
 

 

 

 

 

Just click away: Building the feature of the 

"Umice" travel app for more excellent 

Indonesian tourist promotion 

 Nurwulandari Mutiara Adzani Putri 1 and Anisa Putri 

Kusumaningrum 2 

 

1,2 Faculty of Economics and Business, National University, Jakarta, 

Indonesia 

anisa.putri.kusumaningrum@civitas.unas.ac.id 

 Abstract. Tourism is one of the world's sectors of attention to recover from its 

post-pandemic slump and the hospitality industry which is an essential part of 

tourism activities. In the digital era, digital travel preparation is more popular, 

so travel booking support applications are the focus in planning and 

developing Indonesia's creative economy industry. Traveloka, Pegipegi, and 

Airy are online travel agents providing digital accommodation services. The 

three travel applications generally have similarities in appearance, system, and 

function as an online store. The application effectively meets the needs 

of online ordering but has yet to be able to maximize the service of related 

feature innovations. This research methodology adopts the case study method 

with a qualitative approach. This type of descriptive research was chosen to 

describe the planning strategy for building applications to develop digital-

based hospitality promotions. This research will discuss the vital role of 

applications as a promotional tool in smartphones by comparing the three 

applications that have been launched and then, based on this, designing the 

"Umice" application based on the development of the previous three 

applications. The goal to be achieved is to understand the vital role of using 

applications on smartphones as a promotional tool in today's digital era, 

knowing the advantages and disadvantages of features in published 

applications, and designing features in the "Umice" application as a means of 

promoting hotel media in Indonesia. 
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1 Introduction 

In encouraging Indonesian tourism to recover from the COVID-19 pandemic, tourism 

industry stakeholders have done so in various ways, including optimizing the CHSE program. 

CHSE is a Ministry of Tourism and Creative Economy program implementing health 

protocols based on Cleanliness, Health, Safety, and Environment Sustainability. Also, creating 

exciting events to expand relationships with the tourism industry community and involving 

digital media, such as the web, social media, and smartphone applications (Android and IOS). 

The government and tourism industry stakeholders realize that the digital era is the first step 

to start realizing the downturn in the tourism industry in optimizing promotional facilities with 

digitalization. Based on data, the growth in the number of internet users continues to be driven 

by the adoption of smartphones with internet capabilities, which make it easier to access 

information, communicate, use applications, watch films, listen to music, play games, sell and 

buy goods, and market products (eMarketer, 2017). 

Internet users choose smartphones to meet their needs because they are practical and 

can be accessed anytime and anywhere. Business people reacted quickly to this phenomenon.  
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They think about the right marketing strategy through digital media on smartphones, which is 

popular with the public. Indonesia's internet users are ranked sixth worldwide and third in 

Asia, with 202.6 million users (Databox, 2022). Business people are trying to optimize the 

digitalization era in terms of product promotion, starting from creating company websites. 

However, pages on the web are less effective when opened via a smartphone device, so they 

require a mobile system that is easy to use. This system is an application on PlayStore 

(Android) and AppStore (iOS).  

Therefore, the tourism industry sector is also included in taking advantage of the 

convenience of this digital technology. That is in line with the hopes of the government and 

tourism industry stakeholders in boosting tourist visits, which have slumped due to the 

COVID-19 pandemic. The Indonesian government supports and encourages tourism business 

actors to develop smartphone applications in the tourism industry. The tourism applications 

that have been developed have been spread and implemented in several areas such as Minang 

Kabau (Ronaldo & Ardoni, 2020), Cimahi (Agustina et al., 2016), Bandung (Selano & 

Nadjamuddin, 2021), Jogja (Ruswianto et al., 2016), Denpasar (Widana & Darma, 2018). The 

development of this application aims to make it easier to introduce products, introduce tourist 

locations, and purchase tickets and hotels. 

The advantage of developing these applications in the tourism industry can impact 

increasing destination visits (Azizah & Hutagalung, 2018; Ronaldo & Ardoni, 2020; Widana 

& Darma, 2018). The prominent role in efforts to restore the tourism and hospitality industry 

is to take advantage of the digitalization era. Tourism is a strategic industry for Indonesia and 

still needs to be developed because it is still relatively small compared to other countries 

(Kemenparekraf, 2021). So, the role of digital media is essential for the tourism sector, 

especially considering that the spirit and soul of tourism is hospitality. Without hospitality in 

tourism, all the products offered by tourism are like inanimate objects with no value for sale 

(Wisata et al., 2019). The effect of digital technology being linked to hospitality is the need 

for informative and interactive hospitality, which can be elaborated in digital applications 

harmonious with the spirit of tourism (Sustacha et al., 2023).  

