
 

 

Short Research Article 1 

CURRENT ISSUES OF BACKPACKING TOURISM DEVELOPMENT: PROFILE AND 2 

CHARACTERISTICS OF “SHARECOST” AND “OPENTRIP” TOURIST  3 

 4 

ABSTRACT 5 

Aims: The backpacker phenomenon has developed so rapidly and more professionally packaged. 6 
Currently, there are two types of backpacker activities that are in great demand, such as "Open Trip" 7 
and "Share Cost". The purpose of this study is to identify the profile and characteristics of tourists 8 
"Open Trip" and "Share Cost", as part of a type of backpacking tour.  9 
Study Design: The researcher used an ethnographic approach that was carried out by combining 10 
observation techniques, interviews, and participatory questionnaires, which meant researchers 11 
followed the opentrip and share cost trips as research objects.  12 
Methodology: This approach is carried out by combining observation techniques, interviews, and 13 
participatory questionnaires, which means that researchers follow the opentrip and share cost trips as 14 
research objects. We included 73 participants each from share cost and opentrip. All participants filled 15 
out questionnaires about profiles and their characteristics.  16 
Results: This study found that both the method of travel, both opentrip and Sharecost, have many 17 
similarities and are grouped in backpacker types. The similarity that occurs lies in the demographic 18 
characteristics of tourists in terms of age and work, but there are differences in gender. Whereas from 19 
the travel process, there are some technical differences between preparation, when traveling, until 20 
after the trip.  21 
Conclusions: Where both share cost and opentrip have the characteristics of each market. This 22 
information is important for tourism industry players to recognize market segments that are now 23 
developing among millennials. This information can then be useful as a reference in determining 24 
marketing strategies and product development in accordance with the characteristics of these tourists. 25 
 26 
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1. INTRODUCTION 29 

The phenomenon of tourism and tourists has developed and evolved rapidly, both as a cluster 30 

of "new" sciences, fields of research studies, modern industry, even if viewed from a broader 31 

theoretical and practical perspective. Wiweka and Arcana [36] note that the phenomenon of the 32 

movement of a person from their (origin) to a destination with a variety of varied motivations has been 33 

started since 4,000 BC (BC) by the Sumerians in Babylonia, and is growing in the 17th and 18th 34 

centuries in Western Europe with the term "Grand Tour". At this time also said the term tourism began 35 

to be known as an industry, and tourism began to be mass produced. This period continued during 36 

the industrial revolution (around the 19th century), which was marked by the development of 37 

transportation technology which is considered a "gate" in penetrating boundaries, such as distance 38 

(space), time and cost. This development is increasingly evident, where tourism at this time does not 39 

only reach various destinations on earth, but destinations have emerged that might previously be 40 

difficult to imagine, known as "space tourism" or space tourism. Not only that, but technological 41 

advances have also succeeded in pushing tourism beyond time limits, such as "virtual tourism".  42 

Based on the latest data in 2019, the United Nations World Tourism Organization (UNWTO) 43 

[33] noted that tourism has produced 10.4% Gross Domestic Product in the world average (indirectly), 44 

and 4.6% of Gross Domestic Product directly. While materially, this industry has opened jobs, of 45 

which 1 in 10 jobs are related to tourism, besides this business has produced exports as large as 46 



 

 

through visitor exports generated at USD1,494.2bn (6.5% of total exports) in 2017. This phenomenon 47 

grew by 3.9% in 2018 and is consistently estimated to grow by 4.1% from 2018-2028, becoming 48 

estimated at USD 2,311.4 million in 2028 (6.9% of total). 49 

Not only in the international sphere, in Indonesia tourism is consistently increasing, in terms of 50 

tourist visits. In 2018, the number of foreign tourist visits has reached 14,391,816 foreign tourists [7]. 51 

This growth was followed by the emergence of various forms of tourist attractions and new 52 

destinations, such as digital destinations, thematic destinations, tourist villages, and other attractions. 53 

The development of various types of products is driven by the increasingly diverse demand from the 54 

tourist side. Wisataan currently tends to use technology more in various activities, including on tours 55 

[27]. This phenomenon influences the form of their journey becoming more personal or on a small 56 

scale. This form of travel is known as a type of backpacker traveler. 57 

Compared to other topics, the issue of backpackers tends to get little attention to be explored 58 

([11];[18];[25]). In various countries, Backpackers are often referred to as working holidaymakers, 59 

flashpackers and student travelers. These types of tourists are categorized as tourists who use 60 

budget accommodation, staying in a destination in a long duration compared to tourists in general, 61 

dominated by those who are under 40 years old, have more flexible travel plans, and are more 62 

actively involved and interacting in the social environment at a destination [24];[25]. 63 

Issues related to backpackers' motivation and experience have been growing and 64 

increasingly attractive in recent years, especially from an economic, social and cultural perspective. 65 

Although in terms of terminology it has been studied since the 1970s, this issue has only expanded 66 

widely from academics and researchers. One study by the Association of Tourism and Leisure 67 

Education (ATLAS) Backpacker Research Group (BRG) noted that out of 76 data and references 68 

examined, only 11 data published before 1990. 1990 was the first year the term "Backpackers" was 69 

used in the literature academics [24]. The growing interest in this topic can also be seen from how 70 

