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ABSTRACT 

Instagram is a social media that can be used as a tourism promotion tool, because in the context of marketing, a 

tourist attraction, photo media can affect the tourists desire to visit the tourist sites contained in the photo. The use 

of photos have a purpose to make a promotion more effective, because photos are able to attract people and will 

immediately easily assess and describe the atmosphere in the tourist attraction. The tourism industry is related to 

social media because there are many accounts that upload photos with aim to provide information about tourist 

locations. One of them is the @VisitBengkulu account, this account contains the results of photo reposts that have 

been uploaded by other accounts. Coupled with the phenomenon of photography, namely selfie (self-photo) in 

tourist places and then upload it on social media Instagram. The features provided by Instagram are very varied, 

easy to use and efficient, making researchers want to know the promotional strategies carried out by users of the 

@VisitBengkulu Instagram account as a medium for tourism promotion. 

Objective (1) determine whether there is an influence of advertising and publicity through digital marketing on 

social media @VisitBengkulu instagram account the interest of visiting attractions Bengkulu, 2) the effect of 

advertising through digital marketing media on social instagram account the interest of discussing @VisitBengkulu 

Bengkulu tourist attraction. 3) the influence of publicity through digital marketing on social media Instagram on 

the @VisitBengkulu account on interest in visiting Bengkulu tourism objects. 

This research is a type of qualitative research. The type of data used is primary data obtained through the 

distribution of questionnaires. The respondents of this research are Instagram social media users who follow 

@VisitBengkulu totaling 100. The data analysis method used multiple linear regression analysis. Based on the 

discussion and research conclusions, some suggestions that can be given relating to advertising, publicity and 

interest in visiting Bengkulu tourism are: (1) The results of the study show that advertising through digital 

marketing has a significant effect on visiting interest . These findings explain that advertising on Instagram on 

@VisitBengkulu has been able to attract interest in visiting Bengkulu tourism objects. (2) The results of the study 

show that the publicity through digital marketing significant effect on the interests Been. These findings explain 

that publicity in areas outside Bengkulu has succeeded in increasing the image of tourism and attracting interest 

in visiting Bengkulu tourism. (3) The results show that advertising and publicity through digital marketing have a 

significant effect on Visiting Interest. These findings explain that the marketing strategy implemented by 

@VisitBengkulu is able to increase interest in visiting Bengkulu tourism objects.     

Keywords: Advertising, Visiting Interest, and Publicity. 

1. PRELIMINARY

In the era of information globalization as it is today, 

consumer behavior has begun to shift. Everyone 

nowadays, before making a decision to buy a product, 

they always look for information first on social media 

through recommendations left by previous consumers 

(Cahyono, 2016). The same thing applies to the decision 

to travel, visit a city by looking at the recommendations 

given by previous travelers through photos on social 

media or their travel stories in their blogs. 
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Digital marketing is a promotional activity and 

market search through digital media online by utilizing 

various means, such as social networks. Social media has 

an important role in digital marketing strategy because it 

can increase brand awareness . The application of digital 

marketing is something that is done to boost sales of 

products or services. Social media holds a very important 

meaning and has become part of the lifestyle of most 

people around the world. The whole world community 

can use social media and it is certain that the number will 

continue to grow.    

Instagram is also one of the most widely used social 

media sites to collect information on tourist attractions 

recommendations. Through the power of photos, 

Instagram social media attracts the attention of travelers 

to visit cities with interesting treats. This means that the 

use of Instagram will be very effective in promoting a 

tourist destination for travelers (Perkasa et al., 2017). 

Released from kompas.com Indonesia itself until 2019, 

the number of monthly active Instagram users was 

61,610,000. This means, 22.6 percent, or almost a quarter 

of the total population of Indonesia, are Instagram users. 

