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ABSTRACT 
A historical heritage is one of the tourism potentials that can be developed as a source of 
regional income. One of the historical heritages that are being intensified to become a 
leading tourism destination in DKI Jakarta is the Jakarta City Tourist Area. The DKI 
Jakarta government is making efforts to increase regional activity again by carrying out 
revitalization. To increase the attractiveness of the Jakarta City Tourist Area, 
improvements and optimization of Tourist Product Attributes are also being carried out 
so that the Old City Tourist Area can run with the concept of sustainable tourism and to 
increase the number of tourist visits after revitalization, the marketing strategy that can 
be implemented is through Social Media Marketing. This research aims to determine and 
explain the influence of tourism product attributes and social media marketing on the 
decision to visit the Old City tourist area of Jakarta after revitalization in 2022. The type 
of research used in this research is explanatory research with a quantitative approach. 
This research uses a non-probability sampling approach with purposive sampling 
technique. The population and number of samples used were 97 tourists who visited the 
Old City of Jakarta Tourism Area after Revitalization in 2022. The results of this research 
show that Tourism Product Attributes partially have an influence on Visiting Decisions, 
Social Media Marketing partially has an influence on Visiting Decisions, and Tourism 
Product Attributes and Social Media Marketing simultaneously have an influence on 
Visiting Decisions. 
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The potential attractiveness of Indonesian tourism plays an important role as the 
largest foreign exchange earner and the tourism sector is one of the main drivers in 
reviving the local and global economy apart from the oil and gas sector. The amount of 
foreign exchange recorded by the Indonesian tourism sector in 2018 at the Central 
Statistics Agency was 16.426 billion US $ (www.bps.go.id). Tourism is expected to 
become a potential sector for the country's development and is encouraged to become a 
leading sector. Based on data obtained in Official Statistics News No. 78/11/Th. XXV 
November 1 2022 the number of foreign tourist visits to Indonesia through the 4 main 
entrances from January to September 2022 increased by 2,530.58 percent and the 
number of visits reached 2.27 million visits compared to the same period in 2021. 
Increased number of visits Of course, foreign tourists must be used as an opportunity to 
improve Indonesian tourism products and services. 

In the Strategic Plan (RENSTRA) of the Ministry of Tourism and Creative Economy 
for 2020-2024, Indonesia is said to be one of the countries that is connected to various 
important moments in the history of world civilization. Apart from that, Indonesia is 
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also the largest cultural laboratory in the world. This is because Indonesia has more 
than 300 ethnic groups and 724 languages as well as dialects, culture and traditional 
customs. Cultural and historical assets owned by each region in Indonesia can be 
developed to generate regional income through tourism activities. 

As the capital of Indonesia, DKI Jakarta is quite old. Therefore, the city of Jakarta 
has a lot of history and culture in it. The location of the city of Jakarta, which is 
considered strategic, has made the city of Jakarta a trading center that is growing rapidly, 
bringing in traders from Europe, the Netherlands, Portugal and England. The city of 
Jakarta is also a gathering place for trading ships to exchange commodities. This proves 
the glory of the city of Jakarta as an entry point for maritime trade. Not only did they 
stop by, many immigrants also settled and became residents of the city of Jakarta, 
resulting in a mixture of social and cultural life. Thanks to this history, it is hoped that 
the historical and cultural potential in the City of Jakarta can be optimized properly in 
order to make the City of Jakarta a destination that has superior and quality tourist 
attractions. 

One of the tourist destinations in the city of Jakarta which is currently being 
prioritized for development by the DKI Jakarta government is the Kota Tua tourist area. 
The existence of the Kota Tua Tourist Area is the beginning of civilization in the city of 
Jakarta. The Kota Tua Tourist Area has become an icon of historical and cultural 
exoticism in the City of Jakarta through its distinctive views, buildings in medieval 
architectural styles from the Baroque-Ricoco to Art Deco period, ancient relics, culture, 
folklore and developing narratives. However 

The focus of developing tourist attractions in the Kota Tua Tourist Area is not just 
to maintain the physical buildings but also to revive area activities, and improving 
Tourism Product Attributes. Tourism Product Attributes are a combination of several 
components, both visible and invisible, such as products, services, facilities or tourist 
attractions that are able to motivate tourist travel (Melese & Belda, 2021). According 
toMayasari & Budiatmo (2017)There are five components of Tourism Product 
Attributes that must at least be present to be taken into consideration by prospective 
tourists, namely tourist attractions, amenities, accessibility, destination image, and price. 

