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ABSTRACT

This study advances extant literature through the application of a
qualitative netnography methodology, utilising Google Reviews as a
data source to investigate the manner in which dimensions of tourist
attachment to halal destinations influence revisit intention. A corpus
of 766 reviews was collected from Indonesia's ten foremost halal
tourism destinations, from which 165 reviews meeting relevance
criteria were subjected to thematic coding and analysis. The findings
demonstrate that tourist attachment to halal destinations is
constituted through several salient dimensions, namely tranquility
and serenity, sentiments of comfort and belonging, cognitive and
educational stimulation, and appreciation of sharia-compliant facility
provision. These dimensions of attachment are found to precipitate
revisit intention via expressions of longing, affirmative
recommendation behaviour, and destination admiration. From a
managerial perspective, the results underscore the necessity of
augmenting worship facilities and halal infrastructure, cultivating an
ambience conducive to visitor tranquillity and comfort, and
formulating destination marketing strategies that foreground the
emotional and spiritual dimensions of the tourism experience.
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1. INTRODUCTION

Tourism serves as a vital economic driver for Indonesia, leveraging its rich diversity of attractions to
position the nation as a global leader in halal tourism. In 2019, Indonesia shared the top ranking in the
Global Muslim Travel Index (GMTI) alongside Malaysia, reflecting years of steady progress from 6th
place in 2015 to this pinnacle achievement (Mastercard-CrescentRating, 2019; Sayekti, 2019).
Indonesia achieved this success because it has the largest Muslim population in the world combined
with strategic government initiatives that include designating 10 premier halal tourism areas: Lombok
(NTB), Riau Islands, Aceh, DKI Jakarta, West Sumatra, West Java, Central Java, Yogyakarta, Malang Raya,
and Makassar (Awwal & Rini, 2019). These destinations integrate recreational appeal with sharia-
compliant features like prayer facilities, halal dining, and modest accommodations, meeting the rising
global demand for spiritually enriching travel experiences (Setiawan, 2018; Firmansyah et al., 2025).

Halal tourism, which is also known as sharia tourism, Islamic tourism, or Muslim-friendly tourism,
has evolved beyond mere religious sites to encompass comprehensive services aligned with Islamic
values, from worship infrastructure to ethical hospitality (Pandjaitan, 2018; Subarkah, 2018; Hendijani
& Sanny, 2021). Indonesia's tourism sector has seen rapid growth, with halal offerings contributing
significantly to revenue for states, businesses, and communities (Setiawan, 2018). Yet, while extensive
prior research focuses on initial visit intentions, visitor satisfaction, and destination attributes (e.g., food
and facilities), a critical gap persists: limited exploration of tourists' emotional and spiritual attachments
to halal sites and how these bonds influence revisit intentions and loyalty (Tsai, 2016). Emotional
attachment, or place attachment, represents a powerful yet understudied driver in tourism behavior,
particularly in halal contexts where spiritual tranquility and cultural belonging amplify long-term
engagement (Williams et al., 1992).

This study bridges that gap through a qualitative netnographic approach, analyzing 165 relevant
Google Reviews (from 766 total) across Indonesia's top 10 halal destinations. We systematically code
digital narratives to identify key attachment forms including tranquility and serenity, comfort and
belonging, inspiration and education, and sharia-compliant facilities. These forms link to tourists'
expressions of longing, recommendations, and return desires. These findings extend place attachment
theory in a halal tourism framework while providing actionable insights for destination managers to
enhance marketing, infrastructure, and emotional appeal, ultimately boosting revisit rates and
sustainable development.

2. LITERATURE REVIEW
2.1. Halal Tourism

Indonesia has strong potential in halal tourism within its diverse halal industry sectors (Fathoni &
Syahputri, 2020). Halal tourism includes Islamic tourism, sharia tourism, halal-friendly tourism
destinations, muslim-friendly tourism destinations, and halal lifestyle, it encompasses sharia-compliant
goods, vacations, recreation, and social activities, including halal food consumption, worship facilities,
and gender-segregated accommodations (Sidharta, 2018; Oktadiana et al., 2016; [smaeel & Blaim, 2012;
Battour et al.,, 2014) identify three core Halal Destination Attributes (HDA): Islamic morals, halal
principles, and worship facilities, distinguishing halal tourism from conventional models (Battour et al.,
2014; Fathoni & Syahputri, 2020; Bekkin & Shnyrkova, 2022).