ATLAS BRG has more than 30 members in 11 countries. 71 

Because of the "nomadic" characteristics, the existence of backpackers is often difficult to 72 

identify, and because of the "image" of this type of tourist, low-budget, so little research has been 73 

interested in the past. But in the future backpackers are believed to be an important potential young 74 

market that has a broad roaming power, and provides a direct economic impact to the community. 75 

Due to the close relationship between hosts and tourists, the issue that becomes important is how the 76 

impact of tourism activities on aspects of (counterculture) [25];[11]. 77 

The phenomenon of backpackers in Indonesia is growing and evolving especially among the 78 

younger generation in big cities such as Jakarta, Surabaya, Yogyakarta, Denpasar, and Makassar. 79 

Big cities tend to be the location of the younger generation with the highest technological interactions 80 

compared to other regions. In the city of Jakarta, this type of tourist has a community known as 81 

“Backpacker Jakarta” [6]. 82 

Base on BPJ [6], there were 2,198 registered members in the BPJ database. The domicile of 83 

members are spread in various areas, including East Jakarta 19.4%, South Jakarta 17.6%, West 84 

Jakarta 13%, Bekasi 11.1%, Central Jakarta 8.3%, North Jakarta 7.9%, Tangerang 7.8%, Depok 85 

6.2%, Bogor 4.4%, and other areas of 4%. Whereas seen from gender, women were recorded at 86 



 

 

50.5%, and men 49.1%. The BPJ is also in demand by the younger generation, where the age of 20-87 

30 years is 59.2%, ages 30-40 years 19.6%, age under 20 years is 17.0%, and age above 40 years is 88 

4.2%. 89 

When viewed from the background of his work, BPJ members came from employees by 90 

63.5%, students: 15.3, entrepreneurs and Freelance 13.0%, and academics (Teachers, Doctors, 91 

Lecturers) of 8.2%. The BPJ media social group is spread over several types including 25 groups of 92 

RT groups, 13 Group KLUB Group, Group Admin, Social Admin Group, and BPJ Group website as 93 

many as 1 Group. Currently, there are 41 groups that have officially become official at BPJ. What is 94 

interesting is that the BPJ group has a variety of motivational travel classifications, including 95 

Badminton, Basketball, Books and Bloggers, futsal, Photography, Mosque Exploration, KTB Be The 96 

Light, Running, Swimming, History and Museums, Talents (Music, Dancing & Drama etc.), Touring, 97 

Weekday Holiday. 98 

Based on the data above, it can be seen how the backpacker phenomenon has developed so 99 

rapidly and is more professionally packaged [25]. Currently, there are two types of backpacker 100 

activities that are in great demand, such as "Open Trip" and "Share Cost". These two forms of travel 101 

have characteristics that are rooted in the type of backpacking activity. Open Trip (Combined Trip) is 102 

known as a joint tour that is open to the public where participants will be combined into one group with 103 

an itinerary, the price of the tour package and the departure quota has been determined by the 104 

manager or team leader. Whereas Share Cost is a travel model in which all costs incurred will be 105 

shared equally by all travel participants. 106 

These two types of activities show that backpackers are not only known as long-stay tourists, 107 

but their latest trends are also known as ‘‘ short-term backpackers ", or even some types of travel 108 

groups‘ ‘backpacker-like". This type of traveler also continues to adjust to the characteristics of the 109 

current generation of tourists [42]. Backpackers also not only come from general tourists, but they can 110 

also come from students, working holidaymakers, highly skilled professionals, and even, at times, 111 

semi-permanent residents [1]. 112 

Data limitations and research related to "Open Trip" and "Share Cost", make the 113 

characteristics of this type of tourism difficult to recognize. Therefore this study seeks to examine the 114 

characteristics of tourists "Open Trip" and "Share Cost", as part of a type of backpacking tour. This 115 

information is important for the tourism industry to recognize market segments that are now 116 

developing among the millennial generation. This information can then be useful as a reference in 117 

determining marketing strategies and product development in accordance with the characteristics of 118 

these tourists. 119 

 120 

2. LITERATURE REVIEW 121 

2.1 Traveler 122 

If tourism as an activity is very dominant discussed by academics, then the next question is 123 

who is the subject (actor) who does the activity?. There are various sources and literature that have 124 

described who the subject is doing the activity. Among them, according to The American Heritage 125 

Dictionary, the word tour-derived from tour-ist (noun) which means something related to traveling for 126 



 

 

pleasure. The definition is "travel" and "pleasure" into one word, "tourist". However, based on 127 

Stendhal's Memoires d’un Touriste, it appears that the word "tourist" has been introduced and used 128 

by French peoples since 1838 in referring to people who visit England to refer to the practices of the 129 

English people. But the word was then more commonly associated with traveling for pleasure after a 130 

book, which coincided with the beginnings of the 'modern tourist industry' ([2];[3];[4];[5];[36]). Whereas 131 

Leiper ([2];[3];[4];[5];[36]) noted the development of the definition of tourism and tourists since the 132 

1930's, where tourists in a practical scope according to the League of Nation Statistical Committee 133 

