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PREFACE

It is our great honor and delight to greet you all and to particularly extend a warm
welcome to the distinguished keynote speakers and all of our guests. Welcome to the
International Conference on Business, Economics, Social Sciences, and Humanities 2020
(ICOBEST 2020). This year, based on Covid-19 Pandemic condition with most authors appeal
and health consideration as well as careful discussion, the organizing committee of ICOBEST
2020 has changed this event to an online conference.

By raising the topic of “New Era, the Trend towards Global Challenge after Covid-19
Pandemic”, it is expected that ICOBEST 2020 can provide global figure concerning the new
normal era, the social condition, and the adaptation of people in different ways after pandemic as
well as its impact in our lives. Thus, the conference will expand our global network, facilitate
mutual understanding concerning the trend, practical challenges, and opportunities encountered,
provide solutions, and discover global partners for future collaboration in the new era.

This proceeding provides a written record of the synergy between these communities. It
represents a solid framework from which new interaction will result in the future. The scope of
the conference has made participants enthusiastically submit their full paper. There are selected
papers to be published in Scopus indexed international journals and accredited national journals.
The review is performed after passing the plagiarism check since it is a crucial part of the
publication process. The researchers and experts conducted the review process with a single-
blind review system.

The challenging part of the conference is always on the smoothness of the conference
day. Thus, for all the best preparation for the conference and publication, we would like to
express our sincere gratitude to the organizing committee for their strong commitment to the
accomplishment of the conference. Our highest appreciation also rendered to all of the reviewers,
advisory board, and scientific committee for making all the papers international standardized.
We are grateful to all cooperative participants and for their hard work in preparing high-quality
papers. We are also very grateful to have a highly supportive leader, the Rector of Universitas
Komputer Indonesia, and all other organizations that have contributed their best efforts to the
success of ICOBEST 2020.

The Editors

Dr. Lia Warlina — Editor in Chief
Dr. Eng Asep Bayu Dani Nandiyanto
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Online Lodging Service in Industry

S Permatasari', H Hassanah®
"Departemen IImu Komunikasi, Universitas Komputer Indonesia, Indonesia
*Departemen Ilmu Hukum, Universitas Komputer Indonesia, Indonesia

Email: *hetty.hassanah@email.unikom.ac.id

Abstract. The purpose of this study is to find out the marketing strategies of an online lodging
service. This study used descriptive qualitative methods for several online-based lodging services.
The results of this study are the development of information technology has played an important
role in providing convenience for people, especially in the world of online business. The focus
includes economic entrepreneurship, business, communication, and information technology. This
online lodging service becomes a media that provides business opportunities for everyone who can
improve the Indonesian economy.

1. Introduction

Nowadays, the development of information and communication technology is more advance. It can
facilitate human activities and it also can easily connect people without knowing the distance and time. In
this modern era, the use of the internet is not only a communication tool but can also be a marketing
medium for companies that want to offer products and services more broadly. Therefore, with the rapid
development of the internet, it required businesses to think fundamentally and institutionalize major
changes and marketing strategies of the company so marketing strategies and marketing operations will be
more integrated [1]. At this time the internet is becoming one of the cheapest means of communication
with wide and unlimited range. Rapid changes in business models and marketing communications also
occur in the electronic commerce industry. A new system or method in the business world, which has
shifted conventional trading methods to electronic commerce that is utilizing ICT or commonly referred to
as internet technology. The growth of the e-commerce industry is increasing along with the increasing use
of the internet and people's trust in the security of electronic transactions. E-commerce will continue to
grow throughout the world and it is believed to be the most important and significant part of global
economic growth. In Indonesia the development of the e-commerce industry is growing rapidly, it can be
seen from the rapid growth in the number of online stores and marketplaces [2].

Computer-Mediated Communication (CMC) is a new concept in the field of communication. This
arises as a result of the transfer of innovation in the field of communication technology, especially
regarding communication through new media. This is not how two or more machines can interact with
each other, but how two or more people can communicate with one another by using assistive devices,
namely computers through application programs found on computers [2]. The existence of e-commerce
technology has a significant influence on online marketing strategies. This can increase the level of

PROCEEDING BOOK
The 3rd International Conference on Business, Economics, Social Sciences, and Humanities 2020
ISBN: 978-623-95562-0-4



adaptation of company promotion, improve communication and distribution efficiency, facilitate greater
distribution support, and increase price competitiveness [3].
Today companies face internal and external challenges to adopt a digital presence on social media

platforms. To be able to increase the involvement of digital marketing, companies must focus on
relationship-based interactions with consumers or services [4]. The availability of various information
media in the life of the current generation has a significant impact on information-seeking behavior in
obtaining information. A variety of information shows about products that are present in the middle of
their lives, and they choose the advertising of goods or services that are the most powerful [5]. Marketing
deals with several activities related to advertising, sales, promotions, and pricing. An online marketing
strategy or online marketing strategy is any type of business undertaken to market a product or service
through internet media. Even though many through marketing changes cannot be separated from the 3
components of consumers, competitors, and companies [6].