Development efforts are being made because the Old Town Tourist Area tourist 
attraction is less attractive to some people, especially the younger generation, because it 
is no longer relevant to current tourism trends. Apart from that, the Kota Tua Tourist 
Area has many complex problems. These problems include monotonous tourist product 
attributes, traffic jams, difficult accessibility, lack of supporting facilities, lots of illegal 
parking, thuggery, and slum views caused by street vendors (PKL) filling the roads. 
Therefore, the DKI Jakarta Provincial Government is carrying out revitalization of the 
Jakarta Old City Tourist Area. Considering the large tourism potential that exists, the DKI 
Jakarta Government is making efforts to increase regional activity through revitalization. 
According to Minister of Public Works Regulation no. 18 of 2010 Article 1 paragraph 1 
concerning Guidelines for Regional Revitalization, revitalization is an effort to increase 
the value of land/areas through redevelopment in an area that can improve the function 
of the previous area. Revitalization in 2022 has entered the VIth Revitalization which 
focuses on creating environmentally friendly destinations (LEZ, Pedestrian, Promenade, 
Bicycle Path, Disability Friendly, Park and Ride, and Station Arrangement). The 
revitalization of the Old City Tourist Area implements a Low Emission Zone (LEZ) by 
only allowing emission-free vehicles, trees, parks, fountains and street furniture with the 
aim of improving air quality. The restoration of pedestrian paths is also being carried 
out to reduce congestion and provide comfort to pedestrians or cyclists in the Kota Tua 
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Tourist Area. Pedestrian paths are equipped with handicap-friendly guiding blocks. The 
government is also making improvements to the accessibility of more integrated public 
transportation, making it easier for tourists to travel to the Kota Tua Tourist Area. The 
Kota Tua Tourist Area is now designed to be more Instagrammable with the hope of 
becoming a new face of the past and future of the modern city. 

To increase the number of tourist visits after revitalization, the marketing strategy 
that can be implemented is through Social Media Marketing. Wearesocial.net explains 
that as of February 2022, 191.4 million or 68.9% of the population in Indonesia are 
people who actively use social media. Social media has a significant role in determining 
travel decisions from planning to complete the trip. Social networks can be a solution to 
make it easier for potential tourists to obtain information and recommendations related 
to products available at a destination or services available to get to or available at the 
tourist destination area (Waramontri, 2020). 
 

 
 

Figure 1 – Data on visitors to Fatahillah Park, Kota Tua tourist area, 2017-2022 
(Source: Kota Tua Area Management Unit, 2022) 

 
However, in reality based on Figure 1, even though we have made efforts to 

improve tourist product attributes and carried out social media marketing via Instagram 
social media, the tourist attraction of the Kota Tua tourist area after revitalization has 
not been able to increase the number of tourist visits significantly. Based on the 
revitalization program which is being intensified as an effort to increase the number of 
visits to the Jakarta Old City Tourist Area, the author is interested in adopting this 
concept as research material entitled The Influence of Tourism Product Attributes and 
Social Media Marketing on Visiting Decisions (Survey of Tourists in the Old City Tourist 
Area Jakarta Post Revitalization in 2022). 
 

LITERATURE REVIEW 
 
Tourism Product Attributes 

Product attributes are something that is attached to the product. Product 
attributes play a very vital role because they function to provide an overview of the 
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product. One of the most important factors in determining purchasing decisions is 
looking at the product attributes of a product (Orlando & Harjati, 2022).Mayasari & 
Budiatmo (2017)said that prospective tourists will consider everything when making a 
tourist visit, there are at least five components of the tourism product that prospective 
tourists will consider, namely attractions and environment, amenities, accessibility, 
destination image, and price. 