(1937) were those who visited a country outside their residence and stayed at least 24 hours with 134 

various purposes to enjoy free time and doing business. But simply Law No. 10 year 2009 RI 135 

translates tourists as people who do tours. 136 

Subsequent tourists have also been classified more specifically, where Cohen [25] divides 137 

tourist typologies into four types, including the organized mass tourist, where these types of tourists 138 

travel by purchasing tour packages and are well planned (well-prepared); while the individual mass 139 

tourist, is a type of tourist who is still "similar" to the previous one, but these types of tourists still have 140 

control to organize their own trips at some time outside the group, even though most activities are still 141 

planned by travel agents; while the explorer, is a type of traveler who organizes his own trips by 142 

visiting remote places. However, tourists in this type tend to still pay attention to the comfort of 143 

accommodation and transportation; while the last is the drifter, where this type of tourist tends to look 144 

for new things outside of the daily routine and try to live as what the local community does in the 145 

destination (direct contact). They also seemed to have no definite travel plans and objectives. 146 

Although tourists can be grouped into various types according to how they travel. However, 147 

the most basic thing is how tourists decide on their trips that are very dependent and influenced by 148 

various factors. Besides they are driven by wants and needs that create motivation, both internal and 149 

external. But they need to have some "capital" before they travel, this is an important factor and 150 

determines whether they can travel or not. These factors include the state of health, the availability of 151 

their free time and financial ability or money (material). 152 

 153 

2.2 Tourist Behavior  154 

 Tourist behavior can be assumed as a variety of tourist activities when starting and ending 155 

their journey. The tourist demand can then be seen from various perspectives, where the economic 156 

point of view is more seen as someone who has the ability to travel, including the determinants of 157 

their tour. Whereas in the psychological point of view, it looks more at the motivation and behavior of 158 

tourists who travel. In this element, there are two main phases namely pre-trip characterized by the 159 

presence of stimulation and introduction to motivation and continuing to planning and organizing. And 160 

the post-trip where tourists have returned to their original place with experience brought and began to 161 

adjust again to their normal life ([3];[4];[5]). 162 

2.3 Backpacker 163 

The diversity of cultural characteristics, natural resources, and social life drives the tourism 164 

industry to grow and develop. From developed countries to developing countries, from coastal areas 165 

to mountainous regions, from "western" cultures to "eastern" cultures. For tourists with a limited 166 



 

 

budget, Backpacker is one way out to still be able to travel on a relatively low cost. Backpacker, in 167 

general, is a person or group of people who decide to travel to seek pleasure, adventure in 168 

developing a personality. 169 

The terminology of backpackers has been used by academics since 1990 (Pearce). In 170 

general, this type of tourist is dominated by young tourists who plan trips flexibly and informally, and 171 

are more interested in budget hotels. In particular, their activities interact more and participate with 172 

local communities ([22];[9]). Other motivations are generally out of routine and away from residence 173 

or home [42]. 174 

Backpacker recreational activities are focused on natural, cultural, and adventure activities by 175 

linking them to their travel time, undergoing unusual routes, and seeking authentic experiences. 176 

Pearce [23]&[24] and Chen&Huang [10] developed criteria to distinguish backpackers from other 177 

conventional travelers, namely: 178 

a. Option to use accommodation that is within budget (budget accommodation); 179 

b. Focusing on meeting with other travelers; 180 

c. Flexible travel schedules and organized independently; 181 

d. Travel time is longer than a short vacation; 182 

e. Focused on informal and participatory holiday activities. 183 

Backpacker is categorized into several types, including: 184 

a. Flashpacker is a fan of the streets that position themselves between two positions, namely 185 

Backpacker and Tourists. Flashpacker is also categorized as a Backpacker with adequate 186 

electronic equipment and facilities. 187 

b. Gap-packer is a new word used for people who backpack to several countries in a short time. 188 

c. Megaloping is a backpacking style in which participants only use public transportation as their 189 

main mode of transportation. 190 

d. Open Trip (Combined Trip), is a joint tour that is open to the public where participants will be 191 

combined into one group with an itinerary, the price of the tour package and the departure quota 192 

has been determined by the manager or team leader. 193 

e. Share Cost, is a travel model in which all costs incurred will be shared equally by all travel 194 

participants. 195 

While Frederick et al., [12] tried to summarize the various definitions and criteria for 196 

backpacker from various literature from 1990 to 2017. The results of his research categorized that 197 

socio-demographic backpackers were between 18 and 30 years old, and 15 to 24 years. While the 198 

main motivation is to have fun using a long-term budget hotel. In addition, these groups generally 199 

have groups or communities that utilize social media or internet media. Broadly speaking they are a 200 

group that is very considerate of the budget when traveling. 201 

2.4 Share Cost 202 

Share cost comes from English, which is share which means sharing and cost means cost. 203 

As the name suggests, this travel model is a travel package whose costs are divided equally among 204 

all travel participants, ranging from accommodation, transportation, and others. This travel model is 205 

open for discussion because each tourist has his own desires or preferences, so it requires 206 



 

discussion and communication of all tourists to get a solution. All provisions of tourism activities are 207 

determined jointly through group chat or online forums. Because it requires mutual agreement, usually 208 

to travel with the concept of share cost will take time, but it can be very cheap because usually, those 209 

who use this concept are tourists with a true backpacker soul. 210 

2.5 Open Trip 211 

Rudiana stated that open trip is a trip by people who book their own destination, but tickets 212 

and accommodations already exist. He gave an example, for example, A ordered a tour for while in 213 

Thailand, but airline and hotel tickets had already been bought. Open trips can also be held at the 214 

initiative of travel agents or individuals. For example, a travel agent organizes a trip with a 215 

predetermined destination, schedule, and route. The hallmark of this program is a cheaper price 216 

because it decides on its own and adjusts the budget. Therefore this program is mostly taken by 217 

young people [43]. 218 

2.6 Travel backpacker behavior in traveling 219 

In general, Richards and Wilson [25] try to describe the process of backpacking travel through 220 

conceptual models of travel backpacker behavior in travel. 221 

 222 

Image 01. 

