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Abstract 

Government social media offers potential as a means of communicating with the public in new, responsive, and 

exciting ways. Social media, especially Instagram, is starting to be used widely by the government to communicate 

with citizens. Unfortunately, the majority of government social media get low user engagement. Indonesian 

customs as a government agency sustained a significant shift in communicating through Instagram social media. 

This study aims to find the factors that make the difference in this phenomenon and the combination of visual 

codes that provide the highest engagement. A quantitative content analysis framework is used to analyze posts 

shared on social media. Posts converted into data form are then analyzed using statistical analysis. This study 

found that an engagement trend and visual factor strategy shifted on Indonesia Customs Instagram during the 

observation period. The results of this study are that content type, visual aesthetics, and presentation modality 

significantly differ from the average engagement of Indonesian Customs on Instagram. Changes in engagement 

occur due to changes in the combination of visual factors. Informational content type, expressive aesthetics, and 

lean modality in government social media posts provide the highest engagement than the combination of other 

variable codes. Public needs and interest in government social media are necessary to be considered for future 

development and management. Government social media can be an effective means of communication if it is used 

with a two-way communication approach between the government and the public. 

 

Keywords: Government Social Media, Content Type, Visual Aesthetics, Presentation Modality, Engagement 

 

 

1. Introduction 

 

More than half of the world's population are active users of social media based on We are Social data in February 

2022. Moreover, in Indonesia, active users of social media reach 161 million users (68.9%) of the total population. 

The WhatsApp application is ranked first as the most frequently used social media in Indonesia, followed by 

Instagram in the second and Facebook in the third. This situation shows that social media has become part of 

Indonesian society (Kepios, n.d.). Spotting this situation, it is natural for the government to start using social media 

for various purposes related to the wider community. Social media can be used to determine the development of a 

topic as consideration for the policy-making process (Lawelai & Sadat, 2022) and to communicate with the public 
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(Chatfield & Reddick, 2018). In its development, government social media (GSM) began to be used to establish 

open communication  (Bonsón et al., 2019) and public interaction and satisfaction as the leading indicator of its 

success (Rahayuningsih et al., 2018; Sari, 2021; Subhan, 2016; Wahyudianto, 2015). 

 

Media content is crucial in exhibiting the government's performance towards stakeholders (Nurhaeni et al., 2021). 

GSM has more diversity of content than commercial social media, which can increase public engagement (Rietveld 

et al., 2020). GSM content, mainly information and news, can be shown in infographics to increase user interest 

in the report (Amit-Danhi & Shifman, 2022). The government can communicate more relaxed through social 

media by prioritizing user responses, especially on Instagram (Gruzd et al., 2018). Forming characteristics, 

labeling agencies, appointing togetherness, and seeking a collective agreement can be powerful strategies 

(Djuyandi, 2017). Establishing a communication mechanism whereby the Government can take appropriate roles 

when dealing with other stakeholders is a critical point in achieving program objectives (Abdurahman, 2017). 

Unfortunately, Political intervention makes the formation of communication policies that are not aligned and tend 

to be biased (Sirait, 2021). The government still focuses on technical matters rather than more strategic things 

(Rosalina, 2021). GSM is still not fully utilized, and sometimes it is only used as a means of reporting (Neely & 

Collins, 2018). Participatory communication within the Government of Indonesia also appears to be low in certain 

areas  (Aminah, 2016). 

 

As a government agency, Indonesian Customs also adopt social media as a communication channel with the public. 

Indonesian Customs uses various social media platforms, including Youtube, Twitter, TikTok, Instagram, and 

Facebook. Followers on these social media platforms are pretty high, with 25.2 thousand on Youtube, 35.5 

thousand on Twitter, 43.1 thousand on TikTok, 124 thousand on Instagram, and 276 thousand on Facebook. 

Through each social media, Indonesian Customs is active in providing public information. High engagement with 

users on each post is the primary goal of the communication strategy implemented. Indonesian Customs has had 

an escalation trend of engagement since the use of social media Instagram in 2015. Unfortunately, this trend broke 

even decreased significantly in 2021, as shown in figure 1. 

