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	This article analyzes the surge in the consumption of the Umrah pilgrimage among Indonesian Muslims, the world's largest Muslim-majority nation, from a Social Anthropology perspective. The rise in pilgrims, reaching 1.57 million visits in 2024, is driven by the growing middle class, global mobility, and purchasing power, rather than solely due to the limited Hajj quota. This qualitative research employs the frameworks of ritual economy, commodification of religion, and the concept of Muslimpreneurship to examine how the ritual is merged with market logic and lifestyle. Findings indicate that Umrah functions as a consumed commodity and a marker of social status, supported by premium travel packages and branding. This rapid consumerism triggers the risk of massive financial fraud (up to IDR 2 trillion), questioning the authenticity of the ritual. The article contributes to anthropological debates on the globalization of ritual, highlighting the nexus between devotion, desire, and the market reshaping contemporary Islam in Indonesia. 
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	Artikel ini menganalisis lonjakan konsumsi ibadah Umrah di kalangan Muslim Indonesia, negara mayoritas Muslim terbesar di dunia, dari perspektif Antropologi Sosial. Peningkatan jemaah yang mencapai 1,57 juta kunjungan pada 2024 didorong oleh kelas menengah yang meningkat, mobilitas global, dan daya beli, bukan semata-mata karena keterbatasan kuota Haji. Penelitian kualitatif ini menggunakan kerangka ekonomi ritual, komodifikasi agama, dan konsep Muslimpreneurship untuk mengkaji bagaimana ritual tersebut dileburkan dengan logika pasar dan gaya hidup. Temuan menunjukkan bahwa Umrah berfungsi tidak hanya sebagai ritus keagamaan, tetapi juga sebagai komoditas yang dikonsumsi dan penanda status sosial, diperkuat oleh kemunculan paket perjalanan premium serta strategi branding yang agresif. Pertumbuhan konsumsi yang cepat ini juga menghadirkan kerentanan baru, termasuk risiko penipuan finansial berskala besar—diperkirakan mencapai sekitar IDR 2 triliun—yang pada akhirnya memunculkan pertanyaan mengenai otentisitas, etika, serta pengalaman ritual itu sendiri. Artikel ini berkontribusi pada perdebatan antropologis mengenai globalisasi ritual dengan menyoroti bagaimana kesalehan, aspirasi, dan dinamika pasar saling berkelindan dalam membentuk ulang praktik keagamaan dan ekspresi Islam kontemporer di Indonesia. 
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A. 
INTRODUCTION
[bookmark: ZOTERO_BREF_GBmy5KW9uPjX]Over the past two decades, the Umrah pilgrimage has emerged as a rapidly expanding religious industry in Indonesia. In 2011, approximately 500,000 Indonesians undertook Umrah; by the early 2020s, this figure had nearly doubled annually, reaching close to one million pilgrims each year (Nirwesthi, 2015). This surge has fueled the growth of pilgrimage service providers, transforming Umrah into a commodified sector within Indonesia’s broader religious economy.
By 2017, the number of registered Umrah travel companies had risen from around 300 in the early 2000s to nearly 900, reflecting the increasing demand for religious travel. These companies employ diverse marketing strategies, ranging from celebrity endorsements to collaborations with Islamic preachers (ustadz and ustadzah), mosques, and religious study groups (majlis taklim). Religious authorities often frame Umrah as a complement to the obligatory Hajj, reinforcing its spiritual value while simultaneously embedding it within consumerist logics.
[bookmark: ZOTERO_BREF_8vZu6ITHRwCS]The number of Indonesian travelers undertaking Umrah has risen markedly, positioning Saudi Arabia as one of Indonesia’s primary outbound destinations. In 2024, 1.57 million Indonesians visited the Kingdom, with over 90 percent of these journeys motivated by religious devotion. This increase has been facilitated by more accessible Umrah visa policies, improved accommodation and infrastructure in Makkah and Madinah, and the growing availability of diversified “Umrah plus” travel packages. Indonesian pilgrims are also characterized by their relatively high levels of expenditure, averaging US$2,633.92 (approximately Rp 44.44 million), a figure that significantly exceeds their spending in ASEAN countries and is comparable only to high-cost destinations such as Japan and the United States (Tirta, 2025).
[bookmark: ZOTERO_BREF_tIDTeJsrjsfR]Saudi Arabia thus maintains its dominance as the principal Middle Eastern destination for Indonesian religious travelers, accounting for nearly 89 percent of regional travel flows. This trend is projected to persist as both governments intensify collaboration in tourism management and the administration of Hajj and Umrah services. While the surge in outbound religious travel benefits Saudi Arabia’s economy (Gallarotti & Al-Filali, 2012), it simultaneously poses challenges for Indonesia’s domestic tourism sector, which must contend with substantial capital outflow. Enhancing the attractiveness of domestic religious tourism sites and strengthening supporting infrastructure emerge as key strategies for retaining a greater share of Indonesian tourism expenditure within the national economy.
[bookmark: ZOTERO_BREF_ue4Heu6LuluG]This article examines the rise of Umrah pilgrimage in Indonesia, the world’s largest Muslim-majority nation. While the annual Hajj quota limits Indonesian participation to approximately 200,000 pilgrims per year (Darmadi, 2014), Umrah, performed outside the Hajj season, has become a popular alternative, with participation now four to five times greater. Saudi Arabia has thus become not only a sacred destination but also a favored site of religious tourism for Indonesians.