Seeing this phenomenon, Instagram social media can be 

used as a potential promotional tool, especially for tourist 

objects, especially Instagram content in the form of photo 

and video media. Promotion is communication that 

provides explanations that convince potential consumers 

about goods and services (Putri & Safri, 2015). While 

publicity according to Jefkin (2010) is defined as the 

impact of knowing an information. The @visitbenngkulu 

account, is an Instagram account created since early 

2015, this account contains the results of photo reposts 

that have been uploaded by other accounts. Repost is re- 

uploading photos or videos of social media users on our 

Instagram accounts and including sources by mentioning 

their accounts. 

The attractions in @VisitBengkulu's photos are 

beaches, waterfalls, mountains, lakes, and the fort of 

Marlborough. The tourism industry is related to social 

media because there are accounts that upload photos with 

aim to provide information about tourist locations. 

Coupled with the phenomenon of photography, namely 

selfies (self portraits) in tourist attractions and then 

uploading them on social media Instagram. The features 

provided by Instagram are very varied, easy to use and 

efficient, making researchers want to know the 

promotional strategies carried out by users of the 

Instagram @visitbengkulu account as a medium for 

tourism promotion . 

Based on this background, the researcher decided to 

conduct a study to find out " Digital Marketing 

Through Instagram Social Media as a Promotional 

Means to Increase Interest in Visiting Bengkulu 

Tourism Objects ", with the object of the researcher 

being the Instagram account @visitbenngkulu. 

1.1. The purpose of this research is 

1. Want to know whether there is an influence of

advertising and publicity through digital

marketing on Instagram social media on the

@visitbengkulu account on interest in visiting

Bengkulu tourist attractions.

2. Want to see if there is an influence

of advertising through digital marketing media on

social Instagram on the @visitbengkulu account on

interest in visiting Bengkulu tourism objects

3. Want to see if there is an influence

of publicity through digital marketing on social

media Instagram on the @visitbengkulu account on

interest in visiting Bengkulu tourist attractions

2. LITERATURE REVIEW

2.1. Interested Visit 

Tourist visits can be interpreted as an act of 

individuals or groups visiting a place or area to travel due 

to interest in tourist destinations or culture, as well as in 

understanding the marketing of tourist visits can be 

interpreted the same as visiting interest. According to 

Mujiono (2012) buying interest is a psychological 

activity that arises because of feelings (affects) and 

thoughts (cognitive) towards a desired product or service. 

2.1.1 Characteristics of Visiting Interes 

Umar (2005) stated that interest in visiting has 

the following special characteristics and characteristics : 

1. Interests are personal (individual), there is a

difference between the interests of one person

and another.

2. Interest has a discriminatory effect, is closely related

to motivation, influences and is influenced

by motivation.

3. Interest is something that is learned, not innate and

can change depending on needs, experience,

and fashion.

Research by Ekinci and Hosany (2006) explains that

a person's tendency to show interest in a product or 

service can be seen based on: 

1. Willingness to seek information on a product

or service

2. Willingness to pay for goods or services

3. Tell me something positive

4. Tendency to recommend
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2.1.2 Visiting Interest Indicator 

According to Ferdinand (2002) buying interest can be 

identified through the following indicators: 

a. Transactional interest

b. interests referential

c. Preferential interest

d. exploratory interest

2.1.3 Factors Affecting Visiting Interest 

Swastha and Irawan (2001) suggest that the factors 

that influence interest in visiting are related to feelings 

and emotions, if someone feels happy and satisfied in 

buying goods or services then it will strengthen interest 

in buying, dissatisfaction usually eliminates interest. 

Super and Crites Lidyawatie, (1998) explained that there 

are several factors that influence interest, namely: 

a. Job differences, meaning that with differences in

one's work one can estimate interest in the level of

work he wants to achieve, the activities carried out,

the use of his free time, and so on.

b. Socio-economic differences, meaning that someone

who has a high socioeconomic status will more

easily achieve what he or she wants than someone

who has a low socioeconomic status.

c. Differences in hobbies or hobbies, meaning how a

person uses

d. his spare time.

e. Gender differences, meaning that women's interests

will be different from men's interests, for example

in shopping patterns.

f. Differences in age, meaning that the ages of children,

adolescents, adults and parents will have different

interests in an object, object and person's activities.