a. Tourist Attractions: 
Based on Law no. 10 of 2009 concerning Tourism explains that everything that has 

uniqueness, beauty and value in the form of a diversity of natural, cultural and man-
made products which is the destination of tourist visits is called a tourist attraction or 
known as tourist attraction.In tourist attractions, attractions can consist of elements 
originating from nature, tangible or intangible culture, as well as man-made 
attractions.(Wiweka & Arcana, 2019) 

b. Amenities: 
According to Republic of Indonesia Government Regulation Number 50 of 2011 

concerning the National Tourism Development Master Plan for 2010 - 2025, tourism 
facilities are all types of facilities that are specifically intended to support the creation of 
ease, comfort and safety for tourists when visiting tourism destinations. 

c. Accessibility: 
In the Government Regulation of the Republic of Indonesia Number 50 of 2011 

concerning the National Tourism Development Master Plan for 2010 - 2025, tourism 
accessibility is all types of transportation facilities and infrastructure that support the 
movement of tourists from the tourist's area of origin to the tourism destination as well 
as movement within the tourism destination area in connection with motivation for 
tourist visits. 

d. Destination Image: 
According toNgajow et al (2021)Destination image is knowledge that directly or 

indirectly provides an image of a destination and is believed by some people. The three 
dimensions of image are cognitive destination image, unique destination image, and 
affective destination image (Nurhayati et al., 2019) 

e. Price: 
According toKorowa et al (2018)Price is an amount of money from consumers for 

goods or services that is equivalent to the costs or sacrifices that arise from using the 
product or service. Price is the only element of the marketing mix that generates 
revenue while the other elements generate a number of costs (Sarmigi & Parasmala, 
2021). 
 
Tourism Marketing 

The difference between tourism marketing and other marketing is that tourism 
marketing focuses on tourists coming and buying tourism products or services through 
their trips, tourism marketing aims to make tourists associate the tourism experience 
they spend with the exchange of time and money, and tourism marketing is related to 
hospitality (Sutiksno et al., 2020). 
 
Social Media Marketing 

Seo and Park (2018) said that Social Media Marketing is a marketing activity 
through online media which aims to facilitate interaction, collaboration and sharing of 
content. Social Media Marketing activities are carried out to provide opportunities to 
connect, convey value and get consumers. There are 4 dimensions of using Social Media 
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Marketing, namely context, communication, collaboration, and connection (Sanjaya, 
2020). 

a. Context: 
How do we form a story, message and information in a certain format, such as the 

form and the language style used. 
b. Communications: 
How do we convey, listen and respond to messages to the audience in the right 

way so that the message can be conveyed well. 
c. Collaboration: 
How is cooperation carried out between givers and recipients of messages on 

social media to make things more effective and efficient. 
d. Connections: 
How to create a sustainable relationship with the recipient of the message so that 

they can feel closer to the sender of the message. 
 
Visiting Decision 

According to Ayudhita (2020), a purchasing decision is a decision a person makes 
before purchasing goods or services and the same relation to the decision to visit is how 
a person makes a decision before purchasing goods or services in the tourism sector, 
one of which is making a tourist destination decision. Five indicators that represent 
someone making a decision to visit (Hapsara & Ahmadi, 2022)that is: 

a. Destination Areas: 
Prospective tourists will make a decision to visit a destination or tourist 

destination when there is something interesting and unique about that place. 
b. Travel Mode: 
Ease of traveling is one of the things that is a consideration for tourists because 

each tourist has considerations of time, energy and money. 
c. Time and Cost: 
Before making a decision to visit, prospective tourists will adjust their travel time 

to suit the opening and closing hours of the destination. 
d. Travel Agent: 
Things that prospective tourists consider are how easy it is to get tickets and 

information regarding the tourist destination they are going to. 
e. Service Sources: 
Completeness of service and production sources such as tour guide services, 

photographer services, and souvenir shops. 
 
Hypothesis Model 

Sugiyono (2019: 99) said that a hypothesis is a temporary answer to the 
formulation of a research problem. The hypothesis model of this research is as follows: 
 

 
 

Figure 2 – Hypothesis Model (Source: Data processed by the author, 2022) 
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The hypothesis model in this research is as follows: 
H1: Tourism Product Attributes(X1) has a partial (separate) effect on the Visit 

Decision (Y); 
H2: Social Media Marketing (X2) has a partial (separate) effect on the Visit 

Decision (Y); 
H3: Tourism Product Attributes and Social Media Marketinginfluence 

simultaneously (together) on Visiting Decisions (Y). 
 

