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 Abstract—Travel Bureau Companies sell various kinds of 

products from various suppliers, such as hotels, restaurants, 

transportation and so on. These products are packaged in a 

tour package and offered to tourists or bureaus abroad at a 

predetermined price. Not infrequently there are customers who 

want a tour package with a variety of product choices that are 

different from the package offered. Costumers want to choose 

products and arrange them into tour packages according to 

their wishes, and know the price. The price of this tour package 

is determined based on the number of people, the country of 

origin of the guests and the time of service. After being sure of 

the choice and agreeing with the price set, customers can 

immediately order the tour package. Based on the order made, 

the company will then handle the order. This research is 

intended to develop a system that can be used to conduct tour 

package pricing according to costumer choice and handling 

tour package orders by costumers at tour and travel bureaus. 

The system was developed with an object-oriented 

methodology and uses the VB.Net 2012 programming language 

and MySQL as its database. 

Keywords—systems, quotation, reservation, tour packages, 

travel bureau 

I. INTRODUCTION 

The rapid development of information technology has an 
impact on the ease of getting information. Any information in 
fast and easy can be found [1]. For companies, this will 
certainly increase competition and they are required to be 
able to provide fast and accurate services to their customers 
[2]. Besides that, the company must also be able to provide 
various products / services that are in accordance with the 
wishes of customers [3]. This condition is very evident in the 
world of tourism, especially for travel bureau companies. 
This travel bureau is a company that sells a variety of 
products such as hotels, restaurants, transport and so on 
which are packaged in various tour packages [4]. This tour 
package with a predetermined price is then offered to 
prospective buyers. Most travel bureaus set tour packages 
according to market demand, while there are travel bureaus 
that do not have their own tour packages, and are mainly 
dependent on tourists [5]. 

Before the ease of obtaining information, especially a 
variety of information related to existing tourist destinations, 
products or tourist attractions, tourists tend to choose and 
agree with the tour packages offered by travel bureau 
companies [6]. On the contrary, there is now a tendency for 
tourists to choose or determine their own service packages 
they want [7][8][9]. Of course the company still provides 
tour packages that can be chosen directly. In order for 

customers to have the freedom to choose a variety of 
products and arrange them into tour packages, the company 
must offer a variety of products [10]. In addition to a variety 
of products, companies must also have the ability to perform 
fast and accurate pricing calculations [11, 12]. 

The price of a tour package offered by a company is 
usually based on the price contract from the supplier and is 
then marked up [13]. Another thing that can affect prices is 
the service time factor that is associated with high / low 
season time, the country of origin of customers and the 
number of people in the group [14, 15]. The pricing of this 
tour package is actually relatively easy, because it has 
standard rules and conditions. The problem lies only in 
precision and accuracy, especially with regard to diverse 
product combinations in the preparation of tour packages and 
a large variety of products [16]. Because of the nature of 
routine and standard work, the use of information systems for 
pricing tour packages will be able to overcome this problem 
[17]. 

Customers who have chosen a tour package option and 
agree to the price, will immediately place an order with the 
travel bureau company that offers it. Based on orders 
received by this tour package, the company will carry out its 
service process. This service process needs to be carefully 
prepared, because it relates to other parties, such as suppliers 
and guides. To support and facilitate the handling, it is 
necessary to develop and integrate a pricing system and tour 
package ordering system [18, 19].  This research was 
conducted to produce an information system that integrates 
the process of preparing and pricing tour packages carried 
out by customers with the process of recording and handling 
orders made by the company. The existence of an integrated 
system is believed to be able to increase the speed of service 
of the company, and automatically will also increase the 
company's competitiveness [20, 21]. 