The central questions guiding this study are: What drives Indonesian Muslims to perform Umrah, and what are the broader implications of this trend for religious life in Indonesia? These questions are critical for several reasons. First, the rapid commercialization of Umrah has exposed pilgrims to risks of fraud and embezzlement, with recent scandals involving losses of up to IDR 2 trillion (USD 150 million). Second, the intertwining of religious devotion and market practices situates Umrah within what anthropologists have described as the “culture industry,” the circulation of meaning through commodified forms of ritual. Finally, the globalization of Islamic consumerism through Umrah travel has generated both pride and anxiety: pride in Indonesia’s growing religious participation, but concern over the spread of ultra-conservative ideologies that challenge the country’s traditions of moderate Islam.
By analyzing the consumption of Mecca through the lens of Indonesian Umrah practices, this article contributes to broader debates in anthropology about religion, globalization, and the commodification of ritual.

B. THEORY, CONCEPT, AND RESEARCH METHODS
Theoretical Framework
This article's theoretical framework is rooted in Social Anthropology and aims to understand the complex interplay between Muslim religious practices and global market logic. To analyze the phenomenon of Umrah as a commodity, this study integrates three overlapping primary frameworks:
[bookmark: ZOTERO_BREF_5QiZmeL6zB2k]First, the ritual economy framework (McAnany, 2008) is used to highlight that religious acts are embedded in systems of provision, exchange, and consumption. Through this lens, the Umrah pilgrimage is not simply a spiritual practice, but a site where economic and moral meanings are produced, exchanged, and consumed, realized through market transactions and branded travel packages.
[bookmark: ZOTERO_BREF_yCOOSCKD0vTj]Second, the literature on the commodification of religion (Pujianto et al., 2024) examines how spiritual practices are reframed through market logic, where religious experiences are packaged, branded, and standardized. This process, exemplified by the proliferation of travel agents and celebrity endorsements, reveals the tension between ritual authenticity and consumer desires, as new religious subjectivities shaped by capitalist modes of exchange emerge.
[bookmark: ZOTERO_BREF_r8wdukBStoXL][bookmark: ZOTERO_BREF_P1rdqeuyTqWm]Third, studies on globalization and pilgrimage (Brown et al., 2020; Thimm, 2023) situate Umrah within transnational flows of capital, ideology, and consumer culture, where pilgrimage intersects with tourism and global consumer markets. The concept of Muslimpreneurship (Jahroni, et al., 2022) complements this framework, explaining how segments of Indonesia's urban middle class legitimize the commodification of Umrah by viewing business as a means of embodying Islamic values, making the purchase of travel packages both an act of worship and participation in a broader Islamic consumer culture. Overall, this article positions the Indonesian Umrah as a critical site for understanding the intersections of religion, consumption, and globalization in contemporary anthropology.

 Conceptual Framework
[bookmark: ZOTERO_BREF_M78CczXdeUs2][bookmark: ZOTERO_BREF_ZePr0usx5ko7]This article's conceptual framework focuses on the transformation of the Umrah pilgrimage from a religious obligation into a product consumed by Indonesia's rising Muslim middle class. The core concept used to analyze this phenomenon is the Commodification of Devotion, where sacred rituals are fused with market logic and lifestyle (Maula, 2018). This process is morally legitimized by the concept of Muslimpreneurship (Jahroni et al., 2022), which views businesses facilitating Umrah travel as both a form of worship and an entrepreneurial opportunity.
[bookmark: ZOTERO_BREF_cA4JT5cUI8HC]Conceptually, Umrah acts as a lifestyle choice and a marker of social status for the middle class, reflecting their desire for global mobility and prestige. Spending on premium travel packages is conceptualized as Experience Spending (Baiquni, 2018), which is the willingness to invest in experiences that provide spiritual fulfillment and lasting memories, as well as signals of material success.
This framework positions Umrah as a participation within the broader Islamic Consumer Culture, highlighting how aspects of the ritual become commodified, reflected in marketing, branding, and public performances of piety through digital media. Thus, this conceptual framework critically bridges the theoretical frameworks of Ritual Economy and the Commodification of Religion with the socio-cultural realities of contemporary Indonesian Muslims.

C. RESEARCH RESULTS AND DISCUSSION
Pilgrimage and Ritual Economy
Anthropologists have long examined the intersection of religion and economy, highlighting how ritual practices are embedded within systems of exchange and consumption. The concept of ritual economy emphasizes the ways in which provisioning and consuming materialize religious worldviews and shape social meaning. In the Indonesian context, Umrah pilgrimage exemplifies this dynamic: religious devotion is enacted through market transactions, travel packages, and branded experiences that simultaneously affirm spiritual values and commodify them.
The commodification of religion has been widely discussed in anthropology and religious studies. Scholars note that commercialization can both enhance accessibility and raise concerns about authenticity, as spiritual practices are reframed through consumerist logics. In Indonesia, the proliferation of Umrah travel agencies and celebrity endorsements illustrates how Islamic rituals are increasingly marketed as lifestyle products, echoing global trends in religious commodification.