METHODS OF RESEARCH 
 

The type of research used in this research is explanatory research with a 
quantitative approach. This research uses a non-probability sampling approach with 
purposive sampling technique. The population of this research is tourists who visited 
the Old City Tourism Area of Jakarta after the 2022 Revitalization and the number of 
samples used was 97 respondents. The data collection method used in this research was 
a survey method among tourists who visited the Kota Tua Tourist Area after its 
revitalization in 2022. The survey was carried out by distributing a questionnaire using 
a Google form containing a list of questions. Researchers will come directly to the 
research location and accompany the process of filling out the questionnaire. 

In this research, the characteristics that respondents must have are: 
 Respondents are Indonesian citizens (WNI) or foreign citizens (WNA); 
 Respondents visited the Kota Tua Tourist Area at least once after revitalization, 

starting in September 2022; 
 Respondents are at least 17 years old; 
 Respondents are active users of social media and have accessed social media in 

the Kota Tua Tourist Area at least once. 
The analysis technique used in this research is multiple linear regression. Data 

processing was carried out with the help of SPSS 25 software. 
 

RESULTS AND DISCUSSION 
 
Classic assumption test 

In this research, classical assumption tests include normality tests, 
multicollinearity tests, and heteroscedasticity tests. 
 

Table 1 – Normality Test Results 
 

 
Source: Data processed by the authors, 2023. 

One-Sample Kolmogorov-Smirnov Test 

 Unstandardized 

Residual 

N 97 

Normal 

Parametersa,b 

Mean .0000000 

Std. Deviation 3.45402139 

Most Extreme 
Differences 

Absolute .095 

Positive .095 

Negative -.041 

Test Statistic .095 

Asymp. Sig. (2-tailed) .031c 

Exact Sig. (2-tailed) .327 

Point Probability .000 

a. Test distribution is Normal. 

b. Calculated from data. 

c. Lilliefors Significance Correction. 
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Because the sample for this study was 97 samples, the researchers used the Exact 
P Value in measuring the normality test. Based on the normality test results in table 1, it 
can be seen that the Exact sig. of 0.327 and greater than 0.05. Therefore, the 
independent variables, namely Tourism Product Attributes and Social Media Marketing, 
and the dependent variable, namely Visiting Decisions, are normally distributed. 
 

Table 2 – Multicollinearity Test Results 
 

Variable Tolerance VIF 
Tourism Product Attributes (X1) 0.509 1,964 

Social Media Marketing(X2) 0.509 1,964 
 

Source: Data processed by the author, 2023. 

 
Based on the results of the multicollinearity test in table 2, it can be seen that the 

tolerance value of the Tourism Product Attribute and Social Media Marketing variables 
is 0.509 and greater than 0.10. Next, the VIF value of the Tourism Product Attributes and 
Social Media Marketing variables is 1.964 and smaller than 10.00. So it can be concluded 
that there is no multicollinearity and the regression model in this research can be said to 
be good. 
 

 
 

Figure 3 – Heteroscedasticity Test Results (Source: Data processed by the author, 2023) 

 
Based on the results of Figure 3, the scatterplot test above has fulfilled the 

provisions for the absence of heteroscedasticity. The distribution of dots does not form a 
particular pattern. The points spread randomly, do not gather, and do not form a 
particular pattern, so it is said that there is no heteroscedasticity and the residual from 
one observation to another is good (constant). 
 

Table 3 – Partial Test Results (t Test) 
 

 
 

Source: Data processed by the authors, 2023. 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 12.610 4.378  2.880 .005 

Atribut Produk Wisata .448 .078 .554 5.716 .000 

Social Media Marketing .314 .128 .239 2.464 .016 

a. Dependent Variable: Keputusan Berkunjung 
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Based on table 3, it is found that the Tourism Product Attribute variable (X1) has a Sig 
value. t is 0.000 and is smaller than 0.05, which means it has a significant effect on 
Visiting Decisions (Y) and the Social Media Marketing variable (X2) has a Sig value. t is 
0.016 and smaller than 0.05. It can be concluded that the two independent variables 
partially have a significant effect on the dependent variable. So H1 and H2 of this 
research are accepted. 
 

