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In the era of digital transformation, social media has become a primary communication
channel for local governments in fostering public engagement. This study analyzes
how the structuring of the digital environment influences public engagement on the
Instagram and Twitter (X) accounts of the Bandung City Government in 2022. Employing
a qualitative case study approach, data were collected through in-depth interviews
with social media administrators, active users, and practitioners. The findings reveal
that account profiles (name and descriptions) and highlighted themes contribute
to building identity and accessibility but do not significantly enhance engagement.
In contrast, content design and feature optimization play a more substantial role in
driving user interaction. Visually appealing content increases audience retention,
while the use of interactive features strengthens two-way communication. This
study contributes to digital engagement theory by underscoring the impact of
digital environment structuring on public interaction. Practically, it offers insights for
government social media administrators in designing more effective engagement
strategies. This includes actionable recommendations for optimizing content formats,
timing, and platform-specific features to improve citizen involvement.

KEYWORDS

digital environment, social media engagement, government communication,
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1 Introduction

In the era of digital transformation, social media has emerged as one of the primary
channels for government institutions to engage with the public (Sobaci, 2016). Local
governments utilize digital platforms to disseminate policy information, establish two-way
communication, and enhance public engagement (Bertot et al., 2010; Bertot et al., 2012;
Kavanaugh et al., 2012; Graham, 2014; Guillamén et al., 2016; Romero, 2016; Park and Lee,
2018). Achieving optimal levels of engagement requires more than simply increasing the
volume of content production. The management and optimization of the digital environment
are also critical factors in fostering active user participation (Di Gangi and Wasko, 2016;
O’Brien and McKay, 2018; Johnston, 2023).

The concept of the digital environment in social media refers to the various elements that
shape user experience, including content governance, user-to-user interaction, interface
design, and moderation policies (Johnston, 2023). Previous studies have shown that a well-
structured digital environment can promote higher-quality engagement—characterized not
only by the volume of interaction but also by the relevance and depth of public participation
in online discourse (Di Gangi and Wasko, 2016; O'Brien and McKay, 2018). Accordingly,
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understanding how the structuring of the digital environment
influences engagement is a critical aspect of managing governmental
social media platforms.

The Municipal Government of Bandung is among the public
institutions actively utilizing social media—particularly Instagram
and Twitter (X)—to engage with the public (Atnan and Abrar, 2023).
In 2022, there was a marked increase in content production; however,
the anticipated level of user interaction was not optimally achieved
(Atnan et al., 2024). This phenomenon suggests that factors beyond
content volume—specifically elements of the digital environment—
may influence patterns of public interaction. Accordingly, this study
seeks to analyze how the Bandung City Government structures its
digital environment across official social media platforms and to what
extent these elements impact the level of public engagement.

A substantial body of research has examined public engagement
on local government social media platforms. Scholars such as Bonson
et al. (2019), Manetti et al. (2017), Rahmanto and Dirgatama (2018),
Roengtam (2017), and Romero (2016) have investigated the role of
social media in fostering interaction between local governments and
citizens. Meanwhile, studies by Bonson et al. (2019), Dominic and
Gisip (2021), Furqon et al. (2018), and Santoso et al. (2020) have
emphasized the importance of content management as a strategic
approach to enhancing public engagement.

Other studies, such as those conducted by Alam et al. (2022),
Al-Masaeed (2019), Evans et al. (2018), Galvez- Rodriguez et al.
(2018), Izzati et al. (2018), Purwadi et al. (2019), and Rexhepi et al.
(2021), discuss the management of local government social media,
focusing on communication strategies and interactions (Evans et al.,
2018; Galvez- Rodriguez et al., 2018; Izzati et al., 2018; Al-Masaeed,
2019; Purwadi et al., 2019; Rexhepi et al., 2021; Alam et al., 2022).
Meanwhile, Haro-de-Rosario et al. (2018) examined the factors
influencing public engagement levels on local government social
media platforms (Haro-de-Rosario et al., 2018).

Previous research has predominantly focused on specific aspects
of public engagement, such as content, interaction intensity, or dialog
techniques. In contrast, this study highlights the role of digital
environment structuring in shaping engagement. With a more focused
approach, this research explores the extent to which digital
environmental factors influence public engagement. Referring to Kim
A. Johnston’s Digital Engagement Theory (2023), this study offers a
new perspective on understanding the dynamics of digital
engagement. Furthermore, this research opens opportunities to
identify digital environment indicators that have not been extensively
discussed in the literature, thus enriching both the theoretical
discourse and practical implications.

2 Literature review
2.1 Digital environment and engagement

The study of the digital environment in governmental social
media and its impact on audience engagement remains relatively
limited. Most of the existing research has focused primarily on the
relationship between content design and the level of audience
engagement in interactions with government institutions or
corporations. Johnston (2023) emphasizes that content design is
an integral component of the digital environment, playing a
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significant role in shaping user experience and engagement
(Johnston, 2023). Therefore, understanding how content design
can create a conducive digital environment for audience interaction
becomes an important aspect that warrants further investigation.

