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ARTICLE INFO ABSTRACT

Sharia-compliant hotels constitute a pivotal element of Indonesia's
burgeoning halal tourism sector. This research employs a netnographic
methodology, employing TripAdvisor reviews, to elucidate the spiritual
encounters and divergent assessments encountered by visitors to these
Sharia hotels. The escalating demand for accommodations adhering to Sharia
principles has driven exceptional industry expansion. Nevertheless, there is a
noticeable paucity of scholarly investigations into the religious experiences
of patrons frequenting such establishments. This netnographic investigation
endeavors to discern and provide qualitative insights into the dichotomy of
positive and negative reviews, alongside the spiritual dimensions
encountered by guests at Sharia hotels within Indonesia. Analyzing a dataset
comprising 427 reviews spanning nine Sharia hotels through grounded
theory, our findings reveal that 24.35% of patrons perceive these
establishments as meticulously designed with subtle religious nuances and
Middle Eastern themes. Furthermore, 25.61% of positive reviews accentuate
attributes such as cleanliness, orderliness, and comfort, whereas 53.70% of
negative reviews underscore deficiencies in facilities. This study
acknowledges its limitation concerning the number of Sharia hotels meeting
the specified research criteria. Nevertheless, its findings hold considerable
significance as a foundation for service enhancements, and it calls for further
research elucidating advanced marketing strategies tailored to address guest
feedback concerning Islamic hotels.
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1. Introduction oriented lifestyle that is becoming a trend in society.
The potential of the Muslim market is very tempting
for entrepreneurs in the tourism sector. Indonesia's

beautiful natural wealth makes it attractive in

Indonesia has the world's largest Muslim
population. Every year the Muslim population in

Indonesia increases significantly. With such a large
Muslim population, Indonesia has a good potential
for developing the Sharia economy. Bank Indonesia
stated that in 2015, the number of halal needs
reached around IDR 3,000 trillion. This significant
development of the Sharia economy has led to a new
phenomenon: the halal lifestyle trend, where people
carry out their activities based on Islamic religious
principles.

Global businesses directly respond to this
phenomenon by providing a halal and needs-
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various tourism sectors, including lodging and hotel
services. Tourism can be a strategic sector that can
increase the country's economy and foreign
exchange. The government should pay attention to
the hotel industry to improve tourist attractions
(Purnomo and Adji, 2016). Ramadhani and Mochklas
(2019) mentioned that nearly 30% of the worldwide
tourist population is pleased to visit famous religious
sites for spiritual or cognitive reasons. Spiritual
reasons make halal tourism, based on Islamic
religious regulations, a tourist attraction.

The growth of Sharia business, one of which
occurs in the halal tourism sector. In Indonesia,
Sharia-compliant hospitality hotels have become a
new trend in the tourism industry (Muthoifin, 2019).
In this case, Sharia-compliant hotels are always
related to halal tourism (Baharuddin and Hasan,
2018). Sharia-compliant hotels positively contribute
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to Indonesia's tourism sector by providing
convenient facilities for Muslim tourists to carry out
their worship even though they are on vacation.
Facilities in the form of places of worship must be
provided and easily accessible. Restaurants located
in tourist areas must serve dishes with halal
branding so that they are safe for consumption by
Muslims.

Fathoni and Hadi (2020) stated that the halal
industry is the current world trend. It is proven that
from year to year, the halal sector continues to grow
worldwide. Moreover, in Indonesia, most of the
population is Muslim, and people know their lives
and want to follow Islamic law. This situation is very
likely for the development of the Indonesian halal
industry. Satriana and Faridah (2018) stated that to
develop halal tourism, Indonesia must increase the
presence of Sharia-compliant hotels. Tourism and
hospitality are closely related. Customers who want
to spend their vacation time need accommodation
services with the required facilities. Muslim tourists
who wish to get facilities following Sharia principles
will choose Sharia-compliant hotels as a place to rest.
Tourists need accommodation services to make
tourism trips in various regions that provide comfort
for relaxing.

In the sophisticated era, tourists use an
application that becomes a liaison between them and
the accommodation in the TripAdvisor application.
The application contains reviews of previous
consumers who have stayed at Sharia-compliant
hotels. Consumers can also book rooms online and
obtain information about the facilities and
conditions of Sharia-compliant hotels. The reviews in
the application are based on the experiences of
consumers who have stayed at Sharia-compliant
hotels. The senses play an essential role in the
human experience, with memories and emotions tied
to them. Therefore, the knowledge consumers get is
a benchmark for the quality of Sharia-compliant
hotels. If the reviews show the positive side of hotel
services, prospective Sharia-compliant hotel guests
will give them the confidence to stay a few days. The
analysis of visitor experience is expected to
contribute more advanced competitive strategy for
the hotel industry.

