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ABSTRACT 
 

This study was prepared with the aim of knowing how much influence Instagram social 
media interactions have on the visiting decisions of followers of the Indonesian Folk 
account (@folkindonesia) in Indonesian tourist destinations. The approach used is a 
quantitative approach with a purposive sampling data collection method, which was 
conducted by distributing questionnaires to 144 active followers of Folk Indonesia 
accounts who meet the criteria. Data analysis was conducted using simple linear 
regression analysis.  The results showed that Social Media Interaction (X) that occurs on 
Folk Indonesia accounts has an influence on Visiting Decision (Y) of 62.2%. Thus, the 
results show that the most common reason for following Folk Indonesia is because they 
like the uploads, which is shown through the quality of the visual content (photos and 
videos) uploaded. This in turn plays a role in influencing the visiting decision made by its 
followers. 
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ABSTRAK 
 

Penelitian ini disusun dengan tujuan untuk mengetahui seberapa besar pengaruh interaksi media 
sosial Instagram terhadap keputusan berkunjung pengikut akun Folk Indonesia (@folkindonesia) 
di destinasi wisata Indonesia. Pendekatan yang digunakan adalah pendekatan kuantitatif dengan 
metode pengumpulan data purposive sampling yang dilakukan melalui penyebaran kuesioner 
kepada 144 orang pengikut aktif akun Folk Indonesia yang memenuhi kriteria. Analisis data 
dilakukan dengan menggunakan analisis regresi linier sederhana. Hasil penelitian menunjukkan 
bahwa Interaksi Media Sosial (X) yang terjadi pada akun Folk Indonesia berpegaruh terhadap 
Keputusan Berkunjung (Y) sebesar 62,2%. Dengan demikian, hasil penelitian menunjukkan 
bahwa alasan paling umum mengikuti Folk Indonesia adalah karena menyukai unggahan yang 
dimuat, yang ditunjukkan melalui kualitas konten visual (foto dan video) yang diunggah. Hal ini 
kemudian berperan dalam mempengaruhi keputusan berkunjung yang dibuat oleh pengikutnya. 
 
Kata Kunci: Pengikut; Instagram; Interaksi Sosial Media; Keputusan Berpergian; Unggahan 
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INTRODUCTION 
 

Social media is an example used as a means of online social interaction on the 
Internet today (Pariser, 2012; Cahyono, 2016). By using social media, users can 
communicate, interact, share, network, and do various activities (Redondo, 2015; 
Miranda, 2017). Current technological advances not only affect daily life and behaviour 
but also affect the development of the tourism industry (Guo et al, 2023). The emergence 
of the internet and social media provides many ways to disseminate information, and plan 
a trip and travel (Fotis et al, 2012). Moreover, technological developments in the field of 
internet-based social media have made it possible for travellers to share their travel stories 
(Neuhofer et al, 2012; Nezakati, et al., 2015). Based on We Are Social's research report 
in early 2023, Indonesia became the country with the 4th largest number of Instagram 
users in the world (Katadata.co.id, 2023).  

 
Social Media Interaction 

The choice of Instagram as a medium of communication certainly cannot be 
separated from the advanced features available in it, along with the forms of interaction 
offered. According to Jaakonmaki et al. (2017), interaction in social media is influenced 
by three aspects, i.e. Creator-Related Features, Contextual Features, and Content 
Features. These three aspects will be used in this study in managing social media 
interactions (variable X). The role of social media, Instagram as one of the most popular 
social media platforms in Indonesia can influence tourists' decisions when travelling a 
tourist destination (Alviona et al., 2023; Zakiyah & Romadi, 2022).  

 
Visiting Decision 

The decision to visit a tourist destination is a decision made by consumers to 
determine their intention to purchase the most preferred product so that consumers make 
a purchase. (Kotler and Armstrong, 2012). The decision-making process of a tourist is 
very important, according to Mathieson and Wall (in Pitana and Gayatri, 2005) including 
the need or desire to travel, information search and assessment, decision to travel, travel 
preparation and travel experience, and evaluation of travel satisfaction. These five 
processes are the background for the formation of Visiting Decision (variable Y), which 
will then be used as the dependent variable. 

