q

Check for
updates

Interactivity of Hospital X Instagram Account in Cyber
Public Communication

Dian Indriani”* Muhammad Akbar?, Arianto Arianto?

123 Department of communication sciences, Faculty of Social and Political Sciences, Hasanuddin University.
Makassar. Indonesia

* . . . . . . —~ .
Corresponding author. Email: Dian.indriani.uh(@gmail.com

ABSTRACT

Instagram's user base and high level of interaction make it a potentially valuable tool for reaching out to others,
establishing communication, gaining public trust, and enhancing a company's image. Instagram is used by Hospital X
for marketing, health promotion, and corporate image development. One way to gauge the success of this account is to
look at how interactive it is. The purpose of this study is to ascertain how the public views Hospital X's Instagram
account and how engaged it is in terms of providing public services online. This study is being conducted using a mixed-
ways approach, which combines quantitative methods to gauge interactivity, in this case, the number of likes and
comments serves as a benchmark indicator, and qualitative methods to gauge public opinion. The study's findings show
that while the X Hospital Instagram account has made good use of the platform's features, it hasn't done the best job of
boosting involvement. While the X Hospital Instagram account has a high level of interaction, the results of evaluating
interactivity per post-show varied values. On the other hand, some informants continue to believe that the administration
of X Hospital does not reply appropriately to messages and remarks. It is established that there is a wide range of public
perspectives and good interaction on Hospital X's Instagram account overall.
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1. INTRODUCTION of participants reported using social media as a source of
information [4]. Because of this, social media is a useful
1.1 Social Media Utilization by Hospitals tool for hospitals to use in disseminating health

information, running promotions, enhancing their
reputation, and preserving patient relationships after they
leave the facility. Social media also has the benefit of
being inexpensive, even free [5], which gives the hospital

Hospitals as referral-level health care institutions
have the duty and function of promoting healthy habits
and sharing health-related information. As a public
fac111ty,. the Hospltal must be able to d1.ssem1nate health- the chance to create a health services agenda.
related information quickly to the public [1]. But beyond According to the We Are Social report as of January
its function as a public facility, the hospital must be able . ;

. . . 2023, the number of Indonesian Instagram users is
to survive among its competitors and be able to develop the 4th largest in the world, namely 89.15 million users
its services. For this reason, hospital public relations and [6]. Instagram is one of the’ social media that is favored
marketing must innovate to develop their promotional ' . hasi - ualizati K

di he fi ith all their d d by users because it emphasizes visualization, and makes
programs according .to t © tlmes w ith a t eir demands it easy for users to share photos and videos with various
[2]. The method of disseminating information digitally to interesting features [7]. By accessing Instagram, users

meet the information needs of the community is one of . .
o . . can always update new information and knowledge [8],
the gaps that can be utilized and this is realized by . . . o
. . . : allowing users to interact by commenting and liking each
companies and governments [3], including service ' :
o . other's posts [9]. Users who actively post content through
facilities such as hospitals. - S . .
social media will make it easier for the account to develop

In 2,021’ the Ministry Of Communication and better [10]. The ease of access that Instagram has is
Information Technology (Kominfo) and the Katadata .
) . . needed by hospitals because they have a target to reach
Insight Center (KIC) conducted a survey in which 73% . .
all circles of society [11].
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A number of studies have been conducted on the
utilization of social media by healthcare institutions and
how they interact with their visitors. A study conducted
in the United States showed that in-depth interaction
between hospital social media accounts (Facebook and
Twitter) and their visitors is still rare, mostly limited to
giving likes, a few comments about sharing thoughts or
even just being a passive recipient of information [12].
Another study conducted in the State of Kuwait
reported that private hospitals are more active in their
Instagram management activities compared to public
hospitals, the interaction between private hospital
accounts and other users is higher than in public hospitals
[13].

A study conducted a descriptive review of the
management of an Instagram account of a public hospital
in Bandung concluded that the Instagram account still
had to improve in terms of objectivity, messages and
timeline posting frequency, [10]. In contrast to the results
shown by another study that the hospital's Instagram
management is still not well managed in terms of
interaction with its visitors, where the research subjects
are the manager and the hospital's Instagram account
[11]. Both studies focus on how the hospital's Instagram
account is managed.

Based on the author's observations, a research gap
remains unfilled to date: no study has been conducted on
how the hospital uses social media to meaningfully
communicate with its visitors. Specifically, no study has
examined the visiting user's perspective on the
interactions that take place on the X Hospital Instagram
account. The void left by the previous studies will be
filled by this research.

