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Abstract. This research examines the impact of Social Media Marketing on preserving local 
wisdom on Lombok Island. By employing quantitative methods and multiple linear regression, the 
study evaluated five independent variables: social media marketing content (X1), user interaction 
on social media (X2), paid advertising on social media (X3), entertainment and trends on social 
media (X4), and Electronic Word-of-Mouth (e-WOM) (X5), on the preservation of local traditions 
and culture (Y). Data from 108 randomly selected participants revealed that user interaction on 
social media (X2) exerted the most significant influence on the preservation of local traditions and 
culture, with a coefficient of 0.532 and a t-value of 5.108, significant at p < 0.001. The other 
variables—content marketing, paid advertising, entertainment, and e-WOM—did not exhibit 
significant effects. These results indicate that marketing strategies emphasizing active user 
engagement on social media are more effective in promoting the preservation of local wisdom. 
Consequently, it is advised that programs aimed at preserving local traditions and culture should 
prioritize enhancing user interaction on social media, complemented by a holistic approach 
integrating diverse marketing and community engagement techniques. 
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1. Introduction

Social media marketing employs social media platforms to promote products, services, or brands to a broader
audience [1]. Its primary goals include building brand awareness, enhancing customer interaction, and boosting 
sales [2]. This practice involves crafting engaging and shareable content, directly interacting with users, and 
analyzing data to gauge campaign effectiveness [3]. Frequently utilized platforms for this strategy include 
Facebook, Instagram, Twitter, LinkedIn, and TikTok [4]. Moreover, social media marketing enables companies 
to more effectively target specific demographics through paid advertising [5]. In recent years, social media 
marketing has also gained recognition as a tool for non-commercial purposes, such as promoting social causes, 
cultural heritage, and community values, which are critical in regions like Lombok Island where cultural traditions 
face challenges of modernization and globalization. 

Local wisdom is knowledge, values, and practices that grow within a community and are passed down from 
generation to generation [6], [7]. It reflects the distinctive way of life, traditions and culture of a region, often 
linked to the natural and social environment [8]. These values include habits, beliefs, customs and knowledge 
systems that help communities face challenges and maintain balance with nature [9]. Examples include traditional 
agricultural practices, customary rituals and sustainable natural resource management methods [10]. Local 
wisdom is an important basis for sustainable development and cultural preservation, as it contains solutions that 
have been proven effective [11]. However, local wisdom is increasingly under threat due to rapid cultural 
homogenization driven by globalization, necessitating innovative strategies for its preservation. 

Haudi et al. [12] demonstrate that social media marketing activities significantly impact brand awareness, 
brand image, and brand loyalty. Similarly, Samarah et al. [13] found that the positive and significant effect on 
brand trust reaches 61.5%. According to Kalinová & Kovaříková [14], social networks are predominantly used 
by women, particularly within the 18-24 age group.  Mude & Undale [15] discovered that Gen Z utilizes social 
media more frequently than Gen Y for information searches. Zhu [16] noted that interactive word-of-mouth 
marketing can significantly contribute to brand development. These findings underscore the potential of social 
media not only as a marketing tool but also as a medium for knowledge dissemination and cultural engagement. 
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Ngo & Nguyen [17] highlight the crucial role of education in preserving and promoting the traditional cultural 
identity values of local ethnic minorities in the Central Highlands. Similarly, Adyatma et al. [18] emphasized the 
positive and significant relationship between community empowerment, local wisdom, and sustainable tourism 
development. Bris et al. [19] found that local wisdom values can be integrated into all aspects of life. Nizamova  
[20] underscores the importance of preserving cultural diversity in the Chechen Republic as a priority for the 
country's cultural policy, emphasizing the role of cultural values in education, science, and community 
cooperation. Despite this, there remains a significant gap in understanding how digital platforms, particularly 
social media, can be systematically leveraged to support the preservation of local wisdom. 

Social media marketing has a positive influence on brand loyalty, brand awareness, and value awareness, 
with brand awareness acting as a mediator in enhancing brand loyalty [21], [22]. Additionally, aspects of social 
media marketing such as entertainment and trends have been shown to positively impact brand awareness, 
subsequently increasing customer loyalty [23]. Research on iPhone users highlighted the significant effects of 
social media marketing, social interactivity, and perceived quality on brand loyalty, underscoring the importance 
of effective social media strategies and high product quality in boosting user loyalty [24]. Studies on herbal 
products demonstrated that social media marketing, e-WOM, brand awareness, and brand image positively and 
significantly affect brand loyalty, highlighting the importance of these factors in cultivating customer loyalty [25]. 