One example of an Instagram account that specifically provides information on 
tourist destinations in Indonesia is Folk Indonesia. Researchers are interested in analyzing 
the influence of interactions on Folk Indonesia's Instagram social media account on 
travelling decisions in Indonesia. The selection of Folk Indonesia as the object of our 
research is because Folk Indonesia is an active social media in sharing information related 
to the beauty of tourist destinations in Indonesia. 

The hypothesis used in this study, are:  
1. H0: Social Media Interaction (X) has no influence on Visiting Decision (Y). 
2. H1: Social Media Interaction (X) has a positive influence on Visiting Decision 

(Y). 
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METHOD 
 

This research uses quantitative methods, with the type of approach is a type of 
quantitative description analysis approach and explanatory research (Kuncoro, 2007). 
The object of this research is the Folk Indonesia Instagram account which is in the form 
of a nature photography community and is located in Bandung.  

The population in this study was 526,000 total followers (as of September 2023). 
While the minimum sample size used based on the Slovin calculation formula is 99.98 
people, which is rounded up to 100 people.  

The sampling technique used is probability sampling, where each member of the 
population (in this case Folk Indonesia followers) has the same opportunity to become a 
sample member (Sugiyono, 2018). There are two sources of data acquisition, with details 
for primary data obtained through distributing questionnaires in the form of Google 
Forms through Folk Indonesia's Instagram account to their followers and secondary data 
in the form of unstructured interviews in the form of small talk with the initial founders 
of Folk Indonesia's Instagram account. The questionnaire distributed was arranged on a 
Likert scale and had five levels of answers.  

The data analysis techniques used in this study are:  
1. Instrument Requirements Testing 

a. Validity Test, is a measure that shows the levels of validity or validity of an 
instrument (Suharsimi, 2010). 

b. Reliability Test, is a tool to determine the consistency of the questionnaire 
used (Bahri, 2018). 

2. Analysis Requirements Testing  
a. Normality Test is a tool used to test the normal distribution caused by 

confounding variables in the regression model. (Ghozali, 2017). 
b. Linearity Test is a tool used to see whether or not the model specifications 

used in a study are correct (Ghozali, 2018). 
c. Heteroscedasticity Test is a tool to test the occurrence of inequality of 

variance from residuals or other observations in the regression model. 
3. Hypothesis Test 

a. Test t (Partial) test, is used to determine whether partially the independent 
variable (X) has a significant influence on the dependent variable (Y) 
(Sugiyono, 2018). 

b. Test f (Simultaneous), is used to determine the influence of independent 
variables (X) simultaneously (Sugiyono, 2014). 

c. Determination Coefficient Test is used to measure how much the ability of 
independent variables can explain related variables. 

d. Simple Linear Regression Test, to predict or estimate the value of the 
independent variable (X) with the dependent variable (Y). 

 
RESULTS AND DISCUSSION 
 

The following table are the researcher's findings related to the respondent data of 
the Indonesian Folk questionnaire. 
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Table 1. Respondents’ Profile Data 

 Question Total Percentage 

Sex Male 103 72% 
Female 41 28% 

Age 
18 – 26 Years (Gen Z) 59 41% 
27 – 42 Years (Milenial) 84 58% 
43 – 58 Years (Gen X) 1 1% 

Source: Researcher Processed Data (2023) 
 

Based on the 144 respondent profiles obtained, it is known that the gender of the 
respondents is dominated by men as many as 103 respondents (72%) and the rest are 
women as many as 41 respondents (28%). Meanwhile, the age of respondents is 
dominated by ages between 27 years and 42 years as many as 84 respondents (58%) are 
in the millennial generation. 
 
