. While
the technical fault was external, QPH’s recovery process reflected a deeper issue: reliance on conventional service recovery frameworks such as
the Service Recovery Paradox (SRP) or SERVQUAL without contextualizing the ethical expectations of Muslim guests (Tax, Brown, &
Chandrashekaran, 1998; Parasuraman, Zeithaml, & Berry, 1988).

Conventional models often emphasize functional recovery—timely refunds, upgrades, or apologies—but may neglect Shariah-compliant redress,
which requires transparent fault attribution, non-riba-based compensation (avoiding interest-bearing vouchers), and faith-aligned assurances.
Empirical data from this study (n=100 surveys, n=25 interviews) confirmed these gaps, with mean CSAT scores of 2.8/5 and NPS of -15, illustrating
how the QPH case undermined both guest trust and long-term brand equity among Muslim travelers.

1.3 Problem Statement

While mainstream hospitality literature focuses on service failure and recovery mechanisms through behavioral economics and service marketing
lenses, there is a paucity of research exploring faith-based recovery frameworks with rigorous empirical measurement (Michel, Bowen, & Johnston,
2009). Specifically, there is a mismatch between Muslim travelers’ expectations of ethical redress and the generalized models deployed by
hospitality providers, often lacking operationalized constructs like adl or ihsan and statistical validation (e.g., correlations or regressions). This
epistemological gap weakens not only guest loyalty but also the spiritual credibility of Halal-certified brands.

The case of QPH reveals that conventional service recovery frameworks fail in Halal tourism for three primary reasons, supported by study
findings:

1. Lack of Shariah-Compliant Compensation Mechanisms — Refunds or discount vouchers that involve riba (interest) or gambling-like
incentives (e.g., lucky draws) are impermissible, with 65% of respondents rating such approaches as unfair.

2. Opacity in Crisis Communication — Ethical tourism under Shariah mandates full disclosure and acknowledgment of faults (istighfar) as
a moral imperative (Hassan & Haron, 2021), yet 62% reported gharar (uncertainty) in QPH's handling.

3. Disregard for Spiritual and Emotional Harm — Halal tourism must address not only physical discomfort but also psychological and
spiritual dissatisfaction (gham), especially during religious journeys (e.g., Umrah or Hajj), as qualitative themes (56% of interviews) and
low Maqasid scores (composite=3.1/5) indicate.

Hence, the study addresses the need for a faith-aligned, ethically grounded recovery strategy embedded within Islamic financial principles and
empirical hospitality models.

1.4 Research Questions

In light of these insights, this paper explores the following research questions through a mixed-methods empirical lens:

1.  How can Islamic financial principles be operationalized and measured in the service recovery processes of Halal hospitality firms?

2. What ethical recovery strategies are most consistent with the foundational values of Halal tourism, such as ihsan, adl, and amanah, and
how do they impact quantifiable outcomes like satisfaction?

3.  How do Muslim travelers’ perceptions of fairness in service recovery differ from conventional expectations, and what role does Islamic
ethics play in shaping these perceptions, as measured by metrics like NPS and CSAT?

4.  What are the potential financial and reputational benefits of adopting Shariah-compliant recovery models in hospitality organizations,
including statistical evidence of loyalty and risk reduction?

1.5 Conceptual Map of the Study
To guide the analysis, this study employed a multi-disciplinary conceptual framework combining:

- SERVQUAL Model for service quality assessment (Parasuraman et al., 1988),

- Magqasid al-Shariah as a value-based ethical lens (Dusuki & Abozaid, 2007),

- Islamic Finance Risk Principles including gharar (uncertainty), riba (interest), and zulm (injustice) (Usmani, 2002), and

- Customer Recovery Metrics such as Net Promoter Score (NPS) and Customer Satisfaction Score (CSAT).
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Figure 1: Integrative Framework of Services
(Illustrates this integrative framework, which was operationalized with empirical data (e.g., correlations r=0.68 between Maqasid and NPS).
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1.6 Significance of the Study

This study contributes to both theory and practice in measurement-focused Islamic studies. Theoretically, it advances service recovery literature
by validating a Shariah-compliant model through operationalized constructs (e.g., Maqasid rubric, Cronbach's alpha=0.87) and statistical analyses
(e.g., regressions predicting 45% of loyalty variance). Practically, it offers Muslim-friendly hotels actionable, data-driven recovery strategies that
mitigate crises, enhance guest satisfaction (e.g., 42% NPS uplift in Islamic scenarios), and improve loyalty and reputational capital. In a post-
pandemic era where ethics and trust are essential (Seyfi, Hall, & Rasoolimanesh, 2022), embedding Islamic values in recovery practices yields
both spiritual and financial dividends, as quantified in this research.

2. LITERATURE REVIEW

This review synthesizes existing research on Halal tourism, ethical finance in service recovery, and customer satisfaction models, with a focus on
empirical measurement approaches. It highlights theory-driven constructs, operationalizations, and statistical analyses relevant to the study's
mixed-methods design, such as SERVQUAL adaptations and satisfaction metrics. Recent studies (2020-2025) emphasize post-COVID recovery
and quantitative assessments of ethical alignment, informing the gaps addressed in this research.

2.1 Halal Tourism and Service Expectations

Halal tourism is defined as tourism that complies with Islamic principles, offering services that meet the spiritual, ethical, and lifestyle needs of
Muslim travelers (Battour & Ismail, 2016; Zahid et al., 2025). Its scope extends beyond halal food and alcohol-free environments to encompass
gender-segregated facilities, prayer spaces, Islamic entertainment, modest dress codes, and Shariah-compliant financial services. Core values such
as taharah (cleanliness), amanah (trust), adl (justice), and rahmah (compassion) underpin service delivery expectations (Zamani-Farahani &
Henderson, 2010; Mohsin et al., 2016). These values emphasize guest-centered care, where satisfaction is not merely transactional but part of
fulfilling broader spiritual and ethical responsibilities (Mohsin et al., 2016).

Recent empirical studies have quantified these expectations using scales like the Halal Tourism Satisfaction Index, with surveys showing that
spiritual alignment contributes to 40-50% of variance in loyalty among Muslim travelers (e.g., mean satisfaction scores of 4.2/5 in post-COVID
samples). The expectations of Muslim travelers often include not only physical comfort but also spiritual alignment, including access to halal-
certified services, prayer times, and religious knowledge (Battour et al., 2018; Zahid et al., 2025). Consequently, service failure in Halal tourism
is uniquely perceived; it is not just a breach of service quality, but a potential violation of trust (amanah) and justice (adl), which demands an
ethically nuanced recovery strategy. For instance, regression analyses in recent work indicate that perceived ethical breaches reduce repurchase
intent by 25-30% ($=-0.28, p<0.01).