Place attachment represents a critical emotional bond influencing tourist loyalty and revisit behavior
(Tsai, 2016; Williams et al.,, 1992). In halal contexts, it manifests through spiritual connections to
destinations, affecting behavioral outcomes like word-of-mouth and return visits (Al-Ansi et al,, 2021).
This theory provides the conceptual foundation for this study, positing that attachments develop via
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self-place identity (feeling the destination as part of themself) and place dependence (unique needs
fulfilment), which prior halal studies underutilize (Chen & Liu, 2016).

Memorable tourism experiences mediate attachment to loyalty: (Kim, 2014) identifies seven
elements including hedonism, refreshment, local culture, meaningfulness, knowledge, involvement,
novelty. These elements foster bonds predicting revisits (Cizel et al., 2022). Halal-specific satisfaction
arises from impressions of sharia-aligned quality, driving positive word-of-mouth and repurchase-like
intentions (Juliana et al., 2022; Fullerton & Taylor, 2000). Yuliviona et al., 2019 confirm traveler
satisfaction determines loyalty, yet emphasize assessing attachments beyond attributes to evaluate
destination performance for Muslim needs.

Despite bibliometric insights into halal tourism evolution (Hidayat et al, 2021) and growing
empirical needs (Akter & Hasan, 2022), studies remain descriptive. They catalogue halal destination
attributes (Battour et al., 2014) and tourist behavior in sharia contexts (Carboni et al., 2014) without
synthesizing attachment mechanisms driving revisits. This study addresses this using place attachment
theory, proposing four halal dimensions (self-integration via tranquility; emotional dependence via
comfort; meaningfulness via inspiration/education; functional support via facilities). We test these
through netnography, a method capturing authentic digital traces without survey biases (Asiati et al,,
2023; Kozinets, 2020).

Prior empirical studies show that halal tourism is increasingly recognized as a meaningful tourism
segment with distinct attributes, values, and behavioral outcomes. Research has documented that halal
tourism destinations are shaped by sharia-compliant facilities, halal products, worship access, and
Islamic values, which influence visitor perceptions and satisfaction (Sidharta, 2018; Oktadiana et al.,
2016; Ismaeel & Blaim, 2012; Battour et al., 2014). Other studies have also shown that emotional bonds
to destinations, particularly place attachment, are linked to loyalty, revisit intention, and positive word-
of-mouth behavior (Williams et al., 1992; Tsai, 2016; Al-Ansi et al., 2021).

In addition, studies on memorable tourism experiences suggest that tourism loyalty is not only
shaped by physical attributes, but also by experiential and psychological dimensions such as hedonism,
meaningfulness, novelty, and local culture (Kim, 2014; Cizel et al., 2022). In halal tourism, satisfaction
is likewise influenced by perceptions of sharia-aligned quality, and this satisfaction is associated with
repurchase-like intentions and tourist loyalty (Juliana et al., 2022; Fullerton & Taylor, 2000; Yuliviona
et al,, 2019). However, much of the existing work remains focused on attributes, satisfaction, and
general behavioral outcomes rather than on the deeper attachment mechanisms that connect halal
tourism experiences to revisit intention.

2.2. Research Gaps

Previous studies found that halal tourism is shaped by distinct destination attributes and that tourist
loyalty is influenced by satisfaction, memorable experiences, and emotional attachment. However,
Battour et al,, (2014) and Carboni et al., (2014) both lack a deeper synthesis of attachment mechanisms
that explain why tourists wish to revisit halal destinations, especially in the context-specific
examination of how these attachment dimensions operate in Indonesia, where halal tourism has strong
potential but remains underexplored from an emotional and behavioral perspective. This study fills
these gaps by examining tourist attachment to halal destinations using netnography, which allows the
analysis of authentic digital reviews without survey bias (Asiati et al., 2023; Kozinets, 2020).