1.2 Interactivity on Instagram Social Media

Social media's emergence from new media has
changed how people communicate throughout the world.
Denis  McQuail's proposal [14] regarding the
characteristics of interactivity applies to new media.
Users can control one another and exchange messages
in a discourse [16]. Due to social media's high level of
interaction, users become reliant on it on a daily basis for
message exchanges as well as possible business
marketing opportunities. User to system, user to user, and
user to document are the three primary notions of
McMillan's new media interactivity which includes
Instagram and will be covered in more detail in this
article's discussion section.

2. RESEARCH METHODS

This study was carried out with a combination of
methods. Researchers that use mixed method research
(MMR) combine quantitative and qualitative research
techniques, methods, approaches, concepts, or languages
into a single study [17]. MMR is frequently shortened to
just MMR. Hospital X's Instagram account and its posts'
level of interaction were measured quantitatively, while

the public's opinions of the account were ascertained
qualitatively.

Data collection techniques in quantitative methods
are carried out by counting the number of likes and
comments on each post during the observation period,
namely 3 months (July 25 to October 25, 2023), and
determining the highest number of likes and comments,
as well as determining the lowest number of likes and
comments. The calculation of interactivity is carried out
using a predetermined formula based on references and
then analyzed in simple statistics.

Data collection techniques in qualitative methods are
carried out by observation and interviews. The method of
selecting informants for interviews was carried out using
purposive sampling technique, where researchers chose
informants with certain objectives and reasons in
accordance with the research. The criteria for informants
for interviews are as follows: (1) More than 17 years old,
(2) Active Instagram users, (3) followers of Hospital X's
Instagram account, (4) Have interacted on Hospital X's
Instagram account in the form of comments. Interviews
were conducted by conducting questions and answers
over the phone and guided through pre-prepared
questions that were in accordance with the research.
Observation was carried out by directly observing the X
Hospital Instagram account and its interaction with its
followers.

3. FINDING AND DISCUSSION

3.1 Interactivity on Instagram Social Media Overview
of Hospital X Instagram Account

This account uses Instagram features to optimize the
performance of its account. On the highlight feature, it is
grouped as follows: (1) Recruitment, (2) Training Center,
(3) Education, (4) Directorate of Nursing, (5) Doctor's
Schedule, (6) Testimonials, (7) Medical Check Up, (8)
Information, (9) Ask a Doctor.

This account uses Instagram features to optimize the
performance of its account. On the highlight feature, it is
grouped as follows: (1) Recruitment, (2) Training Center,
(3) Education, (4) Directorate of Nursing, (5) Doctor's
Schedule, (6) Testimonials, (7) Medical Check Up, (8)
Information, (9) Ask a Doctor.

The first feed upload of this account was on January
16, 2019. As of October 20, 2023 the X Hospital
Instagram account has 32,300 followers, 7,490 follows
and 850 posts. Post Categories (Feed) in the form of
photos and videos contain information categorized as
follows: (1) Service information, (2) Activities involving
the community, (3) Health education, (4) Corporate
activities, (5) Congratulations on commemorating a
certain day, (6) Pieces of podcast uploads on Youtube,
(7) Training / workshop activities, (8) Congratulations on
Hospital X figures, (9) Corporate achievements.
Instagram story updates sometimes contain information
that is packaged exactly the same as the feed, sometimes
it is also made specifically for tories. Instagram live is
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used for health education, activities that involve the
community and other activities.

3.2 User Perception of Information Presentation on
Instagram Hospital X

Information on health education, we, as service users,
require additional details on registration procedures, how
to get past registration barriers, and doctor's schedules. I
hope that more thought is given to how this information
is presented”.

"I think the posts are visually appealing, but the X
Hospital Instagram account still doesn't have any reels.
Given the nature of the Indonesian populace, which
favors brief videos that don't last longer than a minute, it
would be ideal if the lengthy educational videos were
created as captivating reels”.

"The material offered on Instagram Live is incredibly
fascinating and instructive, educating the public and
advancing knowledge about illnesses. I occasionally find
time to listen in between things on my hectic schedule”.
Instagram's archival nature [9] is one of its benefits; it
enables users to look up the information they require.
According to the statements made by the informants, they
enjoy the health service information and health education
provided by the posts and can refer to them at any time.
Social media users have a high degree of trust and
sharing, so Hospital X's Instagram account posts content
that can encourage healthy living. Posting content on
social media that will improve patients' lives and meet
their needs is essential to doing well. It is possible for
visitors to be motivated to leave remarks, pose inquiries,
or get responses [5].

