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ABSTRACT 
This study aims to examine the relationship between social media as a social space 

and the travel decision-making of Generation Z in Bengkulu City. A quantitative 

approach with a correlational design was employed, involving 384 respondents 

selected through purposive sampling. Data were collected using a Likert-scale 

questionnaire and analyzed using validity and reliability tests, classical assumption 

tests, and Pearson correlation analysis. The results show a positive and statistically 

significant relationship between social media as a social space and travel decision-

making among Generation Z (r = 0.792; p < 0.05). This indicates that higher levels of 

interaction and engagement in social media are associated with a stronger tendency to 

make travel decisions. However, this relationship reflects a statistical association 

rather than a causal effect. These findings suggest that social media plays an important 

role as a context for interaction and information exchange that relates to how 

Generation Z forms travel preferences and decisions. 
This is an open access article under the CC–BY-SA license. 

 

 

INTRODUCTION 
In the digital era, social media has evolved beyond a communication tool into a social space that influences 

how individuals interact, construct meaning, and make decisions, including in the context of tourism. Platforms such 

as Instagram and TikTok enable users to share experiences, exchange information, and engage in discussions that 

shape perceptions of travel destinations (Scheffer-Sumampouw, 2022; Purbohastuti, 2017; Fitriani, 2021). This 

phenomenon is particularly relevant to Generation Z, which is commonly defined as individuals born between 1997 

and 2012 (Dimock, 2019; Burger et al., 2021). As digital natives, Generation Z has grown up with constant exposure 

to internet-based technologies, making social media an integral part of their daily lives, including in seeking 

information and forming preferences related to tourism activities (Dolot, 2018; Priporas et al., 2017). 

The increasing intensity of social media use among Generation Z has transformed how tourism-related 

information is accessed and evaluated. Social media not only provides information but also facilitates interaction 

through user-generated content, comments, and online discussions, creating a digital environment where individuals 
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are exposed to various perspectives, experiences, and recommendations regarding travel destinations. These 

interactions contribute to shaping attitudes and behavioral intentions (Chang & Chang, 2023). Previous studies have 

shown that social media plays a role in influencing travel decisions, particularly through electronic word-of-mouth (e-

WOM), destination image, and content exposure (Alvionita et al., 2021; Saraswati et al., 2024; Krisnayani et al., 2021). 

However, most of these studies emphasize the functional role of social media as a source of information and promotion, 

while limited attention has been given to its role as a social space where interaction and meaning-making occur. 

From a theoretical perspective, the concept of social media as a social space can be understood through the 

notion of the public sphere. Habermas (1989, 1996) explains that the public sphere is a space where individuals engage 

in communication and form shared understanding. In the digital context, this concept is further extended by Fuchs 

(2023), who argues that social media functions as an interactive arena where users actively participate in producing 

and exchanging meanings (Calhoun, 1992). In this context, social media is not only a medium for information 

dissemination but also a space where social interaction shapes individual perceptions and preferences, including in 

tourism-related decisions. 

Based on this perspective, exposure to content, interaction with other users, and social validation on social 

media may relate to how Generation Z develops interest and makes travel decisions. Therefore, this study aims to 

examine the relationship between social media as a social space and travel decision-making among Generation Z in 

Bengkulu City, with a focus on identifying whether there is a significant relationship between individuals’ engagement 

in social media and their travel decision-making behavior. 

Based on the research background and identified gap, this study addresses the following research question: 

Is there a significant relationship between social media as a social space and Generation Z’s travel decision-making 
in Bengkulu City? Accordingly, this study aims to examine the relationship between social media as a social space and 

travel decision-making among Generation Z in Bengkulu City. 

Based on the preceding discussion, the hypotheses proposed in this study are as follows: 

H1: There is a significant relationship between the use of social media as a social space and Generation Z’s 

travel decisions in Bengkulu City. 

H0: There is no significant relationship between the use of social media as a social space and Generation 

Z’s travel decisions in Bengkulu City. 

 

METHOD 
This study employs a quantitative approach with a correlational design to examine the relationship between 

social media as a social space and travel decision-making among Generation Z in Bengkulu City. The population in 

this study refers to Generation Z individuals in Bengkulu City, with an estimated total of 103,686 individuals based on 

age group data obtained from the Central Bureau of Statistics of Bengkulu City (BPS Kota Bengkulu, 2023). 

The determination of the sample size refers to the table developed by Krejcie and Morgan (1970), which is 

commonly used to determine sample size based on a known population. Based on this approach, the number of samples 
used in this study is 384 respondents, which is considered sufficient to represent the population. The sampling 

technique used is purposive sampling, in which respondents are selected based on specific criteria relevant to the 

research objectives (Sugiyono, 2019). The criteria include: (1) individuals categorized as Generation Z, (2) residing in 
Bengkulu City, (3) actively using social media, particularly TikTok and Instagram, and (4) having experience 

in accessing or engaging with tourism-related content on social media. 

