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Keyword: Abstract: The relevance of social media in the tourist industry, which relies
tourist attractions; heavily on effective communication because its clients are travelers, is gaining
social media; more prominence. The tourism industry is information-intensive and heavily
Visiting interests. dependent on effective communication. This study analyzes social media's effect

on increasing interest in visiting Loang Baloq tourism in Mataram city. The
research method used in this study is a quantitative method using the smartPLS 3
tool to test the reliability of regression and hypothesis testing. Furthermore, the
results of this study show that the theoretical contribution of this research can be
briefly summarized as follows: social media tourist attraction significantly
influences visiting intentions positively and significantly towards visiting
purposes with p values of 0.000 and 0.041, respectively. Social media can support
and increase tourist attraction to Loang Baloq Mataram tourism.

Abstrak: Relevansi media sosial dalam industri pariwisata, yang sangat
bergantung pada komunikasi efektif karena kliennya adalah wisatawan, kini
semakin menonjol. Industri pariwisata padat informasi dan sangat bergantung
pada komunikasi yang efektif. Tujuan penelitian ini adalah untuk menganalisis
pengaruh media sosial terhadap peningkatan minat berkunjung wisata Loang
Baloq kota Mataram. Kemudian metode penelitian yang digunakan dalam
penelitian ini adalah metode kuantitatif dengan menggunakan alat smartPLS 3
untuk menguji validitas reliabilitas terhadap regresi dan uji hipotesis. Lebih lanjut,
hasil penelitian ini menunjukkan bahwa kontribusi teoritis penelitian ini dapat
dirangkum secara singkat sebagai berikut, bahwa daya tarik wisata media sosial
berpengaruh signifikan terhadap niat berkunjung secara positif dan signifikan
terhadap niat berkunjung dengan nilai p masing-masing sebesar 0,000 dan 0,041.

Kata Kunci:
Daya tarik wisata;
Media sosial;
Minat berkunjung.

INTRODUCTION

Indonesia is known for having a variety of ethnic, religious, cultural, and linguistic
diversity. Besides these things, Indonesia is also known as a country rich in abundant natural
resources. Indonesia's natural resources, if managed properly, will provide prosperity for the
people and progress of the country (Jin et al.,, 2019). One of the natural resources that can be
developed is tourism. Tourism in Indonesia is currently showing progress (Toivonen etal., 2019).
The tourism sector is an income for regional and state revenues; even developed countries are
also developing the tourism sector to increase state revenues. In the Law of the Republic of
Indonesia Number 10 of 2009, Article 3 states that Tourism meets the physical, spiritual, and
intellectual of every tourist with recreation and travel and increases state revenues to realize
people's welfare (Hartanto et al., 2022). Learning existing tourism progress cannot be separated
from how to promote tourism in various regions; there are some magnificent charms. For now, it
is easy to promote a tourist spot, and the Internet makes tourism promotion even more accessible
(Kurniawan et al., 2022). The Internet allows users to participate, develop, and update any
information. The existence of the Internet makes tourism promotion even more accessible. The
Internet allows users to participate, create, and update any information. The presence of the
Internet makes tourism promotion even more accessible. The Internet enables users to
participate, develop, and update information (Kurniawan et al., 2023).

It is becoming more common practice to acknowledge the significance of social media in
the context of the tourist business, which is an information-heavy sector that places a heavy
emphasis on efficient communication (El-Said & Aziz, 2022). The press impacts visitors because
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many tourists use social media to research, investigate, plan, and share their experiences while
traveling. Acculturation is the process of acquiring a new culture via social interaction, which also
shapes one's view of the cultural milieu in which they find themselves (Rather, 2020). According
to this theory, the influence of social media on the travel experience may be comprehended by
considering the interactions between various forms of media and individuals. This theory leads
to multidisciplinary research in psychology, sociology, and communication. An urge that leads to
an individual's focus on a subject such as work or study is interested in returning to that location
(Chen & Lin, 2019).

