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ABSTRAK

Penelitian ini berfokus pada kontribusi reservasi kamar dan room occupancy dengan
tujuan untuk mengetahui kontribusi platform reservasi online serta platform reservasi
mana yang lebih berkontribusi terhadap room occupancy di The Apurva Kempinski
Bali. Data diambil dengan metode wawancara, observasi, dokumentasi, dan studi
pustaka dengan teknik analisa data yang digunakan yaitu analisis kuantitatif, analisis
kualitatif serta statistic deskriptif dari data sekunder. Adapun tahapan teknik analisis
data dimulai dari uji asumsi klasik, analisa regresi berganda dan uji hipotesis dengan
menggunakan program SPSS 25, serta teknik statistik deskriptif. Hasil penelitian ini
menunjukkan bahwa nilai t hitung dari masing —masing variabel lebih besar daripada
nilai t tabelnya. Dengan demikian, ini berarti terdapat pengaruh yang signifikan dari
kontribusi Online Platform Reservation pada Room Occupancy. Untuk uji F,
didapatkan nilai F hitung lebih besar dari F tabel. Dimana ini berarti bahwa terdapat
pengaruh yang signifikan secara simultan antara Onlne Travel Agent, Hotel Website
dan WhatsApp pada Room Occupancy. Berdasarkan data yang diperoleh,
pertumbuhan kontribusi Online Travel Agent, Hotel Website dan WhatsApp selama
tahun 2019 - 2021 mengalami fluktuasi setiap tahunnya. Rata-rata pertumbuhan
kontribusi Online Travel Agent pada tahun 2019 adalah 31,67%, pada tahun 2020
adalah 57,34% dan pada tahun 2021 adalah 33,41%. Sedangkan untuk rata-rata
pertumbuhan kontribusi Hotel Website pada tahun 2019 adalah 22,97%, pada tahun
2020 adalah 73,92% dan pada tahun 2021 adalah 49,45%. Dan rata-rata
pertumbuhan kontribusi WhatsApp pada tahun 2019 adalah 0,00%, pada tahun 2020
adalah 11,45% dan pada tahun 2021 adalah 25,85%. Diantara ketiga Online Platform
Reservation, rata - rata ertumbuhan Hotel Website merupakan yang terbesar.

Kata Kunci: Online Travel Agent, Hotel Website, WhatsApp, Reservasi, Room
Occupancy
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ABSTRACT

This study focuses on the contribution of room reservation and room occupancy with
the aim of knowing the contribution of the online reservation platform and which
reservation platform contributes more to room occupancy at The Apurva Kempinski
Bali. Data were taken by interview, observation, documentation, and literature study
methods with data analysis techniques used, namely quantitative analysis, qualitative
analysis and descriptive statistics from secondary data. The stages of data analysis
techniques start from the classical assumption test, multiple regression analysis and
hypothesis testing using the SPSS 25 program, as well as descriptive statistical
techniques. The results of this study indicate that the calculated t value of each variable
is greater than the t table value. Thus, this means that there is a significant influence
from the contribution of the Online Platform Reservation on Room Occupancy. For
the F test, the calculated F value is greater than the F table. Where this means that there
1s a simultaneous significant influence between Online Travel Agents, Hotel Websites
and WhatsApp on Room Occupancy. Based on the data obtained, the growth of the
contribution of Online Travel Agents, Hotel Websites and WhatsApp during 2019 -
2021 fluctuated every year. The average online travel agent contribution growth in
2019 was 31.67%, in 2020 it was 57.34% and in 2021 it was 33.41%. Meanwhile, the
average hotel website contribution growth in 2019 was 22.97%, in 2020 it was 73.92%
and in 2021 it was 49.45%. And the average growth of WhatsApp's contribution in
2019 was 0.00%, in 2020 it was 11.45% and in 2021 it was 25.85%. Among the three
Online Reservation Platforms, the average growth of Hotel Websites is the largest.