Data were collected using a structured questionnaire distributed online using a Likert scale ranging from 1 

(strongly disagree) to 5 (strongly agree) (Sugiyono, 2019). The research instrument consists of items measuring two 

variables, namely social media as a social space as the independent variable and travel decision-making as the 

dependent variable. Prior to data analysis, the instrument was tested for validity and reliability to ensure the quality 

and consistency of the data (Ghozali, 2018). 

Data analysis was conducted using descriptive statistical analysis and inferential statistical analysis, including 

classical assumption tests and Pearson correlation analysis (Ghozali, 2018). The Pearson correlation test was used to 

determine the strength and direction of the relationship between variables. This study focuses on identifying statistical 
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relationships and does not aim to establish causal relationships. 

 

RESULT AND DISCUSSION 
In this section, the characteristics of respondents are described to provide an overview of the research sample. 

The data were processed using Microsoft Excel and SPSS version 26. The following table presents the distribution of 
respondents based on gender from a total of 384 respondents. 

 

Table 1 : Respondent Profile Description 

 Gender Frequenc y Presentas e 

1 Female 181 47,00% 

2 Male 203 53,00% 

Quantity 384 100,00% 

Source: Processing Results with SPSS, 26 

Based on Table 1, it can be seen that male respondents amount to 203 individuals or 53% of the total 

respondents, while female respondents amount to 181 individuals or 47%. This indicates that male respondents slightly 

dominate the sample, although the difference is not significant. The relatively balanced distribution between male and 

female respondents suggests that the data are sufficiently representative in capturing the perspectives of Generation Z 

in Bengkulu City regarding the role of social media as a social space in influencing travel decision- making. 

The normality test was conducted to determine whether the residuals are normally distributed as a prerequisite 

for further statistical analysis. The test was performed using the One-Sample Kolmogorov–Smirnov method with a 

significance criterion of p > 0.05. 

 

Table 1. Normality Test Results 
Unstandardized Residual 

N 384 

Normal Parametersa,b Mean ,0000000 

Hours of deviation 1,95499533 

Most Extreme Differences Absolute ,040 

Positive ,040 

Negative -,040 

Test Statistic ,040 

Asymp. Sig. (2-tailed) ,179c,d 

Source: Processing Results with SPSS, 26 

Based on Table 2, the Asymp. Sig. (2-tailed) value is 0.179, which is greater than 0.05. This indicates that the 

residuals are normally distributed. Therefore, the assumption of normality has been satisfied, allowing further analysis 

to be conducted. 

The linearity test was conducted to examine whether the relationship between the independent variable (social 

media as a social space) and the dependent variable (travel decision-making) follows a linear pattern. 

Table 2. Linearty Test 
Componen F (Sig.) 

Linearty 672,048 0,000 (< 0,05) 

Deviation from Linearity 2,474 0,005 (< 0,05) 
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Source: Processing Results with SPSS, 26 

Based on Table 2, the significance value for linearity is 0.000 (p < 0.05), indicating that there is a statistically 

significant linear relationship between social media as a social space and travel decision-making. However, the 

significance value for deviation from linearity is 0.005 (p < 0.05), which indicates that there is a deviation from a 

perfectly linear relationship. 

These findings suggest that although the relationship between variables is not perfectly linear, a significant 

linear component still exists. In social research, relationships between variables tend to be complex and not strictly 

linear. Therefore, the presence of minor deviations does not invalidate the use of Pearson correlation analysis, as long 

as the overall trend of the relationship remains consistent. Thus, the relationship between the two variables can be 

considered sufficiently linear for further analysis, with careful interpretation. 

The next stage is to conduct Pearson correlation analysis to examine the relationship between the variables. 

Table 4. Linearty Test 

Variable Correlation Coefficient  (r) Sig. (2-tailed) Interpretation 

X → Y 0.792 0.000 Strong positive 

relationship 

Source: Processing Results with SPSS, 26 

Based on Table 4, the correlation coefficient between social media as a social space and travel decision- 

making is 0.792 with a significance value of 0.000 (p < 0.05). This indicates a strong and positive relationship between 

the two variables. This means that the higher the level of interaction, engagement, and participation in social media, 

the higher the tendency of Generation Z to make travel decisions. Therefore, the research hypothesis is accepted 

This finding is consistent with previous studies which state that social media plays an important role in 
influencing tourism-related decisions through exposure to content, interaction, and user-generated information 

(Saraswati et al., 2024; Krisnayani et al., 2021; Alvionita et al., 2021). These studies emphasize that social media not 

only functions as a source of information but also shapes perceptions and preferences toward tourism destinations. 
From a sociological perspective, this result can be understood through the concept of social media as a social 

space and the public sphere (Habermas, 1989; Fuchs, 2023). Social media provides a space where individuals can 
interact, exchange experiences, and form shared meanings. In this context, Generation Z actively engages in 

communication processes that influence how they perceive and evaluate tourism destinations. 