Table 2.  Recapitulation of Respondents' Responses to Social Media Interaction Variable 

(X) 

No. Dimensions Total Score Average Percentage 

1 Creator-Related 
Features 1,477 68.38% 

2 Contextual Features 1,699 78.66% 
3 Content Features 1,274 88.47% 
                   Total 4,450 78.51% 

Source: Researcher Processed Data (2023) 
 
 
 
 
 
 
 
 
 

Figure 1. Continuum Line of Social Media Interaction Variable (X) 
Source: Researcher Processed Data (2023) 

 
In Table 2, it can be found that the dimension that gets the highest average 

percentage is content features represented by 88.47%, while the dimension with the 
lowest average percentage is creator-related features represented by 68.38%. Based on 
Figure 1, shows that the level of social media interaction that occurs on the Folk Indonesia 
Instagram account is in the high category, with the achievement of the average percentage 
of the total score against the ideal score of 78.51%. 
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Table 3. Recapitulation of Respondents' Responses to the Visiting Decision Variable (Y) 

No. Dimensions Total Score Average Percentage 
1 Desire to Travel 621 86.25% 
2 Information Search 

and Assessment 
1,209 83.96% 

3 Travel Decision 543 75.42% 
4 Travel Preparation 611 84.86% 

5 Travel Experience 
Satisfaction Evaluation 581 80.69% 

                    Total 3,565 82.52% 
Source: Researcher Processed Data (2023) 

 
 
 
 
 
 
 
 
 
 

Figure 2. Continuum Line of Visiting Decision Variable (Y) 
Source: Researcher Processed Data (2023) 

 
In Table 3, it can be found that the dimension that gets the highest average 

percentage is the desire to travel represented by 86.25%, while the dimension with the 
lowest average percentage is the decision to travel represented by 75.42%. Looking at 
Figure 2 shows that the level of visiting decision that occur in followers of the Folk 
Indonesia Instagram account is included in the high category, with the achievement of the 
average percentage of the total score against the ideal score of 82.52%. 
 
The data analysis techniques used in this study are: 

1. Instrument Requirements Testing 
a. Validity Test 
 

Table 4. Social Media Interaction Variable Validity Test Results (X) 

Social 
Media 
Interaction 
(X) 

Pearson 
Correlation .417** .546** .644** .685** .738** .728** .649** .702** 1 

Sig. (2-
tailed) .000 .000 .000 .000 .000 .000 .000 .000  

N 144 144 144 144 144 144 144 144 144 

Source: Researcher Processed Data (2023) 
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Table 5. Results of the Visiting Decision Variable Validity Test (Y) 

Visiting 
Decision (Y) 

Pearson 
Correlation .782** .823** .806** .799** .760** .833** 1 

Sig. (2-tailed) .000 .000 .000 .000 .000 .000  

N 144 144 144 144 144 144 144 
Source: Researcher Processed Data (2023) 

 
Based on the results of the validity test of the Social Media Interaction variable (X) 

and the Social Media Interaction variable (Y) seen based on each Pearson Correlation 
value of the two variables, it was found that all Pearson Correlation values of the Social 
Media Interaction variable (X) and the Social Media Interaction variable (Y)> r table 
(0.137) and all statement items were declared valid. 

 
 

b. Reliability Test 
Table 6. Reliability Test Results 

Variable Cronbach’s Alpha 
Social Media Interaction (X) 0.789 

Visiting Decision (Y) 0.88 
Source: Researcher Processed Data (2023) 

 
 Looking at Table 6 above, we can see that the social media interaction variable 

(X) and the visit decision variable (Y) have a Cronbach's alpha value ≥ 0.60. Thus, all 
statement items are declared reliable to be used as measurement instruments. 
 

2. Analysis Requirements Testing 
a. Normality Test 

Table 7. Normality Test Results 

  Unstandardized 
Residual 

N 
Normal Parameters a, b  
 
Most Extreme 
Differences 
 
 
Test Statistic 
Asymp. Sig. (2-tailed) 

 
Mean 
Std. 
Deviation 
Absolute 
Positive 
Negative 

144 
.0000000 
2.67647233 
.085 
.085 
-.051 
.085 
.014c 

Source: Researcher Processed Data (2023) 
 
 Table 7 above explains that the significance result obtained is 0.014. So, this 
research data is normally distributed because the significance value> 0.05. 
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b. Linearity Test 

Table 8. Linearity Test Results 

 Sum of 
Squares df Mean 

Square F Sig. 