Keywords: Online Travel Agent, Hotel Website, WhatsApp, Reservations, Room
Occupancy
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CHAPTERI
INTRODUCTION
1.1 Background

The tourism industry is one of the industries that supports the potential of a
sustainable growth sector. Bali is one of the provinces that for years has been known
as one of the favorite tourist destinations for foreign and domestic tourists. Tourist
visits, both domestic and foreign, have an impact on the growth of tourism in Bali. To
support tourist satisfaction during tourist activities, tourist needs must be met starting
from accommodation, transportation and restaurants. Hotels are one of the
accommodation options chosen by tourists, therefore Bali has many hotels ranging
from 1 star to 5 star. Not surprisingly the number of foreign tourists visiting Bali
continues to increase, but due to the impact of COVID-19, there has been a decline in
the number of foreign tourists to Bali in the last 2 years. This can be seen from the data
on foreign tourist visits for the last five years based on data from the Bali Central

Statistics Agency.

Tabel 1. 1 Number of Foreign Tourist Visit to Bali in 2017 - 2021

Year | Number of Tourist Increased
2017 5,697,739 15.62%
2018 6,070,473 6.54%
2019 6,275,210 3.37%
2020 1,069,473 -82,96%
2021 51 -100.00%

Source: Bali Central Statistics Agency, 2021



Based on the table above, the number of foreign tourists who came to Bali in
2017 — 2019 continued to increase. However, at the beginning of 2020 the world was
hit by an outbreak of a disease known as the Corona Virus or Covid 19, causing a
decrease in the number of foreign tourists visiting Bali and a drastic decline in 2021.
This pandemic has also affected many sectors, one of which is the tourism sector.
Tourism in the world experienced a drastic decline, the same as in Indonesia which
also experienced a decline in the tourism sector, especially in Bali. Many hotels in Bali
have had to close their businesses to reduce expenses. However, there are also many 5-
star hotels that have stayed afloat during this pandemic and maintained their room

occupancy rates.

The strategy applied to survive in the pandemic era is to involve the internet a
lot to support promotional activities because currently we live in a world that cannot
be separated from the internet, and business occupies the top position in internet
utilization, regardless of sector. In selling products, marketing strategy is one of the
important capital that must be owned by a hotel which will be able to achieve the targets
and goals that have been previously set within a company. Along with technological
advances, marketing strategies or marketing activities can be carried out by utilizing
digital media or digital marketing. Digital marketing is one of the strategies in
marketing activities (including branding) that uses various web-based digital media
such as blogs, websites, emails, and social media so that they can reach a wider market

share with unlimited time (Yanti, 2019)



Social media in the hospitality industry has become a source for marketing
products such as rooms, breakfast, lunch and dinner, buffets, spas and other amenities
to consumers. Social networks act as a bridge between users and visitors or visitors and
help them communicate with each other online to share their information and opinions
about the hotel (Parvez et al., 2018). According to Becker et al., (2015) the application
of digital marketing consists of several dimensions consisting of websites, search
engine optimization (SEO), pay per click (PPC), online affiliation, online public
relationships, social media, email and customer relationships. management. Most
hotels have implemented marketing activities through digital marketing to increase
room occupancy. In line with research from Noviandari et al., (2018) hotel websites

and online travel agencies contribute directly to room occupancy and hotel revenue.

One of the 5-star hotels The Apurva Kempinski Bali, which is located in the
Sawangan area, Nusa Dua, under the auspices of the international brand Kempinski, is
one that utilizes the contribution of digital marketing in increasing its room occupancy
by applying online reservation platforms such as the Hotel Website, making online
affiliations. by collaborating with several Online Travel Agents (OTA) including
booking.com, agoda.com, expedia, tiket.com and Traveloka as well as by using
Whatsapp for the room reservation process. WhatsApp is used in the room booking
process because WhatsApp is one of the messaging apps that allows users to send
messages, documents, photos and video calls for free. Already, WhatsApp has started

developing WhatsApp marketing to make it easier for business people to sell their



products. Moreover, the reason for WhatsApp marketing is that many customers use

the application and using WhatsApp is more personal and practical. In line with

research from Rahartri (2019) WhatsApp is a practical and timely replacement for SMS

for sending messages. WhatsApp is superior to other chat apps because it is simple and

intuitive. WhatsApp app is very light, save battery and can save internet data.

