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Abstract. Nowadays, leisure industry is growing rapidly. One of the major countries 

that experience this change is Indonesia, especially Jakarta, the capital of Indonesia. This 

research was designed and purposed to uncover or to describe leisure demand (customer) and 

leisure supply (provider) by their social class (A, B, and C). In total, there are 12 informants that 

are involved in this research. There are 6 informants that used for the customer analysis & 

profiling, another 6 informants that used for the provider analysis & profiling.   

There are also other tools that used in this research to help the analysis and the profiling 

analysis. Such as VALS classification, Maslow's hierarchy of needs, Tourism motivator typologies, 

service blueprint, etc. In the end of the analysis and profiling, there is a conclusion paragraphs 

and points that will conclude the whole research results.  

 

Introduction 

The term 'leisure' has many definitions. There is a dictionary definition such as "The 

condition of having one's time free from the demands of work or duty." (Macquarie Dictionary), 

but there are also many definitions from literature and academic papers. 

 One of the definitions describe leisure as  "...a state of mind which ordinarily is 

characterised by un-obligated time and willing optimism. It can involve extensive activity or no 

activity. The key ingredient is an attitude which fosters a peaceful and productive co-existence 

with the elements in one's environment." (Australian Council for Health, Physical Education and 

Recreation/Royal Australian Institute of Parks and Recreation, 1980) 

Another definition is provided by John R. Kelly in his paper called Work and leisure: a 

simplified paradigm, in this paper, he wrote to quote "Leisure is 'nonwork'. That is, leisure is not 

remunerative, not required by social expectations, and not necessary for status or survival. 

However, all nonwork is not considered leisure. Theorists have not agreed about how much 
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nonwork should be defined as leisure." In short, the meaning of leisure is the state when we are 

not working. 

This research sampling processes are conducted on October 3, 2017; October 9, 2017; 

and October 10, 2017. The total sampling size is 6 (2 samples for social class A, 2 samples for 

social class B, vice versa) for demand (customer) and another 6 for supply (provider).  

There are 2 main objectives of this research : 

1. Demand (customer): To know the preferences and motivations of leisure by each social class. 

2. Supply (provider): To know the commonalities and the differences among 3 types of leisure 

provider by each social class 

 

Customer profiling & analysis (Social class A, B, C) 

 Below are the detailed profilings and analysis of leisure customer in Jakarta: 

General Profiling (Table 1) 

Number Name Age Job Spending Social Class 

1 Neng Anggar 71 Indonesia Breast 
Cancer Foundation 
Social Worker 

± Rp 8.000.000 A 

2 Andi Sutarto  68 Indonesia Breast 
Cancer Foundation 
Social Worker 

± Rp 8.000.000 A 

3 Im 23 Banker ± Rp 1.200.000 B 

4 Irfan  23 Banker ± Rp 1.200.000 B 

5 Tini  26 Household Servant ± Rp 300.000 C 

6  Budianto 40 Tailor worker ± Rp 650.000 C 

   

 Meaning of leisure (Table 2) 

Number Name Meaning of leisure Social Class 

1 Neng Anggar “Relaxing, sightseeing, having fun.” A 
 

2 Andi Sutarto  “Relax, chat, travel domestically or abroad.” A 

3 Im “Rest as the priority, gather around with families and B 
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my girlfriend. If it’s weekend, then I probably go play, 
sightseeing, etc.”  

4 Irfan  “Because I love vespa, so I usually motorcycle touring.”  B 

5 Tini  “I normally rest and watch tv. The goal is to keep 
healthy and stable.”  

C 

6 Budianto “Strolling, shopping with my child and wife, gather with 
families.”  

C 

  

Motivation of leisure (Table 3)     

Number Name Motivation Social Class 

1 Neng Anggar Interpersonal Motivator=  To interact with their  
families (children and grandchildren). 
 
Physical Motivator= To have fun/enjoy. 
 
Cultural Motivator= To visit historical places. 

A 

2 Andi Sutarto  

3 Im Interpersonal Motivator= To gather around with 
friends and families.  
 
Status and prestige motivator= To play games(hobby). 

B 

4 Irfan  Interpersonal Motivator= To gather around with 
friends in the vespa communities. 
 
Status and prestige motivator= To tours (hobby). 

B 

5 Tini  Physical Motivator=  To stay healthy C 

6 Budianto Interpersonal Motivator= To stroll and shop with his 
wife and child.  

C 

 

 Theoretical classifications (Table 4) 

Numbe
r 

Name VALS classifications Maslow’s hierarchy of 
needs 

Social Class 

1 Neng Anggar Achievers= Love family and 
posses high resources  

Self-actualization needs ( 
Social worker) 

A 

2 Andi Sutarto  
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3 Im Experiencers= Young and 
belief that friends are 
important. 

Love and belongingness 
needs  

B 

4 Irfan Experiencers= Young, seek 
excitement, and like 
outdoors. 

Love and belongingness 
needs 

B 

5 Tini  Survivors= High concern of 
secure and safety, posses 
low resource, Tv viewer.. 

Biological and physiological 
needs 

C 

6 Budianto Survivors= Posses low 
resource 

Love and belongingness 
needs  

C 

 

Customer conclusion 

In general, social class A tends to views family time as the most preferred and valuable 

leisure activities. They like to chat, interacts, travels, and have fun with their families. Social class 

B most preferred leisure activities tend to be related to their hobbies and interact within their 

communities. At the other hand, social class C leisure activities are most likely related to basic 

needs. 