2.2. Promotion 

Promotion is a company's effort to create awareness, 

inform, persuade and influence consumers to 

make purchases of the products offered by the 

company. Promotion is one of the variables in the 

marketing mix that is very important to be implemented 

by companies in marketing products and 

services. Promotional activities not only function as a 

communication tool between companies and consumers, 

but also as a tool to influence consumers in purchasing 

activities or using services in accordance with their 

wishes and needs. 

2.3. Advertising (Advertising) 

According to Moriarty, et al (2011) advertising is a 

type of marketing communication which is a general term 

that refers to all forms of communication techniques used 

by marketers to reach and convey messages to 

consumers. According to Widyatama (2005) advertising 

is a form of message presentation carried out by non- 

personal communicators through the media to be 

addressed to the communicant by paying. According to 

Ralph (2010), advertising is any form of communication 

nonpersonal about an organization, product, service, or 

idea that is paid by the sponsor particular. 

2.4. Publicity 

Publicity comes from the word " publicare " which 

means for the public. Publication is an activity to get to 

know the company so that the public and the public can 

get to know it. Machfoedz (2010), explains that 

information that attracts public interest and is informed 

through the news media is referred to as publicity. 

Newsom, Truk, Kruckeberg (2004). Publicity is news 

about a person, product or service that appears in a space 

or time that the media provides in the form of news, 

features, or editorial or program contexts in the broadcast 

world. 

This publicity is one of the third ways of promotion, 

which is an activity that complements sales methods such 

as advertisements, sales promotions and sales by 

individuals. Regarding the definition of publicity, Philip 

Kotler quotes it from the definition given by the 

American Marketing Association as follows: "publicity: 

non personal stimulation for a product, service or 

business unit by commercially significant news about it 

in a medium or obtaining favorable presentation radio, 

television or stage that is not paid the sponsor”. Publicity 

is an impersonal impetus to the demand for a product, 

service or business unit by publishing news of a 

commercial nature in the published media or presenting 

it appropriately through television, radio, or cinemas and 

all of this is not paid for. by sponsors. 

 2.5. Previous research 

In this section, several previous researchers who have 

closeness in terms of scope and some research variables 

with those conducted by researchers are presented. 

Bagas and Siti (2016) The results of the analysis show 

that promotion through social media is a fairly effective 

marketing strategy, and supported by positive word of 

mouth will be able to attract consumers to make 

purchases at the Bontacos shop. The equations are data 

collection methods, data collection techniques and 

research variables. The difference is the object of 

research and the number of research variables.  
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Fani (2014) The results of this study stated that the 

tourist attraction products in Aceh Province are 

attractive, the infrastructure products that support 

tourism are well conditioned, the promotional mix that 

has been carried out is appropriate and attracts the 

attention of tourists, the image of the destination is good, 

and tourists intend to make repeat visits. to Aceh 

Province. Attraction products, infrastructure products, 

and tourism promotion mix have a significant effect on 

the image of Aceh Province destinations simultaneously 

and partially. Product attractions, infrastructure, and 

tourism promotion mix have a significant effect on 

tourists' intention to make repeat visits to Aceh Province 

simultaneously and partially. The image of the 

destination has a significant effect on the intention of 

tourists to make return visits to Aceh Province. Attraction 

products, infrastructure products, and promotion mix 

have a significant effect on the intention of tourists to 

make repeat visits to Aceh Province through the image of 

the destination. 

2.6. Analysis Framework 

A good thinking framework or analytical framework 

will explain theoretically the link between the variables 

to be studied. Theoretically, it is necessary to explain the 

relationship between the independent variable and the 

dependent variable. The linkage between these variables 

is then formulated into the form of a research paradigm. 

