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of 100 respondents was selected using the Purposive Sampling
method at Tebing Breksi Beach. Data analysis was carried out using
simple linear regression and statistical tests with the help of IBM
SPSS version 26 software. The research results showed that the
application of Sapta Pesona had an effect of 36.8% on tourist loyalty
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BACKGROUND

Tourism is a critical pillar of Indonesia's economy, and hotels play a crucial role in its
success. As more and more people discover Indonesia's beauty and charm, the hotel industry is
experiencing significant growth. However, this growth comes with its unique set of challenges.
The tourism and hospitality sector is highly dynamic and susceptible to various shifts, be they
gradual, such as changes in consumer preferences, technology, and supply chains, or sudden,
such as natural disasters.

Despite these challenges, the hotel industry continues to evolve, adapting to the ever-
changing landscape. Hotel managers are adept at strategically allocating rooms for sale,

considering timing and pricing, and using data-driven insights to formulate and execute
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effective strategies. Revenue management's skillset is central to hotels' sustainability and
resilience, and its importance cannot be overstated.

Revenue management aims to optimize the revenue-per-available-room, a metric that
reflects adept inventory management. Ideally, every room should be occupied nightly, aiming
for full occupancy to achieve this goal. Achieving full occupancy is a challenging task requiring
meticulous planning and execution. Hotel managers must be aware of the latest trends and
constantly adapt their strategies to remain competitive.

The hotel industry is not just about maximizing profits; it also plays a crucial role in
preserving and developing local arts and culture. Hotels are integral to the superstructure of
tourism, and they not only drive employment growth within the sector but also foster the
preservation and development of local arts and culture. By doing so, they help to create a unique
and authentic experience for tourists, which is a significant reason why people visit Indonesia.

The commitment of hotel managers to excellence inspires market leadership and
reflects the resilience of the hotel industry. They are not just managing rooms; they are
managing experiences. They are passionate about providing their guests with the best possible
experience and creating memories that will last a lifetime. The hotel industry continues to grow
and evolve, and with it, there are opportunities to provide exceptional experiences for tourists

visiting Indonesia.

Figure 1. Market positioning process
MADA is a tool to acquire accurate and reliable data intelligence (refer to Figure 1).
The prerequisites for valuable data, as outlined by Sugiarto (2022), include
e objectivity, representing real-world scenarios with high accuracy;
e representativeness, depicting relevant conditions;

e precision, accurately reflecting measured parameters with minimal deviation, and
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e reliability, ensuring correctness, timeliness, and relevance to address current issues

under discussion.

Each input data should adhere to these criteria for quality data. Exemplary data will be
categorized based on parameters to facilitate sorting and processing.

Data and analysis are indispensable for understanding and pre-empting market
dynamics. Concurrently, industry and academia require assistance in data collection and
analysis to adequately map competition among tourism businesses, forecast tourism trends, and
identify patterns. The study's problem identification encompasses the following:

a. The significance of competitive analysis for hotel management.

b. Methods for conducting data collection and initial analysis related to competitive
analysis.

c. The extent of economic support from industry players in facilitating the development
of this application.

Given the background mentioned earlier and the issues, the study sets forth the
following objectives:

a. Assess the importance of competitive analysis for hotel management.

b. Streamline the process of data collection and initial analysis pertinent to competitive
analysis.

c. Evaluate the level of economic support from industry players for developing this
aﬂplication.

The subsequent sections of the paper are structured as follows: Section 2 provides a
comprehensive feasibility re\gw of the digital hospitality analytic insight application to
anticipate business dynamics. Finally, Section 3 concludes the study and outlines avenues for
future research.