An effective digital environment plays a crucial role in
enhancing engagement on social media. A study conducted in
Aotearoa, New Zealand, identified that audience engagement with
local government social media accounts is influenced by content
quality, creativity in active posts, an increase in followers, a
combination of passive and active posts, and the creation of a
diverse and inclusive digital environment (Alam et al., 2022). The
findings of this study indicate that the primary factors contributing
to engagement are not the scheduling or frequency of posts, but
rather the quality and appeal of the content presented to
the audience.

In regard to content type, several studies have indicated that the
use of visual content—such as photographs and videos—is more
effective in enhancing audience engagement. Bonson et al. (2019), in
their analysis of Twitter accounts from 29 local governments in
Andalusia, found that visual-based content was more appealing to the
public than text-based content (Bonson et al., 2019). Similarly, a study
by Santoso et al. (2020) involving 114 local governments in Indonesia
confirmed that photos and video contents possessed a higher level of
audience appeal compared to other content formats. These findings
suggest that local government social media accounts should prioritize
and optimize the use of visual content to increase public engagement
(Santoso et al., 2020).

In addition to content type, other studies have demonstrated that
design and esthetic elements also play a critical role in fostering
audience engagement. O’Brien and McKay (2018) identified that
appealing design characteristics can evoke emotional responses from
users. The use of high-quality imagery, evocative music, and
compelling interface layouts are among the factors that significantly
influence audience attention. Effective visual design includes strategic
choices of color schemes, element sizing, and the use of headers that
capture attention optimally. Digital esthetics likewise exert a
substantial influence on user engagement. Before accessing further
content, audiences form initial impressions based on layout, color
selection, and other visual elements. In many cases, compelling
esthetics can override rational considerations of a platform’s utility,
thereby encouraging users to engage more actively (O'Brien and
McKay, 2018).

Based on this review of the literature, it is evident that the digital
through design,  design
characteristics, and esthetics—has a significant impact on audience

environment—shaped content
engagement. Previous studies have emphasized that content quality,
creative presentation, and visual elements are key factors in
enhancing engagement on government social media platforms.
However, a research gap persists in understanding how these
elements can be specifically optimized to improve audience
engagement in the context of official government social media
accounts. Accordingly, this study seeks to address the central
question: to what extent does the structuring of the digital
environment on government social media accounts influence public
engagement? This inquiry aims to contribute both theoretically and
practically to the body of knowledge concerning the effective
management of governmental social media, with the objective of
fostering more optimal engagement in the digital era.
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2.2 Social media engagement theory

Engagement in the context of organizational-public relationships
has been conceptualized in various ways within communication
studies. Bortree (2011) and Johnston (2010) define engagement as the
interaction that occurs between the public and an organization
(Johnston, 2010; Bortree, 2011). Heath (2011), on the other hand,
emphasizes that engagement arises when stakeholders actively
participate in organizational programs (Heath, 2011). Taylor and Kent
(2014) further argue that engagement constitutes a component of
dialog that facilitates the interaction process between groups. From
interpretivist and constructionist perspectives, engagement is
understood as a process of co-creating meaning through
communication (Taylor and Kent, 2014). In addition, Ledingham
(2010) highlights that engagement is characterized by a form of social
exchange among the involved parties (Ledingham, 2010).

The concept of engagement has since evolved within the context
of digital media into what is now recognized as the Social Media
Engagement theory. This theoretical framework emphasizes how
organizations utilize social media platforms to communicate with the
public and sustain their engagement in pursuit of organizational
objectives (Bruce et al., 2023). Prahalad and Ramaswamy (2001) assert
that technology plays a pivotal role in constructing platforms that
facilitate social interaction, with social media serving as a primary
instrument for optimizing public engagement in a manner that is
rapid, accessible, and far-reaching (Prahalad and Ramaswamy, 2001).

Paul M. Di Gangi and Molly Wasko are scholars who advanced
the theory of Social Media Engagement by adapting the user-
organization interaction model originally proposed by Prahalad and
Ramaswamy to the context of social media platforms. Di Gangi and
Wasko (2016) define engagement as a form of intensified individual
involvement that yields cognitive benefits and fulfills specific user
needs. The higher the level of user engagement, the greater the
utilization of social media platforms. Operationally, engagement on
social media is manifested through user contributions, information
retrieval, and content exploration within the platform (Di Gangi and
Wasko, 2016).

This theory posits that engagement is formed through user
experience, which is shaped by two primary factors: social interaction
and technical features. Social interaction refers to communication
among users within a social media platform, whereas technical features
encompass the extent to which users can access information, use
platform functionalities flexibly, integrate content, and customize
features to meet their individual needs (Di Gangi and Wasko, 2016).

Social interaction experiences on social media consist of several
key dimensions. First, personalization, which denotes social
interactions shaped by user preferences and mutual concern among
users. Second, access to social resources, referring to users’ ability to
access social assets such as information, expertise, and social networks.
Third, risk, which reflects users’ perceptions of potential risks
associated with engaging on social media. Fourth, transparency, which
pertains to the degree of information symmetry among users and
plays a critical role in fostering trust within online communities (Di
Gangi and Wasko, 2016).