It is, therefore, a challenge to find suitable features representing this sector. 

Applications feature that represent the hospitality at the core of spiritual tourism. That 

hospitality, which should be felt directly by consumers, can be provided in digital form or at 

least a digital application does not reduce the hospitality that exists as the spirit of tourism. 

Research shows that bypass technology can enhance the traveler experience and make it more 

enjoyable; the most crucial features of this technology are interactive and informational 

(Sustacha et al., 2023). 

This research contributes by exploring and determining the features for forming the 

Umice tourism mobile application, which is expected to be equivalently Indonesian 

hospitality. The contents of this article will be structured as follows: determine several 

applications as initial guidelines. Second, coding and mapping with the help of Nvivo 12Pro, 

and third, determining appropriate features based on IFAS and EFAS analysis. Then, it will be 

continued with a discussion that applies to the development of the Umice application. 

 

2 Methodology 

This research uses a case study method with a qualitative approach. This descriptive 

qualitative research explains the selection of features that should be included in a tourism 

mobile app, which ends up being part of strategic planning to promote tourism. The study was 

conducted from March 3 to July 26, 2023. We gathered data using the AppStore application 

for iOS and the PlayStore application for Android. The results of this study are in the form of 

qualitative data. We mapped our qualitative data using Nvivo12 Pro. Then, we display 

Internal Strategic Factors Analysis Summary (IFAS) and External Strategic Factors Analysis 

Summary (EFAS) analysis. Which then determines the features that should be developed in a 

mobile application named "Umice". Based on data from both sources, a model of the travel 

and tourism application 'Umice' was compiled on a smartphone to promote Indonesian hotels.  

 

2.1 Thinking Framework 

The frame of mind is the direction of reasoning used to be able to provide temporary answers 

to various forms of problems that have been formulated. The initial step of this study starts by 

examining and reanalyzing the vital role of smartphones in promotional facilities in efforts to 

recover the tourism industry in the hospitality sector. Subsequently, examine and compare 
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travel reservation applications that have been operating in Indonesia situationally based on the 

support of primary data (field surveys) and literature studies. 

  

Sources: researchers 

Fig. 1. Thinking Framework 

 

3 Discussion 

3.1 Selection of Applications as Reference 

There are many applications for tourism and those related to tourism activities, such as 

Traveloka, Pegi-pegi, Tiket.com, Trivago, Agoda, and Airy. According to the Ministry of 

Tourism and Creative Economy (2021), Traveloka, Pegi-pegi, Tiket.com, Trivago, and Airy 

are widely used and downloaded travel applications in Indonesia. Of these applications, the 

most frequently used app on a regular basis by users in Indonesia is Traveloka, then 

Ticket.com, followed by Airy (Eka & Dergibson, 2021). However, the difference in regular 

usage between Traveloka and Ticket.com is so significant that Traveloka dominates travel and 

tourism application users in Indonesia. 

So, the application as the first reference chosen in this research was Traveloka. 

According to research by Himawan and Faisal (2020), an analysis of strengths, weaknesses, 

opportunities, and threats reveals that Traveloka dominates the top ranking for almost all five 

aspects studied compared to 12 other applications. Applications that come close are Pegipegi 

and Airy. Therefore, as the following reference, we chose Pegipegi and Airy. This choice is 

reinforced by research by Syed and Suroso (2018), which revealed that Traveloka was the 

most popular choice for respondents looking at convenience features, web quality, products, 

and consumer relations, followed by other applications such as Pegi-pegi, Agoda, Trivago, 

and Booking.com, others are not listed due to their small percentages. Table 1 explains the 

description of the three selected applications.  

Table 1. Comparative Applications of Traveloka, Pegipegi, Airy 

Source: Data processed by author, 2023 

3.2 ` Mapping 

The following process is to code and map the strengths and weaknesses of the features of the 

three applications that are used as references, namely Traveloka, Pegipegi, and Airy. Data was 
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taken from the AppStore application for iOS and the PlayStore application for Android. The 

coding results with Nvivo12 Pro can be seen by mapping in Figure 2. 

Source: Data processed by author, 2023 

Fig. 2. Project Map: IFAS Comparison of Traveloka, Pegipegi, and Airy 

 

These three applications have their strengths and weaknesses. Traveloka is the most 

existing application compared to Pegipegi and Airy. Many users are more confident in using 

the Traveloka application because of the ease of access, from payments to various features. 