Based on the background, this study explored the
components contributing to an unforgettable Sharia-
compliant hotel experience based on online traveler
reviews. The authors collected and analyzed 427
online narratives that discussed unique Sharia-
compliant hotel experiences for tourists related to 9
different Sharia-compliant hotels. This study also
leverages the growth of online tourism-related
communities where consumer reviews are
constantly being uploaded.

The previous Islamic hotel studies focus on Sharia
compliance  aspects and Sharia  attributes
(Adirestuty, 2019; Alam et al, 2019; Alandri and
Verinita, 2019; Auliya, 2020; Fathoni et al., 2021;
Maghrifani, 2018; Usman et al., 2019; Usman et al,,
2020). Novelty in this study relies on exploring
tourist online reviews of Sharia-compliant hotel
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guests, which are rarely studied. Online reviews of
guests are essential to assess the effects of Sharia-
compliant hotel service improvement measures.
International researchers utilize netnography
frequently. Sharia-compliant hotel guests'
experiences with Sharia compliance have yet to be
investigated to enhance them.

This study used a netnographic method to
examine consumer experience. They usually write
reviews after their stay ends. Kozinets (2015)
explained that netnography is a method that
combines the Internet and ethnography. Therefore,
spontaneously generated review content in
information sources such as travel blogs and online
reviews allows the creation of a more prosperous
and deeper information base on tourism and
experiences, including dimensions related to the
Islamic hotel context. The results of this study are
expected to provide benefits for developing
knowledge of Islamic economic law. In addition, this
study adds scientific insight for readers regarding
the experience of Sharia-compliant hotel visitors in
Indonesia by using the netnographic method.

2. Literature review

Maghrifani (2018) explored the understanding of
the motivations and values of tourists to choose and
stay at Sharia Hotels. The study found that three
groups of tourists stayed at the Sharia Hotel. In the
first group, people are motivated by searching for
new experiences and prioritizing freedom and
pleasure. In the second group, people are
encouraged to maximize benefits and consider the
hotel's functional attributes (i.e., price, place,
convenience). In the third group, people choose
Sharia as a "way of life." They are committed to
Sharia principles in all aspects of their daily life.

Usman et al. (2019) found the relevance of Sharia
accommodation and Sharia activities influenced by
the prevalence of Sharia motivation, positively
affecting satisfaction. Adirestuty (2019) examined
the relationship between the quality of Islamic hotel
services with Muslim Customer Perceived Value
(MCPV), customer satisfaction, and return intention
of Sharia-compliant hotels. This study shows that the
elements of the proposed MCPV model are essential
to retaining Muslim customers in the tourism
business. The presence of characteristic Islamic
values in Sharia-compliant hotels can satisfy Muslim
visitors.

Alandri and Verinita (2019) examined the
elements of value that consumers perceive in Sharia-
compliant hotels. Functional value, Islamic value,
price value, practical value, aesthetic value,
transaction value, and emotional value are the seven
measured variables. The survey found that the seven
characteristics used to determine consumers'
perceived value were strong, with Islamic values
being the strongest. Alam et al. (2019) analyzed the
effect of Sharia compliance and customer experience
on Muslim tourists visiting Sharia-compliant hotels
satisfaction and loyalty. The results showed that
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Sharia compliance, friendliness, customer
recognition, promise fulfillment, and personalization
significantly affected satisfaction. Another result
showed that joy proved to have an impact on the
loyalty of Muslim tourists visiting Sharia-compliant
hotels.

Usman et al. (2020) examined what hotel
facilities are the most significant that Sharia-
compliant hotels should provide. He also
investigated the relationship between the
significance of Sharia compliance and Muslim
visitors' perception of Sharia-compliant hotel
performance. Muslim visitors who value Sharia
compliance better perceive Sharia-compliant hotels'
services. Muslim travelers who place a higher value
on Sharia compliance are more optimistic about
their experience at Sharia hotels, which affects their
satisfaction. Auliya (2020) took a research sample of
100 respondents who were selected by accidental
sampling method. She found that the variable
completeness of Sharia attributes and hotel image
affected interest in returning to Sharia-compliant
hotels. Fathoni et al. (2021) examined the factors
customers consider in choosing a hotel that follows
Sharia principles in Malang City, Indonesia. The
results show that customers consider nine factors in
determining a hotel that follows Sharia principles in
Malang City, including Sharia-compliant concepts,
information, Sharia services, customer acceptance,
reference, needs, and experience.

Sharia compliance aspects and Sharia attributes
have become an attraction for visitors from Sharia-
compliant hotels management (Adirestuty, 2019;
Alam et al,, 2019; Alandri and Verinita, 2019; Auliya,
2020; Fathoni et al,, 2021; Maghrifani, 2018; Usman
et al,, 2019; Usman et al., 2020). However, there are
still disparities in the management and compliance
with Sharia principles. Therefore, it is essential to
examine the aspects of customer reviews of Sharia-
compliant hotels to provide input and maintain
attractiveness for visitors. Research that reveals
studies that provide much advice to Sharia-
compliant hotel managers still needs to be more
significant in number.