A conceptual model of travel backpacker behavior in traveling 

 

 

Source: Richards and Wilson [25]. 223 

 224 

3. METHOD 225 



 

 

To answer the research objectives, researchers used an ethnographic approach which is one 226 

of the many approaches in Qualitative Research. This approach is carried out by combining 227 

observation techniques, interviews, and participatory questionnaires, which means that researchers 228 

follow the opentrip and share cost trips as research objects. Sampling method used in this research 229 

is non probability sampling with purposive sampling technique. Participatory observation for opentrip 230 

activities is carried out on July 7 - July 8, 2018, while the conference is on July 14 - July 15 2018. 231 

Before participating in tour activities, researchers have prepared instruments to be used in 232 

accordance with the research needs. After designing the research instrument, during the trip 233 

researchers conducted interviews with various parties such as tour leaders, tour guides, community 234 

share costs and opentrip. In addition, during the activity, researchers had the opportunity to distribute 235 

questionnaires directly and were also given access to distribute questionnaires online through the 236 

social media groups of each community. The questionnaires collected were 73 respondents, each 237 

from share cost and opentrip. In addition to primary data, this study also utilizes secondary data from 238 

various references related to these two types of backpacker activities. Furthermore, the collected 239 

data is processed and presented in the form of descriptive statistical data, where the numerical data 240 

will be narrated according to the interpretation of the phenomena that occur in the field. 241 

 242 

4. RESULTS AND DISCUSSIONS 243 

4.1 Results 244 
 245 
 The Opentrip and Sharecost travel method is a type of Backpackers trip. Backpackers are 246 

people or groups of people who travel for long periods of time, are flexible, and use simple 247 

accommodations to meet all their needs with a limited budget in seeking pleasure and experience in a 248 

wider area [23];[24]. The following can be seen from the research data description of the 249 

characteristics of the opentrip tourists and Sharecost. 250 

. 251 
Table. 01 252 

Description of Characteristics of Opentrip and Sharecost Travelers 253 
 254 

Tourist 
Characteristic 

Trip Method 
Opentrip Sharecost 

Demographic Age 21-23 years old 21-23 years old 
Gender 60% Female, 40% Male 47% Female, 53% Male 

 
Occupation 73% Employee 60% Employee 

 255 
 From the Table. 01 it can be explained how the characteristics of tourists with both the 256 

Opentrip and Sharecost travel methods. Both have similarities in terms of tourist demographics, 257 

including age and work. Backpackers travel is dominated by Generation Z who was born in 1995 and 258 

above. According to [28], one of the characteristics possessed by Generasi Z is fluent technology, this 259 

generation is adept at using technology tools, so that information and communication tools used in 260 

both methods can be seen using digital tools and online applications, such as Google, WhatsApp, and 261 

Instagram. 262 

 263 



 

 

4.1.1 Characteristics of Travelers Before Traveling (Opentrip and Sharecost) 264 

4.1.1.1 Opentrip 265 

The majority of Opentrip trips have been recognized by tourists for more than 1 year, 266 

amounting to 73.97%. Information about the most travel methods from electronic media, from 267 

the internet, is 90, 41%. Most tourists seek information within three months of 38.36%. The 268 

communication tool used in communicating uses WhatsApp 91.78% in addition to other social 269 

media. The majority of tourists with Opentrip trips do not have a tourist community. 70% of 270 

tourists make an itinerary to prepare tourist trips even though the itinerary has been prepared 271 

by the tour leader. Opentrip tourists prefer domestic destinations. The reason tourists choose 272 

this trip method is that it's cheap. The source of funds used for traveling is savings of 58.90%. 273 

4.1.1.2 Sharecost 274 

Sharecost travel has been known by tourists for more than 1 year at 52.05%. Tourists are 275 

mostly looking for information about Sharecost from electronic media with internet usage of 276 

78.08%. Tourists generally seek information three, not once. The use of the most used 277 

communication tool by Sharecost tourists is WhatsApp application is 91.78%. 11% of 278 

Sharecost tourists have a tourist community. This community was formed as a means of 279 

exchanging information about travel. The itinerary on a Sharecost trip is needed to plan travel 280 

activities so that 90% of tourists make it first before traveling. Choice of tourist destinations is 281 

a domestic destination of 67%. The choice of the Sharecost method is considered economical 282 

(35.62%). The majority of them use salary as a source of travel funds. Table of 283 

Characteristics of tourists before traveling can be seen in Table.  284 

 285 
Table 02. 286 

Characteristics of tourists before traveling 287 
 288 

Tourist Options Answer Percentage  (%) 
Characteristic Opentrip Sharecost 

Pre-Trip Opentrip knowledge < 6 Months 21,92 41,10 
6 Months -1 Year 4,11 6,85 
> 1 Year 73,97 52,05 