Table 4 – Simultaneous Test Results (F Test) 
 

 
 

Source: Data processed by the authors, 2023. 

 
Based on table 4, the Sig. The F obtained is 0.000. Therefore, it can be concluded 

that the Sig value. F≤ 0.05 so that H1 of this research is accepted or Tourism Product 
Attributes (X1) and Social Media Marketing (X2) simultaneously (together) have a 
significant effect on Visiting Decisions (Y). 
 

Table 5 – Coefficient of Determination Test Results 
 

 
 

Source: Data processed by the authors, 2023. 

 
Table 6 - Results of Multiple Linear Regression Analysis 

 

 
Source: Data processed by the authors, 2023. 

 
Based on table 5, the R Square (R2) value is 0.550 or 55.0%, so it can be concluded 

that Tourism Product Attributes and Social Media Marketing have a 55.0% influence on 

 ANOVAa 

Model Sum of Squares df Mean Square F Sig. 

1 Regression 1399.684 2 699.842 57.439 .000b 

Residual 1145.305 94 12.184 
  

Total 2544.990 96 
   

a. Dependent Variable: Keputusan Berkunjung 

b. Predictors: (Constant), Social Media Marketing, Atribut Produk Wisata 

 

Model Summaryb 

Model R R 

Square 

Adjusted 

R Square 

Std. Error 

of the 

Estimate 

Change Statistics 

R Square 

Change 

F 

Change 

df1 df2 Sig. F 

Change 

1 .742a .550 .540 3.491 .550 57.439 2 94 .000 

a. Predictors: (Constant), Social Media Marketing, Atribut Produk Wisata 

b. Dependent Variable: Keputusan Berkunjung 

Coefficientsa 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

1 (Constant) 12.610 4.378  2.880 .005 

Atribut Produk Wisata .448 .078 .554 5.716 .000 

Social Media Marketing .314 .128 .239 2.464 .016 

a. Dependent Variable: Keputusan Berkunjung 
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Visiting Decisions. Meanwhile, the remaining value of 0.450 or 45.0% is influenced by 
other variables not discussed in this research. It can also be seen that the R value in the 
table is 0.742 or 74.2%, meaning that the magnitude of the influence of Tourism Product 
Attributes and Social Media Marketing on Visiting Decisions is in the strong category 
because it is in the coefficient interval >0.60 – 0.80. 

Based on table 6, it can be seen that the Tourism Product Attribute variable (X1) 
has a greater influence, namely 0.448 or 44.8% on Visiting Decisions (Y) compared to 
the Social Media Marketing variable (X2) which has an influence of 0.314 or 31.4% on 
Decisions. Visit (Y). 
 
The Influence of Tourism Product Attributes on Visiting Decisions 

Based on the research results, it is known that the tourism product attribute 
variable partially has a significant effect on visiting decisions. This is proven by a 
significance value of 0.000, so H1 of this research is accepted which states that Tourism 
Product Attributes (X1) have a partial effect on Visiting Decisions (Y). Based on multiple 
linear regression analysis, the value of the Tourism Product Attribute variable (X1) is 
0.448 on Visiting Decisions. Therefore, if the Tourism Product Attribute increases by 1 
unit, the Visit Decision will increase by 0.448 units assuming the other variables are 
considered constant. 
 
The Influence of Social Media Marketing on Visiting Decisions 

Based on the research results, it is known that the Social Media Marketing variable 
partially has a significant effect on Visiting Decisions. This is proven by a significance 
value of 0.000, so H2 of this research is accepted which states that Social Media 
Marketing (X2) has a partial (separate) effect on Visiting Decisions (Y). Based on 
multiple linear regression analysis, the value of the Social Media Marketing variable (X2) 
is 0.314 on Visiting Decisions. Therefore, if Social Media Marketing increases by 1 unit, 
then Visiting Decisions will increase by 0.314 units assuming other variables are 
considered constant. 
 