Based on the description above, the author is interested in knowing how the

contribution of online platform reservations with the title "Contribution of Online

Platform Reservation to Increase Room Occupancy at The Apurva Kempinski Bali".

1.2

1.3

14

Problem Identification

Based on the background above, the issues that can use as a problem is follows:
How does the online platform reservation contribute to increasing room
occupancy at The Apurva Kempinski Bali?

Which online platform reservation contributed the most to increase room

occupancy at The Apurva Kempinski Bali?

Purpose of The Research

Based on the problem identification, the purpose of this research is as follows:
To find out the contribution of online platform reservation to increasing room
occupancy at The Apurva Kempinski Bali

To find out which online platform reservation contributed the most to increasing

room occupancy at The Apurva Kempinski Bali

Significance of the Research

The benefits of this research can be divided into theoretical benefits and practical

benefits, namely:

1.

Theoretical Significance



Theoretically, this research is expected to be able to provide insight and
knowledge of tourism development, especially in terms of reservations.
2. Practical Significance

It is hoped that it can expand and deepen knowledge in the field under study and

be able to identify problems and solutions, especially in the field of reservations.



CHAPTER V
CONCLUSION AND SUGGESTION
5.1 Conclusion
Based on the results of the research and discussion in the previous chapter, can

be concluded as follows:

1. The Contribution of Online Travel Agents to Room occupancy at The Apurva
Kempinski Bali, the t-count value greater than the t-table value. Based on these
findings, the Online Travel Agent contribution for the period 2019-2021 has a
significant influence on The Apurva Kempinski Bali's room occupancy rate. This
significant effect indicates that the Online Travel Agent variable (X1) has a significant
effect on the Room Occupancy (Y) variable, and that as the contribution of the online
travel agency increases, the room occupancy rate also increases. Agoda,Booking.com,
Expedia, Tiket.com and Traveloka,are the dominant online travel agencies who gave

contribution from 2019 to 2021.

The contribution of Online Travel Agents to the room occupancy rate at The
Apurva Kempinski Bali for the period 2019-2021 fluctuates every month. However,
the average contribution of Online Travel Agents has increased every year. In 2019 the
largest online travel agent contribution growth occurred in June with a percentage of
179,57% this is because June is a school holiday time for the Indonesian people, as

stated by E-Commerse Manager The Apurva Kempinski Bali and the growth of online
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contributions The smallest Travel Agent occurred in November with a percentage of -
23,89%, this is because, this month is a low season period. he largest online travel agent
contribution growth in 2020 occurred in August with a percentage of 452,17%, August
was the climax of the High Season which is the holiday season for tourists and the
smallest percentage growth occurred in February with a percentage of -54,90%. This
happened because in February 2020 the Covid-19 virus was detected for the first time
in Indonesia and the government appealed to limit people's mobility. In 2021 the largest
online travel agent contribution growth occurred in October with a percentage of
168,57%, the largest growth occurred in October 2021 due to the Kempinski itself, this
month there were many weddings, so room night increased this month and the
percentage of contribution growth The smallest online travel agent occurred in July
with a percentage of -80,90%, this month's percentage being the smallest because this

month is the month of the low season period.

With an average room occupancy rate of 5.962 room nights, Online Travel
Agent's average contribution growth in 2019 was 31,67%. The average online travel
agent contribution growth in 2020 is 57,34%, with a 3.983 room occupancy rate.
Finally, the average contribution growth of online travel agents in 2021 is 33,41%, and

the average room occupancy rate is 6,264 room nights.

The Contribution of Hotel Website to Room occupancy at The Apurva Kempinski
Bali, the t-count value is greater than the t-table value. Based on these findings, the

Hotel Website Contribution for the period 2019-2021 has a significant influence on
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The Apurva Kempinski Bali's room occupancy rate. This significant effect indicates
that the Hotel Website variable (X2) has a significant effect on the Room Occupancy
(Y) variable, and that as the contribution of the Hotel Website increases, so will the

Room Occupancy Rate.