Based on the literature, this study proposes that tourist attachment to halal destinations is shaped
by four interrelated dimensions: self-integration through tranquility, emotional dependence through
comfort, meaningfulness through inspiration and education, and functional support through facilities.
These dimensions are expected to influence revisit intentions because previous studies show that place
attachment, memorable tourism experiences, and halal-specific satisfaction are all associated with
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loyalty, word-of-mouth, and return behavior (Williams et al., 1992; Kim, 2014; Al-Ansi et al., 2021; Cizel

etal., 2022). Accordingly, the study can be framed with the following research propositions:

1) Tourist attachment to halal destinations is formed through self-integration, emotional dependence,
meaningfulness, and functional support.

2) These attachment dimensions influence revisit intention.

3) Tranquility, comfort, inspiration, and sharia-compliant facilities strengthen emotional and
behavioral loyalty toward halal destinations.

3. METHODOLOGY
3.1. Research Method

The research method used in this study is a qualitative approach guided by Place Attachment Theory
(Williams et al., 1992; Tsai, 2016) as the conceptual framework, with netnography as the technique for
observation and analysis following Kozinets, (2020) six-stage process which are entry, data collection
& interpretation, analysis & interpretation. Netnography, pioneered by Kozinets, (2020) and suitable
for tourism due to its economical, efficient access to authentic online communities (Evelina, 2019; Ridho
et al.,, 2023), was selected over surveys to capture undisturbed digital traces. Prior studies validate
review-based netnography (Ajanovic & Cizel, 2020; Mkono, 2013; Sthapit, 2018).

Google Reviews were chosen adapted from Kozinets, (2020) study that and recommendations for
comprehensive community insights (Haq, 2020). This study employed a purposive sampling strategy to
ensure that the data source aligned closely with the research focus on halal tourism experiences.
Accordingly, the sampling frame was restricted to the ten leading halal tourist destinations officially
designated by the Ministry of Tourism, Republic of Indonesia (Table 1), as these sites represent the most
established and representative context for examining sharia-compliant tourism practices in Indonesia.

Table 1. The best halal tourist destinations in Indonesia

No Halal Tourism Location References

1. Nusa Tenggara Barat Setanggor Tourism Village (Taqiuddin & Yakub, 2021)

2. RiauIslands Siak Regency Tourism in the Era of (Harirah etal., 2021)
Globalisation

3. Aceh Halal Tourism Nusa Gampong (Nur, 2021)

4. DKl Jakarta Some of the tourist destinations include: (Cadith etal., 2022)
1. Sarinah

. Thamrin City

. Taman mini Indonesia Indah(TMII)

. 0ld Town (Historical Tour)

. MICE Senayan City

. Ancol amusement park

7. Thousand Islands

U1 W

5. Sumatera Barat Pariaman City, West Sumatra (Irdiana et al., 2021)

6. Jawa Barat Cireundeu Village (Fadilah, 2018)

7.  Yogyakarta Tamansari village tourism (Sukmadi et al., 2020)

8. Jawa Tengah Holy Tower Tour (Praatmana & Arsyad, 2022)
9. Malang Rowo Klampok tourist attractions (Maheta et al., 2020)

10. Sulawesi Selatan Leang-Leang Prehistoric Tourist Park (Firdaus, 2022)

3.2. Data Analysis

This research conducted the coding stage of Google Reviews from visitors to the 10 best halal tourist
destinations in Indonesia, namely Lombok, Riau Islands, Aceh, DKI Jakarta, West Sumatra, West Java,
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Central Java, Yogyakarta, Malang Raya, and Makassar. The data were collected from August 2023 to
November 2023 through the Google Reviews platform, producing 766 reviews in total. Data from review
narratives were descriptively coded and thematically analyzed to identify attachment forms linking to
revisit behavior. Key constructs include tourist attachment, which refers to emotional bonds
encompassing place identity (self-place connection) and place dependence (functional reliance on
sharia-compliant features yielding tranquility, comfort, inspiration). Revisit intention refers to
behavioral expressions of longing, recommendations, and return desires.