The Influence of Tourism Product Attributes and Social Media Marketing on Visiting 
Decisions 

Based on the results of the F test in table 4.19, it shows that the variables Tourism 
Product Attributes and Social Media Marketing simultaneously have a significant effect 
on Visiting Decisions. This is proven by a significance value of 0.000, so H1 of this 
research is accepted which states that Tourism Product Attributes and Social Media 
Marketing influence simultaneously (together) on Visiting Decisions (Y). Furthermore, 
based on table 4.21, the R Square (R2) value is 0.550 or 55.0%, so it can be concluded 
that Tourism Product Attributes and Social Media Marketing have a 55.0% influence on 
Visiting Decisions. Meanwhile, the remaining value of 0.450 or 45.0% is influenced by 
other variables not discussed in this research. The R value in the table is 0.742 or 74.2%, 
namely the magnitude of the influence of the Tourism Product Attributes and Social 
Media Marketing variables on Visiting Decisions is in the strong category because it is in 
the coefficient interval >0.60 – 0.80. 
 

CONCLUSION 
 

Tourism Product Attributes partially have a significant influence on the Decision to 
Visit the Old City Tourism Area of Jakarta after revitalization. So H1 is accepted. 
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Social Media Marketingpartially has a significant effect on the decision to visit the 
Old City tourist area of Jakarta after revitalization. So H2 is accepted. 

Tourism Product Attributes and Social Media Marketing simultaneously have a 
significant influence on the Decision to Visit the Old City Tourism Area of Jakarta after 
revitalization. So H3 is accepted. 

Based on the results of the F Test, it can be concluded that Tourism Product 
Attributes (X1) and Social Media Marketing (X2) simultaneously (together) has a 
significant effect on the Visit Decision (Y), which is found to be 0.000. Therefore, it can 
be concluded that the Sig value F ≤ 0.05 so H3 is accepted. 

Based on the results of the t test, it shows that the Tourism Product Attribute (X1) 
has a Sig value. t is 0.000 and is smaller than 0.05, which means it has a significant effect 
on Visiting Decisions (Y) and the Social Media Marketing variable (X2) has a Sig value. t 
is 0.016 and smaller than 0.05. So it can be concluded that the two independent 
variables partially have a significant effect on the dependent variable. So H1 and H2 of 
this research are accepted. 

Based on the coefficient of determination test, the R Square (R2) value was 0.550 
or 55.0%, so it can be concluded that Tourism Product Attributes and Social Media 
Marketing have a 55.0% influence on Visiting Decisions. Meanwhile, the remaining value 
of 0.450 or 45.0% is influenced by other variables not discussed in this research. And the 
R value is 0.742 or 74.2%, it can be concluded that the magnitude of the influence of 
Tourism Product Attributes and Social Media Marketing on Visiting Decisions is in the 
strong category because it is in the coefficient interval >0.60 – 0.80. 

Suggestions: 
1. It is hoped that the management of the Jakarta Old City Tourist Area will actively 

increase the diversity of tourist attractions so that they are not monotonous and 
become an effort to increase the number of tourist visits; 

2. It is hoped that managers of the Jakarta Old City Tourist Area and business actors 
will be consistent in maintaining the quality of tourist destinations by paying 
attention to existing regulations; 

3. It is recommended that the management of the Jakarta Old City Tourist Area 
activate social media other than Instagram and increase interaction, cooperation 
and collaboration through social media so that it can reach potential tourists 
more widely; 

4. It is hoped that there will be socialization by the management of the Jakarta Old 
City Tourist Area to the community regarding the revitalization being carried out 
so that visiting tourists can adapt and act according to the rules and changes 
made; 

5. It is hoped that there will be better management and improvements to the 
facilities in the Jakarta Old City Tourist Area so that they can be used properly 
and there is no damage; 

6. It is hoped that the Kota Tua Tourist Area will improve the delivery of messages 
on social media in a more unique way; 

7. It is hoped that innovation and promotion will be carried out so that more 
tourists will be interested in visiting places that sell souvenirs. 
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