Visiting 
Decision 

Between 
Groups 

(Combined) 2626.234 127 20.769 3.863 .002 
Linearity 1687.492 1 1687.492 315.274 .000 

Social Media 
Interaction 

Deviation 
from 
Linearity 

938.742 126 7.450 1.392 .229 

Within Groups 85.639 16 5.352   
Total 2711.873 143    

Source: Researcher Processed Data (2023) 
 
 Based on table 3, the value of F count (1.392) < F table (2.34). It can be concluded 
that there is a significant linear relationship between the independent variable, Visiting 
Decisions (Y) and the dependent variable, Social Media Interaction (X). 
 

c. Heteroscedasticity Test 
In this study, the Glejser heteroscedasticity test was used. 

 
Table 9. Heteroscedasticity Test Results (Glejser) 

 Unstandardized 
B 

Coefficients 
Std. Error 

Standardized 
Coefficients Beta 

 
t 

 
Sig. 

(Constant) 3.071 .775  3.963 .000 

Social Media 
Interaction -.039 .030 -.107 -

1.286 .200 

Source: Researcher Processed Data (2023) 
 
 The table above explains that the significance value (0.200) > 0.05. It can be 
concluded that there are no symptoms of heteroscedasticity in the regression model. 
 

3. Hypothesis Test 
a. Test t (Partial) 

Table 10. Calculation Results of t Test (Partial) 

 Unstandardized 
B 

Coefficients 
Std. Error 

Standardized 
Coefficients 
Beta 

 
t 

 
Sig. 

(Constant) 1.246 1.255  .993 .322 
Social Media 
Interaction .752 .049 .789 15.294 .000 

Source: Researcher Processed Data (2023) 
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 The table above states that the t value is 15.294> t table of 1.65566, so there is an 
influence of the Social Media Interaction variable (X) on the Visiting Decision variable 
(Y) or the hypothesis is accepted. So it can be concluded that H1 is accepted and H0 is 
rejected, where there is an influence of Social Media Interaction (X) on Visiting Decision 
(Y). 
 

b. Test f (Simultaneous) 

Table 11. Calculation Results of Test f (Simultaneous) 

Model  Sum of 
Squares df Mean 

Square F Sig. 

1 Regression 1687.492 1 1687.492 233.921 .000b 

 Residual 1024.381 142 7.214 315.274 .000 
 Total 2711.873 143 7.450 1.392 .229 

Source: Researcher Processed Data (2023) 
 
 The table above states that f count of 233.921> f table of 4.20 where f count> 
2.74 and sig value. (0.00) < 0,05. So, it can be concluded that H1 is accepted and H0 is 
rejected, where there is an influence of Social Media Interaction (X) on Visiting 
Decision (Y). 
 

c. Determination Coefficient Test 

Table 12. Calculation Results of the Coefficient of Determination Test 

Model R R Square Adjusted R 
Square 

Std. Error 
of the 
Estimate 

1 .789a .622 .620 2.68588 
Source: Researcher Processed Data (2023) 

 
The table above explains that the value of R Square is 0.622. This means that the 

influence of the Social Media Interaction variable (X) on the Visiting Decision variable 
(Y) is 62.2%. While the remaining value of 37.8% is influenced by other variables outside 
of this regression equation or variables not examined. 
 

d. Simple Linear Regression Test 

Table 13. Simple Linear Regression Test Calculation Result 

 Unstandardized 
B 

Coefficients 
Std. Error 

Standardized 
Coefficients 
Beta 

 
t 

 
Sig. 

(Constant) 1.246 1.255  .993 .322 
Social 
Media 
Interaction 

.752 .049 .789 15.294 .000 

Source: Researcher Processed Data (2023) 
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The table above shows that the constant a of 1.246 means that the consistent value 
of the Visiting Decision variable (Y) is 1.246. Then, the regression coefficient X of 0.752 
states that for every 1% increase in the value of Social Media Interaction (X), the value 
of Visiting Decision (Y) increases by 0.752. The regression coefficient is positive so it 
can be said that the direction of the influence of variable X on Y is positive. The results 
of this test can be formulated through the following formula: 

Y = a+bX 
Y = 1,246 + 0,752 

Based on the significance value of the coefficient table, the significance value is 
0.000 <0.05 so it can be concluded that the Social Media Interaction variable (X) 
influence the Visiting Decision variable (Y).  Based on the test output that has been 
carried out, it can be concluded that H0 is rejected and H1 is accepted, which means that 
there is an influence of the Social Media Interaction Variable (X) on the Visiting Decision 
variable (Y). 