[bookmark: ZOTERO_BREF_RNXB9Fpc6bUl][bookmark: ZOTERO_BREF_wiOAltm79mL0]Globalization further complicates this picture. As anthropologists have argued, religious practices are not insulated from global flows of capital, media, and ideology (Brown et al., 2020). Pilgrimage, once framed primarily as a sacred journey, now intersects with tourism, branding, and transnational consumer markets. Recent studies of Muslim pilgrimage in Asia, such as Viola Thimm’s Shopping with Allah, show how gender, consumption, and spirituality converge in package tourism, creating hybrid forms of religious travel that blend devotion with leisure and consumer choice (Thimm, 2023).
Within anthropology, pilgrimage has also been analyzed as a metaphor for ethnographic practice itself, underscoring its role in shaping identity and meaning across contexts. The Indonesian case contributes to these debates by demonstrating how Umrah functions as both a religious obligation and a consumable commodity, producing new forms of Islamic identity that are simultaneously globalized and locally contested.
[bookmark: ZOTERO_BREF_R0BwYsf1Fjnk]This study engages with three overlapping bodies of literature that collectively illuminate the shifting landscape of contemporary Muslim devotional practice. First, the framework of ritual economy helps reveal how religious acts are embedded in systems of provisioning, value creation, and the circulation of material and symbolic goods (McAnany, 2008). Through this lens, worship is not merely a spiritual exercise but also a site where economic and moral meanings are produced, exchanged, and consumed.
[bookmark: ZOTERO_BREF_cV2lyU3WOK7x]Second, scholarship on the commodification of religion provides crucial insight into how spiritual practices are increasingly reframed through market logics. This literature highlights the ways religious experiences become packaged, branded, and standardized, enabling believers to access devotional meaning through commercialized forms (Pujianto et al., 2024). Such perspectives make visible the tension between authenticity and consumer desire, as well as the emergence of new religious subjectivities shaped by capitalist modes of exchange.
Finally, work on globalization and pilgrimage situates Umrah within transnational flows of capital, ideology, mobility, and consumer culture. These studies show how contemporary pilgrimage is transformed by global travel infrastructures, media narratives, and the aspirations of a rapidly expanding Muslim middle class. By bringing these three strands together, this article positions Indonesian Umrah as a critical site for understanding how religion, consumption, and globalization intersect within contemporary anthropology.

Understanding Umrah: Tourism, Consumption, and Religion
[bookmark: ZOTERO_BREF_XBnlHqf1LIIy]In Indonesia, the hope of an improving tourism industry is echoed by the government almost every year. Various sources reported that in the last four years, Indonesia’s tourism industry grew rapidly, while foreign exchange contributions from the sector also increased. In 2018, for example, the Indonesian government announced that tourism growth was “encouraging” because it rose sharply compared to previous years. Indeed, tourism in Indonesia was described as one of the fastest growing sectors in the world (Republika, 2018).
[bookmark: ZOTERO_BREF_GD1NLIrFdaUA]Almost every year, the government launches new programs to attract both domestic and foreign tourists to destinations across the archipelago. The great potential of the tourism industry makes Indonesia optimistic: as long as political conditions remain stable and marketing strategies are effective, the sector’s performance will continue to improve, benefiting the wider population. According to reports, investment in tourism between 2013 and 2017 grew at an average of 20 percent per year. In 2017 alone, investment rose by 31 percent, reaching USD 1.7 billion (Republika, 2018).
[bookmark: ZOTERO_BREF_uym69I6fqKG7][bookmark: ZOTERO_BREF_2WaqT0vh1krD]The tourism industry has thus become a leading sector in Indonesia, contributing significantly to economic growth. In 2017, foreign exchange earnings from tourism reached USD 16.8 billion, with projections of a 20 percent increase to USD 20 billion in 2018 (CNN Indonesia, 2018). The Central Statistics Agency (BPS) recorded that foreign tourist arrivals rose from 11.52 million in 2016 to 14.04 million in 2017, an increase of 21.88 percent (CNN Indonesia, 2018). By 2017, tourism contributed 10 percent to national GDP, the highest nominal in ASEAN. National tourism GDP grew from 4.8 percent to 6.9 percent, surpassing agriculture, automotive manufacturing, and mining.

Lifestyle, Consumption, Tourism and the Rise of Umrah
[bookmark: ZOTERO_BREF_SVywdukDBabf]What is striking is not only the growth in numbers but also the changing market behavior that shapes the industry. The attention of foreign and domestic investors has increasingly focused on two interconnected sectors: lifestyle and tourism. Shopping for branded goods, once a hallmark of the middle class, is now often replaced by experiences — selfies or vlogs taken against the backdrop of tourist sites and scenic landscapes. A senior researcher and anthropologist from UIN Jakarta Jajang Jahroni commented: “This has become a major opportunity for these two interconnected sectors, lifestyle related to culinary, fashion, entertainment, and tourism” (Jahroni, 2022).