Feasibility Review of MADA as a Digital Hospitality Analytic Insight Application to
Anticipate Business Dynamics

Good data can only be obtained through an adequate market intelligence process
followed by qualified market analysis techniques and competition analysis (Hill, Charles, ez
al., 2007). Data that plays an important role in the market intelligence process iSﬁ integration
of cross-sectional data and time series data with its components which include Secular Trend,
Cyclical Variation, Seggonal Variation and Irregular Variation. Cross section data is taken at a
time and place, while TIME SE%S data is a collection of data recorded over a period of time
to make decisions and plans. It usually assumes a past pattern to continue to the future

(Sugiarto, et al., 2021).
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The output of the two processes on the collected data is the main material for decisions
making in the revenue management process. The idea of providing an application to assist
industry players in obtaining data and reports regarding market conditions and the position of
their hotels from a competitive perspective requires the development of formulation,
programming, and technology. The involvement of hotel operational analysis experts,
programmers and system developers, and system analysts determine the success of the
expected application development.

Digital technology is developing rapidly; the development of 4G will soon become 5G,
which will become the basis for an increasingly reliable network.; This will ensure smooth
gadget-based data traffic. The MVC (Model, View Controller) system programming is also
growing; a certainty that there will be supporters who will later use this application is also
critical so that this application is feasible as a commercial project (see Figure 2). This study is
complemented by a survey consisting of 17 questions to identify support for MADA. These
questions are primarily addressed to GMs with digital surveys through the Indonesian General
Managers Association (IHGMA) to identify how important this competitive analysis is for
hotel leaders; the second is to identify the willingness of hotel top management to be actively
involved in providing accurate and timely data. The third is to identify economic support for

the need for the importance of market analysis applications.

Figure 2. MVC system programming, Subscription approach, and Contribution (Sources:
Dimata Intelegent IT Solutions Processed 2022)
This study was completed with 17 survey questions to identify support for MADA.
These questions were primarily addressed to GM with a digital survey through the Association
of General Managers Indonesia (IHGMA) to identify how important this competitive analysis
is for hotel leaders. Secondly, this survey question aims to identify the willingness of top hotel
management to be actively involved in providing accurate and reliable data. The third is to

identify economic support for the need for the importance of market analysis apps. The survey
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was conducted from February 22 to March 1, 2022, with 109 respondents. Of all respondents,
68.52% of respondents stated that they were very and "very, very" familiar with competitive
analysis. As many as 65 respondents, or 68.44%, stated that they made and needed this analysis
at least once a week. The majority, 40.74%, stated that they conducted a competition analysis
daily. Interestingly, 95.33% of respondents stated that competition analysis was very important,
and 93.52% used it as the basis for pricing and positioning policies. None of the respondents
stated that this analysis was not important and that it was important to use this analysis to

determine pricing and positioning policies (see Figure 3).

Q4: Seberapa pentingkah hasil Competitive Analysis sebagai dasar kebijakan
"pricing" dan "positioning" hotel yang anda pimpin
Answered: 108 Skipped: 1
ANSWER CHOICES RESPONSES
= Someshal mpertant b
e 0%
Nt 50 imporart -
ot a3l mmponant
........ OTAL ™

Figure 3. Determining pricing and positioning policies
Regarding respondents' satisfaction with the current analysis results, 56.48% said they
were satisfied, 34.20% doubted, and only 9.26% said they were not satisfied; This shows that
respondents have seriously tried to get and process the data obtained to be applied in the
policies they take. Nevertheless, on the other hand, doubts about the accuracy of the data

obtained are still dominant, even almost in-par with the percentage of satisfaction.

Q5: Apakah anda puas dengan hasil analisa data yang anda dapatkan selama ini?
Qf: Apakah menuna anda, akurasi competitive data yang anda peroleh selama in memuaskan?
Answered 108 Skipped 1

S e oS s s msroenes

Figure 4. Results of analysis and accuracy of data
Regarding doubts about the accuracy of the data and answering the seventh question,

about respondents’' interest in increasing data accuracy, 88.79% of respondents stated that they
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were "very, very" interested and very interested in being involved (see Figure 4). A small
percentage, namely 11.21% or as many as 12 respondents, indicated a slight interest in
improving the accuracy of the competition analysis data. However, no one stated that they were
not interested. Re-confirming respondents' interest and willingness to share accurate data on
occupancy rates and daily average prices, 85.32% of respondents agree and strongly agree to

share accurate data, as shown in the Figure 5 below.