Source of information toward the 
way of traveling 

Print media 2,74 8,22 
Electronic media 58,90 72,60 
Oral information 24,66 28,77 
Travel agency  17,81 15,07 
Friend 1,37 2,74 

Source of information from the 
internet 

Yes 90,41 78,08 
No 9,59 21,92 

Frequency of tourist information 
searching 

3 x a Week 8,22 8,22 
1 x a Week 4,11 20,55 
1 x a Month 30,14 26,03 
1 x 3 a Month 38,36 34,25 
Never 17,81 10,96 

Communication tools Whatsapp 91,78 68,49 
Instagram 23,29 34,25 
Others 21,92 34,25 

Tourist communication Have  1,00 11,00 
Do not have 99,00 89,00 

Itinerary making  Make 70,00 90,00 
Not making 30,00 10,00 



 

 

Destination choice Domestic 55,00 67,00 
Overseas  45,00 33,00 

Reason of choosing traveling 
method 

Cheap  23,29 34,25 
Frugal  12,33 35,62 
Easy  17,81 8,22 
Add friend 10,96 5,48 

Source of budget Salary  57,53 50,68 
Savings  58,90 21,92 
Incentive 4,11 45,21 
Part time 6,85 2,74 

 289 

4.2.1 Characteristics of Tourists when Carrying Out Travel (Opentrip and Sharecost) 290 

4.2.2.1 Opentrip 291 

The majority of Opentrip tourists invite friends (93.15%) as travel companions and use public 292 

transportation as a means of transportation at 58.90%. Transportation that is often used 293 

during recreation is rent car by using Google as an information aid for 82.19%. The cash 294 

payment method is still the most widely used compared to non-cash. The length of opentrip 295 

tour averages 3-7 days by 52.05%. Opentrip travelers prefer homestays as accommodation 296 

facilities and choose places to eat in the market compared to fast food restaurants or cafes. 297 

The cost-sharing carried out by Opentrip tourists includes several components with the 298 

proportion of accommodation amounting to 0.33, transportation 0.19, ticket 0.10, parking 299 

0.13, consumption 0.17, and 0.09 for logistics.  300 

4.2.2.2 Sharecost 301 

On the way to the Sharecost it was not much different from the Opentrip trip, they chose 302 

Team as a travel partner for 97.26%. Public transportation equipment is still a choice of 303 

tourists seen from 76.71% of transportation used in tours is public transportation. Google 304 

(82.19%) is also a mainstay in finding information on travel. The method of payment of 305 

tourists' choices in transactions is cash at 73.91%. The average tour of tourist shoppers 306 

averages 3-7 days and uses the homestay as the most chosen accommodation choice. The 307 

division of cost components made by Sharecost tourists includes several components with a 308 

proportion of 0.33, transportation 0.28, ticket 0.13, parking 0.14, consumption 0.10, and 309 

logistics 0.10. The characteristics of tourists in traveling can be seen in Table 03. 310 

Table 03. 311 
 Characteristics of tourists when traveling 312 

 313 
Tourist Options Answer Percentage  

(%) 
Characteristic Opentrip Sharecost

During trip Travel companion  Friend  93,15 97,26 

Family  93,15 21,92 

Relation  21,92 8,22 

Community  16,44 15,07 

Means of transportation Personal 19,18 27,40 

Rent  38,36 42,47 

General  58,90 68,49 

Transportation used during Rent car 57,53 64,38 



 

 

the destination Taxi 4,11 5,48 

Gojek 26,03 46,58 

Grab 32,88 38,36 

Public transportation 38,36 76,71 

Trans Agent 46,58 2,74 

Information tools Google 82,19 82,19 

Waze 34,25 41,10 

Manual map 10,96 8,22 

Ask Native 42,47 42,47 

Payment method Cash 63,01 73,97 

Voucher 6,85 2,74 

Credit card 2,74 32,88 

Transfer 50,68 63,01 

Length of stay 1 night 45,21 30,14 

3-7 days 52,05 64,38 

>7 days 2,74 2,74 

Accommodation options Homestay 65,75 31,51 

Hotel 13,70 24,66 

Others  57,53 56,16 

Choice of place to eat Cafe 21,92 20,55 

Market  80,82 84,93 

Fast Food Restaurant 35,62 35,62 

 314 
 315 
4.3.1 Characteristics of Tourists After Traveling (Opentrip and Sharecost) 316 
 317 
4.3.1.1 Opentrip 318 

Opentrip tourists usually travel twice a year, namely 32.88% or once a year 32.88%. After a 319 
tour, tourists usually share their experienced experiences through social media. The most 320 
widely used social media is Instagram 94.52% and Facebook is 34.25%, others use YouTube 321 
or path.  322 
 323 
 324 

 325 
4.3.1.2 Sharecost 326 

On average Sharecost tourists travel once a year at 38.36%. After traveling, regular travelers 327 
usually share their experiences through social media. Instagram is the most popular social 328 
media for Sharecost travelers, it can be proven that Instagram usage as a media sharing is 329 
94.52%. Facebook is also the most widely used social media, which is 46.58%. The following 330 
(Table 04) can be seen the characteristics of tourists after traveling on a tour. 331 