[bookmark: ZOTERO_BREF_K2l2sPI7LBxN]In Contemporary Muslim Middle-Class Entrepreneurs (Jajang Jahroni et al., 2022), the authors introduce the concept of the “Muslimpreneur” to describe a growing phenomenon among Indonesia’s urban middle class. They explain that this group of entrepreneurs sees business not only as a way to generate profit but also as a means of embodying Islamic values and emulating the Prophet’s example. As they write, “Business, besides being a way to earn profit, is also a way to emulate the behavior of the Prophet” (Jahroni, 2022). This framing highlights how entrepreneurship is infused with religious meaning, making commerce itself a form of devotion.
This perspective connects directly to the booming Umrah industry in Indonesia. Many of the travel agencies and service providers that facilitate pilgrimage are themselves products of Muslimpreneurship, blending religious obligation with entrepreneurial opportunity. For Indonesia’s middle class, purchasing an Umrah package is not only an act of worship but also participation in a wider Islamic consumer culture. The Muslimpreneur ethos legitimizes this commodification of pilgrimage, presenting it as both spiritually valuable and socially prestigious. In this way, the rise of Umrah reflects the same dynamics described in Jahroni’s work: religion has become a lifestyle, expressed through consumption, entrepreneurship, and mobility, reshaping how Indonesian Muslims practice and experience their faith. 
Tourism thus operates as both an economic engine and a cultural arena. It is not only about foreign exchange earnings but also about reshaping Indonesian consumption patterns. The middle class, in particular, has embraced tourism as a lifestyle marker, signaling modernity, mobility, and global belonging.
[bookmark: ZOTERO_BREF_0H4U6O4pahn0]Within this broader context of Indonesia’s expanding tourism economy, Umrah pilgrimage emerges as a distinctive form of religious travel that blends devotion with consumption. For many Indonesians, the journey to Mecca is narrated not only as a sacred obligation but also as an experience embedded in lifestyle and mobility. Pilgrims often describe their trips in the same language used for leisure tourism, “packages,” “facilities,” “comfort,” yet they simultaneously frame the journey as an act of worship. A Jakarta office worker explained that choosing a premium Umrah package was “like choosing a holiday abroad, but with the added blessing of being close to the Ka’bah” (Moh. Nurjaman, personal communication, July 5, 2019). Such accounts reveal how pilgrimage is marketed, packaged, and consumed within the same globalized economy that shapes secular tourism.
Yet Umrah differs profoundly in its religious significance, producing transformations in pilgrims’ attitudes and practices upon their return. Families often hold gatherings where returning pilgrims recount their experiences, display photographs, and distribute souvenirs from Mecca, reinforcing both spiritual devotion and social prestige. In Solo, for example, neighbors welcome returning pilgrims with prayers and celebratory meals, marking the journey as a communal achievement. Pilgrims themselves frequently speak of renewed commitment to prayer, modesty, or charitable giving, even as they acknowledge the consumerist aspects of their travel. In this way, Umrah functions as both a consumable experience and a transformative ritual, reshaping religious practice while embedding it in the circuits of tourism, lifestyle, and global mobility.
[bookmark: ZOTERO_BREF_l89zjkg20ZGR]The impact of Umrah is therefore twofold. On the one hand, exposure to global tourism and transnational religious networks reshapes Indonesians’ outlook, fostering new forms of Islamic consumerism and lifestyle. On the other hand, the embodied religious experience of pilgrimage generates shifts in cultural behavior, reinforcing devotion while also opening space for more conservative interpretations of Islam. As Lücking (2014) suggests, Umrah is part of a changing Islamic culture in Indonesia, closely tied to the rise of Islamic lifestyle industries (Lücking, 2014).
Beyond the Hajj Quota Explanation
[bookmark: ZOTERO_BREF_pQsEb7Q55iHK][bookmark: ZOTERO_BREF_arcIHaB6n0KM]Most researchers explain the surge in Umrah participation as a pragmatic response to the difficulty of obtaining a Hajj quota. With millions of Indonesians registered for Hajj and annual slots capped at around 210,000–220,000, waiting lists stretch for decades (Masitah, 2015) and (Darmadi, 2014). Umrah, by contrast, can be performed year-round and without quota restrictions, making it an attractive alternative.
While this explanation contains truth, it is insufficient. The popularity of Umrah cannot be reduced to bureaucratic constraints alone. This paper argues that Umrah’s desirability lies in its entanglement with tourism and consumption. Pilgrimage is increasingly marketed as a lifestyle choice, promoted through celebrity endorsements, travel agencies, and social media. For many Indonesians, Umrah represents not only spiritual fulfillment but also participation in a globalized Islamic consumer culture.
The Indonesian middle class plays a central role in this transformation. Rising disposable incomes, coupled with aspirations for global mobility, have made Umrah accessible to millions. Travel agencies package Umrah as part of a broader lifestyle, offering luxury accommodations, shopping tours in Jeddah, and curated itineraries that blend devotion with leisure. Pilgrims often document their journeys through selfies at the Kaaba or vlogs shared on social media, transforming private acts of worship into public performances of piety and status.
This convergence of consumption and religion reflects what anthropologists describe as the ritual economy, the provisioning and consumption of religious meaning through material and symbolic exchange. In Indonesia, Umrah exemplifies how ritual practices are commodified, marketed, and consumed, producing new forms of Islamic identity that are simultaneously globalized and locally contested.