Many international researchers have carried out
the literature on netnography as a study to explore
information on hotel customers. Mkono (2013)
examined how diners react to restaurant tourism
services as reflected in online reviews. This study
finds that the attractiveness of cultural products
served to tourists demonstrates the authenticity of
tourism, which emphasizes the active involvement of
tourists in authenticating experiences. Azer and
Alexander (2018) showed how consumers
participate in negatively valenced influencing
behavior (NVIB) in online settings and what
motivates them to utilize different types of NVIB.
They found that the relationship between five
cognitive (service failure, overpricing, fraud) and
emotional (disappointment and insecurity) triggers
six forms direct (persuade, warn, and support
competitors) and indirect (discredit, express regret,
and ridicule).
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Sthapit (2018) views memorable hotel
experiences for tourists using netnography. The
components contributing to travelers' unique hotel
experiences in Helsinki and Rovaniemi, Finland,
were identified by analyzing customer-generated
content on TripAdvisor. Jiménez (2019) indicated
that improvements to the hotel's website might
include modifications based on specific marketing
methods and refer to certain regions mentioned in
online reviews. Paraskevaidis and Weidenfeld
(2019) showed that netnography helps better
understand sign consumption and marketing and
how visitors assign symbolic meaning to their
Titanic Belfast experience. Chapman and Dilmperi
(2022) used online community netnography, using
the logic that dominates the service and value
framework of the luxury hotel customer. Findings
revealed that fun/experienced materials resulted in
the most engagement. This study supports the value
of using an experiential approach to developing a
successful content strategy for the online luxury
hotel visitor community.

Marinho et al. (2021) found that in a hotel's
digital marketing strategy, the wusability and
promotion criteria scored the highest out of the five
categories studied, followed by customer interaction
and point of sale, pricing, and product. Shin and
Perdue (2021) conducted a study to understand the
online engagement behavior of hotel customers.
Netnographic results show that hotel customer
engagement behavior creates five types of value.
Significantly, these values add up to varying degrees,
not only for the customer but also for other
customers and the company. Wang et al. (2020) used
in-depth netnographic techniques to determine the
motives of independent Chinese travelers when
choosing hotels. The study found that an attractive
environment, quality, uniqueness, spiritual well-
being, traditional architecture, family togetherness,
foreign style offerings and services, luxury facilities,
and entertainment are some of the motives of
tourists-modern Chinese culture-focused motivation.

Sthapit and Bjork (2020) used netnography to
investigate specific value dimensions that produce
value outcomes resulting from value interaction
(IVF) - shared value, value destruction, and shared
value without creation. TripAdvisor user-generated
material has been reviewed. Data were analyzed
using the grounded theory technique. Findings were
based on only one value dimension: hotel breakfast,
which yielded all three value outcomes. Ajanovic and
Cizel (2020) understand the structure, features, and
functions of attitudes expressed in guest evaluations
to test communication on hotel review platforms
from the point of view of social psychology.

Religious experience is one of the goals to be
achieved by tourists who engage in religious tourism
(Ruttanavisanon and Agmapisarn, 2022). Religion is
considered to be one of the primary motivators of a
cross-country traveler (Kamath et al, 2023).
Although the definition of religious experience is
extensive, the carefully planned distribution of
objects in religious spaces and the appearance of
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religious objects in holy places are essential in
enhancing religious experience (Terzidou, 2020).
Visitors seeking a religious experience appreciate
the sacred atmosphere that facilitates their religious
acts and worship, such as penance, confession, or
repentance (Singh et al., 2023). In the context of the
religious experiences of Sharia-compliant hotels, this
study categorizes worship activities supported by
services provided, such as worship equipment,
prayer time reminders, and other religious worship
facilities.

The previous study on Islamic hotels was
dominated by a quantitative approach to examine
the effect of certain variables on visitor behavior.
Only a few studies used a qualitative approach to
determine visitor motives. Few studies have
investigated the experience of Sharia-compliant
hotel visitors from online reviews. A survey of online
reviews of Sharia-compliant hotel visitors is
fundamental to get the implications of policies for
improving and improving Sharia-compliant hotel
services. The use of netnography methods is quite a
lot done by international researchers. However, few
studies use ethnographic methods to reveal visitor
experiences after staying at Sharia-compliant hotels.
The adventures of Sharia-compliant hotel visitors
regarding the aspect of fulfilling Sharia compliance
have yet to be studied in more depth to get input and
improvements as reflected in the online reviews of
visitors.

This study wants to use the netnographic method
by utilizing visitor reviews on sites on the
web/internet. This study aims to determine visitor
satisfaction when staying at Sharia-compliant hotels
through online review analysis such as the Internet
by taking case studies of several Sharia-compliant
hotels in Indonesia.