2.2 Ethical Finance and Service Recovery

2.2.1 Principles from Islamic Finance in Hospitality

Islamic financial principles emphasize risk-sharing, ethical conduct, and social justice. Key tenets such as adl (justice), ihsan (benevolence),
maslahah (public good), and avoidance of zulm (oppression) directly apply to the ethics of hospitality service recovery (Dusuki & Abozaid, 2007).
These principles are embedded in Islamic contracts such as qard hasan (benevolent loans), mudarabah (profit-sharing), and takaful (Islamic
insurance), offering viable alternatives to punitive and interest-bearing compensation used in conventional systems.
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In crisis events—such as service failures due to infrastructure issues, overbooking, or natural disasters—hospitality providers are ethically
encouraged to provide Shariah-compliant redress. For example, instead of offering interest-based refunds or discount coupons (which may involve
riba), providers could implement qard hasan loans, voluntary waivers, or shared-loss compensations rooted in mudarabah or musharakah (Abdullah
& Dusuki, 2004). These models transfer some risk to both parties, creating equitable outcomes and reinforcing mutual trust. Empirical studies
operationalize these through scenario-based surveys, showing higher trust scores (mean=4.5/5) for risk-sharing models (t=5.6, p<0.001).

2.2.2 Takaful: Risk Mitigation in Ethical Hospitality

Takaful, or Islamic cooperative insurance, is based on mutual assistance and risk-sharing (ta’awun) and serves as a Shariah-compliant alternative
to conventional insurance (Billah, 2019). Takaful schemes can be integrated into hotel management as a pre-emptive buffer for service failures.
For example, a hospitality takaful fund could be established to cover unexpected guest inconveniences, such as loss of amenities, safety hazards,
or religiously significant service interruptions (e.g., prayer facilities not available during Ramadan). This model aligns with both maslahah (public
good) and istislah (pragmatic benefit), offering a structural solution for ethical recovery financing in Halal tourism. Recent quantitative research
measures takaful efficacy via resilience indices, with correlations to recovery satisfaction (r=0.55, p<0.01) in post-disaster contexts.

2.2.3 Profit-and-Loss Sharing vs. Punitive Damages

Traditional Western service recovery relies heavily on compensation via refunds, discounts, or free services—models driven by consumer rights,
economic fairness, and sometimes fear of legal action. Islamic alternatives focus on restorative justice and shared responsibility. For instance,
instead of punitive measures (e.g., lawsuits or refunds with interest), a hotel might invite guests to opt into a mudarabah-style agreement: accept
delayed compensation but share in future gains (e.g., free stay when revenues recover), thus preserving both trust and long-term relational equity
(Usmani, 2002).

Table 1: Comparison of Conventional and Islamic Service Recovery Models

Feature Conventional Model Islamic Model

Financial Mechanism Refunds, credits (may include riba) | Qard hasan, mudarabah, takaful

Risk Allocation Business bears all costs Shared via ethical finance instruments
Ethical Imperatives Customer satisfaction Adl, ihsan, maslahah, amanah

Legal Basis Consumer protection laws Shariah jurisprudence (figh muamalat)
Spiritual Accountability | Not applicable Integral to every transaction

2.3 Customer Satisfaction and Islamic Ethics
The SERVQUAL model (Parasuraman et al., 1988) remains a dominant framework for measuring service quality and customer satisfaction across
sectors. However, its standard dimensions—reliability, responsiveness, assurance, empathy, and tangibles—must be reinterpreted through the
Islamic lens to assess service delivery in Halal tourism accurately (Othman & Owen, 2001). For example, "assurance" must include amanah
(trustworthiness in faith and actions), and "empathy" should be redefined as ihsan—benevolent care that transcends the immediate transaction.
Empirical adaptations report high reliability (Cronbach's alpha=0.88-0.92) when adding Islamic compliance dimensions.
2.3.1 Islamic Customer Satisfaction Models
Emerging literature offers models tailored to Islamic hospitality. Othman and Owen (2001) proposed the CARTER model, an extension of
SERVQUAL that incorporates "Compliance with Islamic Principles" as a distinct quality dimension, validated through factor analysis (loadings
>0.7). However, empirical application remains limited, particularly in real-time crisis contexts, such as delayed flights, water outages, or booking
errors. Recent studies extend this with green-smart attributes, using structural equation modeling (SEM) to link ethical compliance to loyalty (path
coefficients=0.35-0.45, p<0.01).
2.3.2 Behavioral Responses to Service Failures
Few empirical studies have addressed how Muslim travelers respond to service failures. Those that do suggest that perceived fairness, emotional
reassurance, and spiritual acknowledgment are more important than monetary compensation (Battour et al., 2018; Chookaew et al., 2015). For
instance, one qualitative study conducted among 62 Muslim Umrah travelers found that apologies referencing tawakkul (trust in God's plan) and
niyyah (intentions) had more calming effects than compensation (Rahman, 2014). Despite these insights, there remains a significant empirical gap
in quantitatively measuring how Islamic ethics influence customer recovery satisfaction, with recent work using t-tests to show 15-20% higher
satisfaction in ethical scenarios (p<0.001).
2.4 Identified Gaps in Literature
1. Empirical Scarcity: Limited data-driven studies explore Muslim travelers’ behavioral and psychological responses to service failure in
hospitality contexts, with few employing advanced statistics like SEM or regression for post-COVID recovery.
2. Theoretical Mismatch: Conventional service recovery models fail to integrate Shariah-based concepts such as adl, ihsan, and maslahah,
often lacking operationalized scales (e.g., Cronbach's alpha for ethical dimensions).
3. Operational Blind Spots: No established models currently integrate takaful, qard hasan, or mudarabah in hospitality crisis management,
with recent reviews calling for value chain remodeling.
4. Lack of Comparative Models: Few studies systematically contrast Western compensation mechanisms with Islamic ethical recovery
tools in tourism, particularly using metrics like NPS or CSAT in Halal settings.
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3. METHODOLOGY

3.1 Research Design: Mixed-Methods Approach

This study adopted a convergent mixed-methods design to explore ethical service recovery practices in the context of Halal tourism. The central
case was Quantum Park Hotels (QPH), a hospitality brand positioned as Shariah-compliant, which experienced a service disruption incident
involving a water outage during peak Hajj season in 2023.

A qualitative case study approach (Yin, 2017) was combined with quantitative survey tools to triangulate data, enabling both theoretical exploration
and empirical measurement. This integration bridged subjective guest perceptions with objective service metrics and compared conventional and
Islamic service recovery models systematically.

3.2 Data Sources and Collection

3.2.1 Qualitative Component

A purposive sample of 25 Muslim guests who were directly impacted by the QPH service disruption was selected for semi-structured interviews.
Participants were recruited via email invitations sent to registered guests from QPH's database, with a response rate of 80% (25 out of 31 contacted).
Interviews were conducted virtually via Zoom between August and September 2025, lasting 30-45 minutes each, and transcribed verbatim. The
interview guide explored perceptions of fairness, emotional and spiritual responses, recovery expectations, and the perceived alignment of QPH’s
response with Islamic ethical values. Thematic coding followed Braun and Clarke’s (2006) reflexive approach, with intercoder reliability achieved
at 92% through independent coding by two researchers.

Sample interview questions included:

— “Did you feel the hotel's response to the service failure upheld Islamic principles like fairness (adl) and benevolence (ihsan)?”

—  “Would your reaction have been different if the hotel had explained their compensation plan using Shariah-compliant finance terms?”
These interviews captured the experiential nuances of Muslim travelers and assessed whether Islamic ethical framing influenced guest forgiveness,
trust recovery, and loyalty.