Furthermore, several social mechanisms explain the relationship between social media and travel decision- 
making. First, interaction among users allows the exchange of experiences and recommendations, which serve as 

informal references in evaluating travel options. Second, user-generated content creates social validation, where 

destinations that receive high engagement are perceived as more attractive. Third, repeated exposure to tourism- related 
content strengthens individual preferences and increases the likelihood of decision-making. 

Overall, the strong correlation value (r = 0.792) indicates that social media is not merely an informational tool 
but also a social space where interaction, validation, and meaning-making processes occur. These processes contribute 

to how Generation Z in Bengkulu City form their travel preferences and make travel decisions. 

 

CONCLUSION 
This study concludes that there is a strong and positive relationship between social media as a social space 

and travel decision-making among Generation Z in Bengkulu City. Social media functions not only as a source of 

information but also as a space for interaction, social validation, and meaning-making, which are associated with how 

individuals form travel preferences and make decisions. 

These findings imply that stakeholders in the tourism sector, particularly destination managers and digital 

marketers, need to optimize social media as an interactive space rather than merely a promotional tool. Creating 

engaging content, encouraging user participation, and facilitating interaction among users can enhance the 

effectiveness of tourism promotion strategies targeting Generation Z. 

However, this study has several limitations. First, the analysis is limited to a correlational approach, which 
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does not explain causal relationships between variables. Second, the presence of deviation from linearity indicates that 

the relationship between variables may involve more complex patterns that are not fully captured in this study. 

Therefore, future research is recommended to use more advanced analytical approaches or mixed methods to gain a 

deeper understanding of the relationship between social media and travel decision-making. 

 

REFERENCES 
Adi Sofyan, R., & Arfian, A. (2023). Analisis media sosial sebagai sarana penyebaran informasi dan promosi dengan 

menggunakan metode TOPSIS. Prosisko: Jurnal Pengembangan Riset dan Observasi Sistem Komputer, 

10(1), 56–62. https://doi.org/10.30656/prosisko.v10i1.5577 

Alvionita, S., Sutanto, E. G., Ayuningtyas, N. D., Wati, N. K., & Dewantara, M. H. (2021). Pengaruh media sosial 

terhadap efikasi keputusan perjalanan generasi Z dalam memilih destinasi wisata di Jabodetabek. Masyarakat 

Pariwisata: Journal of Community Services in Tourism, 2(1), 35–58. https://doi.org/10.34013/mp.v2i1.372 

Ardhaneswari, P. P. N., & Suwitra, I. W. C. (2024). Analisis korelasi Pearson dalam menentukan hubungan harga 

dengan volume penjualan Wardah Matte Lip Cream pada platform e-commerce Shopee. Jurnal Bisnis, 

Manajemen dan Akuntansi, 1(2), 151–156. https://doi.org/10.70963/jbisma.v1i2.25 

Barroga, E., Matanguihan, G. J., Furuta, A., Arima, M., Tsuchiya, S., Kawahara, C., Takamiya, Y., & Izumi, M. (2023). 

Conducting and writing quantitative and qualitative research. Journal of Korean Medical Science, 38(37), 1–

16. https://doi.org/10.3346/jkms.2023.38.e291 

Bisma, M. A., & Sanggala, E. (2025). Uji normalitas Kolmogorov-Smirnov menggunakan Microsoft Excel. 

Jurnal Teknik Industri Terintegrasi, 8(3), 2958–2965. https://doi.org/10.31004/jutin.v8i3.47332 Calhoun, C. J. (Ed.). 

(1992). Habermas and the public sphere. Cambridge, MA: MIT Press. 

Candra Susanto, P., Arini, D. U., Yuntina, L., Soehaditama, J. P., & Nuraeni, N. (2024). The effect of using Likert 

scale on the validity of research results. Jurnal Ilmu Multidisiplin, 3(1), 1–12. 

https://doi.org/10.38035/jim.v3i1.504 

Chang, C. W., & Chang, S. H. (2023). The impact of digital disruption: Influences of digital media and social networks 

on forming digital natives’ attitude. SAGE Open, 13(3), 1–10. https://doi.org/10.1177/21582440231191741 

Dolot, A. (2018). The characteristics of Generation Z. E-mentor, 2(2), 44–50. https://doi.org/10.15219/em74.1351 

Joseph, A., Vasundhara, T. P., & Thomas, T. (2024). How social media influences travel decisions: The effect of user-

generated content, visual appeal, and storytelling on destination intentions. South India Journal of Social 

Sciences, 22(4), 349–359. https://doi.org/10.62656/sijss.v22i4.1413 

Fitriani, Y. (2021). Pemanfaatan media sosial sebagai media penyajian konten edukasi atau pembelajaran digital. 