Because of the ease with which almost anybody can access it, social media platforms are
an efficient instrument for marketing businesses. Many businesses now consider social media
marketing to be an essential component of their overall marketing strategy since it is one of the
most effective methods to communicate with clients (H. Liu et al., 2019). The Law of the Republic
of Indonesia No. 10 of 2009 defines a tourist attraction as everything distinctive, accessible, and
valuable in the form of various natural, cultural, and artificial assets marketed toward visitors or
visited by them. When establishing the quality standards of a tourist attraction, authenticity is the
factor that matters the most. This holds in terms of both originality and authenticity (Kurniawan
etal, 2021).

Because media such as this is more accessible, has a broader reach and is cost-effective in
communicating tourism, the use of internet-based social media as a tourism communication
medium is more flexible and profitable (Lu et al, 2022). This is what makes social media
increasingly desirable as a means of communication and promotion; it is this factor that makes it
increasingly desirable as a means of communication and advertising. The term "social media"
refers to any media based on the internet and enables people to effortlessly engage, produce
content, and share their experiences and information with others. According to the findings of a
poll conducted by WeAreSocial.net and Hootsuite, one social media platform rapidly gaining
popularity in Indonesian culture is Instagram (Hysa et al., 2021). Other popular social media
platforms in Indonesian society include Facebook, Twitter, Pinterest, LinkedIn, and Path.
Instagram now holds the position as the sixth most popular social media network among users
all over the globe. Kevin Systrom and Mike Krieger were the original creators of Instagram, and
it was first made available to the public on October 6, 2010 (Kurniawan & Suswanta, 2022).

On the other hand, Facebook paid Burbn Inc. one billion dollars in April 2012 to acquire
Instagram, which it sold to Facebook. In addition to serving as a social network for sharing
photographs, commercial items may be marketed using Instagram. In January 2018, the total
number of Instagram users throughout the globe topped 800 million. The United States of
America is home to the largest significant number of active Instagram users, at 110 million (Pan
etal, 2021).

Brazil comes in second with 57 million people actively logging in, while Indonesia takes
the third spot with 55 million users (Wilkins et al., 2021). Instagram is Indonesia's fourth most
popular social media platform, after YouTube, Facebook, and WhatsApp respectively (McCreary
et al, 2020). Kevin Systrom and Mike Krieger are credited with creating Instagram, which was
made available to the public on October 6, 2010nevertheless, it is also used for advertising various
things sold by businesses (Valeri & Baggio, 2021b). In January 2018, the total number of
Instagram users throughout the globe topped 800 million. The United States of America is home
to 110 million active Instagram users, making it the country with the most users overall (Cuomo
etal, 2021).

Brazil comes in second with 57 million people actively logging in, while Indonesia takes
the third spot with 55 million users (Hamid et al.,, 2021). Instagram is Indonesia's fourth most
popular social media platform, after YouTube, Facebook, and WhatsApp respectively. Instagram
is mainly known as a social network for sharing photographs; nevertheless, it is also used for
advertising various things sold by businesses. In January 2018, the total number of Instagram
users throughout the globe topped 800 million (Smith et al., 2019). The United States of America
is home to 110 million active Instagram users, making it the country with the most users overall.
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Brazil comes in second with 57 million people actively logging in, while Indonesia takes the third
spot with 55 million users (Batat, 2021). Instagram is Indonesia's fourth most popular social
media platform, after YouTube, Facebook, and WhatsApp respectively. Instagram is mainly
known as a social network for sharing photographs; nevertheless, it is also used for advertising
various things sold by businesses. In January 2018, the total number of Instagram users
throughout the globe topped 800 million. The United States of America is home to 110 million
active Instagram users, making it the country with the most users overall. Brazil comes in second
with 57 million people actively logging in, while Indonesia takes the third spot with 55 million
users. Instagram is Indonesia's fourth most popular social media platform, after YouTube,
Facebook, and WhatsApp, respectively (Li et al., 2021).

Social media serves as a highly effective promotional tool due to its accessibility, which
enables the expansion of promotional networks. It has become an integral component of
marketing strategies for numerous individuals, offering one of the most effective means of
engaging with customers and clients. Research conducted by (Cham et al., 2021) indicates that
social media platforms such as Facebook, YouTube, and Instagram notably influence tourists'
inclination to revisit destinations. Additionally, (Berhanu & Raj, 2020) assert that social media
promotions and word-of-mouth recommendations significantly impact visitors' decision-making
when selecting tourist destinations. A study investigating the impact of social media promotion
on followers' interest in visiting a particular tourist spot yielded noteworthy results,
demonstrating the significant influence of social media promotions on tourists' interest in seeing
(X. Liu etal., 2020).