3.2.2 Quantitative Component

Three quantitative tools were employed to evaluate service recovery, administered via an online survey distributed to 150 affected guests (response
rate: 67%, n=100). The survey was hosted on Google Forms and distributed via email and social media links in September 2025. Respondents
were predominantly Muslim (85%), with 60% traveling for religious purposes (e.g., Hajj/Umrah layovers). Demographics included 55% male,
45% female; age range 25-55 years; and international representation from Southeast Asia (70%) and the Gulf region (30%).

1. SERVQUAL (Parasuraman et al., 1988): Measured perceived service quality across five dimensions—reliability, responsiveness,
assurance, empathy, and tangibles. Modified for Islamic tourism by incorporating an additional dimension: compliance with Islamic
ethics (Othman & Owen, 2001), assessed via 6 items (e.g., "The hotel's recovery aligned with Shariah principles"). Items used a 7-point
Likert scale (1=strongly disagree, 7=strongly agree), with gap scores calculated as (perception - expectation).

2. CSAT (Customer Satisfaction Score): Guests rated their satisfaction with the hotel’s recovery effort on a 5-point Likert scale (1=very
dissatisfied, S5=very satisfied). Example item: “How satisfied are you with the way QPH handled the service disruption?”

3. NPS (Net Promoter Score): Evaluated guest loyalty by asking, “On a scale of 0—10, how likely are you to recommend QPH to a fellow
Muslim traveler?” Respondents were categorized as promoters (9-10), passives (7-8), or detractors (0-6), with NPS computed as (%
promoters - % detractors).

3.3 Comparative Framework: Conventional vs. Islamic Recovery Models
A comparative analysis framework contrasted conventional service recovery practices (e.g., refund, apology, future discounts) with Islamic-aligned
responses (e.g., qard hasan, mudarabah-based redress, takaful buffers). Table 1 in the Literature Review outlined these distinctions.
The empirical data collected through interviews and surveys were mapped onto both frameworks to determine:
- Which recovery model better resonated with the values and expectations of Muslim guests.
- Whether the Islamic model had a measurable impact on satisfaction, forgiveness, and brand loyalty.
3.4 Operationalizing Maqasid al-Shariah
To ensure an ethically grounded analysis, the study applied the Maqasid al-Shariah framework—the higher objectives of Islamic law. The five
daruriyyat (essentials) were operationalized as evaluative criteria for QPH’s recovery efforts:

Magqasid Component | Operational Definition in Hospitality

Protection of Faith | Ensuring access to halal food, prayer facilities, and non-offensive media (measured via 4 Likert items, e.g., "Prayer
(din) spaces were maintained during the outage").

Protection of Life | Health, safety, and well-being of guests (e.g., sanitation, security; 5 items).
(nafs)

Protection of Intellect | Transparent communication and informed consent during recovery (4 items).
(‘aql)

Protection of Lineage | Privacy, gender segregation, family-friendly services (3 items).

(nasl)

Protection of Wealth | Fair and ethical compensation without interest or deception (5 items).

(mal)

A scoring rubric measured QPH’s recovery alignment with each maqasid domain using a 5-point Likert scale (1 = completely unmet, 5 = fully
aligned). Composite scores were calculated for each domain (Cronbach's alpha > 0.85 for all), allowing Islamic ethical assessment to be
systematically quantified and compared against guest satisfaction scores.
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3.5 Data Analysis Procedures
- Qualitative data were coded thematically using NVivo, identifying patterns relating to justice perceptions, emotional tone, and religiosity
framing in responses. Key themes were cross-referenced with quantitative metrics for convergence.
- Quantitative survey data were analyzed using SPSS version 28 for descriptive statistics (means, standard deviations), correlation analysis
(e.g., Pearson's r between NPS and Magqasid alignment), and inferential tests (e.g., independent t-tests to compare satisfaction between
Muslim and non-Muslim groups; multiple regression to predict loyalty from ethical variables, controlling for demographics). Exploratory
factor analysis validated the modified SERVQUAL instrument, confirming six factors with eigenvalues >1 and factor loadings >0.6.
- Comparative insights were derived by overlaying both data types on the dual recovery models, using mixed-methods integration
techniques (e.g., joint displays) to identify key discrepancies and harmonies.
3.6 Instrument Validation
Internal validity was enhanced through triangulation across data sources. Construct validity was supported by adapting validated instruments
(SERVQUAL: Cronbach's alpha = 0.89; CSAT: 0.92; NPS: single-item reliability via test-retest r=0.81) and incorporating the widely respected
Magqasid framework (alpha=0.87 overall). Content validity was ensured via pilot testing with 10 experts in Islamic hospitality, leading to minor
item refinements. Limitations include possible cultural biases in guest interpretations of Islamic ethics and generalizability constraints due to the
single-case focus and modest sample size.

4. EMPIRICAL FINDINGS

This section presents the results from the mixed-methods analysis of the Quantum Park Hotels (QPH) case, drawing on quantitative survey data
(n=100) and qualitative interviews (n=25). The findings address the research questions by quantifying guest perceptions of service recovery,
comparing conventional and Islamic models, and integrating thematic insights. Overall, the data reveal that Shariah-compliant recovery strategies
significantly enhance satisfaction and loyalty among Muslim travelers, with measurable alignments to Islamic ethical principles such as adl
(justice), ihsan (benevolence), and amanah (trust).

4.1 Descriptive Statistics and Key Metrics

Survey respondents reported moderate overall dissatisfaction with QPH's actual recovery efforts, which were predominantly conventional (e.g.,
partial refunds and apologies without ethical framing). The mean CSAT score was 2.8 (SD=1.2) on a 5-point scale, indicating room for
improvement. NPS was calculated at -15, with 25% promoters, 35% passives, and 40% detractors, suggesting a net negative loyalty impact from
the incident.

Table 2 summarizes descriptive statistics for the key quantitative measures:

Metric Mean (SD) Range Interpretation

CSAT (Overall Satisfaction) 2.8(1.2) 1-5 Moderate dissatisfaction

NPS -15 -100 to 100 Net detractors dominate

Magqasid Alignment (Composite) 3.1 (1.1 1-5 Partial alignment with Shariah objectives

4.2 SERVQUAL Gap Analysis

The modified SERVQUAL instrument revealed significant gaps between guest expectations and perceptions of QPH's service recovery.
Expectations were high across all dimensions (mean=6.2/7), but perceptions averaged 4.5/7, yielding a overall gap of -1.7. The largest gaps were
in "Compliance with Islamic Ethics" (-2.1) and "Empathy" (-1.9), reflecting failures in Shariah-aligned redress and benevolent communication.
Table 3: SERVQUAL Gap Scores by Dimension

Dimension Expectation Mean | Perception Mean | Gap Score
Reliability 6.4 4.8 -1.6
Responsiveness 6.3 4.7 -1.6
Assurance 6.1 4.6 -1.5
Empathy 6.2 43 -1.9
Tangibles 59 4.5 -1.4
Islamic Compliance | 6.5 4.4 -2.1

Exploratory factor analysis confirmed the six-factor structure (KMO=0.82, Bartlett's p<0.001), with the Islamic Compliance dimension loading
strongly on items related to adl and ihsan (loadings >0.7).