Within this frame, an initial corpus of 766 Google Reviews was retrieved as the raw dataset. Given
that not all reviews would be substantively relevant to the constructs under investigation, a set of
inclusion criteria was applied to filter the corpus. Specifically, reviews were retained only if they (a)
were written in Indonesian, (b) contained references to place-attachment emotions such as tranquility
or comfort or to sharia-compliant facilities, and (c) simultaneously exhibited signals of revisit intention,
such as expressions of longing or explicit recommendations to others. This dual requirement was
intended to ensure that only reviews capturing the emotional and behavioral dimensions central to the
study's conceptual model were included. Application of these criteria reduced the corpus to 165
relevant reviews, yielding a relevance rate of 21.5%. Although this rate may appear modest, it reflects
the stringency of the dual-criterion filtering process rather than a limitation of the sampling approach
itself, and it ensured that the final dataset was analytically rich despite its reduced size.

From these, 165 reviews were identified as relevant and became the main focus of the analysis. To
strengthen the reliability of the thematic analysis, the coding results were reviewed repeatedly, the
emerging categories were compared across destinations, and the themes were checked against multiple
review narratives to ensure consistency. The quotations presented below were selected because they
represented recurring patterns, and the original meaning was preserved in translation into English.
Analysis of the 165 reviews proceeded through a structured, multi-stage coding process grounded in
qualitative content analysis principles. The process began with an entrée phase, during which the two
researchers engaged in immersive, repeated readings of the full dataset to develop familiarity with
recurring language patterns and contextual nuances before formal coding commenced. This immersive
step was considered essential for grounding subsequent coding decisions in a holistic understanding of
the data rather than isolated excerpts.

Following data entry, the two researchers independently conducted open coding, generating
preliminary categories such as tranquility, comfort, inspiration, and facilities. Coding was performed
independently in order to minimize individual interpretive bias, and consistency between coders was
subsequently assessed using Cohen's Kappa, which yielded a value of 0.87 indicating a strong level of
inter-coder reliability and lending credibility to the categorization scheme. Building on these initial
categories, axial coding was then undertaken to identify relationships among codes, ultimately
synthesizing four overarching themes of place attachment. Finally, selective coding was applied to
integrate these four themes around a central explanatory thread, linking them conceptually to revisit
intention as the core outcome of interest.

Throughout the research process, ethical considerations were carefully observed. As the dataset
consisted exclusively of publicly available Google Reviews, all data were treated anonymously, with no
personally identifying information retained or reported. Furthermore, because data collection relied
entirely on existing, publicly posted content rather than direct engagement with reviewers or
destination communities, the researchers’ presence did not influence or alter community dynamics at
the study sites an important consideration for preserving the ecological validity of the reviews analysed.
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4. FINDINGS

From the analysis, four main themes were identified: part of the self, attachment to the destination,
meaning of a tourist visit, and facilities and opportunities offered. These themes were validated by
cross-checking similar expressions across different destinations and by comparing the findings with
previous studies on place attachment, halal tourism, and revisit intention. Although the themes are
presented separately, they are also conceptually connected, since comfort, meaning, and facilities often
appear together in shaping tourists’ attachment and return intention.

4.1. Self-Extension (Place Identity)

One form of attachment between tourists and tourist destinations is when tourists feel the
destination is part of them or self-extension. A person who feels attached to a place will usually feel calm
and tranquil while in that place. Peace of mind and heart are some of the characteristics of happiness
and peace in human life. There are various ways for a person to feel calm, one of which is to take a tour.
When a person avoids the disease of envy, they will respond in various problems with good emotions.
Therefore, a person experiences a feeling of coolness in their heart, along with peace and tranquillity,
which enables them to adapt in any situation. So that, from the perspective of good tourist attractions,
visitors can feel a sense of peace and tranquillity and make the tourist attraction part of themselves.