3.3 Hospital X Instagram Account Interactivity

The information in the table reveals that each post
receives an average of 138.26 likes, with a median of 100.
Ten likes is the lowest number and 697 likes is the
highest. The median is used to represent the data because
it is clear that there is a large difference between the post's
highest and lowest like values. Content with fewer likes
than the median indicates that Hospital X Instagram users
are not as inclined to support the post. Posts that fall
below the median line show this.
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Figure 1. Graph of Number of Likes and Median
Where:

Er = Engagement Rate
L = Like

C = Comment

F = Follower

While the engagement rate per post is calculated by
the formula above obtained: The ER of the highest post
is 2.16% ER of the lowest post is 0.03%. Referring to the
division of the Average Engagement Rate category in the
table below, the ER value of the highest post belongs to
the medium category while the ER of the lowest post

Attributes | Number of Posts belongs to the low ER category.

Data on the number of likes and comments on the X -
Hospital Instagram Account Percentage Information
Number of Posts 85 <1% Low Engagement Rate
Total Number of Likes 11752 1% - 3.5% Medium Engagement Rate
Total Number of 66 3.5% - 6% High Engagement Rate
Comments 6% Very High Engagement
Most Number of Likes 697 Rate
Lowest Number of Likes 10 It is evident from the analysis above that not all
Highest Number of 13 content uploaded is successful in grabbing followers'
Comments attention. The highest like value is far above it at 697, and
Lowest Number of 0 the lowest like value is far below it at 10. The standard
Comments deviation value of the number of likes per post is 128.48.
Data Analysis The average number of comments per post, which is just
Average number of likes 138,26 0.78, demonstrates the same thing. Users' interest in
per post different types of content is evident from the highly
Median likes per post 100 disparate number of likes per post.
Average number of post 0,78 Specific content, like the post about public health
comments education with the highest ER, has the potential to grab
Standard deviation of the 124,48 the attention of followers. Content that is uninteresting to
number of post likes followers may not always be reflected in the post with the

For the Period of July 25-October 25, 2023 lowest ER value. The National Day greeting is the post
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with the lowest engagement rate. While there are still
other factors, like design, the way information is
presented, the time of posting, and others, this does not
necessarily mean that content about National Day does
not inspire followers to interact.

There are numerous categories of information
provided on Hospital X's Instagram account, but not all
of it necessitates the same level of cognitive work to
consume. Compared to writing comments, automated
features like "like," "share," and "check-in" demand less
mental work. Consequently, sharing information in a
hierarchical manner within the social media context is
also possible [15]. Likes and comments are two important
indicators of customer involvement that are driven by
visitors' emotions and can influence them to take specific
actions regarding the brand or business [19]. Because the
engagement rate is the primary performance indicator for
a brand, marketing constantly plans how to create posts
that can compel followers or visitors to their Instagram
account to get involved [20].

Undoubtedly, the kind of information a post conveys
has an impact on how engaged readers are with it.
According to a study, people prefer hospital Instagram
content that features service details, advice on how to
handle difficult situations involving symptoms of
diseases, medical information, treatment options, and
patient endorsements as well as hospital policies [21].

The X Hospital Instagram account has been able to
establish its social credibility, as evidenced by the data
above, which shows that the account's overall post
engagement value is 36.59%. Its large following does not
always translate into a high degree of participation [18].
However, a large number of likes, comments, and
followers will boost audience trust and, in the end,
successfully establish the brand's identity [22].

3.4 Interactivity of Hospital X Instagram Account
According to Follower Perspective

a. User to system interactivity

Interaction between the user and the system includes
clicking, downloading, and linking to specific features
on websites [23]. Links and hypertext allow users to
interact with the system and connect with other users so
they can communicate with each other. The host of the X
Hospital Instagram account demonstrates user-to-system
interaction by using the link in the profile bio to point
users to the X Hospital  application, which is available
outside of Instagram. The user can use the WhatsApp
application to get in touch with the account owner and
ask additional questions regarding health services
offered by X Hospital. The following claims were
derived from the outcomes of multiple informant
interviews:

"I am reluctant to click the link because I can ask the
admin via direct message, clicking the link requires more
effort and time".

"To ask for services in an urgent situation, I prefer to
click on the link that connects to the Hospital whatsapp
application so that I can more freely ask for the services
I need".

b. User to User Interactivity

Communication between users or between users and
hosts on the same platform is characterized by user to
user interactivity [24]. The author spoke with multiple
informants in-depth to gain insight into the host-user
dynamic. The findings of the in-depth interviews with
Hospital X followers revealed a wide range of answers
from informants about the way the account admin
responded to their direct messages.