Meanwhile, the experience of technical features in social media
also comprises several dimensions. First, completeness, referring to the
comprehensiveness of information provided by the platform to meet
user needs. Second, flexibility, which denotes the degree to which the
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platform can be adapted to align with users’ interests and requirements.
Third, evolvability, indicating the platform’s capacity to develop and
adapt in response to evolving user needs. Fourth, integration, which
reflects users’ ability to incorporate diverse content that aligns with
their preferences (Di Gangi and Wasko, 2016).

Although the Social Media Engagement theory developed by Di
Gangi and Wasko does not explicitly address the influence of the
digital environment on engagement, several aspects of the theory are
closely aligned with the concept of digital engagement. According to
Johnston (2023), the technical features of social media constitute a key
component of the digital environment that can significantly influence
user engagement levels (Johnston, 2023). Di Gangi and Wasko argue
that features which provide enjoyable and engaging user experiences
are likely to enhance audience participation on social media platforms
(Di Gangi and Wasko, 2016).

In the context of this study, the primary focus is to examine how
the technical features of the digital environment contribute to
engagement on the social media platforms of the Bandung City
Government. This research aims to analyze whether the optimization
of technical features in the management of local government social
media accounts has a significant impact on public engagement.
Furthermore, the study seeks to identify the most influential indicators
of the digital environment in enhancing engagement, particularly
within the domain of public communication in Indonesia.

2.3 Digital engagement theory

The theory of Digital Engagement, as developed by Johnston
(2023), represents an evolution of the Social Media Engagement
concept and is increasingly pertinent in today’s digital context. This
theory is built upon four core dimensions: the digital environment,
user attributes, engagement processes, and outcomes. Together, these
dimensions provide a comprehensive framework for understanding
user digital engagement and how it can be strategically cultivated
(Johnston, 2023).

The digital environment dimension underscores the importance
of systems and attributes that are simple, user-friendly, and beneficial
to users. In the context of organizational social media, system design
and functionality are central factors influencing public appeal. Well-
designed attributes can enhance user experience through esthetic
quality, interactivity, and functional value. Moreover, social media as
an interactive platform has shifted the pattern of information
consumption from passive observation to active participation—even
to the extent of institutionalizing digital participation (Johnston,
2023). Consequently, this dimension holds significant relevance for
the analysis of social media management strategies, particularly in
fostering high-quality engagement.

The remaining dimensions of the Digital Engagement theory—
namely user attributes, engagement processes, and outcomes—also
play important roles in shaping digital engagement, although they are
not the primary focus of this study. User attributes refer to users’
intentions and motivations in interacting with digital media.
Engagement processes denote the varying levels of user involvement,
ranging from simple reactions to deeper forms of participation that
contribute to the co-creation of social meaning. Meanwhile, outcomes
pertain to the shared value generated through digital interactions and
their impact on social capital (Johnston, 2023).

frontiersin.org


https://doi.org/10.3389/fcomm.2025.1628346
https://www.frontiersin.org/journals/Communication
https://www.frontiersin.org

Atnan and Sembada

This study focuses specifically on the impact of the digital
environment on engagement. Accordingly, this dimension is
prioritized due to its significant influence on user engagement through
the design and functional attributes of well-constructed social
media systems.

In light of the above discussion, the Digital Engagement theory is
highly pertinent to the context of this research, as it offers a systematic
theoretical framework for analyzing digital engagement on
organizational social media platforms. By emphasizing the influence
of the digital environment, this study aims to explore how social
media design and system features can be optimized to foster more
meaningful and sustainable forms of user engagement.

3 Data and methods

This study employs a qualitative approach with a case study design
to analyze the digital environment management strategies
implemented on the official social media accounts of the Bandung
City Government. Furthermore, the research evaluates the impact of
these strategies on public engagement. The case study method was
selected as it allows for an in-depth exploration of complex
phenomena and the uncovering of underlying mechanisms, as
emphasized by Yin (2018) and Yin (2018).

The research focuses on the management of the digital
environment on the Bandung City Government’s social media
accounts throughout the year 2022. This period was chosen based on
preliminary observations indicating a high volume of content
production accompanied by relatively low levels of audience
interaction. By examining this dynamic, the study aims to identify key
elements within the digital environment that social media
administrators should consider in order to enhance public engagement.

This study explores two primary aspects. First, it examines the
strategies employed by the Department of Communication and
Informatics of the Bandung City Government in managing the digital
environment of its official Instagram and Twitter (X) accounts. The
analysis includes the identification of key factors in the management
of the digital environment, as well as the strategic approaches
implemented in the operationalization of these official social media
platforms. Data were collected through in-depth interviews with
officials and social media staff at the Department of Communication
and Informatics. The collected data were then analyzed through stages
of selection, categorization, presentation, and interpretation.

The second aspect investigated is the impact of digital environment
management on public engagement. This research aims to identify
elements within the digital environment that exert the most significant
influence on engagement levels. To understand user perceptions,
in-depth interviews were conducted with eight active followers of the
Bandung City Government’s Instagram account and four active
followers of its Twitter (X) account. Respondents were selected using
a snowball sampling technique, which enabled the researchers to
identify relevant individuals based on referrals from previous
participants (Table 1).