 332 
 333 

Table 04. 334 
 Characteristics of tourists after traveling 335 

 336 
Tourist Options Answer Percentage  (%) 

Characteristic Opentrip Sharecost 

Post-
trip 

Travel frequency Once a week 2,74 0 

Once a month 6,85 17,81 

1 month twice 23,29 9,59 

One a year 32,88 38,36 



 

 

Twice a year 32,88 34,25 

Social media sharing Facebook 34,25 46,58 

Twitter 2,74 12,33 

Instagram 94,52 94,52 

Path 2,74 23,29 

Youtube 6,85 15,07 

 337 
 338 
4.2 Discussion 339 
 340 
4.2.1 Tourist Demographics 341 
 342 

Travel type preferences depend on each traveler. The type of backpacker trip both Opentrip 343 
and Sharecost has its own characteristics. This comparison of travel methods is seen from tourist 344 
demographics. 345 

 346 
4.2.1.1 Age 347 

Tourists who travel with the opentrip and Sharecost methods have an age range of 21-23 348 
years. This is not much different, because both are Backpackers travel methods, where this 349 
type of trip is preferred by Generation Z. Generation Z was born in 1995-2010 [44]. According 350 
to Wang (2016), this generation loves to find a once-in-a-lifetime experience at an affordable 351 
cost. 352 

 353 
4.2.1.2 Gender 354 

Opentrip tourists are dominated by women by 60% and men 40%. While Sharecost tourists 355 
are dominated by men by 53% and 47% women. Opentrip travel is clearer and more regular 356 
than Sharecost so that more women choose the opentrip method. In general, on the Opentrip 357 
trip, the itinerary has been prepared so that tourists only follow the schedule prepared from 358 
the Tour Leader or organizer. 359 
 360 

4.2.1.3 Job 361 
Opentrip and Sharecost trips are mostly carried out by tourists who work as employees at 362 
73% and 60%, then dominated by students. 363 
  364 

4.2.2 Comparison of Characteristics of Travelers before Traveling Between Opentrip and 365 
Sharecost Trips 366 

 367 
Based on the results of the study, the trip of Opentrip has been known by tourists as 368 

much as 73.97% in a period of more than one year while the method of Sharecost travel is 369 
52.05% known for more than one year and as much as 41.10% of tourists know it less than 6 370 
months. It can be interpreted that the Opentrip trip was better known than the Sharecost. 371 
Opentrip and Sharecost tourists account for 58.90% and 72.60% use electronic media in 372 
finding travel information sources, other than that, other sources come from verbal 373 
information. The majority of tourists with these two travel methods use the internet to dig up 374 
information. On average they seek information once a month or every three months. The use 375 
of the internet is because this generation was born and raised in an all-digital and 376 
sophisticated technology era. Of course, this affects the development of their behavior and 377 
personality. Their direction is the internet, making it easier for them to get access to the latest 378 
information. The positive side of the characteristics of generation Z is that they are well 379 
versed in digital technology. Bill Gates calls this generation Generation I or Information 380 
Generation. 381 
 The reason for choosing the travel method, both the Opentrip method and the 382 
Sharecost, is because it is cheap and economical. Both of these travel methods use the 383 
Whatsapp application the most as a communication medium in planning trips. Today, many 384 
tourists join in forming tourist communities according to the type of trip they like. Travelers 385 
who choose Opentrip 99% do not have a community and only 1% have a community, but for 386 
Sharecost 89% do not have a community and 11% have a community.  387 



 

 

The itinerary is very much needed before traveling, especially on Sharecost trips, 388 
because on the Opentrip trip, the itinerary has been made by the Tour Guide, so 92% of 389 
Sharecost tourists make itinerary while for Opentrip tourists only 70%. On the other hand, the 390 
similarity of the destinations you want to visit from both methods of travel is domestic tourist 391 
destinations. 392 

 393 
4.2.3 Comparison of Characteristics of Tourists When Traveling between Trips Open trip and 394 

Sharecost 395 

There are similarities in the characteristics of tourists when carrying out trips on both methods 396 
of travel, including; travel is done with friends having the largest percentage, using public 397 
transportation or rental cars in tourism activities, using Google applications as a tool to find 398 
information, using the most cash payment methods in transaction activities, traveling for 3-7 399 
days, homestay as accommodation options, accommodation becomes the component with 400 
the largest proportion of expenditure compared to other components such as transportation, 401 
tickets, parking, consumption, and logistics. The choice of food stalls in the market is more 402 
desirable than fast food or cafe.  403 

 404 

4.2.4 Comparison of Characteristics of Tourists after Traveling between Trips Open trip and 405 
Sharecost 406 

 407 
There is a difference in the frequency of tourists traveling, in the open method the highest 408 

percentage of tourists is to travel once, while the highest frequency in sharing method is twice 409 

difference. The most widely used social media to share travel experiences from both methods of 410 

travel is Instagram. As of October 2018, Instagram is the 6th most popular social media with 1 billion 411 

active users worldwide [30]. Instagram is a photo and video sharing application that allows users to 412 

take photos, take videos, digital filters, and share them to various social networking services. 413 