3. Methodology

This study aimed to explore what components or
narrative forms contribute to describing the
experiences of Sharia-compliant hotel visitors in
Indonesia. This study used a netnographic data
collection method developed by Kozinets (2010), a
particular type of ethnography appropriate to the
state of the social world mediated by today's
computer tools. More clearly, Kozinets (2015)
defined netnography as a collection of attitudes and
research  practices that explore historical
trajectories, networks of theoretical conceptions,
and networks of citations that are specific
performances of cultural studies followed by certain
types of representations of understanding. Therefore
netnography can be simplified as an adaptation of
the ancient method of ethnography to understand
what it means to be human with technology
(Kozinets and Gambetti, 2020). In tourism studies,
netnography is a new adaptation of traditional
ethnographic research methods by making the
Internet a site for virtual fieldwork (Mkono, 2012).
Netnography is considered one of the appropriate
methods for this research because it is relatively fast,
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simple, and inexpensive. In addition, netnographic
analysis allows visitors' experiences, perspectives,
and reflections and captures online information
about tourism (Mkono and Markwell, 2014).

Although netnography belongs to a new
methodology or conceptual renewal of ethnography,
the usefulness of netnography in gaining an insider's
perspective on a particular culture or online
phenomenon has been tested in many areas of
tourism research (Mkono, 2012; Volo, 2010; Wu and
Pearce, 2014). Moreover, there has been an increase
in the number of ethnographic studies published in
reputable journals in the field of tourism (Bjork and
Kauppinen-Radisanen, 2012; Dwivedi, 2009; Power,
2022). Researchers have described Netnography as
having advantages in terms of relatively fast, simple,
and affordable access. Netnography is also
considered capable of providing easy access to the
real experiences of visitors based on their
perspectives and reflections and capturing the
exchange of tourism information on the Internet
(Mkono, 2012; Mkono and Markwell, 2014; Wu and
Pearce, 2014).

The object of this study was the experience and
religious side that Sharia-compliant hotel visitors
feel. The object of this study was to reveal what
visitors note when using Sharia-compliant hotel
services. This study's subject was an online review
written by Sharia-compliant hotel visitors on a
popular tourist site, TripAdvisor. Considering the
large amount of data about online reviews, this study
limits it to a particular scope described in the data
types and collection section.

3.1. Procedures and data collection

This study adopted netnography in the form of
observations or non-participant observations in data
collection. It was based on online reviews published
on Tripadvisor about tourists' experiences when
visiting Sharia-compliant hotels in Indonesia.

Kozinets (2010) emphasized that the pure
netnographic method already represents what
ethnography does offline because it includes
complete elements as traditional ethnography. In
writing the latest netnographic process, significant
collection can be achieved from the results of the
manifestation of data shared on the Internet that can
be accessed widely and freely (Kozinets, 2015).

Data collection from online tour reviews, travel
message boards, and other virtual tourism internet
media, including chat forums and social networking
sites, can be used as data sources and analyzed
thematically (Catterall and Maclaran, 2001). Thus,
the reviews posted by Sharia-compliant hotel
visitors contain rich insights and information about
their experience in visiting (Mauri and Minazzi,
2013; Zhou et al,, 2014) and become a valuable and
credible data source (Rahmadian et al, 2022; Yoo
and Gretzel, 2012).

There were many considerations when choosing
TripAdvisor as the primary data source. Academic
researchers in the travel industry are increasingly
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attracted to sites like TripAdvisor for their simplicity
of use (Boyd and Ellison, 2007) and the potential to
gain millions of customer insights and views
(Sangkaew and Zhu, 2022). The TripAdvisor site also
has efforts to combat the circulation of fake reviews
on the Internet and has several procedures to screen
all online reviews.

TripAdvisor was chosen as one of the premier
travel community sites for customer-to-customer
communication due to its many communities and
possible search criteria. With more than 50 million
unique monthly visits and 60 million reviews, this
free travel guide supports users in obtaining travel
and destination information and provides a forum
for consumer comments, recommendations, and
warnings (Sthapit, 2018; Sthapit and Bjork, 2020).

3.2. Data analysis

Several other studies have used thematic analysis
to analyze online narratives (Mkono, 2013), cluster
analysis (Tussyadiah and Zach, 2017), and grounded
theory (Bjork and Kauppinen-Réisdnen, 2012; Zhang
and Hitchcock, 2017). In the context of this study, the
grounded theory design described by Glaser and
Strauss (2006) was used to analyze the collected
data. This study used netnographic data collection
techniques, as Mkono and Markwell (2014)
mentioned, in other terms, online ethnography or
virtual ethnography. This study used the grounded
theory that Glaser and Strauss (2006) formulated to
analyze data. Many qualitative research experts have
combined ethnography and grounded theory in a
research study. Ethnography and grounded theory
can be a combination and methodological
complement in a study (Glaser and Strauss, 2006;
Hammersley and Atkinson, 2019). Combining
ethnography and grounded theory can share the
constructivist principle that truth and reality are
related to individual perceptions (FitzGerald and
Mills, 2022). Although some practical mechanisms of
each research methodology may differ, they form a
powerful and effective strategy when combined
(FitzGerald and Mills, 2022). Grounded theory and
ethnography, as explained by FitzGerald and Mills
(2022), have compatibility, although some elements
have similarities and differences. Grounded theory
can formalize and extend the limited theoretical
components of ethnography (FitzGerald and Mills,
2022).