A tourist attraction catalyzes individuals or groups to go on a journey to a particular
location due to its inherent significance, such as its natural surroundings, artifacts or historical
sites, and noteworthy occurrences (Joo etal., 2020). The primary motivation for visitors to engage
in tourism is the presence of tourist attractions. These attractions can be categorized into various
types, including natural attractions characterized by picturesque landscapes, bodies of water,
beaches, and favorable climate conditions. Additionally, architectural tourist attractions
encompass both historical and modern buildings, as well as archaeological sites. (b) The
management of tourist attractions (Sultan et al., 2021).

According to Conti & Heldt Cassel, (2020) who connects visiting tourist interest with
consumer purchasing interest, the theory of buying interest is equivalent to the idea of visiting
interest. Seeing tourist interest refers to the same thing. The meaning of the term "interest"
According to Casado-Aranda et al., (2021), interest is encouragement, also known as a powerful
internal stimulus that encourages action. Positive motivation and thoughts about the product
affect this encouragement since it is a solid internal stimulus that stimulates activity, a person's
level of interest in making a purchase is influenced by two external influences. First, there is the
opinion of other people, or in this instance, how the experience has been while using these goods
and services; if the information that is transmitted is favorable, then someone has a tendency to
be intrigued and may even check out these products and services, and vice versa (Valeri & Baggio,
2021a).

Social media

Visiting
Interests

Tourist

attraction
Figure 1. Theoretical Framework

Hypothesis
H1: Social Media Has a Positive and Significant Influence on Interest in Visiting
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H2: Tourist Attraction Has a Positive and Significant Influence on Interest in Visiting.

RESEARCH METHODS
Selected Case Studies
This study employs a questionnaire as a research technique of visiting interest in social
media to collect primary data; the survey methodology is aimed at obtaining preliminary data
regarding the effect of social media. Tourist attraction forms of social media may give information
on the features of the city of Mataram, and the types of tourist attractions determine the degree
to which the media can do so. Visitors come to Loang Baloq in Mataram City because of social
media. This study decided to investigate Loang Baloq Tourism, located in Mataram City.
Sampling Technique

This study used a non-probability sampling method known as random sampling to collect
data. The population comprises tourists who have traveled to Loang Baloq from Mataram city.
The Slovin formula is used in the sampling methodology, which is a way of sampling. The
responses range from 50 to 100 in this study's sample.

Data Collection Techniques

To collect data for this research, a questionnaire was employed. The data collecting method,
a questionnaire, consists of a set of written questions sent to respondents for them to answer. A
Google form was used as the format for the questionnaire that was created. The researcher
handed out Google Forms to those who participated in the Loang Baloq trip.

Measurement Techniques and Analysis

This research makes use of quantitative survey questions to get its data. In this investigation,
survey responses are rated on a Likert scale. The fifth spot displays the phrase "Very correct. The
data are put through SEM-PLS testing to verify their reliability and validity, in addition to testing
for regression and hypothesis.

RESULTS AND DISCUSSION
Respondent Demographics
The demographic profile of the respondents is shown in Table 1. Most of those who

answered the questionnaire were adults and young people aged 15-20.

Table 1. Respondent demographic profile

Characteristics Visitors to Loang Baloq Tourism
Frequency %
15-20 yrs 30 30%
21-30 yrs 17 17%

Source: Processed Research 2023

Research variable reliability and validity

On the existing literature standard reliability criteria for reflective measurement models, the
internal consistency measure model is endorsed by Cronbach's Alpha. A variable is considered
reliable when Cronbach's Alpha is more than 0.60. All variables in this study are reliable, as shown
in Table 2.
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Table 2.
Research variable reliability and validity
Variable Cronbach's Alpha rho_A rho_C Average Variance Extracted
(AVE)
Interest to visit 0.800 0.800 0.884 0.718
Tourist attraction 0.858 0867 0914 0.781
Social media 0.673 0.668 0.818 0.601

Source: Processed primary data using SmartPLS 3

Shows that the construct validity test results will provide a better understanding of the quality
measures used. However, before testing the level of influence on the variable interest in visiting.