Local wisdom, rooted in cultural practices and environmental preservation, contributes greatly to the 
sustainability of tourism development through preserving cultural heritage, ensuring community safety, and 
attracting tourists through unique experiences [26]. Community empowerment positively influences sustainable 
tourism development, with local wisdom acting as a mediator that strengthens this relationship [27]. However, 
challenges exist in achieving collaborative governance for local wisdom-based sustainable tourism villages, with 
gaps in institutional agreements and stakeholder commitment identified [28]. 

Existing research demonstrates that social media marketing and local wisdom are powerful concepts in their 
respective domains, but there is limited exploration of their integration. Studies by Vinerean [29], Li et al. [30], 
and Jacobson et al. [31] emphasize the effectiveness of social media marketing in enhancing user engagement, 
while Suardana et al. [32] discuss the crucial role of local wisdom in maintaining community identity. Integrating 
these concepts could provide an innovative approach to cultural preservation. This study is grounded in social 
engagement theory, which posits that active user participation strengthens knowledge transfer and cultural 
preservation, and diffusion of innovation theory, which explains how new ideas spread through a community and 
could be applied to social media-based cultural preservation. However, it is important to acknowledge that this 
study does not consider other potential variables, such as digital literacy levels or the role of specific social media 
platforms, which could also influence the outcomes. These limitations provide an avenue for future research. 

The existing research gap lies in the lack of studies connecting social media marketing with the preservation 
of local wisdom. Previous research typically separates these two concepts, failing to explore their potential 
integration. A novel research proposal titled "The Influence of Social Media Marketing on Local Wisdom" could 
address this gap by examining how social media marketing strategies can be utilized to promote, preserve, and 
develop local wisdom on Lombok Island. By analyzing the roles of five key factors—social media content, user 
interaction, paid advertising, entertainment and trends, and e-WOM—this study provides a framework for 
leveraging digital platforms in cultural preservation. This study introduces a new dimension to digital marketing 
by going beyond commercial gain, contributing to the preservation of local culture and traditions, thereby creating 
sustainable value for the community. Additionally, the study focuses on representing Lombok Island's diverse 
population to ensure the findings are applicable to broader cultural contexts, acknowledging that generalizability 
may be limited by the sample size and scope. 

2. Methods  

This quantitative study aims to investigate the impact of Social Media Marketing on Local Wisdom. It 
involved 108 participants, comprising 40 men and 68 women. The sample size was determined considering the 
target population within the tourism industry in Lombok Island, and while it provides useful insights, it is 
acknowledged as a limitation in terms of generalizability. Respondents were selected using a random sampling 
technique to ensure adequate representation of the target population related to the tourism industry. However, 
random sampling was conducted without stratification, which may result in some demographic segments being 
underrepresented. Future research is encouraged to incorporate stratified random sampling to enhance 
representation. The research tool employed was a questionnaire containing 37 questions divided into six variables: 
variable X1 (Social Media Marketing Content) with 7 questions, variable X2 (User Interaction on Social Media) 
with 7 questions, variable X3 (Paid Advertising on Social Media) with 7 questions, variable X4 (Entertainment 
and Trends on Social Media) with 5 questions, variable X5 (Electronic Word-of-Mouth) with 6 questions, and 
variable Y (Preservation of Local Tradition and Culture) related to sustainable tourism with 5 questions. This 
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questionnaire was designed to evaluate respondents' perceptions and reactions to the variables under investigation. 
Detailed information on the indicators for each variable is presented in Table 1. 

Table 1. Variables and Indicators 
No Variable Indicators 
1 Social Media Marketing Content 

(X1) 
(1) Social media content helps increase knowledge about local 
traditions. (2) Often find information about local culture through 
social media content. (3) Marketing content on social media 
often highlights cultural heritage (4) social media is effective in 
promoting local cultural events. (5) Appreciate local traditions 
more after seeing them on social media. (6) Feel closer to the 
local community after viewing content on social media. (7) Tend 
to share local cultural content found on social media.   

2 User Interaction on Social Media 
(X2) 

(1) Frequently discussing local culture with other users on social 
media. (2) Interaction on social media increases knowledge 
about local traditions. (3) Comments and discussions on social 
media facilitate understanding the importance of cultural 
preservation. (4) Social media offers an excellent platform for 
sharing cultural experiences. (5) Social media expands access to 
local cultural information that may not have been known before. 
(6) Perceive social media as an effective tool for educating the 
younger generation about local culture. (7) More interested in 
visiting cultural tourism destinations after seeing positive 
reviews on social media. 