3.3. Research steps

The steps in netnographic studies on visitors'
experiences of these Sharia-compliant hotels follow
what Kozinets (2002) provide. The first step is to
determine the data source from the online
community that is most relevant to the interest of
this study, namely TripAdvisor. This site has many
criteria described in Kozinets (2010), including
relevance, liveliness, interaction, actuality,
heterogeneity, and more data. The collection of data
sources is the second step in this study. Data
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collection and analysis were carried out between
2018 and 2022. A total of 9 hotels were selected
selectively based on the rating rating and the
activeness of the number of online reviews or
reviews available.

Keywords such as good reviews as a reflection of
excellent or pleasant experiences felt by Sharia-
compliant hotel visitors are grouped and
investigated, such as Sharia-compliant, good,
comfortable, positive, good, great, and delicious. In
addition, keywords that describe the negative side of
the visiting experience, such as not according to
Sharia, harmful, unpleasant, and uncomfortable,
represent a reflection of the negative experiences of
Sharia-compliant hotel visitors.

When the reviews are done according to the
expectations and personal goals of the visitors, then
the visitors will experience positive feelings. On the
other hand, if visitors do not get the experience to
match their expectations, it generates negative
feelings (Zhou and Li, 2023). Several keywords are
used as constraints to address relatively large data
sources. Irrelevant reviews will be omitted from the
analysis to ensure analytical depth and focus.

The third step is related to ethics and the role of
researchers in treating data. Wu and Pearce (2014)
stated that if the researcher positions himself as an
observer who doubles as a participant, it is
necessary to reveal his identity and motives and
conduct investigations on the main informant. On the
other hand, if the researcher is not in the position of
an observer who is also a participant, then there is
no need for prior identification or approval because
public information on the Internet is sometimes sent
anonymously and has been posted in the past
(Mkono, 2012).

The third step also includes data analysis with a
grounded theory approach. This study used a passive
system, and the researcher is confidential by not
interfering with the research subject's naturally
occurring or ongoing discussions. The covert
netnographic approach adopted here supports a high
personal and social distance between researchers
and bloggers. In the context of this study, the
grounded theory design belongs to Glaser and
Strauss (2006) used to analyze the collected data.
The collected data is scanned for broad
understanding. This step was followed by reading
the online narrative and categorizing the value
dimensions, which yielded three different results. In
the last step, part of the interpretation and coding
refers to done manually by Corbin and Strauss
(2008). This study used triangulation of data sources
by randomly interviewing several people who write
reviews or online reviews on Tripadvisor about
Sharia-compliant hotels. In addition to maintaining
the coding process's consistency, clarity, and
objectivity, this study involves more than one
researcher (Thomas, 2006). The involvement of
more than one researcher ensures the coding
process's reliability, which is very important in the
netnographic method, given a large amount of data
to be analyzed, coded, and sorted into themes.
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Throughout the coding process, there are continuous
revisions and refinements of the coding system,
finding subcodes and identifying conflicting points of
view in the coding process.

4. Findings

This study coded the review of visitors of Sharia-
compliant hotels in Indonesia with restrictions
through hotel rating criteria of at least three stars
and a review rating of at least four stars. The authors
classified 9 Sharia-compliant hotels in Indonesia as
objects of ethnographic study. From 427 reviews, the
authors ranked them into three reviews, namely
religious reviews, positive reviews, and negative
reviews. This classification facilitates this study

regarding the experiences felt by Sharia-compliant
hotel visitors.

First, the authors present data on religious
reviews, as in Table 1. The design of religious
nuances and Middle Eastern themes show the
highest percentage, 24.35%. The hotel also provides
a place for prayers, such as close to the mosque and
the presence of a prayer room, with a rate of 20.78%.
Halal and Middle Eastern food with a percentage of
18.18%, religious voice speakers both holy books,
Islamic music, and again with a rate of 17.85%,
Worship facilities include a place for ablution, prayer
tools, and Quran with a percentage of 14.94%, and
the lowest percentage is Sharia-based services with
3.90%.