X1.1X <«— 0.708

X1.2 <«— 0783
P-Values=0.000
X1.3 4/0.829/ Social Media 0=0.109
: 0.804—> | v11
Y1.2
X2.1 0=0.728 T—0.928—
’ <+ 0911 P-Values=0.041 Interest in Visitin&
0.804—> | y1.3
X2.2 4092

X2.3

«0.807—

Tourist attraction

Figures. 2 Hypothesis Test
Source: Research processed using SmartPLS 3

Figure 3 shows the results of hypothesis testing; the hypothesis is accepted when the p-value is
less than 0.05. Hypothesis H1, which states that social media has a positive and significant effect
oninterestin visiting, is accepted with a p-value of 0.000. It can be interpreted that environmental
conditions and administration have changed or not. Provision Security level is excellent.
Hypothesis H2, which states that tourist attraction influences visiting intentions positively and
significantly, is accepted with a p-value of 0.041. This shows that tourist attractions supporting
interest in visiting are outstanding; if the support is very good, then the facilities provided by the
government are also good to increase interest in visiting Loang Baloq tourism.

This study uses social media variables and interest in visiting to see how interest in
visiting increases long-term blog tourism. This study found that stating that social media had a
positive and significant effect on interest in visiting was accepted. It can be interpreted that
environmental conditions and administration have changed or not (Conti & Heldt Cassel, 2020).
Provision The level of security is excellent. Which states that tourist attraction influences the
intention to visit positively and significantly is accepted. This shows that the executive capacity
in supporting interest in visiting is excellent; if the support is excellent, then the facilities provided
by the government are also suitable for increasing interest in visiting Loang Baloq tourism (Valeri
& Baggio, 2021a). Of the variables used in this study, all variables significantly and positively
influence the interest in visiting Loang Baloq tourism. Using social media can attract Loang Baloq
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tourists and increase interest in visiting to introduce Loang Baloq tourism so that it is more
advanced (Cham et al., 2021).

CONCLUSION

The theoretical contribution of this study can be summarized as follows: social media and tourist
attraction greatly influence intention to visit significantly and positively with p values of 0.000
and 0.418. This study found that all variables that have a very significant and positive influence
on the interest in visiting Loang Baloq tourism, namely social media and tourist social media
users, can support an increase in tourist attraction so that they can influence interest in visiting
Loang Baloq tourism. The following are some practical consequences of the findings of this study.
The first is to increase tourist attraction for Loang Baloq tourism. The small number of
respondents, which may not reflect the original status of citizens, and the short duration of the
study are the drawbacks of this study. The limited number of research areas (only one city) can
only be generalized to some regions of Indonesia. The following are some research ideas for the
future. Future research must look at new independent constructs, for example, accessibility,
amenities, culture, tourist environment, organizational management, and information
technology, to see the influence on visiting intentions in a tourist destination. Future research will
involve various local government entities to cover a wider area. Future research should involve a
larger sample size to assess how consistent respondents' perceptions are. Finally, the longitudinal
data can be used in future studies to confirm the consistency of the suggested models.

ACKNOWLEDGMENT
Thank you to the authors who have collaborated in completing this paper, and thanks also
to the governmental science study program and the Muhammadiyah University of Mataram as
the place where we proceeded.

REFERENCE

Akhtar, N, Khan, N., Mahroof Khan, M., Ashraf, S., Hashmi, M. S., Khan, M. M., & Hishan, S. S. (2021).
Post-covid 19 tourism: Will digital tourism replace mass tourism? Sustainability
(Switzerland), 13(10). https://doi.org/10.3390/su13105352

Batat, W. (2021). The role of luxury gastronomy in culinary tourism: An ethnographic study of
Michelin-Starred restaurants in France. International Journal of Tourism Research, 23(2),
150-163. https://doi.org/10.1002 /jtr.2372

Berhanu, K., & Raj, S. (2020). The trustworthiness of travel and tourism information sources of
social media: perspectives of international tourists visiting Ethiopia. In Heliyon (Vol. 6, Issue
3). cell.com. https://doi.org/10.1016/j.heliyon.2020.e03439