II. LITERATURE REVIEW  

The quality of the relationship between customers and 
travel bureau companies is very much influenced by 
customer experience. The key factors that have a positive 
impact on the quality of relationships directly are the 
dimensions of THINK and ACT. While the dimensions of 
FEEL and SENSE have an impact on online relations [22]. 
The negative perception caused by customer mistrust, 
qualified companies, negative mass media coverage and 
failure to attract new customers is a very serious threat to 
travel bureau companies. This very subjective perception is 
very different according to culture and time of occurrence. 
This dynamic perception will be experienced before the 
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purchase, at the time of purchase, after service and 
afterwards. The perception that is created is very closely 
related to (1) the functional value of the travel bureau 
(installation); (2) functional value of travel bureau contact 
personnel (professionalism); (3) functional value of 
purchased tour packages (quality); (4) the price of functional 
value; (5) emotional value; and (6) social values [23]. This 
perception can be countered by the use of Internet technology 
as a medium for disseminating information, developing new 
products and creating special markets [24]. Innovations that 
can be done by companies are implementing product, 
process, marketing and organizational packages that will 
have an impact on business models [25]. There is a 
significant relationship between service innovation and the 
operational sustainability of the company, and between 
organizational innovation and the number of personnel [26]. 

Various alternative strategies can be applied by travel 
bureau companies in the market with high Internet 
penetration [27]. The strategy of giving discounts turns out to 
be claimed not as the right choice. There are 2 (two) 
strategies that are believed to be able to make a travel bureau 
company survive, that is, if it focuses on specific services or 
focuses on certain market segments. Research shows that the 
use of travel bureaus is indeed related to specific services 
related to tour packages, transportation services, and 
destinations unknown to tourists. The findings of this study 
support the idea that the most promising future for travel 
bureaus will lie in specialization in the context of travel and 
travel components where other booking channels and the 
media may not be able to offer full replacement for travel 
bureau services [28]. Empirical findings indicate that tourist 
reviews have a significant impact on online sales, with a 10 
percent increase in rating of traveler reviews increasing 
online bookings by more than five percent. The results 
highlight the importance of reviews made by online users for 
business performance in tourism [29]. 

III. RESEARCH METHODS 

To produce a good and quality system, it will be carried 
out with a gradual and continuous process which is 
commonly called the Waterfall development method, with an 
object oriented approach [30, 31]. The process will be 
divided into 3 (three) stages, namely the stages of object-
oriented analysis (OOA), object-oriented design (OOD) and 
object-oriented programming (OOP) [32, 33]. The process 
begins by identifying the system requirements that will be 
built, namely in the form of identifying information that must 
be generated and how the system works [34]. The results of 
this stage will be presented in several object-oriented models 
[35]. The results of this analysis are then used as the basis for 
designing object-oriented systems as well. In this design the 
components that will build the system and their interactions 
with others will be described [36, 37]. The results of these 
two stages will be presented in the form of several object-
oriented models using UML (Unified Modeling Language) 
[38][39][40]. As a final stage, a system development will be 
carried out, namely writing the program by translating the 
system design using the programming language used 
[41][42][43]. The system will be built using the VB.Net 2012 
programming language and MySQL as a data collection 
database from the system. 

IV. RESULTS AND DISCUSSION 

Tour packages sold by travel bureau companies are a 
combination of various products obtained from bureaus / 
suppliers, such as tours, hotels, restaurants, transport and 
others at predetermined prices. This tour package offer is 
sometimes not in accordance with the wishes of customers. 
Some want special packages that are in accordance with their 
own wishes. For cases like this, the marketing staff will 
compile a new tour package, and calculate the price of the 
package. If approved, then the customer then orders the 
chosen tour package. This order is recorded by the 
reservation staff and follows up with the service preparation 
process. 

There are 3 (three) factors that are taken into account in 
the price of a tour package, with a presentation level 
determined by the company. The three factors that affect the 
selling price of the tour package are the country of origin of 
the prospective buyer, the number of the person in the group 
and the period of time (session period). The level of 
presentation of national origin is adjusted to the target 
country / target market of the company. To increase the 
number of buyers, the number of person in the group are used 
as the basis for presentation level setting. As for the time of 
service associated with the holiday season or not. Services on 
the holiday season tend to be more expensive than normal 
days. Determination of the level of presentation related to 
these three factors can be changed and adjusted by the 
company, tailored to the needs and conditions that exist. 