The respondents in this study were social media activists who
consistently monitor the official social media accounts of the Bandung
City Government. Their insights are thus considered to possess a high
degree of credibility and validity. The interviews focused on the
respondents’ experiences and perspectives concerning how the
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TABLE 1 Research informants.

Elements ‘ Initials

Bandung city department of
& clty dep Y.C.andS.P.S.
communication and informatics

N.A.N,A. K,A. K A,B.PU,S.

Instagram active users
K,R.J.P,R.A.R,andR. Q.

Twitter (X) active users R.B,A.P,I. M., and K. S.

Practitioner M.R.andR.S.

Source: Compiled by the Researchers, 2024.

management of the digital environment influences their participation
and interaction with government social media accounts. The data
collected were analyzed through the processes of selection,
categorization, presentation, and interpretation, following the
analytical approach applied in previous stages of the study.

In addition to interviews with active social media users, this study
also engaged two social media practitioners as complementary
sources. Their insights offered alternative perspectives on best
practices for structuring and managing the digital environment to
enhance public engagement. Furthermore, the practitioners’
viewpoints were utilized to reinforce the findings derived from user
interviews, thereby contributing to a more comprehensive and multi-
angled analysis.

4 Result

This section presents two principal findings of the study. First, it
delineates the strategies employed by the Department of
Communication and Informatics of the City of Bandung in structuring
the digital environment to enhance public engagement. Second, it
examines the influence of individual elements within the digital
environment on public interaction with the official social media
accounts of the local government, identifying both the indicators that
exert a significant impact and those that have minimal effect.

4.1 Structuring the digital environment on
social media accounts

4.1.1 Administrators prefer the use of formal
account names

The official Instagram and Twitter (X) accounts of the Bandung
City Government have undergone multiple name changes as part of
their digital communication strategy. Initially, the accounts adopted
the name “bandung.go.id,” aligning with the official government
website. However, this name was considered overly formal and
insufficiently engaging for social media users, thus limiting its
effectiveness in fostering public engagement.

In response to this challenge, the Bandung City Government
experimented with the name “Bewara”—a Sundanese term meaning
“announcement” and an acronym for berita bawa gembira (news that
brings joy). This strategy was inspired by the success of the Surabaya
City Government, which adopted a more casual account name such
as “Sapa Warga” Nonetheless, the name change did not automatically
lead to increased public engagement. This was confirmed by Y. C., the
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Social Media Coordinator at the Bandung City Government’s
Department of Communication and Informatics (Diskominfo), who
stated that:

“We tried using ‘bandung.go.id’ and ‘Halo Bandung, then ‘Bewara,
but they still did not attract much interest. Eventually, we switched
to ‘Humas Bandung) and it’s been fairly effective so far” (Interview,
March 5, 2024).

Currently, the “Humas Bandung” account serves as the primary
official account; however, other accounts such as “Halo Bandung”
remain active as well. The existence of multiple official accounts has
caused confusion among the public. This concern was expressed by
N. A. N,, an active Instagram user, who stated:

“There’s @humas_bandung, @halobandung, and also accounts
from sub-districts and villages. It's confusing. They should clarify
which one is the main official account” (Interview, January
12, 2024).

To address this issue, the Bandung City Government has
implemented various outreach strategies, including collaborations
with educational institutions and radio stations. According to S. P. S.,
a member of the city’s social media team:

“We conduct outreach to schools so that students know the official
government accounts. We also collaborate with PRFM radio”
(Interview, June 5, 2023).

In addition, the government has also established collaborations
with academic institutions and other social media platforms to
enhance the visibility of the main account. Y. C. further added that:

“We’re collaborating with Parahyangan University and PRFM’s
social media to popularize the ‘Humas Bandung account”
(Interview, March 5, 2024).

There are various perspectives from users regarding the account
name. A. K. argues that the use of a formal name facilitates the
identification of the official account:

“A formal name like ‘Humas Bandung’ makes it easier to search
for information”” (Interview, 26 May 2024).

Conversely, A. P. expressed a preference for a non-formal account
name, considering it more communicative and inclusive:

“Halo Bandung’ feels more friendly and invites interaction”

(Interview, 16 May 2024).

However, the majority of users consider that the most critical
factor in enhancing public engagement lies in the quality of content
and the level of interaction offered by the government’s social

media account. This view aligns with the perspective of I. M.,
who stated:

“The name is important, but the content is what really matters”
(Interview, 17 May 2024).
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Findings from both observations and interviews reveal a range of
user preferences regarding account names, with memorability
identified as a key consideration. Nevertheless, this study finds that
the primary driver of public engagement is not the account name
itself, but rather the quality of interaction and the relevance of the
content provided. Users show greater interest in informative and
practical updates—such as traffic conditions and disaster-related
news—than in accounts with merely appealing names.