Table 1: religious reviews of Sharia-compliant hotels visitors

Code Percentage Indicative quotes
Middle Eastern theme and religious This Sharia-compliant hotel is Islamic, comfortable, and beautiful with an elegant Middle Eastern-style
design 24.35% interior
Middle Eastern theme with Islamic nuance is cool
. Every floor has a prayer room; if you want to pray in the congregation, you can go to the prayer room
Congregational prayer (Near the
nglosiue and Erazer £oom) 20.78% on the 1st floor
Middle Eastern themed, the location is close to the Al-Akbar Mosque, so you can congregate there
The food is halal guaranteed with MUI (Indonesian Ulema Council) certificate
Halal and Middle Eastern food 18.18% Good choice of food, with Arabic menus such as biryani rice with mutton, recommended especially
coming with family
"You can hear the chanting of the Quran in the lobby and room
Religious voice speaker (Holy Bible, 17.85% Many impressions about this Sharia-compliant hotel. From the speakers in the room and lobby, there is
Islamic music, and Adhan) ! always the chanting of the holy verses of the Quran, sometimes alternating with tausiah (Islamic
lecturing)
Worship facilities include ablution, 14.94% Equipped with Sharia facilities that help hotel guests to stay without fear of missing out on worship
prayer tools, and the Quran ’ There is prayer equipment that makes me quite calm too
Service with Sharia principles 3.90% Waiters wear syar'i and polite clothes

Greeted with Assalamualaikum, a different characteristic from the other hotels

The highest percentage is in the code of religious
nuances design and Middle Eastern themes. For
example, the following review: "The theme of the
Middle East with Islamic nuances is cool." Reviews
that visitors mention, such as "design,” "feel," and
"theme," are frequently identified words in studies in
this code. The lowest percentage is that the services
applied by Sharia-compliant hotels are also following
Sharia. For example, "waiters use Islamic and polite
clothes" and "welcome greeting with
Assalamualaikum.” In addition to discussing reviews
of religious experiences, the study also provides
annotations to positive reviews of Sharia-compliant
hotel visitors, as shown in Table 2. Positive reviews
indicate visitor satisfaction after staying at Sharia-
compliant hotels. Cleanliness, tidiness, and comfort
occupy the highest percentage, 25.61%. Good service
and health protocols with a rate of 21.77%.
Facilities: spacious and nice rooms, satisfying
facilities, interior, swimming pool, Azan and Quran
speakers, ample parking, beautiful rooftop with
14.74%. Varied and delicious food with a percentage
of 14.65%. Strategic location and beautiful scenery
with a rate of 13.26%. Affordable prices with a ratio
of 4.26%. The lowest percentage is the concept of
Sharia management, with 1.72%. The highest
percentage is in the cleanliness, tidiness, and comfort
code. The words that visitors often identify are
"clean," "tidy," and "comfortable." Like the following
reviews: "very safe, comfortable and clean, good
sleep because it is far from street noise.” Then the
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lowest percentage is the concept of Sharia
management. Like the following review: "Very happy
to see Sharia-compliant hotels with a concept that is
still rare like this and inside the hotel, I always find
friendliness and a high sense of empathy when it
comes." This study also discusses reviews of
negative experiences, as shown in Table 3. Negative
experiences show visitors' disappointment when
staying at Sharia-compliant hotels. Such as
inadequate facilities: distance to the swimming pool,
narrow parking area, no playground, poor internet
connection, little prayer room, and lack of prayer
equipment, with the highest percentage of 53.70%.
Then the service is not good, uncomfortable, and
lacks Sharia implementation with a share of 20.37%.
Lack of cleanliness with a rate of 15.43%, food is not
tasty with a percentage of 7.41%. The lowest
percentage is Unaffordable Prices, 3.09 %.

The highest percentage lies in the unsatisfactory
facility code, which should concern Sharia-compliant
hotels because they are looking for 53.70%.
Reviewers mention the lack of facilities available at
Sharia-compliant hotels. Like the review, the
following: "The bed is a little bit hard, the slippery
floor in the bathroom, best to provide additional
rubber mat on the floor, more global TV channels."
The lowest percentage on affordable price codes.
Even with the lowest rate, the price should be
adjusted to the available facilities so that it does not
create a high price.
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Table 2: Positive reviews of Sharia-compliant hotels visitors

Code Percentage

Indicative quotes

Cleanliness, tidiness, and comfort 25.61%

Good service and health protocol 21.77%

Facilities: spacious and excellent room, satisfying
facilities, interior, swimming pool, Azan and Quran
speakers, ample parking, beautiful rooftop