Q7- Apakah anda tertarlk uniuk teriibat dalam peningkatan akurasi data competitive analysis?
Q11: apakah anda sefujy BERBAG! data akurat lentang fingkat hunin dan harga rata rata harian anda

Q7 Answered: 107 Skipped: 2 Q11 Answered: 1089 Skipped: 0

ANSWER CHOMCES

Exterrry temeited = Storgpy agpee

oy rmn a A

Samental risesied bt sgpve o Saspes

Mt 33 mlevesied 0.00% L Dagre
ot a et Qo Storgy srape
ToTL 107 S = _l

Figure 5. accurate data involvements chart
In line with the plan for collecting and sorting data and the analysis results, respondents
indicated the importance of market competition based on location (local, regional, national),

price level (average rate), star rating and occupancy rate (see Figure 6).

Average
Occupancy

Star Rated
18% 235

Average

Rate

,  Location
“Inearby)/region
36%

Figure 6. Rank of Market Competition from respondent’s perspective
Market competition analysis yields several important indications for decision-making;:
these indications are Fair and actual market share, Market penetration index, price penetration
index, revenue penetration index and market leader identification. In this case, respondents

indicate their needs as shown in the following Figure 7.
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Market leader identication

& Pervetration Indes

Market Penetration Index
23%

Price Penatratian indes

Figure 7. The market indices rank from the respondents’ perspectives

All analysis results have relatively equal importance to respondents; once again, this
indicates how a comprehensive analysis and a complete analysis result report will be a
benchmark for the success of this application in the eyes of its users. Of 109 respondents, 106
of them or 97.25% of respondents agree and strongly agree to support the development of this
marketing wizard application. Furthermore, in question number 12, identified 90 respondents
out of 109 or 82.57%, agreed to become an active member. Amongst the 104 respondents who
answered question number 13, 57.69% of GMs will input the data themselves. 29.81% will
submit it to FC/AFC or accountants, 45.19% will submit it to FOM/ Duty Manager, and only

18.27% will entrust it to the reservation/reception (see Figure 8).

Q12: Apakah anda setuju untuk menjadi member aktif aplikasi Competitive Analysis yg sedang kami susun?
Q13: Menurut anda, siapakah yang dapat anda percaya dalam berbagi data tingkat hunian dan harga rata rata secara
akurat?

Q12 Answered 109  Skipped 0

"'"-

Q13 Answered. 104 Skipped 5
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Figure 8. Indication of active participation
Furthermore, with questions number 14 to 17, the survey wants to identify the most
appropriate form of contribution to finance the maintenance and development of this apps and
the value of the contribution. In identifying the respondent's contributions, 25.69% of

respondents indicate that monthly cash support is the best form of contribution, 72.82%
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indicate the value is in the range of 1-3 million, and the remaining 28.15% indicate an

equivalent cash contribution can reach the range of 3-8 million per year (see Figure 9).

Q14: menurut anda, apakah bentuk kontribusi yang paling tepat untuk membiayai
pemeliharaan dan pengembangan system aplikasi ini?
Answered 109 Skipped: 0
Barter room o
ight — Bulanan;
ANSWER CHOICES RESPONSES Tahunan; | teapi,
" 2o [P -
A0 Suanan ,Jf .
"
2 Erae Bt @ Ly
" - e Cash Ena
Barer oo gt Budaran 25% B Cash m
= == Tt Bulanan
bt oo gt eran b 15E% | 7.34% ‘
Casn Taturan 7% ]
Bater room nft Taburan o ] Bareer reom Barter room
= - night enam f:'&"\
TOTAL ] Sakirms Butanan;
15,60% 2294%

Figure 9. Respondents respond on form of contribution
However, 60.56% of respondents indicate the best form of contribution is with room
barter. Figure 10 is the room barter chart indicating the number of rooms barter according to

the hotel's star rating (see Figure 10).