For government social media administrators, a more effective
strategy for enhancing public engagement lies in providing relevant
content and fostering meaningful interaction. Thus, while the choice
of account name contributes to recognizability, the quality of content
and interaction remains the central determinant of successful
engagement on government social media platforms.

4.1.2 The profile description serves to strengthen
the identity of the account

The Government of Bandung City structures the profile description
of its social media accounts with a simple, credibility-oriented
approach. Observations indicate that the Instagram and Twitter (X)
profiles of the City of Bandung include the phrase “Pusat Informasi
Pemerintah Kota Bandung,” emphasizing that the account is managed
by the Bandung City Department of Communication and Informatics
(Diskominfo). Additionally, the Instagram profile lists complaint
channels such as @ppidlaporkotabandung and @bandungsiagall2,
while the Twitter (X) account only includes @bandungsiagal12.

The Social Media Administrator of the City of Bandung, Y. C.,
stated that the profile description is not a primary factor in enhancing
public interaction. The main focus of the social media adminstrators
is on providing quality content and more comprehensive news
through the official website, bandung.go.id.

“We keep the profile description simple because our main focus is
not there. We prioritize the website as the primary source of
information. Essentially, we want to build public trust that every
post on social media always links back to more detailed news on
the bandung.go.id website. For us, the profile description does not

really impact engagement”” (Interview, March 5, 2024).

The views on the profile description received varied responses
from social media users. A. K., an active Instagram user, believed that
the profile description plays a crucial role in helping users understand
the account’s purpose. He argued that without a clear description,
users might struggle to determine the account’s relevance to
their needs.

“If a large or general account does not include information about
its purpose or the type of content it provides in the profile
description, users might get confused about the content and scope
of the information shared”” (Interview, May 26, 2024).

A similar viewpoint was expressed by S. K., who emphasized the
importance of the profile description in clarifying the identity and
purpose of the account.

“Basically, an account should have a description that we can read,

so we can understand its purpose and its benefits” (Interview,
May 27, 2024).
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However, some informants argued that the profile description is
not the main factor in increasing engagement. A. K. A. stated that
other features, such as the inclusion of complaint accounts, are more
effective in capturing users’ attention.

“The profile description may not directly increase engagement on
Instagram. However, the presence of private channels or
specialized services can attract users’ interest” (Interview, May
15, 2024).

K. S., an active Twitter (X) user, emphasized that meaningful
interactions are far more effective in increasing user engagement than
simply improving the profile description.

“In my opinion, the social media administrators of the Bandung
City Government should focus on building meaningful
interactions, not just adding a profile description, but also actively
engaging and being relevant with followers” (Interview, May
16, 2024).

Thus, these findings indicate that although the profile description
can provide an initial overview of the account, the primary factors in
enhancing user engagement are the presentation of relevant content,
active interaction, and the credibility of the information provided by
the official account.

4.1.3 Highlight themes should address public
issues

Highlight themes are a popular feature on Instagram that enable
users to organize content by specific categories. This feature, however,
is not available on twitter (X). The accounts’ administrators retain full
autonomy in curating highlight themes that align with the needs and
interests of their target audience.

The Government of Bandung utilizes highlight themes to
showcase seven priority agendas: champion, excellent, livable,
prosperous, religious, cultural, and tourism. The city’s social media
management is conducted under the directive of the Head of the
Department of Communication and Informatics, ensuring
alignment with the broader vision and mission of the city. According
to Y. C., the social media coordinator for the Bandung City
Government, the primary objective of employing highlight themes
is to facilitate public understanding of the city’s development
priorities.

“The themes come from Bandung’s seven priority agendas.
Basically, they reflect the city’s development priorities—things the
leadership is really focused on.” (Interview, March 5, 2024).

In addition to the seven core agendas, the Bandung City
Government also introduced supplementary themes such as Kata
Wargi, Ngawartosan, Ruang Publik, and Layanan. The first two themes
employ the Sundanese language to foster a closer cultural connection
with the community. Kata Wargi features citizen testimonials
regarding public services, while Ngawartosan serves as a channel for
disseminating public service information.

“So this came from our leadership—specifically the Head of the
Bandung City Communication and Information Office. The
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content follows the set themes, but we added a few of our own, like
Kata Wargi and Ngawartosan? (Interview, March 5, 2024).

However, the effectiveness of the highlight theme feature in
enhancing engagement remains debatable. Y. C. acknowledged that
while the feature facilitates information delivery, it does not necessarily
succeed in capturing public attention. Some Instagram users, however,
reported positive experiences with the use of highlight themes.
R. J. P. noted that the feature made it easier to locate specific
information. Similarly, S. K. and R. A. R. emphasized that it helps
users save time when searching for relevant content.

“In general, the highlight feature is helpful—it makes it easier to
find specific information.” (Interview, 15 May 2024).

However, some users expressed that the highlighted themes were
not entirely relevant to their needs. A. K. observed that although the
feature facilitates easier navigation, the information presented often
does not align with their specific interests.

“The highlight themes on the Bandung City Government’s
Instagram account do not really meet my personal information
needs.” (Interview, 26 May 2024).

N. A. N. further noted that the highlight themes tend to reflect the
image-building efforts of the Bandung City Government rather than
providing information that meets the public’s actual needs.