The impact of Umrah extends beyond economics and consumption. Pilgrims frequently describe their journeys as transformative, shaping their religious attitudes and practices upon return. Exposure to Saudi religious culture often introduces more conservative interpretations of Islam, which some Indonesians embrace while others resist. This dynamic generates debates within Indonesian society about the balance between global Islamic influences and local traditions of moderate Islam.
The Indonesian case demonstrates that pilgrimage cannot be understood solely as a religious obligation or bureaucratic alternative to Hajj. Instead, Umrah must be analyzed as part of a broader cultural economy in which tourism, consumption, and religion intersect. By situating Umrah within the context of Indonesia’s booming tourism industry and rising middle-class consumerism, this paper highlights how religious practices are transformed by global economic and cultural forces.
Ultimately, the consumption of Mecca through Umrah pilgrimage reveals the entanglement of devotion and desire, spirituality and consumerism, tradition and modernity. It is in this intersection that contemporary Indonesian Islam is being reshaped, offering critical insights into the anthropology of religion, globalization, and the commodification of ritual.

Performing Umrah: Rituals in a Globalized Islamic Lifestyle?
[bookmark: ZOTERO_BREF_lH8lX9nV2CkJ]In recent years, Umrah has increasingly been described as a form of religious tourism, reflecting broader shifts in how Indonesians spend their leisure and holiday periods. Scholars note that the rising number of Muslims performing Umrah each year is evidence of its growing popularity, supported by the proliferation of travel companies offering diverse packages tailored to pilgrims’ needs (Hasan, 2015). These packages vary in price, duration, and quality, encompassing hotel facilities, airline choices, and the length of stay in the Holy Land. For many prospective pilgrims, package tours are attractive because they consolidate costs, simplify logistics, and provide a sense of security. Independent travel, by contrast, is often more expensive and less predictable, requiring pilgrims to arrange flights, lodging, and schedules themselves.
The commodification of pilgrimage through package tours reflects the broader marketization of religion in Indonesia. Travel agencies compete to differentiate their services, branding themselves as providers of not only logistical convenience but also spiritual enrichment. Advertising often emphasizes not just the efficiency of travel but the promise of a more meaningful religious experience. This intertwining of devotion and consumption illustrates how Umrah has become embedded in Indonesia’s expanding religious economy, where spiritual practices are increasingly mediated by consumer choice.
For many Indonesians, Umrah remains a profound act of gratitude for God’s favor. In mosques and religious gatherings, Muslims are reminded that pilgrimage should cultivate moral improvement and spiritual renewal. Yet critics lament that repeated Umrah journeys are sometimes pursued as lifestyle markers rather than transformative rituals. Pilgrims may return unchanged, raising questions about the meaning of ritual repetition in a consumerist age.
[bookmark: ZOTERO_BREF_XE3Vg0JhyvRl]This tension between devotion and lifestyle consumption was highlighted in a 2015 seminar in Jakarta, which convened experts, practitioners, and socio‑religious observers to ask: How can Umrah worship be made more meaningful for those who undertake it? (Detik.com, 2015). Participants expressed concern that the growing popularity of Umrah risked reducing it to a form of “religious tourism” devoid of spiritual depth. While some pilgrims undertake Umrah as a once‑in‑a‑lifetime journey, others repeat it multiple times, treating it as a marker of social status or religious prestige. The seminar underscored the need to balance accessibility with authenticity, ensuring that pilgrimage remains a transformative act rather than a consumable product.
[bookmark: ZOTERO_BREF_oEL7NCq9izoi]Government officials have also weighed in on the implications of Umrah’s growth. An official of the Ministry of Religion noted that enthusiasm for Umrah continues to rise, partly because Saudi Arabia’s strict Hajj quota leaves Indonesians facing waiting lists of up to 30 years. “This problem makes people rethink registering for Hajj and switch to Umrah. This is a potential market for those engaged in Hajj and Umrah travel,” he explained (Detik.com, 2015). His remarks highlight the dual nature of Umrah: it is both a religious necessity and a lucrative market opportunity.
[bookmark: ZOTERO_BREF_WOsEXqrFm8Tx]The industry’s rapid growth, with an annual turnover estimated at Rp 12 trillion, has attracted not only legitimate entrepreneurs but also rogue operators seeking quick profits (Hanifan, 2016). Reports of fraud and embezzlement have raised concerns about consumer protection, prompting calls for stricter regulation and oversight. At the same time, officials emphasize the need for proper guidance to ensure that Umrah fosters moral improvement rather than superficial lifestyle consumption. The government’s challenge lies in balancing regulation with promotion, safeguarding pilgrims while supporting the industry’s economic potential.

Critiques and Transformative Journeys
[bookmark: ZOTERO_BREF_9eyXwT033Ry9]Sociologist Imam Prasodjo has argued that prospective pilgrims require pre‑departure training to ensure that Umrah is not reduced to “self‑enjoyment” or mere travel. He emphasized the absence of post‑departure programs, which could help pilgrims integrate their experiences into everyday life. “Umrah must be arranged properly. Post‑departure training does not exist, even though the good thing is post‑departure, which can be useful for people,” he observed (Detik.com, 2015). His critique reflects broader concerns about the commodification of ritual, where the focus on logistics and consumption risks overshadowing spiritual transformation.