14.74%

Food is varied and delicious 14.65%

Strategic location and beautiful view 13.26%

Affordable prices 4.26%

Sharia Management Concept 1.72%

All the facilities are clean, from the rooms, toilets, swimming pool, and breakfast
room
Nice hotel, clean, comfortable
Very safe, comfortable, and clean... also good to sleep because it is far from street
noise
Friendly staff service, and I am pleased
It feels very comfortable, and the employees are fast response and friendly if we
need something, comply with the health protocol
Meeting rooms with various types and facilities are quite satisfactory. The services
provided follow the wishes of the guests. Complete facilities have always made me
happy to visit this Sharia-compliant hotel
The rooms and facilities provided are very representative and deserve to be
recommended by guests who will visit
The first visit experience feels pretty comfortable, especially for me. Besides, the
food here is also delicious and halal guaranteed
We found a restaurant with a variation and interesting menu
The place is also strategic. Close to highway and airport
The hotel is good, guys. The location is also strategic. There is a mini rooftop above
and a mini swimming pool. It is perfect for coffee in the morning while looking at the
view of the mountains and the cool air
Worth it
With this price, | am okay with everything; good crew, good food, clean rooms,
rooftop cafes
It is very nice to see Sharia-compliant hotels with a concept that is still rare like this.
In addition, inside the hotel, I always find friendliness and a high sense of empathy. I
will always make it an option if you stay in the morning

Table 3: Negative reviews

of Sharia-compliant hotel visitors

Code Percentage Indicative quotes
Wi-Fi facilities cannot be accessed optimally in every room
Unsatisfactory facilities: distance to the swimming pool, parking The bed is a little hard, slippery floor in the bathroom, best to provide
area, no playground, lousy internet connection, narrow prayer 53.70% additional rubber mat on the floor, more global TV channels
room, lack of prayer equipment There is a motorbike parking that does not have a roof; maybe a roof can
be added so that the motorbike does not overheat/rain

There is something unfortunate in terms of usage, which is less Sharia,

Service is not good, not comfortable, and lacks Sharia . and indeed, if you wear a long skirt, it has all covered, not the middle part
implementation 20.37% - Loon the back
The check-in time was quite long because there were rooms that were
not ready, even though it was past 2 o'clock
In the outdoor area, there are not enough trash cans
Cleanliness 15.43% Please pay attention-to the ballroom area wher.l I was at the. event; [ saw
rats, and in the parking area, please pay attention to cleanliness several
times to see rats hanging around
The taste of the food is very mediocre, and from checking in to checking
Not good food 7.41% out, we did not get the promised Zamzam water
However, breakfast is a so-so and not good variety
The price per night is slightly high, but the rooms are good overall. Pretty
Less affordable Price 3.09% clean except for the toilet

Breakfast is average, but the price is quite high compared to the
surrounding hotels

5. Discussion

This study contains three codes categorized from
religious, positive, and negative reviews. The
thoughts of visitors' spiritual experiences at Sharia-
compliant hotels showed satisfactory results.
Moreover, the elements in the Sharia-compliant
hotels showed their conformity with Sharia
principles. Several aspects underlie Sharia-compliant
hotels, such as in the discussion of the regulation of
the Minister of Tourism and the creative economy,
namely products, services, and management
according to Sharia principles. The product aspect in
question is the provision of accommodation for all
groups, both Muslims and non-Muslims, such as food
that does not contain elements of pork and alcohol,
does not include details of gambling and adultery,
and does not contain elements of injustice and
ambiguity. As the results of the data obtained, the
products provided by Sharia-compliant hotels follow
the details in the regulation of the Minister of
Tourism and the creative economy with the example
that unmarried visitors are not allowed to enter to
prevent adultery (pre-marriage sex). The service

aspect of the Sharia-compliant hotels is based on the
data obtained according to Sharia principles. Some
visitors state that the service at one of the Sharia-
compliant hotels uses Sharia clothing and is polite in
addition to greetings with “Assalamualaikum.” This
statement aligns with Maulidya et al. (2019), who
stated that the service quality of Sharia-compliant
hotels is a form of cognitive evaluation from
customers for each service presentation that relies
on each activity following moral values explained by
Sharia. The management aspect presented by Sharia-
compliant hotels based on the data showed that
according to Sharia principles, management utilizes
materials and facilities obtained by visitors, such as
the availability of Islamic designs, prayer tools,
places of worship, and chanting the holy verses of
the Quran. This finding shows that Sharia-compliant
hotel management is based on Sharia values. They
are strengthened by the study of Sadiah (2019),
which stated that management is an effort to control
and utilize resources, both material and facilities, to
achieve the desired goals.

The reviews of positive experiences of Sharia-
compliant hotel visitors in Indonesia showed that
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most of them reaped satisfaction with visitors.
Visitor satisfaction is the primary key to retaining
customers, so it is only possible to survive with
Sharia-compliant hotels' satisfaction. The experience
visitors get a memory, so what visitors review in the
TripAdvisor application is based on their knowledge
while visiting. According to the study by Hosany et
al. (2022), when we do activities, think, and reason,
we primarily use facts from memory gained through
experience. Therefore, maintaining visitor
satisfaction is essential, for example, cleanliness,
tidiness, service, facilities, dishes, and prices.