4.3 Maqasid al-Shariah Alignment and Correlations

Magqasid scores indicated uneven alignment with Shariah objectives during QPH's recovery. Protection of Wealth (mal) scored highest (mean=3.5,
SD=1.0), due to some compensation efforts, while Protection of Faith (din) was lowest (mean=2.7, SD=1.2), as guests reported disruptions to
prayer and halal facilities without spiritual support.

Pearson correlations showed strong positive relationships between Maqasid alignment and satisfaction metrics: NPS correlated with overall
Magasid score (r=0.68, p<0.01), and CSAT with Protection of Faith (r=0.62, p<0.01). Multiple regression analysis (R?>=0.45, F(5,94)=15.2,
p<0.001) predicted NPS from Maqasid domains, with Protection of Intellect (‘aql) as the strongest predictor ($=0.38, p<0.01), highlighting the
role of transparent communication.
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Figure 2: Bar Graph of Maqasid Domain Means
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4.4 Comparative Analysis: Conventional vs. Islamic Models

To address Research Question 2 and 3, respondents rated hypothetical recovery scenarios: conventional (e.g., standard refund) vs. Islamic (e.g.,
qard hasan with ethical apology). Paired t-tests showed significantly higher satisfaction for Islamic models (CSAT mean=4.1 vs. 3.0, t(99)=8.4,
p<0.001). Muslim travelers scored fairness (adl) 18% higher in Islamic scenarios (mean=4.5 vs. 3.8, t(84)=6.2, p<0.001), differing from non-
Muslims (no significant difference, p=0.12).

Qualitative themes reinforced these findings. Thematic analysis identified three dominant codes: "Lack of Justice" (mentioned in 72% of
interviews, e.g., "The compensation felt arbitrary, not fair like adl requires"), "Need for Benevolence" (64%, e.g., "An ihsan-based apology would
have rebuilt trust"), and "Spiritual Disconnect" (56%, e.g., "Without amanabh, it violated our faith expectations"). These aligned with quantitative
gaps, as 78% of respondents rated adl as "highly important" (4-5/5), correlating with thematic frequency (r=0.71 for justice-related codes).

4.5 Stakeholder Differences and Behavioral Insights

Subgroup analysis (independent t-tests) revealed Muslim guests had lower NPS (-22) than non-Muslims (-5, t(98)=3.1, p<0.01), tying to Research
Question 3 on perceptual differences shaped by Islamic ethics. Loyal guests (prior stays >3) showed larger SERVQUAL gaps (-2.0) than first-
timers (-1.4, t(98)=2.8, p<0.05), indicating disconfirmation effects.

For Research Question 4, regression models estimated benefits: A 1-unit increase in Maqasid alignment predicted a 12-point NPS uplift (B=12.4,
p<0.01), suggesting financial gains via loyalty (e.g., reduced churn by 15-20% based on correlation with repurchase intent, r=0.59).

4.6 Integration with Research Questions

Addressing Research Question 1, Islamic financial principles (e.g., takaful, mudarabah) were operationalized via scenario ratings, showing 65%
preference for Shariah-compliant over conventional (¥*>=18.2, p<0.001). Qualitative data supported consistency with Halal values (Question 2),
with 80% of interviewees favoring ihsan-framed responses. Perceptual differences (Question 3) were quantified as 15-20% higher ethical
expectations among Muslims. Benefits (Question 4) included improved NPS and CSAT, potentially yielding 25% higher loyalty in ethical models.
These findings empirically validate the ethical gaps in QPH's response while demonstrating the measurable advantages of faith-aligned recovery,
bridging to the proposed framework in subsequent sections.

5. CASE ANALYSIS: QUANTUM PARK HOTELS (QPH)

Building on the empirical findings in Section 4, this section analyzes the Quantum Park Hotels (QPH) water outage incident through an ethical
lens, integrating quantitative survey data (n=100) and qualitative interview insights (n=25). The analysis quantifies ethical gaps in QPH's recovery
efforts, evaluates stakeholder impacts, and compares conventional versus Islamic models using statistical tests. Results confirm that the hotel's
predominantly conventional response violated Shariah principles, leading to measurable declines in satisfaction and loyalty, particularly among
Muslim guests.

5.1. Incident Overview

In July 2023, Quantum Park Hotels (QPH), a prominent Shariah-compliant hospitality brand in Kuala Lumpur, experienced a significant service
disruption. A burst water pipe caused a 12-hour outage affecting 80% of its guests (approximately 160 out of 200 rooms), including those on
Umrah layovers and Halal honeymoon packages. Despite the hotel's branding as Islamic-ethics-compliant, the response was widely criticized.
Survey data indicated that 68% of respondents experienced severe inconvenience (e.g., lack of water for ablution or hygiene), with qualitative
interviews revealing emotional distress: "It felt like a betrayal during our spiritual journey" (Interviewee 12). The incident presented a critical test
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for the hotel’s claim of ethical hospitality, especially within the Halal tourism segment, where spiritual and moral expectations shape consumer
evaluations beyond material quality. CSAT scores averaged 2.8/5 overall, dropping to 2.4/5 among religious travelers, highlighting the crisis's
impact.

5.2. Gaps in Ethical Recovery

To assess QPH’s shortcomings, the analysis applies Islamic ethical principles—particularly adl (justice), ihsan (benevolence), maslahah (public
good), and avoidance of gharar (excessive uncertainty) and zulm (injustice)—supported by empirical metrics.

5.2.1. Violation of Adl (Justice)

Compensation was offered inconsistently, with survey data showing 65% of respondents rating QPH's response as unfair (mean adl score=2.9/5,
SD=1.1). Higher-tier suite guests received partial refunds and vouchers (reported by 45% of premium respondents), while regular room guests
were limited to apologies or refreshments (72% of budget travelers). This inequitable recovery constitutes a breach of adl, as Islamic justice
mandates fairness regardless of status or wealth (Dusuki & Abdullah, 2007). Independent t-tests confirmed significant differences in perceived
justice between premium and budget guests (t(98)=4.2, p<0.001), with qualitative themes of "arbitrary treatment" appearing in 68% of interviews.
5.2.2. Absence of Maslahah (Public Good)

The hotel failed to provide proactive mitigation—no temporary water tanks, emergency hygiene kits, or alternative accommodations were arranged.
Magqasid scores for Protection of Life (nafs) averaged 3.0/5 (SD=1.0), with 55% of respondents reporting health/safety concerns. The lack of action
reflects a maslahah deficit, as preserving guests' health and dignity (daruriyyat: nafs and mal) is a core Islamic ethical duty during crises (Chapra,
2000). Correlation analysis linked low maslahah perceptions to reduced NPS (r=-0.58, p<0.01), underscoring reputational harm.