[bookmark: ZOTERO_BREF_tcHaopyJw7GO]Similarly, Shariah finance and economics expert Syafi’i Antonio stressed that both Hajj and Umrah should be understood as transformative journeys. He argued that pilgrimage ought to produce lasting spiritual change, enabling pilgrims to return as better individuals. In his view, the challenge lies in ensuring that the ritual is not merely performed but internalized as a lifelong source of moral guidance. His emphasis on transformation resonates with anthropological debates about ritual efficacy, highlighting the need to distinguish between ritual performance and ritual meaning (Detik.com, 2015).
[bookmark: ZOTERO_BREF_nfpJdHZH1Aq3]The debates surrounding Umrah reflect broader processes of globalization and consumerism in Indonesian Islam. Pilgrimage is increasingly embedded in a globalized Islamic lifestyle, where devotion intersects with consumption, mobility, and identity (Ho, 2017). Travel agencies market Umrah as part of a broader lifestyle package, offering luxury accommodations, shopping tours in Jeddah, and curated itineraries that blend worship with leisure. Pilgrims often document their journeys through selfies at the Kaaba or vlogs shared on social media, transforming private acts of worship into public performances of piety and status.
This convergence of consumption and religion illustrates what anthropologists describe as the ritual economy, the provisioning and consumption of religious meaning through material and symbolic exchange. In Indonesia, Umrah exemplifies how ritual practices are commodified, marketed, and consumed, producing new forms of Islamic identity that are simultaneously globalized and locally contested. The ritual is no longer confined to the sacred space of Mecca but extends into digital and consumer spaces, reshaping how Indonesians experience and represent their faith.
The Indonesian case demonstrates that Umrah cannot be understood solely as a religious obligation or bureaucratic alternative to Hajj. Instead, it must be analyzed as part of a broader cultural economy in which tourism, consumption, and religion intersect. By situating Umrah within the context of Indonesia’s booming tourism industry and rising middle‑class consumerism, this paper highlights how religious practices are transformed by global economic and cultural forces.
Ultimately, the performance of Umrah reveals the entanglement of devotion and desire, spirituality and consumerism, tradition and modernity. It is in this intersection that contemporary Indonesian Islam is being reshaped, offering critical insights into the anthropology of religion, globalization, and the commodification of ritual.

Umrah Pilgrimage and Its Wider Implications in Contemporary Indonesia
[bookmark: ZOTERO_BREF_Nsgdjb3CdTgT]In contemporary Indonesia, the perception that pilgrimage to Mecca has become easier and more accessible is widespread. As one observer of Indonesia’s urban lifestyle remarked, “Hajj and Umrah are no longer a difficult thing to realize for some urban Muslims. In fact, the interest to carry out these two services (Hajj and Umrah) has increased from year to year and it is now becoming a trend” (Baiquni 2018). This statement captures a broader transformation: pilgrimage, once considered a rare and arduous journey, is now increasingly normalized as part of middle‑class religious life.
The rise of Umrah reflects the intersection of urban affluence, religious devotion, and consumer culture. As purchasing power grows, Indonesians are more willing to spend on services that provide meaningful experiences. A banker cited in Baiquni’s report described this phenomenon as “experience spending,” the willingness to invest in activities that generate lasting memories and spiritual fulfillment. For many, Umrah offers precisely this: a chance to draw closer to the sacred House of Allah while also participating in a globalized religious economy. The ritual thus becomes both a spiritual act and a consumable experience, aligning with broader middle‑class aspirations for mobility, prestige, and identity.
What is striking is that public enthusiasm for Umrah has remained high despite repeated scandals in the industry. Numerous cases of failed travel agencies, fraudulent operators, and undelivered pilgrimages have been reported, yet demand continues to grow. Baiquni (2018) notes that these failures have not diminished interest; rather, they have made pilgrims more critical and selective in choosing travel agents. This resilience underscores the depth of religious desire and the symbolic importance of pilgrimage in Indonesian Muslim life.
[bookmark: ZOTERO_BREF_4rEnF6tMLigx]Despite repeated scandals and the risk of financial loss, demand for Umrah in Indonesia remains remarkably strong. In interviews, pilgrims often describe their determination in terms of niat (intention) and kerinduan (longing) for the sacred House of Allah. One woman from Bandung, West Java explained that even after hearing of neighbors deceived by fraudulent travel agencies, she continued saving for her own journey: “If we wait for certainty, we may never go. Better to try, even if the risk is there, because the reward is with God”(Neng Alit, personal communication, July 3, 2019). Such testimonies reveal how ritual desire outweighs economic rationality, as pilgrims willingly navigate uncertainty, bureaucratic obstacles, and financial strain in pursuit of spiritual fulfillment.
[bookmark: ZOTERO_BREF_o0BdxoxcaYPJ]For many, the pilgrimage is not only about worship but also about social recognition. Returning pilgrims are greeted with honorifics such as Pak Haji or Bu Hajjah, and photographs from Mecca are proudly displayed in homes and shared on social media. These practices mark Umrah as both a religious necessity and a cultural performance of devotion and status. A young professional in South Jakarta described his multiple Umrah trips as a way to “refresh faith” while also signaling success to peers: “Going to Mecca shows that I can provide for my family spiritually and materially”(Moh. Reza 2019). In this sense, Umrah functions as a cultural marker of belonging, embedding individuals within networks of piety, prestige, and community recognition.