Q16: apabila kontribusi room night, berapakah nilai barter (tahu@@») yg menurut anda pantas
Answered: 105 Skipped: 4 o o
ANSWER CHOICES RESPONSES
——y - Untuk ot ik 5, bt 2- 4 rom ight e ahun am X
o Uk ot Btan , bt 46 oo gt ps au um 0
presorg O ik Hole Bintang 3, bater .- 8 oom nightpe ahun A% 2o
etk Hote Noirkang 81 o night pe tahn gL
artaa 4 10 oom night o voketay bass ame %
mooww e s ws son eos| Tolal Respondents: 105
0 o 0

Figure 10. the number of rooms barter according to the hotel's star rating.

Based on the survey results in question 16, the average contribution of five-star hotels
will be 3 room nights, four stars is 5 room nights, three stars for 6 room nights and non-stars
for 8 room nights. Suppose the room price for a five-star hotel is 1.5 million rupiahs. In that
case, 4-star is 750 thousand rupiahs, 3-star is 350 thousand rupiahs, and non-star is 250
thousand rupiahs; by calculating the proportional contribution, the average value per room
night is 561,364 rupiah. Assuming that this barter will be "voluntarily" bartering 4-10 room
nights with an average (median) of 6 room nights, then the average barter value per year per

hotel reaches Rp. 3,368,184. Furthermore, according to the survey question 12, there are 90
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respondents confirmed to contribute, that makes Rp 303.136.364 of yearly income (see Figure

1)

‘Answer Choices Responses Contributions Rate Sum
untuk Hotel bintang 5, barter 2 - 4 room night per tahun 28,67%| 30| median| 3 1500000 | 4.500.000
untuk Hotel Bintang 4, barter 4 - & room night per tahun 44.T6%| 47| median| 5 750.000 | 3.750.000
untuk Hotel Bintang 3, barter 6 - B room night per tahun 2095%| 22| median| & 350.000 | 2.100.000
untuk Hotel Non-bintang & - 10 room night pertahun 11.43%| 12| median| 8 250,000 | 2.000.000
Average value per reom night] 22 561.364 | 12.350.000
antara 4 - 10 oom night on voluntary basis | 24.7G%| 25| median| 6 3.368.182
Answered 105/
Skipped 4
partisipasi aktif 90 303.136.364

Figure 11. Simulation of confirmed contribution
The last question, number 17, is the final question to reconfirm that the Marketing
Wizard is a collaborative form of Indonesian tourism actors to better understand the business
trends and promote healthy competition in elevating Indonesian tourism with 94.44% of

respondents stated they agree and "strongly agree" (see Figure 12).

untuk memahami trend bisnis, persaingan sehat dan berkolaborasi membangun
kepariwisataan Indonesia
Answered 108 Skipped. 1 F

AUSHERCHOLES RESPONSES

I I {rd)
2
‘;e
=

000%

Figure 12. Level of support of towards MADA

CONCLUSION

About 9533% of respondents stated that competition analysis was important and very
important, and 93.52% used it as the basis for pricing and positioning policies. None of the
respondents stated that this analysis is not important. Data collection will be carried out through
android-based applications, where each input data will be grouped according to the perimeter
to facilitate sorting and processing. The data that has been identified is sorted by system
programming and then enters further processing in the form of a competition analysis that
produces reports: Market penetration index, Rate penetration Index and Revenue penetration
index. From these three indexes, the market leader position is determined. According to survey
question 12 (Q12) results, 90 respondents stated that they were ready to become active

members. In question 14 (Q14), 60.56% of respondents stated that participation financing was
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carried out by barter room nights with an average value of 6 room nights. Through question 16
(Q16), calculation of proportional contribution, the average value per room night is IDR
561,364 it can be projected that the contribution value per year will reach IDR 303,136,364 or
IDR 25,261,363 for system maintenance per month. Thus, the survey results show that this

Marketing wizard application is feasible to be developed.