Therefore, in every preparation of the research paradigm 

it must be based on the framework of thinking Sugiyono, 

(2010) 

                      H1 

Figure 2.1 Analysis Framework 

Source: Cristina Widya Utami (2008), Kotler and 

Armstrong (2004), Kotler and Keller (2007) 

Information : 

1. The dependent variable, namely the variable that is

influenced by other variables. The dependent

variable in this study is Visiting Interest (Y).

2. Independent variables, namely variables that affect

other variables. The independent variables in this

study are Advertising (X1) and Publicity (X2).

2.7. Hipothesis 

H 1 : There is the influence of advertising on 

theinterest been on @VisitBengkulu.    

H 2 : There is the effect of publicity on the 

interest been on @VisitBengkulu.     

H 3 : There is an influence 

of advertising and publicity on interest in 

visiting @VisitBengkulu.  

3. RESEARCH METHODS

This study uses an online survey method facilitated 

by kwiksurvey, where respondents will receive a URL 

link through their social media, such as Line and 

Whatsapp which will be connected directly to the 

questionnaire that has been created. The reason why 

researchers use Kwiksurvey is because it is easy to learn 

compared to other questionnaire-making media. In 

measuring the indicators of the questionnaire, 

measurements were used with the Likert scale Sekaran, 

(2006). 

The sampling technique of non-probability, sampling 

technique of non-probability sampling were selected in 

this study is the technique of snowball sampling. 

 The snowball sampling technique is carried out 

sequentially by asking for information from people who 

have been previously contacted to inform their colleagues 

and so on. Poerwandari, (1998). Subjects or samples were 

selected based on person-to-person recommendations in 

accordance with the research to be interviewed. Patton, 

(2002).  

These techniques involve some informants were 

associated with the researcher. Furthermore, in this case 

the researcher took a sample of 100 respondents who 

were representative enough to be studied.  In this study, 

the data analysis technique used is multiple linear 

regression.  

This study uses the t-test hypothesis test as a partial 

test and the f-test as a regression model test. 

4. RESEARCH RESULTS AND

DISCUSSION

4.1. The Effect of Advertising on Visiting 

Interest 

Based on the results of the study, the advertising 

variable proved to have an influence on interest in 

visiting with a t-count value of 6.950 and a significance 

level smaller than alpha 0.05, which is 0.00, then H0 is 

   Advertising 

(X1) 

H3 

Publicity (X2) 

Visiting 

Interest  (Y) 

H2 
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rejected and Ha is accepted, meaning that advertising has 

a significant effect on consumer interest in visiting.  

@VisitBengkulu. 

The influence of the Advertising variable on 

consumer visiting interest can be seen from the results of 

the overall descriptive analysis showing that respondents' 

assessment of advertising at @VisitBengkulu is quite 

good, with an average of 3.67. This indicates that 

advertising on @VisitBengkulu has been implemented 

properly so that providing advertising can attract 

consumers to visit. 

In this study it was found that @VisitBengkulu has 

been able to implement attractive advertising so as to 

increase consumer attraction and interest. This is 

evidenced by the respondents' assessment of good 

advertising. In addition, from the results of multiple 

regression, the advertising variable has a value of 0.193 

which indicates that advertising has a significant effect 

on visiting interest, so that @VisitBengkulu really needs 

to continue to develop and improve advertising to make 

it more attractive and increase visiting interest . 

4.2. The Effect of Publicity on Visiting 

Interest 

Based on the results of the study, the publicity 

variable has been proven to have an influence on 

consumer visiting interest, with a t value of 15.928 and a 

significance level smaller than alpha 0.05, which is 0.00 

so that H0 is rejected and Ha is accepted, meaning that 

publicity has a significant effect on visiting interest. on 

@VisitBengkulu. The influence of the publicity variable 

on the consumer's visiting interest can be seen from the 

results of the overall descriptive analysis showing that the 

respondent's assessment of the publicity that has been 

held by @VisitBengkulu gets the respondent's perception 

of "good" with an average value of 3.35. This indicates 

that the publicity by @VisitBengkulu has been optimal 

enough to improve the image and positive impression of 

consumers towards Bengkulu tourism objects. 