Traveloka's strength is the weakness of Pegipegi and Airy applications. Traveloka is stated as 

a more complete application in providing product services on mobile phone travel 

applications. However, the complexity of the features on Traveloka makes Pegipegi users feel 

that the Pegipegi application has features and displays that are easier to understand and use. 

Pegipegi also always provides special vouchers for its users, which increasingly makes its 

users interested in using this application (Pegipegi). Moreover, Pegipegi provides customer 

care and 24-hour customer service superior to Traveloka and Airy. 

Furthermore, the Airy application is stated to have a lower price (cheaper in the 

market) than the Traveloka and Pegipegi travel applications. Airy provides more affordable 

hotel room prices in the market, making it easy for users interested in booking hotel services 

and transportation using the Airy application. So, in this case, a conclusion can be drawn if 

Traveloka has various varied features, but this makes users confused or difficult to use the 

application. As for the Pegipegi and Airy applications, they have features that are easier to use 

or commonly known by users as user-friendly systems. In terms of application appearance, the 

Traveloka travel application is the most complete smartphone travel application providing 

feature services on products. Pegipegi is a smartphone travel application that often provides 

vouchers and serves users 24 hours daily. Airy is a travel application that can provide lodging 

prices at low prices (affordable). 

3.3 Feature Determination 

Next is the analysis through the EFAS side. In the opportunity indicator, it is known 

that the efforts made by Traveloka in finding opportunities are by providing various features. 

At the same time, Pegipegi focuses more on user-friendly applications because they are easy 

to use. Traveloka and Pegipegi are also looking for opportunities by establishing good 

relationships with partners and properties in building a business name to be more existing. 

Airy itself has a different way of looking for opportunities, namely by providing lodging at 

low prices to attract users' attention, especially for users who travel a lot. 

In the SO (Strength and Opportunity) indicator, Traveloka also strives to display 

varied features for its users using the Traveloka Application to expand its market segment. In 

the condition for Pegipegi strives to focus all its performance on users' convenience and 

establish good relationships with partners. The goal is to build a brand image and increase 

sales. Meanwhile, Airy always tries to improve the appearance of the application in order to 

provide more satisfaction to users and build a good image with partners. 

In the ST (Strength and Threats) Strategy Indicator, Traveloka strives to conduct 

market segment analysis in facing competitors. Understanding market segments well can 

increase sales. Pegipegi overcomes the threat of competitors by providing lower prices than 

competitors so that its users will be loyal to its services. Airy also does the same thing with 
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Pegipegi, which provides cheaper services but also follows the applicable regulations flexibly. 

The last indicator is the WT (Weakness and Threats) Strategy. The three travel 

applications, Traveloka, Pegipegi, and Airy, do the same thing in minimizing existing 

weaknesses to avoid external threats, namely by conducting more creative and innovative 

promotions to market their products. However, Airy also tries to create additional features for 

users to make the services more numerous and varied. The analysis results above can be seen 

directly on the concept map in Figure 3, the coding results using NVivo 12 Pro. 

 

 

Source: Data processed by author, 2023 

Fig. 3. Concept Map: EFAS Comparison of Traveloka, Pegipegi, and Airy 

 
In the WO (Weakness and Opportunity) strategy indicator, Traveloka strives to 

continue to improve the appearance of their travel application to show how the Traveloka 

application can keep up with technological developments so as not to be left behind—the 

more complete the features owned by an application, the greater the likely the number of 

users. Pegipegi also continuously strives to improve its application features in order to be able 

to provide a good application display and show complete features. Furthermore, Pegipegi 

always provides vouchers to attract users to use their application. Airy also always tries to 

provide vouchers similar to Pegipegi to its users and always tries to build cooperation with 

partners. 

 

3.4 The Feature Selected  

In product marketing in the current era of digitalization, user-friendly mobile 

applications become a value or added value in increasing sales of products and services in the 

company. In addition to utilizing digital marketing, such as website creation and social media, 

other systems are also needed to reach a broader market (market) to make it easier for 

customers to get information that the company wants to convey. 

All three applications have been launched; Traveloka, Pegipegi, and Airy certainly 

have advantages and disadvantages regarding information readiness and features. Based on 

the comparison of the three travel applications that have been analyzed in the previous 
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section, researchers were inspired to create a new idea in the form of an application that 

presents features that support the needs of tourism activity actors in Indonesia, such as room 

tours, meeting rooms, venues, accommodation, transportation, accessibility, security, and 

surrounding tourist attractions. The information will be included in the 'Umice' application 

features that Android and iOS smartphone users can access. Here are the design features of the 

'Umice' application:  

Augmented Reality (AR) Tour Features 

This feature helps users or users in the description of hotel rooms to be booked. The AR 

feature on hotel room tours on travel applications in room reservations has the advantage of 

explaining the facilities available in the rooms available at the lodging choice. Users will 

easily find room facilities by clicking the AR feature on the hotel selection display in the 

Umice application. This feature lets users know in detail by looking at 2D or 3D virtual 

objects projected against the real world. 