"I frequently participate by liking posts to show my
support for the hospital's initiatives. in particular, posts
concerning business operations. Posts about business
operations and service facilities are the ones that I
typically read. For instance, if Hospital X receives a visit
from a Korean company for cooperation regarding
equipment, it indicates that Hospital X will support and
enhance its services and facilities. As a service user, it
matters to me. To make the most of my time when I visit,
I must first familiarize myself with the company and
learn about the services and facilities it offers. I am
already aware of the availability of the facilities needed
to support my examination, such as the MRI and CT
scan."

"When I asked via direct message, the administrator
responded pretty quickly. For my mother, I required
information regarding outpatient service protocols. I'm
happy with the administrator's response.

"My child was referred to the hospital from another
hospital, so I once sent a message. The administrator's
answer was excellent. Nevertheless, I had to register
offline because the admin's recommended online
registration application did not function properly. I was
carrying a sick child, so it was really inconvenient for
me."

"I was disappointed with the response of the admin
who never replied to my  message, even though I really
needed information on the service because the area where
I live is very far from Hospital X" .

"I sincerely apologize for the administrator's
response, which came back to me after three days. Since
I don't live nearby, I wanted to know how the online
registration process went. The administrator said he was
sorry for the delay in ~ responding to my message, but
there was a backlog of messages that needed to be
answered. | went straight to Hospital X to register offline
because it turned out that the online registration had
issues even then because the online registration
application was not functioning properly. Despite the fact
that I was going to give birth, I truly needed to know my
favorite doctor's schedule quickly."

"I hope the admin can pay more attention to take the
time to respond to comments and messages because we
as service users contact via social media with the aim of
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facilitating service when confused in the midst of urgent
conditions" .

The direct message feature on Instagram is a feature
that when utilized can be a means of building emotional
closeness with users. Replying to messages with a short,
friendly and informative response time can build user
trust. However, in reality, the limited number of human
resources in a state agency engaged in public services
causes the host who handles the social media account to
be overwhelmed in replying to incoming messages and
comments. Responses can be slow and can even take days
after the message is received. In the cyber world,
interactions between senders and recipients of messages
do not have to occur at the same time and location as
occurs in face-to-face or telephone communication [25].
However, the response or response to the message is also
decisive in fostering sustainable relationships with
customers [26].

To keep a positive relationship going, hospitals need
to be proactive in their interactions with social media
users. It is more crucial for hospitals to use social media
to engage and listen to guests in order to demonstrate care
when they are marketing themselves on these platforms.
Hospitals appear to be able to connect with patients and
visitors much more successfully by using social media as
a two-way communication channel than by using one-
way communication [12].

Customers consider other factors when evaluating
businesses. They evaluate the customer journey as a
whole.  Thus, innovation considers enhancing
communication, fortifying channel presence, and
enhancing customer service in addition to product focus
[27].

Businesses are advised to design communications
that offer a wvariety of avenues for visitors to
communicate, make users feel heard, encourage them to
provide feedback, and provide an efficient means of
gathering visitor feedback. Users develop a favorable,
robust, and distinctive opinion of the brand as a result of
feeling as though they are conversing with it in return
[28].

c. User to Document Interactivity

Interactivity between users and the content displayed
on Instagram is referred to as "user to document
interactivity" on Instagram [24]. Users in this interaction
process are free to understand the admin's messages and
then change them to suit their own needs [23]. On the
other hand, no user-modified or user-reposted post was
ever found on the X Hospital Instagram account,
according to observations made there. Simply put, in
order to increase the number of people who see the post,
the Hospital X Instagram host occasionally reposts posts
from the feed to Instagram stories. From there, users may
interact with the story by liking or messaging it.

4. CONCLUSION

The study came to the conclusion that although
Hospital X's Instagram account has been successful in
providing the public with information, it still needs to be
presented in a better way. In order to create and increase
the engagement rate of content and Instagram accounts,
creativity in content creation is crucial. While some
content has an extremely low engagement rate, other
content has a high engagement rate. Reels that are
visually appealing can be used to package content for
health promotion. To boost interaction and exposure,
hosts can also set challenges for their audience to reshare
specific posts, such as details about community-based
hospital events. Lastly, the public expects the X Hospital
Instagram account admin to respond to messages and
comments promptly in order to foster emotional ties with
the public and enhance the company's reputation.
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