5
REFERENCES

Attila, A. T. (2016). The impact of the hotel industry on the competitiveness of tourism
destinations in  Hungary. Journal of Competitiveness, 8(4), 85-104.

https://doi.org/10.7441/joc.2016.04.06

(Bicrtag, H. (2019). Hospitality sales and marketing. https://doi.org/10.1201/9780429057205

Forgacs, G. #910). Revenue management: Maximizing revenue in hospitality operations.
http:ﬂwww.amazon.com;’Rﬁmluc-Managcmcnt-Maximizing-Hosnitalitv-
Operations/dp/0866123482/ref=sr_1 13?s=books&ie=UTE8&qid=1405990702&sr=1
-13&keywords=Hospitality+operation

Hill, C. W. L., Jones, G. R., & Galvin, P. (2007). Strategic management: An integrated

approach.

Le,Q.H., Nguyen, T. X. T., & Le, T. T. T. (2020). Customer satisfaction in hotel services: A
case study of Thanh Hoa Province, Vietnam. The Journal of Asian Finance, Economics
ang)Business, 7(10). 919-927.

Lo, P., & Sugiarto. (2021). Strategic planning in SMEs: A case study in Indonesia. Journal of
Asian Finance, Economics and Business, 8(2), 1157-1168.

Lo, P., Sugiarto, Handyanto, W., & Yosevina, C. (2023). Adopting the enhanced crafting

(4] strategy to predict hotel resilience. Quality - Access to Success, 24(192), 385-400.

Roostaie, S., Nawari, N., & Kibert, C. J. (2019). Sustainability and resilience: A review of
definitions, relationships, and their integration into a combined building assessment
framework. Building and Environment, 154, 132-144.
https:/ggi.org/10.1016/j.buildenv.2019.02.042

Sandler, M. (1997). Marketing in the hospitality industry. Cornell Hotel and Restaurant
Adminiglation Quarterly, 38(5). https://doi.org/10.1177/001088049703800529

Sugiarto, S., & Hongyanto. (2021). Statistika terapan untuk bisnis dan ekonomi. Yogyakarta:
Penerbit Andi.

Sugiarto. (2022). Metodologi penelitian bisnis (2nd ed.). Yogyakarta: Penerbit Andi.

Suwithi, N. ~W. (2013). Hotel industry. Hospitality  Industry, 16.
https://bsd.pendidikan.id/data/2013/kelas_10smk/Kelas_10_SMK Industri_Perhotela

n_Ll.pdf

42 ICGTSAVE - VOLUME. 1 NO. 1 TAHUN 2024




MADA - Marketing Analytic Digital Apps: A Business
Dynamics Trajectory

ORIGINALITY REPORT

166 144 34 104

SIMILARITY INDEX INTERNET SOURCES PUBLICATIONS STUDENT PAPERS

PRIMARY SOURCES

icgtsave.stipram.ac.id

Internet Source

A

www.koreascience.or.kr

Internet Source

2%

wiyatamandala.e-journal.id

Internet Source

2%

Submitted to Curtin University of Technology

Student Paper

(K

Submitted to Blue Mountain Hotel School
Student Paper

(K

arxiv.org

Internet Source

(K

Submitted to Cyprus International University
Student Paper

(K

WWW.Sssoar.info

Internet Source

(K

6
B
£l

gspace.qu.edu.ga

Internet Source

(K




iﬂ?nr;r;;&red to Queen's College <1 o
Isnz:'nleazISL;ur:CeefairytaIes.blogspot.com <1 o
et o <Tw
iﬂ?nmlgzred to Westcliff University <1 o
pulcoserd <Tw
K:x}zyiagdfonline.com <1 o
iigirgizred to University of Portsmouth <1 o
glﬂ?nmlggred to Vietnamese-German University <1 o

Exclude quotes Off Exclude matches

Exclude bibliography Off

Off