One of the most influential variables that create the gap of leisure preferences is the 

amount of resources they had. To gather around with families and travel domestically or abroad 

needs quite a considerable amount of resources. But to doing hobbies such as playing games 

and tour don't need the same amount of money and resources as social class A need to do their 

leisure. To the other extreme, social class C preferred leisure activities are related to their needs 

such as sleeping, shopping for basic needs, and other needed activities that social class A & B 

most likely don't view it as leisure activities.  

Finally, after analysing and profiling, I could summarize this research about leisure 

demand in 3 brief points: 

1. Social class A leisure preferences are the time when they are interacts, chats, and having 

fun together with their families. 

2. Social class B leisure preferences are the time when they do their hobbies and hang-out 

together with their friends among communities 

3. Social class C leisure preferences are purposed to fulfilled their basic needs such as 

security, food, etc, and also when they gather around with their families. 
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Provider profiling & analysis (Social class A, B, C) 

 Below are the detailed profilings and analysis of leisure providers in Jakarta: 

 Profiling and the dimensions of Social Class A provider (Table 5) 

Dimensions Social Class A 

Name Crematology (coffee shop) Shangri-La Jakarta (hotel) 

Target Market Social class A & B  Social class  A & B 

Market Behaviors Coffee lovers and trend followers People that prioritize quick service 
(business person) and people that expect 

customization and personalisation. 

Price Range Rp 30.000 - Rp 110.000 Rp 2.700.000 - Rp 8.500.000 

Marketing Social media (instagram), earned media 
(food bloggers), online platform (zomato), 

WoM. 

Website, online platform (traveloka), 
affiliation with airline companies, WoM. 

Value proposition Unique ambience, excellent and friendly 
services, prestigious brand (social 
approval), quality coffee beans. 

Excellent and friendly services, engagement 
with the customers, to fulfill and facilitate 

all customer’s needs, Luxurious brand 
(social approval), customization & 

personalisation.  

Event Birthday parties Business gathering, wedding, birthday, etc 

Operational System Established SOP Established and structured SOP 

 

Profiling and the dimensions of Social Class B provider (Table 6) 

Dimensions Social Class B 

Name Toodz House(restaurant) Budi Mulia (cosmetic store) 

Target Market Social class A & B Social class B & C 

Market Behaviors People that follow trend and social media 
users 

Economizing customers 

Price Range Rp 25.000 - Rp 48.000 Rp 50.000 - Rp 2.000.000 

Marketing Social media (instagram), online platform 
(zomato), and WoM 

WoM and sales promotion 
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Value proposition Homy ambience and unique foods Reasonable and relatively cheap price 

Event - - 

Operational System Established SOP - 

 

 Profiling and the dimensions  of Social Class C provider (Table 7) 

Dimensions Social Class C 

Name Siomay (food shack) Warung Raisa Motor (food shack) 

Target Market Social class C Social class C 

Market Behaviors Menial labors, impulse buyers , and 
economizing customers 

Menial labors, social class C students, and 
economizing customers 

Price Range Rp 10.000/portion Rp 500 - Rp 10.000 

Marketing Sign and WoM Sign and WoM 

Value proposition Low price Low price 

Event - - 

Operational System - - 

 

Direct comparisons of dimensions across social classes (Table 8) *ranked in order 

Dimensions A B C 

Target Market* Social class A & B Social class B, A, and C Social class C and B 

Market 
Behaviors* 

Prioritize service quality 
and differentiations of the 

provider. 

Trend followers, social media 
users, economizing 

customers. 

Menial labors, economizing 
customers, and impulse 

buyers 

Marketing Website, online platform, 
affiliation marketing, 
social media, WoM.  

Social media,  online 
platform, WoM. 

Sign and WoM  

Value 
proposition* 

Service quality, 
engagements between 
customer and provider, 

brand image (social 
approval) 

Differentiation on products, 
and price. 

Low price 
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Operational 
System 

Structured and established Established - 

Service blueprint analysis 

 Crematology service blueprint (figure 1) 

 

  

Shangri-la jakarta service blueprint (figure 2) 
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Toodz house service blueprint (figure 3) 

 

 

Budi mulia service blueprint (figure 4) 
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 Siomay service blueprint (figure 5)

 

  

Warung raisa motor service blueprint (figure 6) 

 

 

Provider conclusion 

From the analysis and profiling above, social class A provider usually have a point of 

difference or a unique selling proposition that will attract customers who have specific needs 

and interests. Social class A provider also have a great brand image that will give an additional 

emotional value of the brand.  

Social class B provider usually follows the industries, without offers a major point of 

difference and unique selling proposition, they usually relies on their marketing effort and trend 

to attract customer. Because the majority of their customer is social class B customer, then 
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keeping the price reasonable and affordable is crucial. Social class C provider, don't have any 

point of difference with its competitors. They only offer what their competitor does, and they 

prioritize in keeping their price low. 

By the complexity and the length of the service process, social class A provider has the 

longest and the most complex service process than others providers. One of the reasons that 

influence the length and the complexity of the service process, is the level of quality that social 

class A provider promised or committed to. That's why social class B & C providers, especially C, 

tend to have a very simple and straightforward service process.  

Finally, after the profiling and analysis above, I could conclude this research about 

leisure supply in 3 points= 

1. Social class A provider attract customer with their point of difference and their 

quality excellence. That makes their service process is long and complex. 

2. Social class B provider attracts their customer with their marketing effort and by 

adjusting their service to a current trend. Because social class B provider usually 

doesn't have a major point of difference and doesn't commit to quality 

excellence, so their service process tends to be moderate length and 

complexity. 

3. Social class C provider usually doesn't have any point of difference and doesn't 

commit into certain qualities, so their service process tends to be very simple. 
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