 414 

5. CONCLUSION 415 

Based on the explanation above, it can be concluded that the two methods of travel, both 416 

opentrip and Sharecost, have many similarities and are grouped in backpacker types, this is in 417 

accordance with the theory proposed by Pearce in The Backpacker Phenomenon in 1990. The 418 

similarity lies in the demographic characteristics of tourists in terms of age and work, but there are 419 

differences in gender. Another similarity lies in the characteristics of the Opentrip tourists before 420 

carrying out the journey in terms of information seeking and communication activities, but there is a 421 

difference in Sharecost tourists, where making an itinerary is important because there are no tour 422 

guides like Opentrip trips yet. In addition, on the characteristics of tourists when carrying out travel lies 423 

in the selection of travel partners, information search tools, accommodation and places to eat and the 424 

length of the trip. But there is a difference in cost sharing, where the Sharecost divides the costs with 425 

more components than the opentrip. While the characteristics of tourists after traveling there are 426 

some differences, especially in terms of expenditure where transportation costs and tourist 427 

accommodation Sharecost greater than opentrip. But the largest percentage average total 428 

expenditure has the same value. Besides that similarity lies in the social media used in sharing the 429 

impression of his journey. 430 

 431 

REFERENCES 432 



 

 

 433 

1. Allon, F., Anderson, K., & Bushell, R. (2008). Mutant mobilities: Backpacker tourism in Allon, F., 434 
Anderson, K., & Bushell, R. (2008). Mutant mobilities: Backpacker tourism in ‘global’Sydney. 435 
Mobilities, 3(1), 73-94. 436 

2. Arcana, K. T. P., & Wiweka, K. (2015). The Potential Development of Community Based Tourism 437 
at Ambengan Village, Buleleng Regency, Bali. Journal of Business on Hospitality and 438 
Tourism, 1(1), 11. 439 

3. Arcana, K. T. P., & Wiweka, K. (2018). The Impact of Managing Sustainable Event and the 440 
Contribution to The Formation of Destination Image at Nusa Dua Resort, Bali.. Jurnal Ilmiah 441 
Hospitality Management, 6(1), 43-48. 442 

4. Arcana, K. T. P., & Wiweka, K. (2018). A Study of Indigenous Tourism Product Development Case 443 
Study : The Baduy, South Banten, West Java. Jurnal Ilmiah Hospitality Management, 7(1), 65-74. 444 

5. Arcana, K., & Wiweka, K. (2016, May). Educational Tourism's Product Strategy at Batur Global 445 
Geopark, Kintamani-Bali. In Asia Tourism Forum 2016-the 12th Biennial Conference of Hospitality 446 
and Tourism Industry in Asia. Atlantis Press. 447 

6. Backpackerjakarta. 2019. Statistik demografi backpacker Jakarta. 448 
https://backpackerjakarta.com/statistik-demografi-backpacker-jakarta/ 449 

7. BPS. 2019. Data statistik jumlah kunjungan wisatwan ke Indonesia. https://bps.co.id  450 
8. Basah, S. (1986). Hukum tata negara perbandingan. Alumni. 451 
9. Canavan, B. (2018). An existentialist exploration of tourism sustainability: backpackers fleeing and 452 

finding themselves. Journal of Sustainable Tourism, 26(4), 551-566. 453 
10. Chen, G., & Huang, S. S. (2017). Toward a theory of backpacker personal development: Cross-454 

cultural validation of the BPD scale. Tourism Management, 59, 630-639. 455 
11. Cohen, E. (2003). Backpacking: Diversity and change. Journal of tourism and cultural change, 456 

1(2), 95-110. 457 
12. Dayour, F., Kimbu, A. N., & Park, S. (2017). Backpackers: The need for reconceptualisation. 458 

Annals of Tourism Research, 66, 191-193. 459 
13. Indrajaya, T., Cahyandito, M. F., Wiweka, K., & Adnyana, P. P. (2019). The Development of 460 

Creative Industry Strategies as a Tourist Attraction in Banten Province, Indonesia. Journal of 461 
Economics, Management and Trade, 22(5), 1-10. https://doi.org/10.9734/jemt/2019/v22i530101 462 

14. Ismayanti, & Herfan, D. (2010). Pengantar pariwisata. Gramedia Widiasarana Indonesia 463 
(Grasindo). 464 

15. Karyono, A. H. (1997). Kepariwisataan. Jakarta: Grasindo. 465 
16. Kompas. 2018. Ini Arti "Open Trip Sesungguhnya". 466 

https://travel.kompas.com/read/2018/07/15/090042027/ini-arti-opentrip-sesungguhnya. 467 
17. MacAndrews, C., & Masʼud, M. (1991). Perbandingan sistem politik. Gadjah Mada University 468 

Press. 469 
18. Maoz, D. (2007). Backpackers’ motivations the role of culture and nationality. Annals of tourism 470 

research, 34(1), 122-140. 471 
19. Miftah, T. (2003). Perilaku Organisasi Konsep Dasar dan Aplikasinya. Grafindo Persada, Jakarta. 472 
20. Mulyani, S. 1983. Brand dan Profil. Jakarta: IKIPP Jakarta Press. 473 
21. Murhadi, F. S. W., & Wiweka, K. Skill Training Model in Increasing Competence of Street Children 474 