 

 
Figure 1: Engagement trend on Indonesia customs Instagram 

 

Instagram is one of the social media platforms that emphasize visual appearance to encourage the use of its 

application (Aljukhadar et al., 2020). An attractive visual display can facilitate users’ interaction on social media, 

which underlies engagement (Bhandari et al., 2019). A stunning visual appearance of a post is built on several 

main factors, namely content type, visual aesthetics, and presentation (Barreto & Ramalho, 2019); (Bhandari et 

al., 2019); (Huang et al., 2022). The content type is the topic of the message conveyed in a post that leads to a 

discussion category (Chen et al., 2020). Visual aesthetics is an innovative factor related to the form of message 
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form aimed at attracting users’ attention (Greussing & Boomgaarden, 2019). Presentation modality relates to the 

interface format used to convey various signs of communication in a post (Burgoon et al., 2002). 

 

Research on government use of social media is scarce. Several studies revolve around the use of virtual space 

(Gintova, 2019), the interaction between the public and the government (Chen et al., 2020), the categorization of 

the content topic (DePaula et al., 2018), and challenges faced on implementing process (Dekker et al., 2020). At 

the same time, research on visual factors closely related to the level of engagement on government social media is 

sparse (Dolan et al., 2019). 

 

This study aims to analyze the phenomenon of the decline in the level of public engagement of the Indonesian 

customs Instagram account in terms of visual factor analysis. This study aims to find visual post factors and the 

right strategy to get the highest engagement on posts on the Indonesian Customs Instagram account. 

RQ1. What factors make the difference in the level of engagement in the Indonesian Customs Instagram post? 

RQ2. Which code combination gets the highest engagement in the Indonesian Customs Instagram post? 

 

In the context of social media, engagement is a form of user interaction with the post, including consuming, liking, 

sharing, and commenting (Dolan et al., 2019). Engagement is often used to measure success in running social 

media (Peñaflor, 2018). The number of likes, comments, and sharing or retweets indicates engagement (Chen et 

al., 2020). The concept and method of measuring engagement are still in the stage of continuous research and do 

not yet have a final idea (Dolan et al., 2019); (Yavetz & Aharony, 2021); (Kostyk & Huhmann, 2021); (Testa et 

al., 2020); (Peñaflor, 2018). In this study, engagement on social media Instagram is seen from users’ liking and 

commenting behaviour. User interaction can be seen from a post’s number of likes and comments.  

 

Content types on government social media posts are dominated by informational and symbolic messages 

(condolences, happy birthdays, religious holidays, and other non-political messages) (DePaula et al., 2018). The 

existing literature states that content types that trigger emotional factors tend to have high engagement (Joo et al., 

2018; Soares et al., 2022). Meanwhile, self-oriented messages have the weakest engagement (Kusumasondjaja, 

2018). 

 

Based on the uses and gratification theory, consuming content from government social media account posts is 

based on the user's taste (Katz et al., 1974). The information needed by the community includes information related 

to services, new provisions, and activities of government agencies (Yavetz & Aharony, 2021). Therefore, posts 

containing information about a program or new provisions are classified with the information code. In contrast, 

posts containing information related to the activities and achievements of the agency (self-oriented content) are 

organized with the achievement code. Thus, posts on government social media accounts with information content 

will get higher engagement. 

 

H1. Posts in the information code will get higher engagement on Indonesian Customs Instagram. 

 

Visual aesthetics in social media is the overall beauty that includes the quality of images of people and objects that 

inspire and are easy to store and share (Aljukhadar et al., 2020). Visual aesthetics assessment in social media is 

done by classifying it into two aesthetic segments, namely classical and expressive (Bhandari et al., 2019; 

Kusumasondjaja, 2018; Marmat, 2022). Posts are classified in classical aesthetics if they use a simple, 

symmetrical, orderly, and precise arrangement pattern. Meanwhile, posts are classified as expressive aesthetics 

when they use complex patterns, special visual effects, various color combinations, and unique patterns (Bhandari 

et al., 2019; Marmat, 2022). 