“The basis has not really addressed the public’s needs. It still seems
focused on disseminating the city’s performance”” (Interview, May
16, 2024).

From the perspective of Digital Engagement theory, as outlined
by Kim A. Johnston (2023), effective digital communication strategies
should be bottom-up, where the public’s needs are prioritized in the
delivery of the organization’s messages. M. R., a social media
practitioner, suggested that the ideal composition should be 40
percent organizational mandatory themes and 60 percent content that
aligns with public trends and needs.

“So, this approach is balanced—it still meets the organization’s
directives, but also provides content that’s relevant to the public”
(Interview, March 5, 2024).

This approach is crucial for enhancing public engagement. If the
highlight themes are predominantly driven by governmental interests
without addressing the information needs of the public, their
effectiveness in fostering engagement will diminish. Therefore, the
social media administrators of the Bandung City Government must
develop a deeper understanding of public needs, ensuring that the
highlight themes function not only as a one-way communication tool
but also as a means of actively boosting public participation
and involvement.

Overall, the highlight theme feature can assist users in quickly
accessing relevant information; however, its effectiveness is
contingent upon the relevance and quality of the content. To
achieve maximal impact, the Bandung City Government must
better comprehend the public’s informational needs and ensure
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that the themes presented align with the community’s expectations.
By balancing mandatory organizational themes with emerging
user needs, the social media platforms of the Bandung City
Government can become more dynamic and appealing to a
broader audience.

4.1.4 Content design: visual appeal and comfort

Content design plays a crucial role in the management of
official social media accounts of the Bandung City Government,
such as Instagram and Twitter (X). The visual appearance of an
account can significantly influence public perception of the
credibility and professionalism of the local government. In
practice, there are two main approaches to content design: first, the
application of a consistent color theme, and second, a more flexible
and natural approach.

Initially, the social media administrators of the City of Bandung
utilized a thematic color scheme that changed every month, reflecting
the city’s characteristic colors—blue, yellow, and green. However, this
approach did not yield a significant impact on increasing public
interaction. Additionally, the production team felt that their creativity
was constrained by the rigid color scheme. Following an internal
evaluation, this strategy was eventually abandoned, and the City of
Bandung’s social media team reverted to a more flexible and natural
design approach.

The decision to switch to a more natural design proved to be a
positive one. Since the change, the City of Bandung’s social media
accounts have received recognition and awards in various social media
competitions, both at the regional (West Java) and national levels. This
success indicates that flexibility in content design can enhance
engagement and public appeal.

According to Y. C., the Social Media Administrator of the City
of Bandung, content design plays a crucial role in attracting user
interest. He estimated that the influence of design on engagement
is approximately 50 to 60 percent. Video content has emerged as the
most popular format, as it is able to convey information in a more
engaging and dynamic manner compared to static images or text.
Therefore, the social media team focuses on producing high-quality
videos with clear and meaningful messages (Interview, March
5,2024).

From the users’ perspective, an appealing content design plays a
crucial role in enhancing the attractiveness of an account. Several
Instagram users noted that disorganized or monotonous designs could
decrease their interest in accessing the official City of Bandung social
media account. A. K., for example, emphasized the importance of a
neat layout and esthetics to maintain the account’s appeal and
professionalism (Interview, May 26, 2024). Meanwhile, S. K. argued
that variation in design is more effective in sustaining audience
interest compared to the repetitive use of the same template (Interview,
May 27, 2024).

Similar opinions were also expressed by Twitter (X) users.
K. S. highlighted the importance of engaging visuals in boosting
user loyalty. If the account’s appearance is captivating, users are
more likely to revisit the account (Interview, May 16, 2024).
However, some users complained that the content design on the
City of Bandung’s Twitter (X) account lacked appeal, as it was
overly monotonous and dominated by news text with minimal
visual elements.
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While content design is considered important, some users noted
that its implementation on Bandung City’s social media remains
inadequate. A. K. A, for instance, noted that many posts are overly
text-heavy, making the intended message unclear (Interview, May
15, 2024). Similarly, R. Q. suggested that an unappealing design
could reduce user interaction with the account (Interview, May
28, 2024).

However, not all users viewed design as the primary factor. R. J. P,
for example, stated that while design is not the main concern, a cleaner
and more organized visual appearance would add value to the City of
Bandungs account (Interview, May 15, 2024). On Twitter (X),
K. S. emphasized that meaningful interaction between account
administrators and users is more critical than content design itself.
Unfortunately, the official City of Bandung account was perceived as
lacking in user engagement, which diminishes its overall appeal
(Interview, May 16, 2024).

In conclusion, content design plays a crucial role in the
management of local government social media, but it must
be complemented by a more interactive communication strategy.
Flexibility in design, a focus on content quality, and enhanced user
engagement are key elements in fostering higher levels of public
interaction. The success of the Bandung City Government in
transitioning to a more natural and adaptive design approach
demonstrates that creativity and content relevance have a greater
impact than rigid color schemes. By adopting a more dynamic and
user-responsive strategy, government social media management
can become more effective in reaching and engaging with
the public.