(Case Study in Depok Town). 475 
22. Ooi, N., & Laing, J. H. (2010). Backpacker tourism: sustainable and purposeful? Investigating the 476 

overlap between backpacker tourism and volunteer tourism motivations. Journal of Sustainable 477 
Tourism, 18(2), 191-206. 478 

23. Pearce, P. (1990). The backpacker phenomenon: preliminary answers to basic questions. James 479 
Cook University of North Queensland. Townsville. Mimeo. 480 

24. Pearce, P. L., Murphy, L., & Brymer, E. (2009). Evolution of the backpacker market and the 481 
potential for Australian tourism. Gold Coast: CRC for Sustainable Tourism. 482 

25. Richards, G., & Wilson, J. (Eds.). (2004). The global nomad: Backpacker travel in theory and 483 
practice. Channel View Publications. 484 

26. Robbins, S. P., & Judge, T. A. (2006). Perilaku organisasi. Edisi kesepuluh. Jakarta: PT Indeks 485 
Kelompok Gramedia. 486 

27. Scheyvens, R. (2002). Backpacker tourism and third world development. Annals of tourism 487 
research, 29(1), 144-164. 488 

28. Setiawan, B., Trisdyani, N. L. P., Adnyana, P. P., Adnyana, I. N., Wiweka, K., & Wulandani, H. R. 489 
(2018). The Profile and Behaviour of ‘Digital Tourists’ When Making Decisions Concerning 490 
Travelling, Case Study: Generation Z in South Jakarta. Advances in Research, ISSN, 2348-0394. 491 



 

 

29. Setiawan, B., & Wiweka, K. (2018). A study of the tourism area life cycle in Dieng Kulon 492 
village. Pertanika Journal of Social Sciences & Humanities, 26(T Apr), 271-278. 493 

30. Statista. 2018. https://www.statista.com/statistics/272014/global-social-networks-ranked-by-494 
number-of-users/ 495 

31. Subyantoro, A. (2009). Karakteristik individu, karakteristik pekerjaan, karakteristik organisasi dan 496 
kepuasan kerja pengurus yang dimediasi oleh motivasi kerja (studi pada pengurus kud di 497 
Kabupaten Sleman). Jurnal manajemen dan kewirausahaan, 11(1), 11-19. 498 

32. Sugiyono. 2014. Metode Penelitian Bisnis. Bandung: Alfabeta. 499 
33. UNWTO. 2017. Journal Annual Report http://www2.unwto.org/ 500 
34. Utama, R. (2016). Pengantar Industri Pariwisata. Yogyakarta : Deepublish. 501 
35. Wachyuni, S. S., Wiweka, K., & Liman, M. (2018). Pengaruh Online Distribution Channels (ODS) 502 

Terhadap Hotel Revenue. Journal of Tourism and Economic, 1(2). 503 
36. Wiweka, K., & Arcana, K. (2016, May). The Impact of Tourist Accommodation Development 504 

Toward The Socio-Cultural Aspects in The Seminyak Village, District of Kuta, Regency of Badung, 505 
Bali (in Perspective of the Local Community). In Asia Tourism Forum 2016-the 12th Biennial 506 
Conference of Hospitality and Tourism Industry in Asia. Atlantis Press. 507 

37. Wiweka, K. (2014). Analisis Konsep Tri Hita Karana Pada Daya Tarik Warisan Budaya: Studi 508 
Kasus Puri Agung Karangasem, Bali. Jurnal Master Pariwisata (JUMPA). 509 

38. Wiweka, K. (2018). Analisis Produk Wisata Di Taman Bumi Perkemahan Dan Graha Wisata 510 
Pramuka (Buperta) Cibubur Jakarta. Jurnal Ilmiah Hospitality Management, 5(2), 19-32. 511 

39. Wiweka, K., & Utami, F. N. (2017). Komersialisasi Unsur Budaya Kedaton Sultan dan Masjid 512 
Sultan Di Ternate, Maluku Utara. Jurnal Sains Terapan Pariwisata, 2(1), 29-43. 513 

40. Wiweka, K., Yulianti, Y., Trisdyani, N. L., & Adnyana, P. (2018). Analisis Ruang Komersial Bagi 514 
Pedagang Kaki Lima di Kawasan Hutan Kota Rawa Dongkal, Kelurahan Cibubur, Jakarta 515 
Timur. Jurnal Sains Terapan Pariwisata, 3(3), 409-419. Retrieved from 516 
http://journal.polteksahid.ac.id/index.php/jstp/article/view/307 517 

41. Zhang, J., Morrison, A. M., Tucker, H., & Wu, B. (2018). Am I a backpacker? Factors indicating the 518 
social identity of Chinese backpackers. Journal of Travel Research, 57(4), 525-539. 519 

42. Zhang, J., Tucker, H., Morrison, A. M., & Wu, B. (2017). Becoming a backpacker in China: A 520 
grounded theory approach to identity construction of backpackers. Annals of Tourism Research, 521 
64, 114-125. 522 

 523 
Internet sources 524 
43. Agmasari. 2018. Perbedaan opentrip private dan sharecost.  525 

https://blog.treya.io/2017/09/06/bedanya-opentrip-private-dan-Sharecost/ 526 
44. Strauss W, Howe N. Generation Z; 1991. Available:http://www.teendisciples.org/generation-527 

z.docx. (Retrieved April 6, 2017) 528 
 529 


