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ABSTRACT 
 

 

 

The Influence of Instagram towards Decision Making  

Process: A Case Study of Lampung, Indonesia 

 

 

 

By 

 

Ellisa Natalia 

Robert La Are, S.ST, M.Par 

 

SWISS GERMAN UNIVERSITY 

 

 

 

Social media has affected travellers including when they decide to choose a 

destination. This research is dedicated to investigate the impact of Instagram as a 

social media towards decision making process, case of Lampung, Indonesia. 

Lampung is chosen as the case study as it has shown significant growth of the number 

of visitation during 2014 and 2018. 

 

The method in this research is using quantitative research methods. Online 

questionnaire has been conducted and completed by 134 respondents to find out 

whether Instagram impact tourist's decision making process to visit Lampung. The 

data was analyzed in SPSS system to retrieve the result. The data processing 

techniques using validity and reliability test, analyzing techniques using classical 

assumption test and hypothesis test. Therefore, the result of this study indicated that 

Instagram only affect 17% towards decision-making process.  

 

Keywords: Social Media, Instagram, Decision Making Process, Lampung, Indonesia 
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