3 Paid Advertising on Social Media 
(X3) 

(1) Paid advertisements on social media frequently highlight 
local culture. (2) Interest in advertisements that promote local 
traditions on social media. (3) Paid advertisements on social 
media are effective in increasing awareness about local culture. 
(4) Paid advertisements on social media contribute to the 
preservation of local traditions. (5) Paid advertisements on social 
media make want to participate in cultural events. (6) Paid ads 
on social media motivate to visit historical places. (7) More 
likely to buy local products after seeing attractive paid ads on 
social media. 

4 Entertainment and Trends on 
Social Media (X4) 

(1) Social media trends play an important role in keeping local 
culture relevant. (2) Entertainment on social media boosts my 
interest in local traditions. (3) Gained significant knowledge 
about local traditions through entertainment content on social 
media. (4) Viral content on social media often promotes cultural 
heritage. (5) Entertainment content on social media often 
contains elements of local culture. 

5 Electronic Word-of-Mouth (e-
WOM) (X5) 

1.  User reviews on social media help me get to know the local 
culture better. (2) e-WOM on social media encourages me to 
attend local cultural events. (3) Recommendations from social 
media users increase my interest in local traditions. (4) I trust 
user reviews about local culture more than official information. 
(5) e-WOM plays an important role in spreading information 
about local culture. (6) Other people's experiences on social 
media inspire me to learn about local traditions. 

6 Preservation of Local Tradition and 
Culture (Y) 

(1) Social media can serve as an effective tool for introducing 
local traditions and cultures to the younger generation. (2) The 
use of local culture-based content on social media can help 
preserve traditions and cultures that are on the verge of 
extinction. (3) I often see content on social media that promotes 
traditional ceremonies and local traditions.  (4) The use of local 
folklore and legends in social media content can help preserve 
culture. (5) Social media can be an effective tool in introducing 
local traditions and cultures to the younger generation.    

The research procedure consists of several stages as shown in Figure 1. 
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Figure 1. Research Procedure 
 

Figure 1 outlines the research process, starting from the preparation and validation of research instruments 
to data analysis and interpretation. Data collection commenced after the research instruments were tested and 
validated. The validation process included reliability testing using Cronbach’s alpha and exploratory factor 
analysis (EFA) to ensure the robustness of the questionnaire items. Respondents completed the questionnaires 
either online or in person, based on their availability and conditions. The data collection was supervised to ensure 
a high response rate and minimize potential bias. Despite these measures, potential response bias, including 
socially desirable answering, was acknowledged as a limitation. The collected data was analyzed using descriptive 
statistical techniques to provide an overview of the distribution of respondents' answers. To test the hypothesis 
regarding the influence of social media marketing on local wisdom, multiple linear regression analysis was 
performed. This analysis determined the extent of the influence of each independent variable on the dependent 
variable. Additionally, an in-depth analysis of the indicators for each variable was conducted to gain a detailed 
understanding of the influential factors. The analysis not only identified statistically significant variables but also 
explored the contextual implications of nonsignificant variables to provide a holistic understanding. Following 
the data analysis, the results were interpreted to draw conclusions and provide recommendations about the 
influence of social media marketing on local wisdom. This interpretation considered the context of the tourism 
industry under study and relevant literature. 

3. Results  

During the data collection process, questionnaires were distributed to predetermined respondents. The 
collected data was then analyzed to identify any outliers, a crucial step to ensure the accuracy of the subsequent 
analysis. This validation process included identifying extreme responses and ensuring that the dataset met the 
criteria for reliability and validity. This filtering process enhanced the robustness of the data, ensuring its reliability 
for further analysis. Information regarding the results of this data validation is presented in Figure 2. 
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Figure 2. Responses Based on Gender and Status 
Figure 2 illustrates the distribution of respondents by gender and employment/education status in line form. 

Based on gender, there are significantly more female respondents (68) compared to male respondents (40). This 
disparity highlights the possibility that women are more engaged or interested in the survey topic, particularly 
regarding cultural preservation through social media. However, this imbalance also represents a limitation in the 
dataset, as it may influence the generalizability of the results to a broader population. 