 

Visual aesthetics in social media is often associated with prominent beauty, being able to inspire and generate a 

desire to interact (Aljukhadar et al., 2020). Therefore, this study argues that expressive aesthetics has a more 

significant influence than classical aesthetics when posts are delivered in media that prioritizes visualization 

characteristics. That way, posts on government social media accounts on the Instagram platform will get higher 

engagement when using expressive aesthetics. 

 



Asian Institute of Research                           Journal of Social and Political Sciences                                      Vol.6, No.1, 2023  

84 

H2. Post that is displayed with expressive aesthetics will get higher engagement on Indonesian Customs Instagram 

 

Presentation modality is a method for conveying messages using various forms of communication, which can be 

a combination of verbal, visual, or audio (Burgoon et al., 2002). Modalities in Instagram media can be seen at the 

level of content visualization, where posts can be categorized into 2 (two) types of modality, namely lean modality 

and rich modality. Lean modality is used for posts with only one visualization mode, such as static visual content 

or photos. At the same time, Rich modality is used for posts that use multimodal visualizations such as audio-

visual or video (Kusumasondjaja, 2020). 

 

The emergence of various social media platforms brings different post characteristics for each. The types of posts 

on social media can be categorized into 3 (three) groups: text only, images, or videos. Text posts only have one 

modality, so they are classified as the lowest media richness. In contrast, video is included in the Rich modality 

because it has various modalities, such as audio and visual (Chen et al., 2020; Denktaş-Şakar & Sürücü, 2020; 

Yue et al., 2019). There are still disagreements about the effect of presentation modality in the context of public 

interaction with government social media accounts (Chen et al., 2020; Huang et al., 2022) (Zhang et al., 2022). 

This study argues that presentation modality has a negative effect on engagement levels. This is based on the 

description above and 3 (three) assumptions, namely 1) the public is more concerned with whether government 

social media accounts can provide accurate and appropriate information. 2) High modality results in incomplete 

information (Chen et al., 2020). 3) Media richness must be appropriate to the context and purpose to get the best 

results (Daft, 1985; Daft et al., 1987). That way, posts on government social media accounts on Instagram will get 

higher engagement when using the lean modality. 

 

H3. Posts displayed with a lower modality will get higher engagement on Indonesian Customs Instagram. 

 

2. Methods 

 

This research is suitable for using the content analysis method because it can assess samples with a large number 

of characters and various types systematically and objectively. This method allows researchers to analyze forms 

of communication and interaction freely (Neuendorf, 2017). Content analysis has become a popular framework 

used in research on social media (Chen et al., 2020; Denktaş-Şakar & Sürücü, 2020; DePaula et al., 2018; Joo et 

al., 2018; Lappas et al., 2018; Yue et al., 2019) (Kusumasondjaja, 2018; Peñaflor, 2018). 

 

The first stage of data collection is to find the Indonesian Customs Instagram account on the Instagram platform. 

The Instagram account @beacukairi with a blue checkmark is interpreted as the official Instagram account of 

Indonesian Customs. Data samples were taken from all posts on the @beacukairi account between January 1, 

2020, to December 31, 2021. Data collection was carried out in March 2022. Post and reels were taken as data in 

this study. The engagement indicators taken are the number of likes and comments. 

 

This study used 3 (three) code groups, namely content type, visual aesthetic, and presentation modality. The 

content type code group was formed by researchers using systematic steps based on previous research 

(Kusumasondjaja, 2018). At the same time, the visual aesthetic and presentation modality code groups use codes 

used in previous studies (Bhandari et al., 2019; Kusumasondjaja, 2020; Maity et al., 2018; Marmat, 2022). The 

code shown in table 1 is used to categorize research data. 