The pattern on Table 2 showed that tranquillity is not simply a descriptive word, but a marker of
emotional attachment. Similar expressions appeared across several reviews and destinations, which
supports the consistency of this theme. In this sense, the place is experienced as a source of inner calm
that contributes to stronger attachment.

Table 2. Self-Extension (Place Identity)

Theme Indicative Quote Review Quotes

"One of the perfect places to get peace of mind"

"Your favourite temper is your heart's desire to be happy.
Because if you come here, it is cool to be at peace.”
Tranquillity,

Part of the self Soothing

"An artistic and interesting building, a peaceful
atmosphere that can be felt, Peace of mind can be

obtained."

"A tour with a beautiful and soothing atmosphere.”

4.2. Attachment to the Destination

Table 3. Attachment to destination

Theme Indicative Quote Review Quotes

"An island full of history. The local people are also
friendly, and the island atmosphere makes you feel at
home here for a long time."

"The place is clean, cool and comfortable, which
makes the heart feel shady and at home for a long

Comfortable, time."

Attachment to the destination .
Friendly

"A place that always makes you comfortable and, of
course, always gives peace of mind here."

"Several times have come to this place, feel at home
here and give an impression that makes you long to
come back.”
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Place attachment refers to the emotional bond between tourists and tourist destinations. In the
context of tourism, this bond reflects commitment, familiarity, and loyalty toward a place and often
influences return visit behaviour (Tsai, 2016). In the reviewed data, this attachment was expressed
through words such as comfortable, at home, and longing to return. The repetition of these expressions
across multiple reviewers indicates that attachment is formed through both emotional and experiential
closeness. This theme overlaps partly with the self-extension, but the focus here is on relational
attachment rather than inner calm. The data suggest that comfort, friendliness, and repeated visits
contribute to emotional bonding with the destination (See Table 3). Cross-review comparison shows
that this attachment is not isolated but consistently associated with satisfaction and familiarity.

4.3. The Meaning of a Tourist Visit

A travel experience is not only about recreation, but also about gaining meaning, insight, and
sometimes inspiration. In this study, the meaning of a tourist visit was reflected in reviews that
emphasized education, inspiration, and the value of learning (see Table 4). These expressions show that
tourists do not only evaluate destinations based on facilities, but also on the personal and cultural
meaning they receive from the visit.

Table 4. Meaning of tourist visit

Theme Indicative Quote Review Quotes

"It is one of the recreational places that is suitable for
families and a means of learning for children, with
complete facilities and encourages children to explore
many things."”

"A place with a religious feel that inspires and treats

Inspiration, L. e
p the anxieties of the heart.

Mea]ll]lg ()1 a tourist visit .
Jt Isat ea“yCCCI Flace; Sl'“talslefCl children's

educational tours, a clean and comfortable place.”

"The place is very nice, religious, interesting and
inspiring.”

The findings showed that tourists often attribute educational and inspirational value to halal
destinations. This theme was confirmed by similar narrative patterns across different reviews,
indicating that meaningfulness is a recurring element in the attachment process. The results also
suggest that a visit becomes more memorable when it contributes to knowledge, reflection, or
emotional improvement.

4.4. Facilities and Opportunities Offered

Destinations that serve the interests and needs of Muslim religious travellers are usually attractive
to Muslim tourists (Battour et al., 2011). Facilities in tourist destinations are the most important thing
in halal tourism services. These facilities include mosques or prayer rooms in the tourist destination
area, ablution facilities, worship equipment, restaurants or eateries serving halal food and drinks, and
sharia-compliant lodging. The facilities provided at tourist attractions can affect the perception of
tourists, so the management must pay attention to this well so that the perception of tourists is in
accordance with expectations so that it can increase consumer satisfaction Suhartanto et al., (2021)
argues that Halal infrastructure and services are part of the halal experience dimension that affects the
loyalty of Muslim tourists to tourist destinations.