4.1.5 Feature optimization remains overlooked

Instagram offers a range of features, including feed, stories,
reels, highlights, live, insights, ads, and the explore tab. The feed
serves as the main space for permanent posts, while stories enable
users to share ephemeral content visible for 24 h. Reels facilitate
the creation of engaging short videos, and highlights allow users to
archive selected stories for ongoing visibility. The live feature
supports real-time interaction, while insights provide analytics on
content performance. Paid advertisements (ads) enhance reach,
and the explore feature helps users discover new content aligned
with their interests.

Meanwhile, Twitter (X) provides features such as tweets,
hashtags, live tweeting, and Twitter analytics. Tweets allow users
to share short-form messages containing text, images, or videos.
Hashtags function to categorize content by topic, while live
tweeting supports real-time updates during ongoing events.
Twitter analytics offers performance metrics, including
impressions and user engagement.

In this study, the features available on Instagram and Twitter (X)
proved instrumental for social media administrators in creating
engaging and interactive content. By leveraging these functionalities,
account administrators were able to enhance user engagement and
broaden audience reach. Moreover, data derived from Instagram
Insights and Twitter Analytics facilitated a deeper understanding of
user needs and preferences, thereby enabling more effective
content strategies.

The City of Bandung’s official Instagram account frequently

utilizes features such as feed posts, stories, reels, highlights, and live
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broadcasts, while paid advertisements (ads) are rarely employed. In
contrast, the official Twitter (X) account relies primarily on tweets and
hashtags. According to the social media administrator for the
Bandung City Government, ads are typically reserved for crisis
situations—for example, during the eviction controversy in Tamansari.
In that instance, ads were used strategically to reach audiences in
Jakarta, given the national attention the issue received and the need to
counter negative narratives.

A social media practitioner, M. R., emphasized that advertising
features (ads) can be effectively utilized to reach a broader audience
with flexible budget options. When combined with insights, ads
can also generate more accurate data on audience demographics
and preferences. However, due to budgetary constraints, the City
of Bandung relies solely on free analytics tools, which are less
effective in evaluating content impact (Interview, December
21, 2023).

Instagram users have also offered feedback regarding feature
utilization. A. K. A. noted that the City of Bandung has yet to fully
capitalize on the potential of Instagram Reels, despite its wide reach—
May 15, 2024).
R. A. R. highlighted the importance of Instagram Stories for enhancing

even among non-followers (Interview,
interaction, particularly through polls and Q&A sessions. He further
emphasized that the comment feature should be optimized by
providing timely and empathetic responses (Interview, May 14, 2024).

In addition, the use of template responses has been recommended
to accelerate replies to user inquiries. However, A. K. A. cautioned that
such responses must be contextually appropriate to avoid user
dissatisfaction (Interview, May 15, 2024). R. A. R. further suggested
that template replies should be followed by a personalized response
from the account administrator, as this can enhance the sense of
appreciation among users (Interview, May 14, 2024).

The optimization of social media features, both on Instagram and
Twitter (X), has the potential to significantly enhance the effectiveness
of the City of Bandung’s communication strategies. Through a more
deliberate and data-driven approach, account administrators can
broaden audience reach, strengthen engagement, and improve the
public image of the local government. Strategic utilization of these
features will contribute to achieving more impactful and efficient
communication outcomes.

4.2 The impact of digital environment
structuring on social media account
engagement

In the management of social media, various elements—such as
account naming, profile descriptions, highlight themes, content
design, and feature optimization—play distinct roles in fostering
public engagement. A simple and memorable account name can
enhance user recognition, optimize searchability, and strengthen
brand identity. However, while it may create a strong first impression,
this factor alone does not directly contribute to increased engagement.
Users tend to prioritize meaningful interaction over mere ease of
recognition. Therefore, an effective social media strategy must go
beyond a memorable name and be complemented by the delivery of
relevant content and active communication with the audience.

The profile description serves as an informational tool that helps
audiences understand the purpose and value of a social media
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account. While it provides a general overview, it is not a primary
factor influencing engagement levels. Many users tend to overlook this
section, placing greater emphasis on the content being published. This
suggests that although a clear and informative description can
enhance credibility, the core appeal of an account ultimately lies in the
quality of its content. Therefore, account administrators should not
focus solely on crafting engaging descriptions but must also ensure
that the content aligns with the audience’s needs and interests.

Highlight themes also play a role in organizing information to
make it more accessible. This feature enables users to locate categorized
topics without the need to scroll through content sequentially.
However, its effectiveness in enhancing engagement depends largely
on the relevance of the selected themes. Highlights that contain only
static, outdated information tend to attract limited interest. Therefore,
account administrators must ensure that the themes featured in
highlights are genuinely aligned with public interests and provide
added value to the audience.

On the other hand, content design exerts a more substantial
influence on enhancing public engagement. Visually appealing and
consistent content can encourage users to visit an account more
frequently. Conversely, monotonous and unvaried design often leads
to a decline in audience interest. Therefore, the use of fresh, esthetically
pleasing visual elements that align with the account’s identity is
essential for sustaining attention and fostering active participation. An
engaging design serves not only an esthetic function but also acts as a
tool for building audience appeal and loyalty.