Descriptive analysis shows high Social Media Interaction on Folk Indonesia's 
Instagram account, with an average of 78.51%. However, the number of followers does 
not significantly impact user interaction. Visual content related to tourist destinations is 
the strongest determining factor. This shows that high-quality photos and videos, 
particularly those depicting nature and adventure, are highly effective in attracting 
interest. 

The analysis of the visting destination variable yielded similar results, with an 
average of 82.52%. The results of the analysis indicate that three factors significantly 
influence the decision to visit: (1) the desire to travel after seeing content that interacts 
with Folk Indonesia, (2) the ease of finding information related to tourist destinations, 
and (3) motivation arising from the experiences of fellow followers who share tourist 
content, encouraging other followers to visit similar destinations. These findings suggest 
that social interaction, easy access to information, and other user experiences shared on 
social media play a pivotal role in the decision-making process. 

The coefficient of determination tested the impact of Social Media Interaction on 
the Visiting Decision. It demonstrated a significant impact, accounting for 62.2% of the 
variance. The regression analysis also demonstrated a positive correlation between Social 
Media Interaction (X) and the Visiting Decision (Y), indicating that as the intensity of 
interaction increases, so does the desire to visit. Engaging visual content encourages 
inspirational travel ideas, while quality text and narratives foster a sense of connection 
with the destination and facilitate information retrieval. 
 
CONCLUSIONS  

 
The following are the conclusions obtained through this research: 
1. Social Media Interactions that occur on Folk Indonesia's Instagram account show a 

high category, amounting to 78.51%. Folk Indonesia's Instagram account builds itself 
to relate more closely with its followers by consistently uploading a variety of visual 
content (photos, videos, and informative captions). This is also supported by the large 
number of likes, comments, saves, and reposts obtained by each upload because it is 
proportional to the quality of the content presented.   
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2. Visiting Decision that occur in followers of Folk Indonesia's Instagram account show 
a high category, amounting to 82.52%. Many followers feel helped in finding 
information about a tourist destination and planning their trip through what has been 
uploaded by Folk Indonesia. This is what then develops the interest in travelling and 
visiting owned by followers, turning into a decision to visit, either shortly or another 
time. 

3. The influence of Social Media Interaction in the Folk Indonesia Instagram account on 
the Visiting Decision of the followers of the Folk Indonesia Instagram account, found 
a significant influence of 62.2% with the remaining 37.8% influenced by other 
variables outside this study. Followers feel inspired to travel and visit after viewing 
social media content and actively interacting with fellow followers. The interactions 
that occur not only generate the desire to travel but also make a real contribution to 
facilitating the search for information. The existence of inspirational travel ideas found 
from @folkindonesia uploaded content motivates and strengthens followers' desire to 
visit similar destinations. The higher (intense) the level of interaction that occurs on 
the @folkindonesia account, the greater the visiting decision made by the followers of 
the account. 

 
Based on the conclusions that have been explained by the researcher, the 

recommendations that can be given by researchers in writing this journal are:   
1. Researchers expect that the Folk Indonesia Instagram account can further improve and 

utilize Instagram features more optimally to be able to attract more audiences, 
especially the uploaded posts can be more attractive. Some methods that can be done 
are using the Question & Answer feature, and community chat, to create an Instagram 
filter frame feature, where every content belonging to followers who tag 
@folkindonesia can be directly reposted with the filter frame that has been created. 

2. Researchers expect that future researchers can expand the theory and concept of social 
media interaction and discuss it more deeply using other research methods and 
different criteria and variables to get more in-depth answers or results. 
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