In this study, it was found that the results of the 

multiple regression test showed that 

the publicity variable had a significant effect on 

consumers' visiting interest with a value of 0.785, so 

@VisitBengkulu is very necessary to 

develop publicity that covers more areas of various 

regions, thereby increasing interest in visiting Bengkulu 

tourism objects. 

4.2. The Effect of Advertising and Publicity 

on Visiting Interest 

Based on the results of the study, it was proven that 

the Advertising and Publicity variables had an influence 

on interest in visiting Bengkulu tourism objects, with a 

significance level of F count of 0.000 which was smaller 

than the alpha value of 0.05 so that H0 was rejected and 

Ha was accepted. This means that advertising and 

publicity have a significant effect on interest in visiting 

Bengkulu tourism objects. 

The influence of advertising and publicity on interest 

in visiting Bengkulu tourism objects can be caused 

because from the results of the respondents' assessment 

the two variables are in good numbers, namely 

advertising of 3.38 and publicity of 3.35, meaning that 

this condition indicates that advertising and publicity are 

applied by @VisitBengkulu has been good at attracting 

visitors, so it is important for @VisitBengkulu to develop 

and increase advertising and publicity on the 

@VisitBengkulu account. 

In this study found that @VisitBengkulu has been 

able to implement Advertising and Publicity well so that 

it has been able to increase consumer buying 

interest. This is proved by the respondents' assessment 

and based on the result of determination coefficient 

analysis showed that both the independent variable 

coefficient value of adjusted R 2 of 

0.751. Adjusted R 2 means that the variable of interest in 

visiting can be explained by advertising and publicity 

variables of 7 5.1% and the rest is explained by other 

variables. 

Indicates that the advertising and publicity 

implemented by @VisitBengkulu has succeeded in 

attracting interest in visiting Bengkulu tourism 

objects. Because the advertising created by 

@VisitBengkulu is able to attract visiting interest and the 

publicity created by @VisitBengkulu has increased 

the image of the tourist attraction and attracts interest in 

visiting Bengkulu tourist attraction. 

The results found in this study are in line with F risky 

and Hanifa (2014) which state that H0 has no effect of 

promotion on visiting interest. The test results obtained 

that the t value for the reliability variable shows the t 

value = 1.985 with a significance value of = 0.05 0.05, 

which means that the significance value of 0.000 is less 

than 0.05, which means that promotion has a significant 

effect on visiting interest. 

5. CONCLUSION

Based on the results of research and analysis has been 

done on the variable Advertising (X 1) and variable 

Publicity (X 2) to variable interest Been (Y) it can be 

concluded as follows: 

1. The results showed that advertising had a significant

effect on visiting interest. These findings explain

that advertising on Instagram on @VisitBengkulu

has been able to attract interest in

visiting Bengkulu tourism objects.

2. The results showed that publicity had a significant

effect on visiting interest. These findings explain
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that publicity in areas outside Bengkulu has 

succeeded in increasing the image of tourist objects 

and attracting interest in visiting Bengkulu tourism 

objects. 

3. The results showed that Advertising

and Publicity had a significant effect on Visiting

Interest. These findings explain that the marketing

strategy implemented by @VisitBengkulu is able to

increase consumer interest in

visiting Bengkulu tourism objects.

FOR FURTHER RESEARCH 

In this study, there are several limitations that are 

expected to be corrected by future researchers who have 

the same context. For further researchers, it is expected 

to conduct similar research using different objects and 

respondents to strengthen the validity of the study. In 

addition, in this study only tested advertising and 

publicity on visiting interest, further researchers are 

expected to be able to expand other dimensions 

of advertising and publicity variables on visiting interest. 
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