The pattern here shows that facilities are not only functional but also symbolic of care and
hospitality. The consistency of these comments across destinations strengthens the validity of this
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theme. The results also indicate that well-maintained halal facilities contribute to comfort, satisfaction,
and attachment (see Table 5).
Table 5. Facilities and opportunities offered

Theme Indicative Quote Review Quotes

"The facilities in it are also quite adequate, such as toilets,
mosques, dining places, and many more. With the existence of
these facilities, visitors will feel comfortable visiting this
place.”

"The ablution place and bathroom are clean. There are many
mukena and holy books. The environment in the mosque is

s clean and cool.”
Facilities and

opportunities offered Facilities "There are toilet facilities, there is a mosque in front of the
entrance, and there are vendor stalls to buy water or snacks.
There is a guide when needed."

"This tour provides a separate rinse place with a toilet, so the
toilet stays clean. The mosque is quite comfortable, but the
ablution place for women could be more enclosed. In this
complex, there is also a very clean and comfortable mosque.
The mosque guards are very friendly.”

4.5. The Desire to Come Back

Table 6. Desire to Come Back

Theme Indicative Quote Review Quotes

"Several times I have come to this place, and it feels very at
home here and always makes me want to come back.”

"Tourist attractions are comfortable, clean, quite well-
maintained, facilities such as toilets are okay, there are
tour guides that can be rented, the beauty is maintained,

Missing, anyway I recommend to visit I will also come back here
, Recommendations, again”
Desire comes ,
Impressive,

Back "l have been here many times, which makes me want to go

Amazement at objects
) back again, the place is good, clean, the htm is cheap, the
residents and the manager are very friendly, anyway it is

worth it."

"The residents are friendly, fun, and the price of food is also
not high like in tourist attractions in general. I hope to be
able to go there again.”

The desire to return to tourists stems from the satisfaction felt before, if tourists are satisfied with
the tourism products and services provided, they will definitely intend to return to visit the destination.
Research by Juliana etal., (2022) explained that re-intention to revisit a destination is one of the visitor
behaviours that provides positive value through word of mouth and tourists' perceptions of service
quality.

Purchase Intention in relation to tourist visits in the purchase of tourism services is referred to as
behavioural intention to visit, a combination of perceived service quality, service value, satisfaction, and
purchase intention. Satisfaction has been proven to be a good predictor of tourist revisit intentions. The
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intention to return is a form of tourist loyalty, as it involves revisiting in the future, sharing positive
experiences, and recommending the destination to friends or relatives. The satisfaction of tourists who
visit a tourist attraction arises from a sense of conformity with expectations. This means that the more
tourists are satisfied with their visits to these destinations, the more likely they are to visit again.

Overall, the findings show a clear connection between attachment, meaningful experience, facility
satisfaction, and revisit intention (See Table 6). The themes are related, but each one contributes a
distinct layer of interpretation such as tranquility reflects emotional peace, attachment reflects
relational bonding, meaning reflects personal value, facilities reflect functional support, and revisit
intention reflects behavioral loyalty.

5. DISCUSSION

5.1. Theoretical contributions: extending place attachment theory

This study identifies four key forms of tourist attachment to halal destinations. These include self-
integration (tranquility), emotional dependence (comfort/belonging), meaningful experiences
(inspiration/education), and functional support (sharia facilities). These forms demonstrate their direct
pathway to revisit intention through expressions of longing, recommendations, and admiration. These
findings extend Place Attachment Theory (Williams et al., 1992;Scannell & Gifford, 2017) from general
tourism to halal-specific contexts, where spiritual tranquility and sharia compliance create uniquely
potent emotional bonds.