Casado-Aranda, L. A, Sdnchez-Fernandez, ]., & Bastidas-Manzano, A. B. (2021). Tourism research
after the COVID-19 outbreak: Insights for more sustainable, local and smart cities. In
Sustainable Cities and Society (Vol. 73). Elsevier. https://doi.org/10.1016/j.scs.2021.103126

Cham, T. H,, Lim, Y. M,, Sia, B. C,, Cheah, ]. H., & Ting, H. (2021). Medical Tourism Destination Image
and its Relationship with the Intention to Revisit: A Study of Chinese Medical Tourists in
Malaysia. Journal of China Tourism Research, 17(2), 163-191.
https://doi.org/10.1080/19388160.2020.1734514

Chen, S. C., & Lin, C. P. (2019). Understanding the effect of social media marketing activities: The
mediation of social identification, perceived value, and satisfaction. Technological
Forecasting and Social Change, 140, 22-32. https://doi.org/10.1016/j.techfore.2018.11.025

Conti, E., & Heldt Cassel, S. (2020). Liminality in nature-based tourism experiences as mediated
through social media. Tourism Geographies, 22(2), 413-432.
https://doi.org/10.1080/14616688.2019.1648544

Cuomo, M. T., Tortora, D., Foroudi, P., Giordano, A. Festa, G., & Metallo, G. (2021). Digital
transformation and tourist experience co-design: Big social data for planning cultural

169



ISSN (online) 1684-9992

tourism. Technological Forecasting and Social Change, 162.
https://doi.org/10.1016/j.techfore.2020.120345

Dixit, S. K., Lee, K. H., & Loo, P. T. (2019). Consumer behavior in hospitality and tourism. Journal
of Global Scholars of Marketing Science: Bridging Asia and the World, 29(2), 151-161.
https://doi.org/10.1080/21639159.2019.1577159

El-Said, O., & Aziz, H. (2022). Virtual Tours a Means to an End: An Analysis of Virtual Tours’ Role
in Tourism Recovery Post COVID-19. journal of Travel Research, 61(3), 528-548.
https://doi.org/10.1177/0047287521997567

Hamid, R. A., Albahri, A. S., Alwan, ]. K., Al-Qaysi, Z. T., Albahri, 0. S., Zaidan, A. A., Alnoor, A,
Alamoodi, A. H., & Zaidan, B. B. (2021). How smart is e-tourism? A systematic review of smart
tourism recommendation system applying data management. Computer Science Review, 39.
https://doi.org/10.1016/j.cosrev.2020.100337

Hartanto, Y., Firmansyah, M. A., & Adhrianti, L. (2022). Implementation Digital Marketing Pesona
88 Curup in to Build Image for the Decision of Visit Tourist Attraction. Proceedings of the 4th
Social and Humanities Research Symposium (SoRes 2021), 658.
https://doi.org/10.2991/assehr.k.220407.121

Hysa, B., Karasek, A., & Zdonek, 1. (2021). Social media usage by different generations as a tool for
sustainable tourism marketing in society 5.0 idea. Sustainability (Switzerland), 13(3), 1-27.
https://doi.org/10.3390/su13031018

Jin, X. (Cathy), Qu, M., & Bao, J. (2019). Impact of crisis events on Chinese outbound tourist flow:
A framework for post-events growth. Tourism Management, 74, 334-344.
https://doi.org/10.1016/j.tourman.2019.04.011

Joo, Y., Seok, H., & Nam, Y. (2020). The moderating effect of social media use on sustainable rural
tourism: A theory of planned behavior model. Sustainability (Switzerland), 12(10).
https://doi.org/10.3390/su12104095

Kurniawan, C., Nurmandi, A., & Muallidin, 1. (2021). Economic Recovery for Tourism Sector Based
on Social Media Data Mining (Vol. 1, Issue January 2020). Springer International Publishing.
https://doi.org/10.1007 /978-3-030-85540-6

Kurniawan, C., Pratama, 1., Purnawingsih, T., Artificial, U. P.-1. ]. of, & 2022, U. (2022). Measuring
Smart City Implementation to Improve the Quality of Public Services in Jambi City. [jair.Id,
0(1). https://doi.org/10.29099/ijair.v6i1.405

Kurniawan, C., Purnomo, E. P., Fathani, A. T., & Fadhlurrohman, M. 1. (2023). Sustainable tourism
development strategy in West Nusa Tenggara province, Indonesia. IOP Conference Series:
Earth and Environmental Science, 1129(1), 012022. https://doi.org/10.1088/1755-
1315/1129/1/012022

Kurniawan, C., & Suswanta, S. (2022). Implementation of Artificial Intelligence by the Government
of West Nusa Tenggara (NTB) in Disaster Management. International Conference on Public
Organization (ICONPO 2021), 209(Iconpo 2021), 39-44.