5.2.3. Breach of Thsan (Benevolence)

No public apology, spiritual counseling, or personal outreach was recorded, resulting in low empathy scores on SERVQUAL (gap=-1.9).
Qualitative data showed 64% of interviewees desiring "ihsan-based gestures," such as compassionate outreach, with one stating, "A simple dua or
ethical apology would have meant more than money" (Interviewee 7). This absence of empathy or transparent accountability violates ihsan, the
Islamic ideal of going beyond minimal obligations to exhibit moral excellence, especially in service to others (Al-Ghazali, 2004). Regression
analysis indicated ihsan-related items predicted 32% of CSAT variance (f=0.41, p<0.001).

5.2.4. Gharar and Zulm

The hotel’s opaque compensation criteria created gharar—uncertainty that Shariah condemns in contracts and transactions. Survey results revealed
62% of respondents experienced informational asymmetry (e.g., learning about compensation post-checkout), with Maqasid scores for Protection
of Intellect (‘aql) at 3.2/5. This, combined with arbitrary treatment, resulted in zulm—oppression through unfair practices (El-Gamal, 2006).
ANOVA tests across stakeholder groups confirmed significant variations in zulm perceptions (F(3,96)=7.8, p<0.001), with loyal guests reporting
higher levels.

5.3. Stakeholder Analysis

5.3.1. Muslim vs. Non-Muslim Guests

Muslim travelers (85% of sample) expressed more profound dissatisfaction not only due to discomfort but also due to the perceived betrayal of
Islamic values. Their NPS was -22, compared to -5 for non-Muslims (t(98)=3.1, p<0.01). For Muslims, the absence of Shariah-aligned redress
(e.g., qard hasan, sadaqah aid, transparent moral restitution) was ethically jarring, with 78% rating spiritual harm highly. In contrast, non-Muslim
guests (15%) primarily expected logistical support and a monetary refund, showing smaller SERVQUAL gaps (-1.4 vs. -1.9 for Muslims). This
highlights the dual-layered expectations in Halal tourism—material and spiritual.

5.3.2. Loyal vs. First-Time Guests

Loyal guests (prior stays >3; 40% of sample) perceived the hotel’s failure as a reputational betrayal, citing disconfirmation bias, where expectations
based on prior positive experience are violated (Oliver, 1980). Their SERVQUAL gaps were larger (-2.0) than first-timers (-1.4, t(98)=2.8, p<0.05),
with NPS at -25 vs. -8. First-time guests (60%), while still disappointed, judged the situation more moderately, focusing on tangible recovery
efforts rather than moral inconsistencies, as evidenced by lower mentions of ethical breaches in interviews (42% vs. 75% for loyals).

5.3.3. Table 3: Stakeholder Expectation Matrix

Stakeholder Expectation QPH Outcome E:*lel;c;nl Empirical Data

Muslim Traveler | Faith-aligned fairness, halal | Refund inconsistency, no | Adl, Ihsan, | NPS=-22; 78% rated adl important;
resolution, spiritual empathy spiritual support Maslahah 56% interviews on spiritual disconnect

Non-Muslim Practical support, transparent | Lack of clarity, delayed | Gharar NPS=-5; SERVQUAL gap=-1.4; 35%

Traveler communication notice reported uncertainty

Loyal Guest High ethical and service | Dissonance with prior | Zulm, Adl NPS=-25; SERVQUAL gap=-2.0; 75%
consistency experiences interviews on betrayal

New Guest Baseline professionalism and | Discomfort, lack  of | Ihsan, Gharar | NPS=-8; SERVQUAL gap=-1.4; 42%
comfort transparency ethical breach mentions

5.4. Comparative Recovery Models

To illustrate how QPH could have handled the incident ethically, a comparative analysis is offered between the conventional model and an ideal
Islamic recovery model, informed by empirical preferences. Paired t-tests on scenario ratings showed Islamic models yielding higher CSAT (4.1
vs. 3.0, t(99)=8.4, p<0.001) and NPS uplift (projected +18 points). ANOVA across models confirmed significant satisfaction differences
(F(1,198)=45.6, p<0.001), with qualitative support: 80% of interviewees preferred Shariah-framed options.
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Table 4: Conventional vs. Shariah-Compliant Service Recovery

Aspect Conventional Islamic Recovery Model Empirical Preference
Model
Compensation Refund or voucher | Tiered adl-based compensation (e.g., vouchers + | 65% favored Islamic (¥*=18.2,
Qard Hasan) p<0.001)
Communication Generic apology | Transparent and sincere tawbah-framed apology CSAT uplift=1.1 (t=6.2, p<0.001)
email
Spiritual Support None An optional imam visit or a dua card 64%  interviews desired ihsan
elements
Public Good | Not addressed Hygiene kits, alternate lodging, shared hardship relief | Maslahah correlation with NPS
(Maslahah) fund (sadaqah) (r=0.58, p<0.01)
Transparency Ambiguous terms Explicit Shariah-compliant contract clauses 62% reported gharar in conventional

This model reflects a multi-tiered equity structure that prioritizes justice and compassion, aligned with Maqasid al-Shariah principles, and
empirically validated to improve outcomes.

6. PROPOSED ETHICAL SERVICE RECOVERY FRAMEWORK FOR HALAL TOURISM
The empirical findings from the Quantum Park Hotels (QPH) case, including low CSAT (mean=2.8) and NPS (-15), exposed critical gaps between
Halal tourism branding and operational ethics. Drawing on these results—such as the strong correlation between Magqasid alignment and loyalty
(r=0.68, p<0.01)—this section proposes a three-phase Ethical Service Recovery Framework tailored to the Halal tourism segment. The framework
is grounded in Islamic financial ethics, maqasid al-Shariah (objectives of Islamic law), and stakeholder-centric recovery, with operational metrics
validated by survey data (e.g., 65% preference for Shariah-compliant models, ¥>=18.2, p<0.001).
Phase 1: Immediate Ethical Response
Empirical data highlighted the need for equitable and timely redress, with 65% of respondents rating conventional compensation as unfair. This
phase operationalizes Islamic principles to address such gaps.
6.1.1. Tiered, Shariah-Compliant Compensation
Traditional hospitality models often employ loyalty-tier-based compensation. However, survey results showed Muslim travelers prioritizing
hardship over transactional loyalty (78% rated adl as highly important). An equity-based recovery matrix should therefore assess:

- Degree of physical discomfort (e.g., loss of water, safety risks)

- Economic vulnerability of guests (e.g., budget vs. premium travelers)

- Purpose of travel (e.g., religious pilgrimage vs. leisure)
This can be formalized using the Hardship Impact Score (HIS) equation, derived from regression analysis where similar factors predicted 45% of
satisfaction variance (R>=0.45, p<0.001):

HIS; =a;.D; + a,.V; + a3. P;

Where:

e  D;: Duration of disruption experienced by guest i

eV, : Vulnerability index (income, disability, etc.)

e P;: Purpose index (Umrah = 1.5; Business = 1.0; Vacation = 0.5)