AR has attracted much attention in the tourism sector. Currently, the tourism industry 

should include AR as part of strategic planning in the tourism industry (Wei, 2019) because 

this will increase competitiveness (Ivasciuc, 2020).  

Maps Friendly Features 

The Maps Friendly feature is a design of development feature in the Umice travel application 

that helps users find the location in detail in only one application without needing to leave the 

application supported by Google Maps. In this feature, users can see the hotel's location with 

available images ranging from distance to 360-degree street view of the hotel. Some travel 

and tourism applications need to provide user-friendly map features that display more 

information and adequate filters to avoid slow use and frustrating users. Thence is essential 

and critical to making user-friendly maps in travel applications.  

Information about the intended location is paramount for users, and a thorough map 

feature can make a big difference (Hrushikesava et al., 2020). The use of maps in the tourism 

industry is not limited to showing locations alone, but their use has expanded to various types 

of tourism support, such as film tourism; they can show film locations clearly, and users can 

feel like they are in them (Leotta, 2016). Combining AR with locations into an interactive 

map will improve the customer experience (Chan & Lau, 2020) and is also useful for viewing 

protected areas in natural tourism, such as national parks (Muñoz et al., 2019). Creating a 

thorough and attractive map will increase interest in using the application, increasing the 

intention to visit.  

Safety Data Features 

The safety data feature is an important design feature in building user trust. In this case, the 

safety data feature in the Umice application maintains the security of user privacy data. In this 

case, data security also plays a noteworthy role for service providers to avoid the risk of data 

leakage resulting in competitors accessing and misusing data. It is known from many studies 

prove that applications are very crucial to the level of trust; the intention to use an application 

is greatly influenced by the level of trust (Choi et al., 2019) and the security of the application 

in the eyes of customers (Choi et al., 2023). In addition, customers intend to use applications 

if they get a protected level of privacy (Morosan & DeFranco, 2016).  

Pay and Pay Later Wallet Features 

With this feature, the application system will provide efficient payment methods for users, 

namely with wallet pay and pay later. Wallet pay is a payment wallet feature that users can fill 

in to make transactions in applications with superior security systems when making 

transactions. In addition, a pay later feature is an alternative payment for users who can make 

payments later or in installments without needing a credit card. 

Attraction Connection Features 

This attraction connection feature contains the connection of attractions around the lodging 

location. The system listed will find the nearest tourist attractions from the location of the 

application user, which will later be helpful as an optional tour recommendation during the 

trip.  

News Features 

This feature contains news related to Indonesian travel information. Through this feature, 

application users can stay up-to-date and safe in Indonesia to travel with peace of mind. 
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Event Calendar Features 

This feature displays information related to the schedule of national and international scale 

events held in Indonesia. With this feature, users can find events held around the user's 

location as an alternative for tourist visits. Features like this are supported by research 

regarding tourists' interest in visiting events, and tourists do not always like the official launch 

of an event as early as possible; tourists will prefer early notification of existing events 

because it is related to preparation and anticipation (Jie et al., 2024). Therefore, this calendar 

feature will provide readiness and anticipation for tourists.  

 

4 Conclusion 

From the description above, applications on smartphones play a salient role as a promotional 

tool in the hospitality industry. With the emergence of travel applications that help users 

access online bookings, one of which is by presenting user-friendly applications. The features 

built into the Umice Indonesia application consist of seven features: AR Features, Maps, 

Security Data, Attraction Connections, Wallet Payments, News Features, and Event Calendar. 

This feature is a feature that should be included in travel and tourism applications in 

Indonesia. 

4.1 Implication, limitations of research and suggestions 

It is expected that the company can strengthen cooperation in (external) partnerships in 

growing loyalty by providing conveniences such as priority booking, rewards, and incentives 

and strengthening the team (internal) in presenting new products. Especially at travel 

application companies Pegipegi and Airy, researchers also suggest that it is better to improve 

the quality of the application in terms of functionality (features). The author also hopes that 

further research related to the functional design (features) of Umice Indonesia and 

reconsidering the urgency of making and submitting the Umice Indonesia application will be a 

consideration for business actors and government agencies. 
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