Li, X,, Law, R, Xie, G., & Wang, S. (2021). Review of tourism forecasting research with internet
data. Tourism Management, 83. https://doi.org/10.1016/j.tourman.2020.104245

Liu, H., Wy, L., & Li, X. (Robert). (2019). Social Media Envy: How Experience Sharing on Social
Networking Sites Drives Millennials’ Aspirational Tourism Consumption. Journal of Travel
Research, 58(3), 355-369. https://doi.org/10.1177/0047287518761615

Liu, X., Mehraliyev, F,, Liu, C., & Schuckert, M. (2020). The roles of social media in tourists’ choices
of travel components. Tourist Studies, 20(1), 27-48.
https://doi.org/10.1177/1468797619873107

Ly, J., Xiao, X,, Xu, Z., Wang, C., Zhang, M., & Zhou, Y. (2022). The potential of virtual tourism in the
recovery of tourism industry during the COVID-19 pandemic. Current Issues in Tourism,
25(3), 441-457. https://doi.org/10.1080/13683500.2021.1959526

McCreary, A., Seekamp, E., Davenport, M., & Smith, ]. W. (2020). Exploring qualitative applications
of social media data for place-based assessments in destination planning. Current Issues in
Tourism, 23(1), 82-98. https://doi.org/10.1080/13683500.2019.1571023

Pan, X, Rasouli, S., & Timmermans, H. (2021). Investigating tourist destination choice: Effect of

170|




Journal of Governance and Local Politics (JGLP), Vol. 5, No. 2, November 2023

destination image from social network members. Tourism Management, 83.
https://doi.org/10.1016/j.tourman.2020.104217

Rather, R. A. (2020). Customer experience and engagement in tourism destinations: the
experiential marketing perspective. Journal of Travel and Tourism Marketing, 37(1), 15-32.
https://doi.org/10.1080/10548408.2019.1686101

Rather, R. A. (2021). Monitoring the impacts of tourism-based social media, risk perception and
fear on tourist’s attitude and revisiting behaviour in the wake of COVID-19 pandemic.
Current Issues in Tourism, 24(23), 3275-3283.
https://doi.org/10.1080/13683500.2021.1884666

Smith, M. K., Sziva, I. P.,, & Olt, G. (2019). Overtourism and Resident Resistance in Budapest.
Tourism Planning and Development. https://doi.org/10.1080/21568316.2019.1595705

Sultan, M. T., Sharmin, F., Badulescu, A., Stiubea, E., & Xue, K. (2021). Travelers’ responsible
environmental behavior towards sustainable coastal tourism: An empirical investigation on
social media user-generated content. Sustainability (Switzerland), 13(1), 1-109.
https://doi.org/10.3390/su13010056

Toivonen, T., Heikinheimo, V., Fink, C.,, Hausmann, A., Hiippala, T., Jarv, O., Tenkanen, H., & Di
Minin, E. (2019). Social media data for conservation science: A methodological overview. In
Biological Conservation (Vol. 233, pp- 298-315). Elsevier.
https://doi.org/10.1016/j.biocon.2019.01.023

Valeri, M., & Baggio, R. (2021a). Italian tourism intermediaries: a social network analysis
exploration. Current Issues in Tourism, 24(9), 1270-1283.
https://doi.org/10.1080/13683500.2020.1777950

Valeri, M., & Baggio, R. (2021b). Social network analysis: organizational implications in tourism
management. [International Journal of Organizational Analysis, 29(2), 342-353.
https://doi.org/10.1108/1J0A-12-2019-1971

Wilkins, E. ], Wood, S. A, & Smith, ]. W. (2021). Uses and Limitations of Social Media to Inform
Visitor Use Management in Parks and Protected Areas: A Systematic Review. Environmental
Management, 67(1), 120-132. https://doi.org/10.1007 /s00267-020-01373-7

171