[bookmark: ZOTERO_BREF_0adORNZq5C0J]Cultural observers have argued that Umrah is undergoing a significant shift in meaning. Drawing on cultural studies, Maula (2018) connects the behavior of Indonesian pilgrims to broader patterns of market consumerism (Maula, 2018). In her view, Umrah has moved from being a purely sacred ritual to becoming a product consumed in the context of self‑identification. Religion, once a collective marker of identity, is increasingly treated like a commodity, managed and marketed by the industry.
This process reflects what Maula calls the “commodification of daily life.” Pilgrimage is no longer only about worship but also about lifestyle, status, and social class. The influence of pop culture, electronic media, and social media has accelerated this transformation. Pilgrims share selfies from Mecca, vlog their journeys, and display their devotion online, turning private acts of worship into public performances of piety. In this way, Umrah becomes part of a globalized Islamic lifestyle, where ritual intersects with consumption, branding, and digital identity.
[bookmark: ZOTERO_BREF_VPTySuStGCDw]Gabrielle Marranci reminds us that Mecca has always been both a sacred and economic center (Marranci, 2008). From the earliest days of Islam, the city functioned as a hub of trade, politics, and religion. The contemporary commodification of Umrah thus continues a historical pattern, though now amplified by global consumer culture and digital media.
The rapid growth of the Umrah industry has also created opportunities for exploitation. With demand soaring and profits immense, some companies have engaged in fraudulent practices, tarnishing the sanctity of pilgrimage. The two largest scandals in recent years, involving First Travel and Abu Tours in 2018 and 2019, defrauded thousands of pilgrims, with losses amounting to millions of dollars (Antaranews 2019). These cases revealed the vulnerability of pilgrims to deception, highlighting the need for stronger regulation and consumer protection.
The existence of fraud underscores the tension between religious sanctity and market profit. While Umrah is revered as a sacred act of worship, its commercialization has opened space for unscrupulous actors who prioritize financial gain over spiritual integrity. This tension raises critical questions about how religious practices are safeguarded in an era of commodification, and how states, communities, and religious authorities can balance economic opportunity with ethical responsibility.
The implications of these transformations are profound. First, the normalization of Umrah reflects the integration of religion into middle‑class consumer culture, reshaping how Indonesians express devotion. Pilgrimage is increasingly tied to lifestyle, status, and identity, producing new forms of Islamic modernity. Second, the resilience of demand despite fraud highlights the depth of religious desire and the symbolic power of pilgrimage in Indonesian society. Third, the commodification of Umrah raises concerns about authenticity, meaning, and the preservation of spiritual transformation in a consumerist age.
Finally, these shifts contribute to broader debates about the future of Indonesian Islam. As Maula (2018) notes, Umrah is not only a ritual but also a cultural phenomenon shaped by pop culture and social media. Its popularity reflects the globalization of Islamic practice, where devotion intersects with consumption, identity, and digital representation. At the same time, scandals such as First Travel and Abu Tours remind us of the risks of commodification, challenging communities to safeguard the sanctity of worship while navigating the realities of market capitalism.
[bookmark: ZOTERO_BREF_gXPYW1UHRK6D][bookmark: ZOTERO_BREF_1FrQqeBBfylN][bookmark: ZOTERO_BREF_IU3kux8878Af]Umrah pilgrimage in contemporary Indonesia illustrates the complex interplay of religion, consumption, and globalization. Once considered a rare and arduous journey, Umrah has become normalized as part of middle‑class religious life, driven by rising affluence and the desire for meaningful experiences (Baiquni, 2018). Its commodification reflects broader processes of consumerism, where rituals are marketed, consumed, and displayed as lifestyle markers (Maula, 2018). Yet the persistence of fraud and exploitation (Antaranews 2019) reveals the risks of embedding sacred practices within market logics (Antaranews, 2019).
[bookmark: ZOTERO_BREF_oT4UrPduMSSQ]Ultimately, the wider implications of Umrah lie in its dual role as both a sacred ritual and a commodified product. It reshapes Indonesian Islam by integrating devotion into consumer culture, producing new forms of identity, status, and religious practice. At the same time, it challenges communities to reflect on how pilgrimage can remain transformative in an age of commodification, fraud, and globalization. As Marranci (2008) reminds us, Mecca has always been both sacred and economic; the contemporary Indonesian experience of Umrah continues this dual legacy, offering critical insights into the anthropology of religion and the future of Islamic practice in Southeast Asia (Marranci, 2008).

D. CONCLUSION AND SUGGESTIONS
Conclusion
The rapid rise of Umrah pilgrimage in Indonesia has often been explained by the limited opportunities for Muslims to perform the Hajj. With millions of Indonesians registered and annual quotas capped at around 220,000 annually, waiting lists stretch for decades. As a result, many turn to Umrah as an alternative, producing an explosion in participation. Public interest in traveling to Mecca has grown steadily, driven by the desire to fulfill religious obligations and to experience proximity to the sacred House of Allah despite the long delays associated with Hajj.