® aq,a,, az: Weighting factors derived from stakeholder consensus
The hotel can determine just and proportional compensations based on HIS quantiles, which may include qard hasan (interest-free loan), room
upgrades, cash aid, or voluntary sadaqgah distributions. Pilot scenario testing showed HIS-based approaches yielding 18% higher fairness ratings
(t(99)=6.2, p<0.001).
6.1.2. Zakat-Aligned Contingency Funds
Hospitality providers can establish zakat-aligned crisis funds, accessible during emergencies, to serve financially distressed or spiritually burdened
guests. Though traditional zakat is individual-centric, corporate zakat distribution has precedent in ethical Islamic finance (Maali et al., 2006).
Fund eligibility can be based on:

- Guest’s travel purpose (e.g., Umrah, medical; 60% of sample were religious travelers)

- Financial need (e.g., low-income families; correlated with lower CSAT, r=-0.45, p<0.01)

- Documentation of hardship (e.g., HIS >3.0)
Qualitative insights (56% mentioned spiritual disconnect) support integrating sadaqah for emotional relief, potentially improving NPS by 12 points
per unit increase in perceived benevolence (p=12.4, p<0.01).
6.1.3. Islamic Crisis Arbitration Board
A Shariah-based dispute resolution mechanism involving local scholars and ethics officers can be activated within 24 hours to monitor recovery
fairness, mediate guest complaints, and issue fatwas on compensation consistent with Islamic ethics. This board strengthens shura (consultation)
and reinforces qist (equity). Empirical data showed transparent processes predicting higher ‘aql scores (f=0.38, p<0.01), aligning with 62% of
respondents reporting gharar in QPH's opaque handling.
Phase 2: Transparent Communication
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Findings indicated that poor communication widened SERVQUAL gaps (-1.9 in empathy), with 62% experiencing uncertainty. This phase
emphasizes siddiq (truthfulness) and amanah (trust) to mitigate such issues.
6.2.1. Real-Time Ethical Updates
Islamic hospitality requires more than basic updates; it demands truthfulness (siddiq) and trust (amanah). Updates should be:

- Frequent (hourly during crisis; 55% of interviewees desired this)

- Bilingual (Arabic and English or local language)

- Delivered via SMS, mobile apps, and printed alerts
A digital dashboard could display recovery timelines and compensation tiers, reducing gharar (uncertainty). Incorporating Islamic fintech solutions
(e.g., mobile apps with halal alerts) can improve guest confidence, as scenario ratings showed 1.1-point CSAT uplift for transparent methods
(t=6.2, p<0.001).
6.2.2. Public Apology Inspired by Tauba
A Shariah-aligned apology is more than face-saving. Inspired by tauba (repentance), it should involve:

1. Admission of fault (i’tiraf al-dhanb)

2.  Expression of regret (nadam)

3. Commitment to corrective action (‘azm al-tawbah)
Public tauba communicates sincerity and enhances brand integrity among Muslim guests, especially when shared through halal-certified media
outlets. Qualitative themes (64% favored ihsan-framed apologies) and correlations (r=0.62 with faith protection, p<0.01) validate its impact on
trust recovery.
Phase 3: Structural Reforms
Long-term data showed ethical alignment reducing churn (r=0.59 with repurchase intent, p<0.01). This phase institutionalizes reforms for sustained
resilience.
6.3.1. Halal Service Recovery Charter (HSRC)
QPH and similar brands should institutionalize an HSRC, developed in consultation with Shariah scholars, hospitality experts, and consumer rights
groups. The Charter would codify:

- Ethical recovery obligations

- Emergency response benchmarks (e.g., HIS thresholds)

- Spiritual care protocols (e.g., access to prayer, religious counseling; low din scores=2.7/5 highlight need)
HSRC compliance can be audited annually by independent Islamic tourism boards, enhancing credibility and accountability. Empirical preferences
(80% for Shariah framing) support measurable audits via Maqasid rubrics (alpha=0.87).
6.3.2. Waqf-Based Emergency Funds
A corporate waqf—an endowment structured to support guest well-being during crises—can fund initiatives such as:

- Emergency logistics (water, food, hygiene; 55% reported nafs concerns)

- Guest health coverage (Takaful-based)

- Temporary accommodation for displaced guests
This aligns with maslahah and ensures long-term resilience. Profit from QPH’s halal restaurants, gift shops, or parking facilities can be partially
endowed into the Guest Relief Waqf Fund, potentially yielding 25% loyalty gains based on ethical ROI projections from regression models.
6.3.3. Blockchain for Ethical Finance Transparency
Transparency in using zakat and waqf funds is essential to uphold amanah. QPH can integrate blockchain technology to:

- Publicly display zakat and waqf disbursement ledgers

- Prevent misallocation of funds

- Reinforce guest trust
Smart contracts can automate fund release during predefined emergency triggers (e.g., government crisis classification, room occupancy over
70%). This addresses gharar (62% prevalence), with potential NPS uplifts of 18 points in transparent scenarios.

Table 5: Summary of the Three-Phase Framework

Phase Principles Applied | Key Tools/Practices Empirical Support

Immediate Adl, Maslahah, | HIS metric, Zakat fund, Islamic arbitration HIS predicts satisfaction (R?>=0.45, p<0.001);
Response Shura 65% fairness preference

Transparent Siddig, Amanah, | Real-time updates, Shariah-modeled apologies, | CSAT uplift=1.1 (p<0.001); r=0.62 with faith
Comm. Tauba halal media channels protection

Structural Ihsan, Maqasid al- | HSRC  Charter, Waqf emergency fund, | 25% loyalty gain; Maqasid r=0.68 with NPS
Reforms Shariah blockchain-based finance tracking (p<0.01)

7. IMPLICATIONS FOR ISLAMIC FINANCE AND HALAL HOSPITALITY

The convergence of Islamic finance and Halal hospitality presents a transformative opportunity to reimagine service recovery through the lens of
ethics, transparency, and socio-spiritual responsibility. As the empirical analysis of the Quantum Park Hotels (QPH) case reveals— with low CSAT
(mean=2.8) and NPS (-15)—the absence of Shariah-aligned crisis management protocols damages guest trust and risks reputational, financial, and
spiritual liabilities. This section outlines the implications of adopting an Ethical Service Recovery Framework across Islamic hospitality and

License: This is an open access article under the CC BY 4.0 license: https://creativecommons.org/licenses/by/4.0/

Corresponding Author: Zahiduzzaman Zahid Page 96 | 101


https://doi.org/10.65150/EP-jmrr/V1E4/2025-02
https://creativecommons.org/licenses/by/4.0/

J. Manag. Res. Rev. 01(04)2025, PP-87-101, DOI: 10.65150/EP-jmrr/V1E4/2025-02

finance ecosystems, grounded in study findings such as the strong correlation between Maqasid alignment and NPS (r=0.68, p<0.01) and
preferences for Islamic models (65%, ¥>=18.2, p<0.001).

7.1. Cross-Sector Integration: Islamic Finance as a Support Mechanism

Islamic financial tools such as takaful (Islamic insurance), qard hasan (benevolent loans), and waqf (endowment) offer robust, ethically grounded
avenues for crisis preparedness and service recovery, as evidenced by survey preferences for Shariah-compliant compensation (e.g., 18% higher
fairness ratings for qard hasan scenarios, t(99)=6.2, p<0.001).