 

Table 1: Definition  of Operational Variable 

Variabel Klasifikasi Definisi Operasional 

 

Content type Symbolic 

Message 

Instagram posts contain symbolic messages to express congratulations or 

condolences on national holidays, religious holidays, holidays of other 

agencies, and other statements containing commemorations or greetings. 

 Information Instagram posts containing information related to regulations, programs, 

and technical procedures for new services in the field of customs and excise. 
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Information codes are used to classify posts oriented towards enhancing user 

insight. 

 Achievement Instagram posts containing activities with direct involvement of customs 

specifically mention the activities,  location, and results of these activities 

that have been carried out from the perpetrator’s perspective (Self-oriented 

message). 

Visual 

Aesthetic 

Classical 

Aesthetics 

Instagram posts that use one or more objects with general symmetry or 

orientation with a more straightforward pattern. 

 Expressive 

Aesthetics 

Instagram posts that use many asymmetrical objects or unusual appearances 

using multiple patterns or colors. 

Presentation 

modality 

Lean Modality Instagram posts that are submitted in one visual format (static image). 

 Rich Modality Instagram posts that are submitted in several visual formats (Audio-visual, 

video). 

 

After the research data were collected, the outlier test was carried out to determine the extreme data from the 

independent and dependent variables to avoid a later bias in the research results (Dao et al., 2021). This outlier test 

uses the z-score method, where data with a value range outside +-3.29 is entered into the outlier data and will be 

excluded (Mowbray et al., 2019). The next stage of data processing is to test the normality of the data using the 

Kolmogorov Smirnov One Sample Test. Data is categorized as normally distributed if the significance value 

exceeds 0.005  (del Barrio et al., 2020). The data were tested for homogeneity to know the level/rank of the data 

with the variance of the range predictor variable using the Levene test. The results of this Levene test will affect 

the method of further analysis (Y. J. Kim & Cribbie, 2018). 

 

To determine the ranking of data with continuous or ordinal type, the Kruskal-Wallis test was carried out to see 

the difference between independent variables (2 or more variables) in a dependent variable to test the hypothesis 

of this study  (Johnson, 2022). The Post Hoc test was carried out in terms of the results of the Kruskal-Wallis test, 

stating that there were differences in the content type variables. This follow-up test uses the Dunnet-C test because 

the number of research samples is quite large. 

 

3. Result and Discussion 

 

3.1 Result 

 

Content analysis on Instagram produces data of 577 posts from January 1, 2020, to December 31, 2021. This 

indicates that Indonesian Customs and Excise, on average, posts 24 posts per month on Instagram accounts. The 

data is then analyzed using the content analysis method based on three predetermined variables. 

 

Table 2: Descriptive statistics of the content type variable 

Content type 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Simbolic Message 101 17.5 17.5 17.5 

 Information 270 46.8 46.8 64.3 

 Achievement 206 35.7 35.7 100.0 

 Total 577 100.0 100.0  

 

As shown in Table 2. The research data was analyzed with the content type variable with detailed analysis results, 

namely posts of Symbolic Message codes as many as 101 posts (17.5%), Information as many as 270 posts 

(46.8%), and Achievement as many as 206 posts (35.7 posts). %). 
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Table 3: Descriptive statistics of the visual aesthetics variables 

Visual Aesthetics 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Classical Aesthetic 105 18.2 18.2 18.2 

 Expressive Aesthetic 472 81.8 81.8 100.0 

 Total 577 100.0 100.0  

 

As shown in Table 3, content analysis with Visual Aesthetics variables found that 105 posts (18.2%) used Classical 

Aesthetics while 472 posts (81.8%) used Expressive Aesthetics. 

 

Table 4: Descriptive Statistics of Variable Presentation Modality 

Presentation modality 

  Frequency Percent Valid Percent Cumulative Percent 

Valid Lean modality 479 83.0 83.0 83.0 

 Rich modality 98 17.0 17.0 100.0 

 Total 577 100.0 100.0  

 

As shown in Table 4, the Presentation modality variable found that as many as 479 posts (83%) used the Lean 

modality and as many as 98 posts (17%) used the Rich modality. 