Finally, feature optimization within social media platforms can
serve as a critical factor in increasing engagement. Features such as
analytics, polls, and other interactive tools assist account
administrators in understanding audience preferences and tailoring
content strategies accordingly. A data-driven approach enables more
effective information delivery, enhanced interaction, and broader
audience reach. Thus, the strategic utilization of social media features
not only boosts engagement but also contributes to the development
of a more cohesive and loyal online community.

5 Discussion

The structuring of the digital environment—which includes
account management, profile descriptions, highlight themes, content
design, and feature optimization—affects user engagement on social
media. According to the Digital Engagement theory proposed by
Johnston (2023), digital identity plays a crucial role in fostering
audience engagement (Johnston, 2023). Meanwhile, Di Gangi and

Jasko (2016) add that engagement becomes stronger when social
media managers are able to create digital experiences that are
engaging, useful, and easy to navigate (Di Gangi and Wasko, 2016).

The digital environment structuring undertaken by the Bandung
City Government through its Department of Communication and
Informatics reinforces both theoretical perspectives. However, this
study highlights two elements of the digital environment that are
particularly dominant in driving engagement: content design and
feature optimization. Other elements, such as account name, profile
description, and highlight themes, also contribute, but their impact is
comparatively less substantial.

A study by Chen et al. (2016) emphasizes that an effective account
name is one that clearly reflects the function of the organization,
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thereby optimizing user recognition and access to services (Chen
et al,, 2016). Nevertheless, the current findings suggest that while a
memorable account name may improve recognition, it does not
significantly enhance engagement. More influential factors include the
quality of interaction and the relevance of the content presented.

In addition to the title of the account, profile descriptions also play
arole in fostering engagement, as noted by Chen et al. (2016). A clear
explanation of an account’s purpose and function can help the public
understand its utility and encourage interaction (Chen et al., 2016).
However, user interviews in this study indicate that while the profile
description provides essential information, its direct impact on
engagement is not always significant. Thus, although the profile
description aids in facilitating access to information, higher levels of
engagement continue to depend more heavily on other factors, such
as content relevance and administrative responsiveness.

Highlight themes on social media also contribute to shaping
engagement, although their effectiveness is largely contingent upon
the relevance of the content presented. According to the digital
engagement theory proposed by Johnston (2023), a bottom-up
approach—one that prioritizes public needs and aspirations—is more
effective in enhancing digital participation than a top-down strategy
that primarily reflects organizational interests (Johnston, 2023).

Social media practitioners interviewed in this study
emphasized that the ideal composition of highlight themes consists
of 40 percent organizationally mandated content and 60 percent
content aligned with prevailing public needs and trends. This
balanced approach allows official social media accounts to remain
dynamic and engaging, thereby increasing the likelihood of higher
user interaction.

Content design also plays a significant role in influencing
engagement. According to Johnstons (2023) theory of Digital
Engagement, compelling visual presentation enhances user interaction
with digital platforms (Johnston, 2023). This is supported by O’'Brien
and McKay (2018), who found that visual design and esthetic appeal
significantly affect user engagement with digital information. The
present study corroborates these findings by showing that when
content design is visually appealing and well-organized, users tend to
stay longer on the account and explore more content, ultimately
increasing both the duration and depth of engagement. Therefore,
visual esthetics should not be viewed merely as decorative elements,
but rather as strategic components for fostering public participation
on social media platforms (O'Brien and McKay, 2018).

In addition to content design, the optimization of social media
features—such as the use of reels, stories, and comment sections—also
contributes to enhancing engagement. According to Johnston’s (2023)
Digital Engagement theory, the effective utilization of available
features can strengthen digital communication and encourage active
user participation. This study found that interactive features can
significantly boost engagement when managed with a well-planned
strategy, such as providing more personalized responses during user
interactions (Johnston, 2023).

The implications of this analysis suggest that social media
administrators, particularly within local government contexts such as
the Bandung City Government, must develop more integrated
strategies for managing their digital environments. Elements such as
account identity, profile descriptions, and highlight themes should
be crafted to align more closely with user needs. Furthermore, content
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design should not only emphasize visual appeal but also prioritize
functionality in delivering clear and engaging information. Equally
important is the strategic and personalized use of interactive features,
which can foster deeper and more sustainable forms of engagement.

6 Conclusion

Based on the findings above, it can be concluded that while the
structuring of the digital environment does influence user
engagement, its impact is largely indirect. Digital identity—manifested
through account configuration and profile descriptions—plays a
supportive role in fostering public recognition and facilitating access.
However, the primary determinants of engagement remain the quality
of content and the depth of interaction established with the audience.
The use of highlight themes that align with public interests can
stimulate user curiosity and encourage interaction, whereas visually
appealing content design enhances user retention and promotes more
active exploration of information. Furthermore, the strategic and
personalized optimization of social media features can strengthen the
relationship between institutions and the public, thereby fostering
more meaningful and sustained engagement.
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