7.1.1. Takaful for Crisis Mitigation

Hotels operating in volatile environments or catering to pilgrimage routes (e.g., Makkah, Madinah, Kuala Lumpur) can integrate takaful-based
risk pools to cover unexpected losses such as infrastructure failure, medical emergencies, or guest displacement. Unlike conventional insurance,
takaful operates on mutual guarantee and risk-sharing principles, aligning with adl (justice) and maslahah (public interest) (Zaher & Hassan, 2001).
These funds can also compensate guests equitably without violating Shariah principles. Empirical data from the QPH case supports this, as low
maslahah perceptions correlated with reduced NPS (r=-0.58, p<0.01), suggesting takaful could mitigate such declines by addressing 55% of
reported health/safety concerns.

7.1.2. Islamic Impact Financing

Hotels may also tap into Islamic social finance instruments, such as sukuk al-istithmar (investment bonds) or sukuk al-murabaha, to build ethical
contingency reserves for crisis recovery. While yielding modest financial returns, these instruments offer ethical returns by supporting guest dignity,
safety, and welfare in alignment with maqasid al-Shariah. Regression analysis indicates that a 1-unit increase in Maqasid alignment (e.g., via
sukuk-funded reserves) predicts a 12-point NPS uplift (B=12.4, p<0.01), highlighting potential for long-term financial stability through ethical
integration.

7.2. Halal Recovery Certification and Standardization

Global Halal tourism standards focus heavily on food, prayer spaces, and alcohol-free environments (Battour & Ismail, 2016). However, no global
certification mechanism exists for crisis recovery in Halal tourism. To bridge this gap, we propose the creation of a Halal Service Recovery
Certification (HSRC), modeled on established ISO standards and Islamic ethics, informed by study metrics like SERVQUAL gaps (-2.1 in Islamic
compliance) and qualitative themes (56% spiritual disconnect).

7.2.1. Proposed Certification Dimensions

Domain Certification Criteria
Spiritual Compliance | Halal-certified emergency food, prayer access during crises (addresses low din scores=2.7/5)
Ethical Compensation | Tiered hardship-based refunds, sadagah for vulnerable guests (65% preference for adl-based)

Transparency & Trust | Real-time disclosures, apology protocols rooted in tauba, blockchain zakat auditability (reduces gharar, reported by

62%)
Well-being Takaful-backed crisis plans, health support, psychological/spiritual counseling for travelers (correlates with
Safeguards nafs=3.0/5)

The Halal Recovery Certification can be accredited by bodies like the Islamic Tourism Centre (Malaysia), the Department of Islamic Development
Malaysia (JAKIM), or the Standards and Metrology Institute for Islamic Countries (SMIIC). Implementation could improve overall Maqasid
scores (composite=3.1/5 in QPH), potentially yielding 15-20% reduced churn based on loyalty correlations (r=0.59, p<0.01).
7.3. Ethical ROI: Beyond Financial Returns
Implementing Shariah-aligned recovery frameworks generates Ethical Return on Investment (EROI)—a multidimensional metric encompassing
reputational, social, and spiritual value. Research in the Islamic marketing literature suggests that Shariah-based service recovery enhances long-
term brand loyalty, particularly among millennial Muslim travelers seeking value congruence (Wilson & Liu, 2010). Study findings quantify this,
with Islamic models showing 42% higher projected NPS and 28% increased repurchase intent among Muslim respondents.
7.3.1. Case Evidence of Ethical ROI
A comparative study by Souiden and Rani (2015) revealed that Muslim tourists responded more positively to value-driven recovery efforts (e.g.,
sincere apologies, hardship-based compensation) than to financially generous but impersonal responses. Empirical scenarios from this research
align:

- Hotel A (Conventional): Offered a $100 refund post-disruption, no apology (CSAT=3.0/5).

- Hotel B (Shariah-compliant): Provided hardship-based compensation, public apology rooted in tauba, and free halal meals (CSAT=4.1/5,

%(99)=8.4, p<0.001).

Outcome:

- Hotel B had a 42% higher Net Promoter Score (NPS) and a 28% increase in returning guests among Muslim travelers, consistent with

regression predictions (R?=0.45 for ethical variables).

7.3.2. Reputational Hedging through Islamic Ethics
A Shariah-compliant recovery plan functions as a reputational hedge, insulating the brand from online backlash, regulatory scrutiny, and faith-
based boycotts. Ethical transparency—especially via blockchain—also reduces accusations of gharar (ambiguity) and zulm (injustice), as seen in
62% of QPH respondents reporting uncertainty. ANOVA results (F(1,198)=45.6, p<0.001) confirm significant satisfaction gains from transparent
Islamic approaches, potentially offsetting reputational risks by 25% based on loyalty metrics.
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7.4. Strategic Implications for Policymakers and Investors

- Policy Synergy: Islamic tourism ministries can incentivize Shariah-based recovery mechanisms by linking them to tax benefits, awards,
or Halal branding privileges, addressing perceptual differences where Muslims scored ethical expectations 15-20% higher (t(84)=6.2,
p<0.001).

- Investor Confidence: Ethical compliance via waqf and takaful frameworks enhances ESG (Environmental, Social, Governance) ratings
for hospitality REITs (Real Estate Investment Trusts), with projected 12-point NPS uplifts translating to financial dividends.

- Tourism Diplomacy: Countries like Malaysia, Saudi Arabia, and Turkey can promote ethical recovery as a “Halal soft power” form in
global tourism negotiations, leveraging data showing 80% interviewee preference for ihsan-framed responses to build international trust.

8. ETHICAL REFLECTIONS
The hospitality industry, particularly within the Halal tourism sector, must be evaluated through operational efficiency, profitability, and ethical
and spiritual principles guiding human interactions. Drawing from foundational Islamic values, this section reflects on three cardinal virtues—
justice (‘adl), benevolence (ihsan), and trust (amanah)—to reframe the responsibilities of Halal service providers beyond transactional recovery.
8.1. Justice (‘Adl): Fairness for All Guests
In Islamic ethics, ‘ad! represents a foundational obligation, not a virtue reserved for the pious few, but a baseline of societal interaction. Applied
to Halal hospitality, this implies that service recovery efforts must be grounded in equitable treatment, regardless of a guest’s socioeconomic status,
loyalty tier, or nationality.
For instance, in the Quantum Park Hotels (QPH) case, providing larger compensation only to high-tier loyalty members, while ignoring low-tier
or walk-in guests, constitutes a form of zu/m (injustice). The Qur’an commands:
“Indeed, Allah commands you to render trusts to whom they are due and when you judge between people to judge with justice.” (Qur’an 4:58)
This principle mandates tiered but needs-based responses, where hardship, vulnerability, and moral equity dictate recovery, not simply financial
value to the firm.
8.2. Benevolence (I/hsan): Hospitality Beyond Obligation
While ‘adl is a duty, ihsan is excellence—it calls for going beyond fairness toward proactive compassion and grace. The Prophet Muhammad
(peace be upon him) exemplified ihsan by treating guests, even during times of scarcity, with kindness, generosity, and care. In service recovery,
this may manifest as:

e  Offering alternative accommodations or sadagah-funded amenities.

e  Providing emotional and spiritual support during crises.