 

Table 5: Distribution of Variables 

Distribution of Variables  

  2020 2021 Selisih 

Variable Kategori Frequency Frequency (%) 

Engagement Sum of Like 864.930 380.758 -55,9 

 Sum of Comment 17.404 7.243 -58,3 

Post Sum of Post 319 258 -19,1 

Content type Symbolic Message 56 45 -19,6 

 Information 191 79 -58,6 

 Achievement 72 134 +86,1 

Visual Aesthetic Classical 0 105 +100 

 Expressive 319 153 -52 

Presentation modality Lean 271 208 -23 

 Rich 48 50 -4,1 

 

Based on Table 5. there was a significant decrease in engagement from 2020, which was 55.9% in the number of 

likes and 58.3% in the number of comments. Changes occurred in the content type variable, where posts with the 

Information code decreased by 58.6% while posts with the achievement code increased by 86.1% from the 

previous year. Changes also occurred in the visual aesthetics variable, where classical aesthetics began to be 

applied starting in 2021 with a fairly flat portion with expressive aesthetics of 52%. 

 

The outlier test removed eight extreme data from the advanced analysis stage in this study so that the amount of 

data that could be used for further analysis was 569 data. The extreme data is data with the number of likes that is 

too high than the average number of likes (Average 2,158 likes/post). 

 

Based on the normality test result using the one sample Kolmogorov Smirnov, the significance value is 0.000, 

which is smaller than 0.005. This indicates that the data in this study are not normally distributed. Based on the 

Levene homogeneity test, The content type and visual aesthetics variable have a Heterogeneous data distribution 

because the significance value of both variables on engagement is 0.000 (less than 0.005) while the presentation 
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modality variable has homogeneous data distribution with a significance value at 0.363 (more significant than 

0.005). Because there are heterogeneous distributed data on some of the variables, the research data is categorized 

as Heterogeneous distributed data. 

 

Because the data has an abnormal distribution and is of heterogeneous type, the Kruskal-Wallis test is used to 

perform further analysis. The Kruskal-Wallis test was carried out in stages from the independent variables to the 

dependent variable. 

 

Table 6: The results of the Kruskal-Wallis test for content type variables on engagement 

Kruskal-Wallis Test 

Rank 

 Content type N Mean Rank 

Engagement Symbolic Message 101 226.22 

 Information 263 305.34 

 Achievement 205 287.86 

 Total 569  

 

Test Statisticsa,b 

 Engagement 

Kruskal-Wallis H 16.999 

df 2 

Asymp. Sig. .000 

a. Kruskal Wallis Test 

b. Grouping Variabel : content type 

 

Based on the table 6, the significance value is .000, which is less than 0.005. This test gives the result that there is 

a significant difference between the average engagement with the Post Type Variable. Because the post-type 

variable consists of more than two codes and there is a difference in the average engagement, further tests need to 

be carried out using the Dunnet C test. 

 

Table 7: Further test results with Dunnet-C 

Post Hoc Test 

Multiple Comparison 

Dependent Variable: Engagement 

Dunnett C 

(I) content type (J) content type Mean Difference (I-J) Std. Error 95% Confidence Interval 

Lower Bound Upper 

Bound 

Simbolic Message Information -624.6681* 181.75234 -1055.7810 -193.5551 

 Achievement -218.12572 170.42794 -622.8766 186.6252 

Information Simbolic Message 624.66807* 181.75234 193.5551 1055.7810 

 Achievement 406.54235* 132.01930 95.1628 717.9219 

Achievement Symbolic Message 218.12572 170.42794 -186.6252 622.8766 

 Information -406.5424* 132.01930 -717.9219 -95.1628 

*. The mean difference is significant at the 0.05 level. 

 

Based on table 7, it can be seen that the Information code content type has the highest difference in the level of 

engagement, with a mean difference value of 624,66807 against the Symbolic Message code and with a mean 
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difference value of 406,54235 against the Achievement code. Therefore, H1, which states that Indonesian Customs 

Instagram content in the form of information will get higher engagement, is acceptable. 