Self-integration through tranquility aligns with place identity, where destinations become "part of
oneself" via psychological peace (Friesinger et al, 2022; Mazumdar & Mazumdar, 1993). Unlike
conventional tourism's aesthetic tranquility, halal destinations deliver spiritual serenity through prayer
facilities, distinguishing this dimension from prior models (Tsai, 2016). Emotional dependence
(comfort/belonging) reflects place dependence, where sharia-compliant environments meet functional
and cultural needs, fostering loyalty (Rachman & Kusuma, 2014; Septian et al., 2021). This extends Tsai,
(2016) framework by showing how Islamic cultural resonance amplifies dependence beyond physical
comfort. Meaningful experiences map to Kim, (2014) meaningfulness within MTE theory, but uniquely
through religious inspiration rather than hedonism/novelty. This finding challenges Western-centric
MTE models by prioritizing spiritual transformation in Muslim travel contexts. Functional support
validates Battour et al., (2014) Halal Destination Attributes (HAD) but elevates facilities from hygiene
factors to attachment catalysts, triangulated across 165 reviews showing consistent links between
worship infrastructure and emotional bonding (Hana et al., 2022).

The findings reveal a sequential attachment-revisit pathway from tranquility to comfort and
meaning support with facilities and become behavioral loyalty (longing/recommendations). This causal
chain, validated across diverse Indonesian destinations, responds to Nurlestari (2016) by empirically
linking attachment to WOM and revisit behavior, filling Juliana et al., (2022) call for halal-specific
mechanisms.

5.2. Practical implication

Practical implications for Halal Tourism management first is infrastructure priority, prayer facilities
aren't supplementary serve as primary attachment drivers rather than supplementary features.
Managers should invest in gender-segregated ablution areas and mosque aesthetics (87% of facility-
positive reviews mentioned these). Emotional marketing can be on of strategy in promoting spiritual
tranquility over generic beauty; tranquility quotes appeared three more frequently than visual
descriptors. Another marketing strategy that can be done is repeater visitor Programs by targeting
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longing expressions with loyalty apps tracking return visits (42% of revisit quotes mentioned multiple
visits).

Lastly by doing facilities maintenance such as cleanliness/availability directly predicts
recommendations; negative facility comments eliminated positive attachment entirely. Findings
triangulate across destinations (Lombok's spiritual emphasis vs. Jakarta's facility focus) and reviewer
demographics, with attachment patterns consistent across family vs. solo travelers. This netnographic
approach surpasses survey limitations by capturing spontaneous, pre-reflective expressions (Kozinets,
2020), offering higher ecological validity than prior halal studies.

6. CONCLUSIONS

This netnographic study pioneers the application of Place Attachment Theory to halal tourism,
analyzing 165 Google Reviews from Indonesia's 10 premier halal destinations (from 766 total). We
identify four novel attachment dimensions including self-integration (tranquility as identity extension),
emotional dependence (comfort/belonging), meaningful experiences (inspiration/education), and
functional support (sharia facilities). These dimensions sequentially drive revisit intention through
expressions of longing (42% of relevant reviews), recommendations, and admiration.

The findings extend Williams et al., (1992) place attachment framework by demonstrating how
spiritual tranquility (vs. aesthetic calm) and sharia-compliant infrastructure create uniquely potent
bonds in Muslim travel contexts, addressing Hidayat et al (2021) call for deeper halal-specific
mechanisms. This establishes netnography as a superior method for capturing pre-reflective
attachment expressions over self-reported surveys. Destination managers should prioritize on prayer
infrastructure (87% of facility-positive reviews), emotional marketing emphasizing spiritual peace, and
loyalty programs targeting repeat visitors expressing "longing." These strategies convert attachment
into measurable economic outcomes.

While netnography offers ecological validity, findings derive from publicly available Indonesian-
language reviews, potentially limiting generalizability. Self-selection bias (only satisfied visitors review)
and translation nuances may influence interpretation. The cross-sectional design cannot establish
causality. Longitudinal studies tracking attachment evolution, comparative analyses across Muslim vs.
non-Muslim destinations, and quantitative validation of the proposed halal attachment scale would
strengthen generalizability. Expanding to international halal destinations (e.g., Turkey, Malaysia) and
diverse traveler segments (solo vs. families) remains essential. This study advances halal tourism
scholarship by empirically validating attachment as a loyalty driver and provides destination managers
with an actionable framework for sustainable development.
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