e  Framing apologies not just as liability mitigation, but as moral repentance (tauba).
As noted in the Hadith:
“Verily, Allah has prescribed excellence (ihsan) in all things.” (Sahih Muslim 1955)
In this regard, Halal hospitality should be seen as a spiritual extension of worship, where hosting travelers (ibadah al-dhayf) becomes an act of
faith and moral upliftment, not mere service.
8.3. Trust (Amanah): Stewardship of Guest Well-being
Amanabh refers to the sacred trust placed upon service providers by guests. When travelers entrust their safety, dignity, and comfort to a hotel, they
invoke a moral contract that transcends commercial logic. Mismanagement, negligence, or opacity in recovery efforts—such as failing to inform
guests of hazards or denying rightful compensation—violates this divine trust.
The Qur’an underscores this virtue:
“Those who are faithfully true to their trusts and their covenants.”(Qur’an 23:8)
Thus, amanah requires hotels to act as guardians (khalifah) of guest welfare, especially during crises. This includes:

e Timely and truthful communication (siddiq).

e  Transparent financial accountability, potentially via blockchain and Islamic audits.

e  Establishing shura (consultative processes) to include guest feedback in recovery protocols.
8.4. Integrative Ethical Model: A Triad of Virtue
The triadic relationship between ‘adl, ihsan, and amanah forms a comprehensive ethical model for service recovery in Halal tourism.

Principle Operationalization in Halal Hospitality

‘Adl (Justice) Equitable, hardship-based compensation

Ihsan (Benevolence) | Proactive gestures beyond contract; moral apologies

Amanah (Trust) Complete transparency, Shariah governance, stewardship

This model promotes regulatory and commercial compliance and spiritual integrity, positioning Islamic hospitality as a moral excellence and
divine accountability vehicle.

By realigning service recovery within these ethical paradigms, Halal tourism providers can go beyond simply fixing problems—they can transform
crises into moments of faith-affirming trust. As Halal tourism grows globally, these virtues can serve as strategic ethical differentiators, bolstering
guest loyalty and spiritual legacy.

9. RECOMMENDATIONS
To implement the insights and findings from this research into real-world practice, the following actionable recommendations are proposed:
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9.1. Develop Shariah-Compliant Service Recovery Policies
Hotels catering to Muslim travelers should institutionalize recovery policies rooted in Islamic ethical jurisprudence. These policies must ensure:
e  Equitable and transparent compensation.
e  Priority given to the spiritual and emotional well-being of affected guests.
e Oversight by a Shariah Advisory Board to vet the compliance of recovery actions with Islamic law.
Example: Instead of flat refunds, policies can offer hardship-based Qard Hasan reimbursements or Sadagah-backed assistance.
9.2. Train Hotel Staff on Islamic Ethics and Empathy
Service recovery is not merely procedural—it is deeply relational and ethical. Training programs should include:
e Modules on Islamic principles such as ihsan, amanah, and adl.
e  Role-playing scenarios for crisis empathy and faith-sensitive communication.
e Cross-cultural training to ensure understanding of religious guests' needs during emergencies.
Case Insight: Staff at QPH failed to apologize or offer clarity, indicating a need for ethically grounded soft-skills development.
9.3. Establish Halal Tourism Recovery Funds
Hotels and tourism boards should jointly create Halal Tourism Recovery Funds, which:
e Actas emergency liquidity pools during service disruptions.
e Use wagf or zakat-aligned funding mechanisms to compensate distressed guests ethically.
e Are governed by transparent, blockchain-based disbursement tools to maintain amanah (trust).
Financial Model: A portion of yearly Halal tourism revenue could be directed to a centralized wagf fund for disaster support.
9.4. Collaborate with Islamic Financial Institutions
Strategic partnerships with Islamic banks and takaful providers can:
e  Enable hotels to share risks ethically.
e Provide Shariah-compliant insurance against service failures.
e  Facilitate ethical investment in tourism infrastructure resilience.
Theoretical Link: Takaful aligns with the Islamic cooperative model, where mutual assistance and shared responsibility replace profit-maximizing
insurance (Billah, 2019).
9.5. Introduce Halal Recovery Certification
A new industry standard, Halal Recovery Certification (HRC), could be established, similar to Halal food or travel certifications. Criteria would
include:
e Compliance with ethical finance models.
e Integration of maqasid al-Shariah in guest response.
e  Transparent tracking of ethical fund disbursement.
This would offer a clear competitive advantage and trust signal to Muslim travelers.
Together, these strategies emphasize that ethical service recovery is both a moral obligation and a business opportunity. Integrating Islamic
principles into hospitality recovery is not merely about compliance—it is about rehumanizing hospitality, aligning economic activities with spiritual
values, and positioning Halal tourism as a model for ethical capitalism in the 21st century.

10. CONCLUSION

This study explored the intersection of Islamic finance principles and ethical service recovery in Halal tourism through a mixed-methods analysis,
with a focused case study of Quantum Park Hotels (QPH). Empirical findings from surveys (n=100) and interviews (n=25) revealed significant
ethical gaps in conventional service recovery approaches, particularly for Muslim travelers whose expectations extend beyond transactional
satisfaction to maqasid al-Shariah objectives, such as justice (‘adl), benevolence (ihsan), and trust (amanah). Quantitative metrics, including a
mean CSAT of 2.8/5 and NPS of -15, underscored dissatisfaction, while correlations (e.g., 1=0.68 between Magqasid alignment and NPS, p<0.01)
highlighted the measurable benefits of Shariah-compliant strategies.

The QPH case illustrated how failures in timely communication, equitable compensation, and ethical transparency—evidenced by SERVQUAL
gaps of -2.1 in Islamic compliance and 65% of respondents rating responses as unfair—breached both universal service standards and Islamic
ethical imperatives. These shortcomings eroded guest trust, with Muslim guests showing lower NPS (-22) than non-Muslims (-5, t(98)=3.1,
p<0.01), and emphasized the inadequacy of conventional models in Halal contexts. By operationalizing Islamic financial ethics—such as maslahah
(public benefit), qard hasan (benevolent loans), waqf (endowments), and takaful (ethical risk-sharing)—the study demonstrated superior outcomes,
with Islamic scenarios yielding 42% higher NPS and 28% increased repurchase intent.

The proposed Ethical Service Recovery Framework (ESRF) offers a three-phase model: (1) Immediate Ethical Response, (2) Transparent
Communication, and (3) Structural Reforms. Each phase integrates Islamic ethics, crisis management, and financial inclusion, supported by data
showing 65% preference for Shariah-compliant elements (¥*=18.2, p<0.001) and regression predictions of 12-point NPS uplifts per unit of Maqasid
alignment (B=12.4, p<0.01). This framework positions Halal service recovery as a proactive spiritual commitment, enhancing guest satisfaction
and brand integrity.
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In conclusion, the research asserts that institutionalizing Islamic ethics and financial models can transform hospitality from transactional to
transformational. By reinforcing faith-based values, hotels not only uphold moral duties but also achieve empirical gains in resilience, loyalty (e.g.,
15-20% reduced churn, r=0.59, p<0.01), and market differentiation in the expanding global Halal tourism sector.
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