 

Table 8. Kruskal-Wallis Test Results Visual Aesthetic Variables on Engagement 

Kruskal-Wallis Test 

Rank 

 Visual Aesthetics N Mean Rank 

Engagement Classical 104 253.90 

 Expressive 465 291.96 

 Total 569  

 

Test Statisticsa,b 

 Engagement 

Kruskal-Wallis H 4.554 

df 1 

Asymp. Sig. .033 

a. Kruskal Wallis Test 

b. Grouping Variable: Visual Aesthetics 

 

Based on Table 8, the significance value is .033, which is less than 0.005. This test gives the result that there is a 

significant difference between the average engagement with the Visual Aesthetics Variable. Based on the mean 

rank value, it can be seen that expressive aesthetics has a higher average engagement value than classical 

aesthetics. Therefore, H2 states that Indonesian Customs Instagram content displayed with expressive aesthetics 

will get higher engagement is acceptable. 

 

Table 9: Kruskal-Wallis Test Results Presentation modality variable on engagement 

Kruskal-Wallis Test 

Rank 

 Presentation modality N Mean Rank 

Engagement Lean 471 305.82 

 Rich 98 184.92 

 Total 569  

 

Test Statisticsa,b 

 Engagement 

Kruskal-Wallis H 43.875 

df 1 

Asymp. Sig. .000 

a. Kruskal Wallis Test 

b. Grouping Variable: Visual Aesthetics 

 

Based on Table 9, the significance value is .000, which is less than 0.005. This test gives the result that there is a 

significant difference between the average engagement with the Presentation modality variable. Based on the mean 

rank value, it can be seen that the lean modality has a higher average value of engagement than the rich modality. 

Therefore, H3, which states that Indonesian Customs Instagram content displayed with a lower modality will get 

higher engagement is acceptable. 

 

3.2 Discussion 

 

Overall in the content type variable, the posts with the Information code got the largest portion (46.8%), slightly 

different from the Achievement code (35.7%). In comparison, the Symbolic Message code got the smallest 

percentage (17.5%). Most posts use expressive aesthetics (81.8%) rather than classical aesthetics (18.2%). At the 
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same time, the presentation modality is dominated by lean modality (83%) rather than rich modality (17%). From 

the analysis of descriptive statistical data, it can be seen that posts are dominated by using a combination of 

Information and achievement topic codes and expressive aesthetics through lean modality. 

 

Based on the results of the Kruskal-Wallis test, it can be seen that there is a significant difference between the 

average engagement in the content type variable. These results were then analyzed further by using Dunnet C post 

Hoc Test to obtain a ranking order. The follow-up test found that posts with information topics will positively 

affect getting the highest engagement. Posts with the topic of achievement and symbolic messages also positively 

influence engagement but at a lower level. As for the visual aesthetics variable, it is evident that expressive 

aesthetics significantly positively impact the level of engagement. Likewise, the Presentation modality variable 

clearly shows that the Lean modality significantly positively affects the level of engagement. 

 

The results of this study state that the information code gets the highest average engagement rank than the 

achievement code and symbolic message. This means that the public tends to interact more with posts containing 

information on provisions or regulations related to the agency field. This result is in accordance with previous 

research, which stated that posts containing helpful information for the community would get more attention 

(Yavetz & Aharony, 2021). 

 

This reinforces that public interaction with government social media is based on community subjectivity related 

to expectations and fulfillment of the information submitted. Indonesian Customs Instagram posts oriented towards 

increasing user insight (regulations, programs, new technical service procedures) in the field of customs and excise 

have been proven to facilitate higher public interaction than posts on other topics. 

 

Posts that use expressive aesthetics get a higher average engagement than those that use classical aesthetics. This 

means that people prefer to interact with posts with asymmetric objects or unusual appearances that use several 

patterns or colors than posts that use one or more objects with general symmetry or orientation with simpler 

designs. This result is also in accordance with previous research that states the same (Bhandari et al., 2019; 

Kusumasondjaja, 2020). 