Journal of Information System, Applied, Management, Accounting and Research, 5(4), 1006–1013. 

https://doi.org/10.52362/jisamar.v5i4.609 

Fuchs, C. (2023). Digital democracy and the digital public sphere. London: Routledge. 

Habermas, J. (1996). Between facts and norms: Contributions to a discourse theory of law and democracy. 

Cambridge, MA: MIT Press. 

Habermas, J. (1989). The structural transformation of the public sphere. Cambridge, MA: MIT Press. 

Harwanto, A. P., Putri, S. S., Yulingga, S. D., & Asfari, N. A. B. (2025). Validitas dan reliabilitas skala kesepian. 

Flourishing Journal, 5(1), 48–57. https://doi.org/10.17977/um070v5i12025p48-57 

Janse, R. J., Hoekstra, T., Jager, K. J., Zoccali, C., Tripepi, G., Dekker, F. W., & van Diepen, M. (2021). Conducting 

correlation analysis: Important limitations and pitfalls. Clinical Kidney Journal, 14(10), 1–5. 

https://doi.org/10.1093/ckj/sfab085 

Krisnayani, N. K., Liestiandre, H. K., & Pranjaya, I. G. P. A. (2021). Pengaruh media sosial dan daya tarik wisata 

terhadap keputusan berkunjung wisatawan domestik di Pantai Melasti, Bali. Jurnal Kepariwisataan, 20(2), 

134–143. https://doi.org/10.52352/jpar.v20i2.496 

Maseeh, M. (2023). Innovative data collection methods for research in the digital era. Vidya Journal, 2(2), 125–129. 

https://doi.org/10.47413/vidya.v2i2.224 

Muniroh, L., Hurriyaturrohman, H., & Marlina, A. (2017). Manfaat penggunaan media sosial terhadap peningkatan 

https://ejournal.unibabwi.ac.id/index.php/sosioedukasi/index
https://doi.org/10.30656/prosisko.v10i1.5577
https://doi.org/10.34013/mp.v2i1.372
https://doi.org/10.3346/jkms.2023.38.e291
https://doi.org/10.38035/jim.v3i1.504
https://doi.org/10.1177/21582440231191741
https://doi.org/10.15219/em74.1351
https://doi.org/10.62656/sijss.v22i4.1413
https://doi.org/10.1093/ckj/sfab085
https://doi.org/10.47413/vidya.v2i2.224


          
Volume 15 No. 2. June 2026                     https://ejournal.unibabwi.ac.id/index.php/sosioedukasi/index 

 

 

103 

 

penjualan tas pada pengrajin tas di Ciampea. Inovator, 6(2), 57. https://doi.org/10.32832/inovator.v6i2.1046 

Nurul Melani Haifa, I., Nabilla, I., Rahmatika, V., Hidayatullah, R., & Harmonedi, H. (2025). Identifikasi variabel 

penelitian dan jenis sumber data dalam penelitian pendidikan. Dinamika Pembelajaran: Jurnal Pendidikan 

dan Bahasa, 2(2), 256–270. https://doi.org/10.62383/dilan.v2i2.1563 

priporas, constantinos vasilios, nikolaos stylos, and anestis k. fotiadis. 2017. “generation z consumers’ expectations of 

interactions in smart retailing: a future agenda.” computers in human behavior 77(october):374–81. doi: 

10.1016/j.chb.2017.01.058. 

purbohastuti, arum wahyuni. 2017. “efektivitas media sosial sebagai media promosi.” tirtayasa ekonomika 12(2):212. 

doi: 10.35448/jte.v12i2.4456. 

saraswati, nyoman galuh narendraswari, ida bagus gede agung widana, and hanugerah kristiono liestiandre. 2024. 

“pengaruh e-wom pada media sosial terhadap keputusan berkunjung wisatawan gen z ke kawasan strategis 

pariwisata daerah canggu.” journal of tourism and creativity 8(1):74. doi: 10.19184/jtc.v8i1.45513. 

scheffer-sumampouw, carly stiana. 2022. “komunikasi profesional bagi gen z di kota sungailiat-bangka dan tangerang-

banten.” prosiding konferensi nasional pengabdian kepada masyarakat dan corporate social responsibility 

(pkm-csr) 5:1–10. doi: 10.37695/pkmcsr.v5i0.1640. 

schober, patrick, christa boer, and lothar a. schwarte. 2018. “correlation coefficients: appropriate use and 

interpretation.” 126(5):1763–68. doi: 10.1213/ane.0000000000002864. 

https://ejournal.unibabwi.ac.id/index.php/sosioedukasi/index
https://doi.org/10.62383/dilan.v2i2.1563