Sharia-compliant hotels must also have
housekeeping who are fully responsible for the
cleanliness and comfort of the entire hotel area.
Hotel housekeeping plays a vital role in hotel
services, not only in the room area but also in the
building and its facilities. In addition, visitor
satisfaction also depends on the communication of
the people who play a role in coordinating serving
visitors. Sharia-compliant hotels also provide
facilities that help visitors feel comfortable, such as
the study by Andesta (2019), who said that the
facilities offered by Sharia-compliant hotels
significantly affect the assessment of visitors and
maintain the image or good name of Sharia-
compliant hotels. Although from the data obtained,
there were some unsatisfactory facilities, most of the
facilities followed visitor satisfaction. Generally, the
price per night for Sharia-compliant hotels follows
the facilities visitors get. However, there are some
hotels that, according to visitors, still need to be
more expensive. This expense must be considered
because the price is the main attraction for potential
visitors, especially with discounts and promos being
an attractive marketing idea for Sharia-compliant
hotels.

Finally, the authors reviewed the negative
experiences of visitors to Sharia-compliant hotels in
Indonesia. Unfavorable reviews show
disappointment when staying at Sharia-compliant
hotels. The data shows that only a few reviews
express disappointment with Sharia-compliant
hotels compared to religious and positive reviews.
However, this needs to be considered by the hotel
management to improve the quality of Sharia-
compliant hotels. According to the study by
Pramudita et al. (2022), the relationship between
customer satisfaction and customer loyalty is that if
the business entity increases customer satisfaction,
the customer will also have high fidelity to how to
increase visitor satisfaction by repairing inadequate
facilities because facilities are the main problem for
Sharia-compliant hotels. According to Permadi and
Muttaqillah (2021), facilities that must be available
at Sharia-compliant hotels are worship facilities that
are suitable for use, facilities that must be easily
accessible, and facilities that must meet Sharia
principles. Based on this study, Sharia-compliant
hotels must be able to complete the three mandatory
points. In addition to disappointment dominating the
facilities, service, cleanliness, dishes, and prices are
also problems for some Sharia-compliant hotels.
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Even with a small percentage, these problems must
be resolved immediately. In services at Sharia-
compliant hotels, the data showed fewer Sharia
servers. This finding contradicts the study of
Fransisca and Purnomo (2019), which stated that a
Muslim makes modesty in a dress a factor of
religious attributes in halal tourism. The authors also
obtained data on several Sharia-compliant hotels
that lacked cleanliness and dishes that were not
tasty but still halal, according to the study of Rasit et
al. (2016), not only from the aspect of halal food but
also from the aspect of cleanliness. Because
cleanliness is part of a faith-based on Sharia, Sharia-
compliant hotels should highlight their cleanliness to
improve their Sharia image.

6. Conclusion

This study explored three components
contributing to the Sharia-compliant hotel
experience in Indonesia: religious knowledge,

positive experience, and negative experience. Based
on our findings, first, most Sharia-compliant hotels
show Islamic identity with their respective concepts,
especially the design of religious nuances and Middle
Eastern themes. In addition, several facilities
regarding the availability of prayer rooms, halal food,
chanting of the holy book, prayer equipment, and
services following the Shari'a also strengthen the
identity of Sharia-compliant hotels. Second, the
findings show a positive experience as many visitors
are satisfied with the service, dominated by its
cleanliness, tidiness, and comfort. Cleanliness is the
most important, so it has the highest percentage of
satisfaction. Third, the findings showed the negative
experiences of Sharia compliance as hotel visitors
expressed their disappointment, especially at the
hotel's inadequate facilities. Unlike Sharia-compliant
hotel studies focusing on conceptualizing Islamic
attributes and travelers' behavioral intentions, this
study examines what visitors review on TripAdvisor.
It classifies them in terms of religious experience,
and positive and negative experiences. The results of
this study imply that the religious experience of
Sharia-compliant hotels is essential: the hotel must
pay more attention to the Sharia concept, which
attracts visitors. In addition, many visitors express
their positive experiences, which are dominated by
its cleanliness, tidiness, and comfort. However, the
management of Sharia-compliant hotels needs to
provide adequate service facilities for visitors so that
Sharia-compliant  hotels can compete with
conventional hotels. Facilities that must be available
in Sharia-compliant hotels are worship facilities that
are suitable for use, facilities that must be easily
accessible, and facilities that must meet Sharia
principles. In terms of limitations, first, this study is
limited to 9 Sharia-compliant hotels with selected
criteria. This study analyzes the content of Sharia-
compliant hotel visitor reviews posted only on the
TripAdvisor application. However, this study is a
pioneering study that examines reviews of Sharia
hotel visitors on TripAdvisor and can be a reference
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for developing Sharia-compliant hotel services.
Future studies should analyze other travel websites
like Agoda or Traveloka and other reputable tourism
review applications. Future studies should focus
more on visitor experience with a broad meaning.
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