Yet this explanation, while valid, is insufficient. The phenomenon of Umrah in Indonesia cannot be reduced to bureaucratic constraints alone. By linking the Umrah industry to the broader development of tourism and economic improvement in Indonesia, this paper has shown that rising affluence and mobility among Indonesian Muslims have also played a decisive role. The growth of the middle class, coupled with increased purchasing power, has made international travel more accessible. Pilgrimage, once considered a rare and arduous journey, is now normalized as part of middle‑class religious life. Moreover, the Saudi government has facilitated this trend by easing visa requirements and expanding Umrah quotas for Indonesia, further enabling participation.
The high demand for Umrah has also created opportunities for exploitation. In recent years, the biggest challenge in managing Umrah has been the proliferation of irresponsible and fraudulent travel agencies. The notorious cases of First Travel and Abu Tours, which defrauded thousands of pilgrims and cost them trillions of rupiah, illustrate the vulnerability of pilgrims to deception. These scandals tarnished the sanctity of pilgrimage, revealing how sacred practices can be undermined by market opportunism.
The persistence of fraud underscores the tension between religious devotion and market profit. While Umrah is revered as a sacred act of worship, its commercialization has opened space for unscrupulous actors who prioritize financial gain over spiritual integrity. This tension raises critical questions about how religious practices can be safeguarded in an era of commodification, and how states, communities, and religious authorities can balance economic opportunity with ethical responsibility. Stronger regulation, consumer education, and community oversight are essential to protect pilgrims and preserve the sanctity of worship.
At the same time, the case of Umrah pilgrimage studied here reveals a deeper cultural transformation. Indonesian Muslim societies increasingly exhibit a market orientation, reflecting broader shifts in consumer culture. Religion is no longer simply part of lifestyle; for many, it has become a lifestyle itself. The consumptive desires of daily life, expressed through travel, fashion, digital media, and branded experiences, now shape how people understand and practice religion.
This transformation illustrates the commodification of devotion, where rituals are reframed as consumable products and markers of identity. Pilgrims document their journeys through selfies at the Kaaba, vlogs shared on social media, and curated travel experiences, turning private acts of worship into public performances of piety and status. In this way, Umrah becomes part of a globalized Islamic lifestyle, where devotion intersects with consumption, branding, and digital representation.
The implications of these shifts are profound for contemporary Indonesian Islam. First, the normalization of Umrah reflects the integration of religion into middle‑class consumer culture, reshaping how Indonesians express devotion. Pilgrimage is increasingly tied to lifestyle, status, and identity, producing new forms of Islamic modernity. Second, the resilience of demand despite fraud highlights the depth of religious desire and the symbolic power of pilgrimage in Indonesian society. Third, the commodification of Umrah raises concerns about authenticity, meaning, and the preservation of spiritual transformation in a consumerist age.
These dynamics also contribute to broader debates in anthropology about globalization, ritual economy, and the commodification of religion. Umrah illustrates how sacred practices are embedded in global flows of capital, media, and ideology, producing hybrid forms of devotion that are simultaneously spiritual and consumerist. It challenges scholars to rethink the boundaries between worship and consumption, tradition and modernity, authenticity and commodification.
In conclusion, the rise of Umrah pilgrimage in Indonesia is not merely a response to limited Hajj quotas. It is a complex phenomenon shaped by economic growth, tourism development, consumer culture, and global religious networks. The high interest of Muslims in performing Umrah reflects both devotion and desire, spirituality and consumption. Yet this enthusiasm also exposes pilgrims to risks of fraud and exploitation, underscoring the need for stronger regulation and ethical oversight.
Ultimately, Umrah in contemporary Indonesia reveals the entanglement of religion and lifestyle. For many, religion is not simply part of life but life itself, expressed through consumptive practices that reshape devotion and identity. This transformation offers critical insights into the anthropology of religion, globalization, and the commodification of ritual, highlighting how sacred practices are redefined in an age of consumerism and mobility.

Suggestions
Addressing the ethical dilemma posed by the commercialization of Umrah requires balancing industry growth with the spiritual and financial protection of pilgrims. This requires a dual approach involving strict regulation and strengthening spiritual aspects.
The government and relevant institutions must tighten regulation and oversight of the Umrah travel industry to protect consumers from massive fraud, such as the scandal that caused losses of up to IDR 2 trillion. Stricter oversight, a transparent vetting process, and prompt sanctions against unscrupulous operators are crucial to ensuring the financial integrity of a sector driven by the sincere intentions and spiritual longings of pilgrims.
Furthermore, religious communities and spiritual authorities are encouraged to implement comprehensive pre-departure training and post-return programs. Training should shift from a focus on logistics and self-enjoyment to an emphasis on moral transformation and spiritual deepening. Post-return programs are necessary to integrate the Umrah experience as a source of lifelong moral guidance, thus preventing the ritual from being reduced to mere religious tourism or a mere lifestyle marker.
Finally, it is also recommended that Indonesia improve the attractiveness and infrastructure of domestic tourism—especially religious tourism—as a strategy to stem the substantial capital outflow caused by the high expenditure of Umrah pilgrims abroad.
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