 

Social media that prioritizes visualization displays will build a tendency toward beauty with an asymmetric 

orientation, the use of various colors that will produce an unusual visualization. In the Indonesian Customs 

Instagram, posts that use exceptional concepts, irregular patterns, and multiple colors are proven to attract people's 

attention to interact. 

 

Meanwhile, the lean modality code gets a higher average engagement in the presentation modality variable than 

the rich modality. This means that people tend to interact more with posts displayed in one visual format (image) 

than posts delivered in several visual formats (audio-visual, video). This is in accordance with previous research, 

which states that media richness has a negative effect on engagement in the context of information seeking (Chen 

et al., 2020). 

 

Community interaction with government social media aims to fulfill information so that posts that can display it 

more fully will get more interaction. Using lean modality will reduce the evaporation of information caused by 

multiple modalities. Indonesian Customs Instagram posts displayed in one visualization format (static image) are 

proven to get higher interactions than posts that use several visualization formats. 

 

There was a change in the use of code combinations on Indonesian Customs Instagram during the research period. 

This can be seen in the descriptive statistical analysis, which illustrates that in 2020 posts are dominated by content 

type code information, the use of expressive aesthetics, and posts displayed in lean modality. Meanwhile, in 2021 

there will be a change in the combination where the content type achievement type begins to dominate, the use of 

classical and expressive aesthetics is balanced, and posts are still consistently displayed in lean modality. 

 

Based on the results of the research that has been done, the change in the combination is a factor that causes a 

decrease in the level of engagement. In 2020, the variety of codes used was information-expressive-lean, so it can 
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be analyzed that the Information (High Rank) code coupled with Expressive Aesthetics (High Rank) and with 

Lean modality (High Rank) will have a positive effect on maximum engagement levels. Meanwhile, in 2021, the 

code combination will change to achievement-classical/expressive-lean so that the analysis that appears is the 

achievement code (Medium Rank) combined with Classical (Low Rank) and Expressive aesthetics (High rank), 

which is presented in the Lean modality (High Rank) will have a positive influence on the level of engagement 

but not maximal. 

 

4. Conclusion 

 

Social media, as a means of communication that is cheap and has a broad reach, makes it a massive interaction 

channel used by the people of Indonesia. As one of the government agencies, Indonesian Customs is the primary 

source of information on issues related to handling imported and exported goods. Through the Instagram account 

@beacukairi, every post by Beacukai Indonesia can reach as many as 125 thousand followers. This makes the 

Instagram platform one of the leading digital communication tools for interacting with the public. Indonesian 

Customs has had an increasing trend of engagement since the use of social media Instagram in 2015. 

Unfortunately, this trend of increasing engagement stopped and decreased significantly in 2021. What factors 

contributed to the difference in the level of engagement? What code do combinations get the most engagement? 

The content type is the main factor that makes a difference in changes in the level of engagement in the Indonesian 

Customs Instagram account. The visual factors that contributed to the difference in the change in the level of 

engagement were visual aesthetics and presentation modality. At the same time, the combination of codes from 

these factors that gives the highest level of engagement is the use of information topics in content type, expressive 

use in visual aesthetics, and appearance using lean modality in presentation modality. This change in the 

combination of visual factors will provide a difference in the average post engagement, ultimately making a 

difference in the overall engagement level. 

 

Practically, the results of this study can be considered in efforts to increase the level of engagement on the 

Instagram platform by Indonesian Customs and other government agencies. Based on the Use and Gratification 

theory, people in consuming media exposure prioritize self-satisfaction as the goal of the consumption behaviour. 

To get a high level of engagement, GSM management and development should pay attention to the needs and 

interests of the community. This research is focused on the Indonesian Customs Instagram account, so it does not 

have a significant theoretical contribution. More in-depth analysis of public needs and interest in government 

social media needs to be done to get a more balanced view from both sides. 
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