Therefore, by using the internet as a way to do marketing strategies is a very good step for companies
in marketing because the conceptualization of internet communication strategies provides a new
perspective on communication options for companies [7]. Marketing happens when someone decides to
satisfy their wants and needs through an exchange. Exchange is the core concept of marketing, then the
transaction is one of marketing in measuring. Transactions are formed from the exchange of values carried
out by two or more people. Transaction marketing is one part of the concept of relationship marketing.
Relationship marketing is a process for creating, maintaining, and expanding a relationship that is valuable
with existing stakeholders. Through relationship marketing, marketers want to build strong social and
economic conditions by promising and constantly delivering the highest quality products. Marketing
evolved from simply maximizing the economic benefits of each transaction for the product seller to an
equal and mutually beneficial relationship between the customer and the producer [8]. Marketing
communication is a means by which companies try to provide information, persuade, and enhance
consumers directly or indirectly about the products, and brands they sell. Marketing communication
enables companies to connect their brands, products or services with people, places, events, feelings,
experiences and other things. Companies can contribute to brand equity or services by strengthening
brands in the community's memory and encouraging the level of consumers or can affect shareholder
value [9]. Emphasized that promotional activities must be introduced through marketing or promotion
processes if medium or large-scale businesses would be better promoted through internet media channels,
radio, newspapers, or television [10]. Promotions are used to communicate with customers regarding
product offerings. The promotion has a key role in determining market profitability and success and is one
of the "Four P" keys of the marketing mix. Tools that can be used in the promotion mix include
advertising; direct marketing; sales promotion; public relations and publicity; private sales and sponsors
[11]. Social media is one type of online media accelerating communication like conversations in contrast
with conventional media which does not allow readers to participate in the creation of contents [12].
Developments in the technologies, as well as a reduction in costs, will mean that the formation will be
available to consumers. This results in the next level of transparency of dealings between businesses and
their customers [13]. One of the few goods or services that can be done well for online marketing is
lodging services. Lodging is one of the accommodations when traveling or vacation. Lodging can be done
in hotels, resorts, private homes, and apartments. And at this time, there are already many accommodation
places that do marketing by utilizing current internet developments. The purpose of this paper is to find
out the marketing strategies of an online lodging service.
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2. Method

This research used a descriptive qualitative method by collecting data through observation, library
research, and documentation, and using previous research relating to Marketing Strategies for Online
Based Lodging Services so that it can analyze how the strategies are used in conducting online business.

3. Results and Discussion

Online business has made a good strategy to attract consumers in accessing their sites so that the seller can
upload the products or services offered and explain their specifications. For example in online businesses
that offer online lodging services, one of them is Reddoorz. Reddorz is an online-based lodging service
such as applications and websites that develop their online marketing strategies. L.odging places provided
by Reddorz have a variety of classes and prices ranging from the cheapest to the most expensive.
Reddoorz cooperates with people who want to rent out their residence as a place to stay, it also aims to
make it easier for owners to be able to market their business more broadly. Consumers can place orders
anytime and anywhere, besides that consumers can also easily access the site through browsing the
internet on various electronic devices. The following is the reddoorz website (Figure 1).

W ook Budget Hotels starting @ © x| + . ™ wﬂ
<« C & reddoorzcom/en-d/ ar % @
@ My RedCosh @D | B conacus 2
||IRedDoorz e o || ety

-, Finest Affordable Accommodation
;%).

=

RedDoorz Service Guarantee

OUR LOCATIONS

| B A e e e e e ]
Figure 1. Display of Reddoorz’s Website

Based on figure 1, it appears an interesting display of Reddoorz’s Website. It is a very interesting
advertisement for consumers.

Display on the Reddoorz website contains the facilities and conveniences that will be got by
potential customers. It is expected to be more attractive for consumers to use RedDoorz can be seen in
Figure 2.
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Promos and Offers See All
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HAPPY
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OFFER

[ﬂ;} ';r.’! D

Search Offers My Bookings profile

Figure 2. Display of Reddoorz’s Application

Figure 2, the display of Reddoorzs application, and its about the price and discount. It gives
instructions and convenience to consumers in deciding to make a transaction. The Reddoorz
Application containing order features, there are also discounts given by Reddoorz to consumers as a

way of their marketing strategy, can be seen in Figure 3.
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Figure 3. Reddoorz advertisement on Instagram

Figure 3, Reddorz also carries out online marketing strategies through advertisements on
Instagram. This is done to get the attention of the customer who uses Instagram, which can be seen in
Figure 4.
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Figure 4. Display Reddoorz’s Instagram

Figure 4, Reddoorzs on Instagram, that is easy to access. In addition to advertising on Instagram,
Reddoorz also has an official Instagram account, which aims to easily provide information to the
public, as can be seen in Figure 5.

Figure 5. Display Reddoorz’s Facebook

Besides Instagram, Reddoorz also has other social media accounts, one of which is Facebook
which contains information about promotions offered by Reddoorz.

4. Conclusion

The development of information technology has played an important role in providing convenience for
people, especially in the world of online business. This will make it easier for people who want to use a
service or make a purchase without the need to go to the store directly, only by using a cell phone and the
internet can all be done efficiently. This can also make consumers more loyal to the products or services
offered by online businesses. So, the strategies used by businesses to market products or services through
online have been very effective, consumers have the convenience of making online purchase transactions
because the quality of online business sales service is very practical.
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