The contribution of the Hotel Website to the room occupancy rate at The Apurva
Kempinski Bali for the 2019-2021 period fluctuates month by month. In 2019, the
largest Hotel Website contribution growth occurred in March with a percentage of
97,87%, as this month coincided with Nyepi Day, and guests wanted to experience the
atmosphere of Nyepi in Bali. The smallest Hotel Website contribution growth occurred
in June with a percentage of -46,72%. The largest percentage growth for Hotel
Websites in 2020 occurred in July with a percentage of 260,00%, because people
already believe that The Apurva Kempinski Bali is difficult to be a safe place to stay
even though Covid is still haunting, and the smallest percentage growth occurs in
October with a percentage of -55,88%, because October is a month with a low season
period. In 2021, the largest Hotel Website contribution growth occurred in September
with a percentage of 300,00%, owning to the high number of group meetings held
during this month. The smallest percentage increase in Hotel Website contribution

growth occurred in July, with a percentage of -76,00%.

With an average room occupancy rate of 5.962 room nights, the average growth
of the Hotel Website contribution in 2019 was 0,23%. The average growth of the Hotel

Website contribution in 2020 is 73,92%, with a room occupancy rate of 3.983. Finally,
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in 2021, the average growth of the Hotel Website contribution is 49,45%, with a room

occupancy rate of 6.264 room nights.

The Contribution of WhatsApp to Room occupancy at The Apurva Kempinski
Bali, the t-count value is greater than the t-table value. According to these findings,
WhatsApp's contribution for the 2019-2021 period has a significant impact on the room
occupancy rate at The Apurva Kempinski Bali. This significant effect indicates that the
WhatsApp variable (X3) has a significant effect on the Room Occupancy (Y) variable,

and that as WhatsApp's contribution increases, so will the Room Occupancy Rate.

The contribution of WhatsApp to the room occupancy rate at The Apurva
Kempinski Bali for the 2020-2021 period fluctuates month by month. WhatsApp was
only used in October 2020, so it did not contribute in 2019. WhatsApp's largest
contribution growth in 2020 occurred in November with a percentage of 110,71%;
although it was only used to facilitate interaction with guests, many guests used
WhatsApp to confirm bookings this month. Because October is a low season month,
the largest WhatsApp contribution growth in 2021 occurred in February with a
percentage of 184,00%, and the smallest WhatsApp contribution growth occurred in

July with a percentage of -50,75%.

WhatsApp's average contribution growth rate in 2020 is 11,45%, and the average
room occupancy rate is 3.983. At last, WhatsApp's average contribution growth in 2021

is 25,87%, and the average room occupancy rate is 6.264 room nights.
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2. In 2020, the average contribution growth of Online Travel Agents and Hotel
Websites increased, while in 2021, the average contribution growth of Online Travel
Agents and Hotel Websites decreased. In terms of average growth, WhatsApp's
contribution will rise in 2021. When compared to the average growth of contributions
from Online Travel Agents, Hotel Websites, and WhatsApp, the growth of
contributions from Hotel Websites is greater. This is partly because the hotel website
is linked to the Kempinski membership program, allowing the hotel to provide the
lowest offer through member prices via the hotel website, as stated by Reservation
Manager The Apurva Kempinski Bali. Apart from being related to membership, hotels
do not have to share commissions with hotel websites, as is the case with Online Travel
Agents.
5.2 Suggestion

Based on the results of the data analysis, discussion, and conclusions from this
study, the writer can make the following suggestions to The Apurva Kempinski Bali,
the first one expanding the network of cooperation with Online Travel Agents,
particularly overseas agents, given that overseas flights have been opened. The second
one, improving the use of WhatsApp in the process of booking rooms for guests, given
that WhatsApp is the most commonly used communication app among the general
public. And last but not least pay closer attention to room availability to avoid

overbooking, which can be detrimental to the hotel.
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