Orders made by the buyer will be recorded by the 
reservation section. This order was then followed up by the 
operational department in preparation for its service. This 
service preparation includes follow-up ordering products 
related to tour packages ordered by buyers to suppliers, 
preparation of service programs and other service 
preparation, including preparation of related documents. 

The system to be built must be able to handle the 2 (two) 
activities mentioned above, namely the process of preparing 
and pricing tour packages in accordance with the wishes of 
prospective buyers, and handling the process of recording 
and handling tour package orders carried out by buyers. In 
preparing and pricing tour packages, prospective buyers just 
choose the product they want and see how much the product / 
package they choose. The system sets the price of the 
package in accordance with the applicable provisions in the 
company. Furthermore, if the arranged tourism package is 
agreed upon by prospective buyers, then the order is made 
into the ordering system. This tour package order is then 
followed up by the company's operational staff. 

The above description is the result of the analysis phase 
in a system development. This result is referred to as system 
requirements. Furthermore, this system requirement can be 
described by a model. In object-oriented modeling using 
UML, the model of analysis results can be described in a use 
case diagram model. The results are shown in Fig. 1. 
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Fig. 1. Use case diagram. 

As shown in Fig.. 1, the system built is an integration of 2 
(two) subsystems, namely Quotation and Reservation. The 
Quotation subsystem will specifically handle the preparation 
and pricing of tour packages carried out by prospective 
buyers. The Reservation subsystem will be used to handle 
orders that have been sent by the buyer, after making the 
preparation and pricing. This Reservation System will be 
operated by company staff. In addition to these two 
subsystems, the system is also equipped with master data 
handling facilities related to tour package price calculation 
and order handling. 

The system will be operated by 2 (two) user groups, 
namely Guest and Staff. Guest users are prospective buyers 
who can make arrangements, pricing and booking tour 
packages. This Guest activity is fully related to the 
functionality of the Quotation subsystem. Staff users will 
operate the Reservation subsystem and handle data masters. 
The data handled is Product data offered to buyers, Supplier 
of each product and Guide assigned to accompany buyers 
during the service process. In handling master data, staff will 
deal with a lot of Suppliers and Guides. 

To handle this overall needs, the system built will have 3 
(three) main menu items, namely Quotations, Reservations, 
and Masters. The process and object interactions that occur in 
this system can be explained in the interaction model of the 
UML model, namely the Sequence Diagram model as shown 
in Fig. 2. 

In Fig. 2 it appears that Guest can choose the Quotation 
menu. In this case Guest means activating the Quotation 
subsystem. What Guest can do is making tour packages and 
at the same time pricing, see a list of existing tour packages 
and order tour packages. This activity will be associated with 
available menus, namely the New, List and Order menu. 
Staff can choose the Master and Reservation menu. The 
Master menu is selected to manipulate Product, Supplier and 
Guide data, according to the menu. Data manipulation 
includes adding new data, modifying existing ones, or 
deleting data that is deemed not needed. The Reservation 
menu is chosen to handle orders made by Guest through the 
Quotation subsystem. The Reservation subsystem will 
retrieve data from the Quotation subsystem in the form of 
tour package orders, and Staff can display and make reports. 
This activity will also be associated with menu selection, 
namely List to display orders from Guest, Select to display 
one order and Report to make an order report. 

 

 

Fig. 2. Sequence diagram. 

 

 

Fig. 3. Design class diagram. 

 

Based on the description of the results of analysis and 
class identification of existing objects, a system design can 
then be arranged. The design of this system can be described 
in a Design Class Diagram, as shown in Fig.. 3. The diagram 
presented shows the classes that are owned by the system and 
the interactions or relationships that occur between them, and 
are used as a basis in developing the program of the system. 
Each class will be translated into a class program or interface 
which is a component or architecture of the program, while 
the entity is translated into a data table to hold data. 

The frmMainMenu class is the main driver and controller 
of all program components. This class provides various 
menus related to activities that will be and can be done by 
system users. Beginning with logging in, the user is required 
to fill in the user code and password, and will be verified and 
validated by the system to determine who and what the user 
can do. This process will be handled by the frmLogin class. 
The management of data from the system will be handled by 
the frmMaster and frmData classes, which are handled by the 
menu. The frmQuotation class is a component that handles 
the preparation and pricing of tour packages, while the 
frmReservation class serves to handle reservations. Other 
classes replicate data related to the operation of this system. 
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The results of this system design are then implemented into a 
system using the VB.Net 2012 programming language and 
MySQL for the database system. 

When the system is operated, by default Guest will be 
activated as a user, with the consideration that the system 
will be more intended for potential buyers of tour packages. 
If the company staff operates it, then the user must fill in the 
user code and password. Based on the user category, the 
system will activate the menus provided according to the user 
category. For Guest, can only make a new quotation or see a 
list of existing quotations. Ordinary staff can record data, 
make quotations and reservations, but cannot manipulate 
existing data. For managers to run all the menus, including 
manipulating the data. 

 

 

Fig. 4. Quotation form. 

 

In making a new quotation, the system will display a 
screen similar to Fig.. 4. The user must fill in the prospective 
buyer data, which includes the guest name, country of origin 
and the number of people who will participate. This data 
must be filled in, because it is an important component in 
calculating the price of travel packages. Then the user selects 
and completes the data of the product to be purchased one by 
one, and adds it to the list by pressing the Add button. The 
system will automatically calculate and add up the price of 
the tour package created. When finished, the user can 
continue by pressing the Order or Close button. Pressing the 
Order button means placing an order for the tour package that 
has been arranged, while pressing the Close button to end the 
quotation creation. The order process will continue with the 
complete filling of the customer data, and proceed with the 
order delivery process. Both processes will have an impact 
on the recording of quotation data and will be displayed on 
the quotation list. 

Reservation data that has been sent by Guest will be 
added to the reservation list, and can only be seen / 
manipulated by staff. To process reservation data, users must 
log in as staff. In the reservation list that is displayed, the 
user can make a new reservation, view reservation data, see 
service details on the reservation and print the reservation. 
This activity is carried out by pressing the New, Detail, 

Service and Print buttons. Except for making a new 
reservation, the activity must start by selecting one of the 
reservation data in the list. To end the reservation data 
management, do so by pressing the Close button. 

After selecting one of the reservation data in the list, staff 
can see the details of this reservation by pressing the Details 
button. Reservation details will be displayed as shown in 
Fig.. 5. Reservation service data are separated according to 
product types, namely Hotels, Itinerary, Transport and Guide. 
If needed, staff can manipulate (add, change and delete) the 
reservation service data, and add a list of participant names 
by clicking on the Name List tab and special notes by 
pressing the Remarks tab. When it is finished, it can be ended 
by pressing the Close button. 

 

Fig. 5. Detail reservation services. 

 

V. CONCLUSION 

The system that is built is the integration of 2 (two) 
subsystems, namely the Quotation system that handles the 
preparation and pricing of tour packages and the Reservation 
subsystem that handles tour package orders. The Quotation 
subsystem allows prospective buyers to make their own tour 
packages according to the choice of products provided. 
Prospective buyers can immediately find out the price of the 
tour package they have arranged themselves, and if they 
agree, then the prospective buyer can immediately place an 
order. Orders made on this tour package were then followed 
up by staff by utilizing the Reservation subsystem. These two 
subsystems are related to one another. 
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