 
Table 2. Descriptive Statistics 

  X1 X2 X3 X4 X5 Y 
Mean  78.095  81.031  73.730  79.000  76.698  85.296  
Std. Deviation  14.611  12.466  17.042  15.898  15.571  13.560  

Variance  213.469  155.408  290.421  252.748  242.467  183.874  
Minimum  42.860  37.140  22.860  40.000  30.000  40.000  
Maximum  100.000  100.000  100.000  100.000  100.000  100.000   

Table 2 presents the descriptive statistics for the six variables: X1, X2, X3, X4, X5, and Y. The mean values 
for these variables range from 73.73 to 85.29, with variable Y having the highest mean of 85.29. This indicates 
that respondents generally perceive the preservation of local traditions and culture as highly relevant, which aligns 
with the study's focus on sustainable cultural practices. The standard deviation, indicating the spread of data from 
the mean, ranges from 12.46 for variable X2 to 17.04 for variable X3, showing that variable X3 has the highest 
variability among all variables. The variance, which is the square of the standard deviation, confirms this 
observation, with variable X3 having the highest variance at 290.42 and variable X2 having the lowest variance 
at 155.40. The high variability for X3 suggests mixed perceptions among respondents regarding the role of paid 
advertising in cultural preservation. This could reflect differing levels of exposure to or trust in advertising content. 

In addition, this table also provides the minimum and maximum values for each variable. All variables have 
the same maximum value of 100.00, indicating that each variable reaches the highest possible value on this scale. 
However, the minimum values vary from 22.86 for variable X3 to 42.86 for variable X1. This difference between 
the minimum and maximum values indicates that there is a wide range of values in the data, especially for variable 
X3 which has the lowest minimum value. The overall data shows significant variation among the variables, with 
variable Y having the highest mean but also a high variance, indicating consistent variation in the dataset. 

 
Table 3. Model Summary - Y 

Model R R² Adjusted 
R² RMSE R² Change F Change df1 df2 p 

H₀  0.000  0.000  0.000  13.560  0.000    0  107     

H₁  0.832  0.692  0.677  7.707  0.692  45.845  5  102  < .001   
 

Table 3 displays the model summary of the regression analysis for the dependent variable Preservation of 
Local Tradition and Culture (Y). Model H₀ shows the base model with no independent variables with an R² value 
of 0.000, meaning no variation in the Preservation of Local Traditions and Culture is explained by this model. 
The RMSE (Root Mean Square Error) value for model H₀ is 13.56, indicating the large average prediction error 
by this base model. 

In contrast, the H₁ model, which includes the independent variables, has an R value of 0.83, indicating a 
strong correlation between the independent and dependent variables. The R² value of 0.69 suggests that 69.2% of 
the variation in the Preservation of Local Tradition and Culture can be explained by this model, with an adjusted 
R² of 0.67, accounting for the number of independent variables. The RMSE value for model H₁ is 7.70, indicating 
that this model has a smaller prediction error compared to model H₀. The R² change of 0.69 signifies a significant 
increase in the model's predictive ability when the independent variables are included. The F Change value of 
45.84 with p < 0.001 demonstrates that model H₁ is significantly better at explaining the variation in the 
Preservation of Local Tradition and Culture than model H₀. 

 
Table 4. ANOVA 

Model   Sum of 
Squares df Mean Square F p 

H₁  Regression  13615.788  5  2723.158  45.845  < .001  

   Residual  6058.731  102  59.399       
   Total  19674.519  107          
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Table 4. ANOVA 

Model   Sum of 
Squares df Mean Square F p 

Note.  The intercept model is omitted, as no meaningful information can be shown. 
Table 4 presents the ANOVA (Analysis of Variance) results for the regression model assessing the impact 

of the five independent variables on the dependent variable, Preservation of Local Traditions and Culture. The 
regression sum of squares is 13,615,788 with 5 degrees of freedom (df), resulting in a mean square of 2,723,158. 
The F value is 45,845 with a p value of <0.001, indicating that this regression model significantly explains the 
variation in Preservation of Local Traditions and Culture compared to a model without independent variables. 
Additionally, the residual sum of squares is 6,058,731 with 102 degrees of freedom (df), leading to a mean square 
of 59,399. The total sum of squares, which combines the regression and residual sum of squares, is 19,674,519 
with 107 degrees of freedom (df). This total sum of squares indicates that the majority of the variation in 
Preservation of Local Traditions and Culture is explained by the regression model, given the substantial 
contribution of the regression sum of squares compared to the residual sum of squares. These results confirm that 
the regression model incorporating the independent variables is significantly more effective at explaining the 
variation in the dependent variable than the base model without independent variables. 

 
Table 5. Coefficients 

Model   Unstandardized Standard Error Standardized t p 
H₀  (Intercept)  85.296  1.305    65.371  < .001  

H₁  (Intercept)  13.239  4.968    2.665  0.009  
   X1  0.132  0.091  0.142  1.443  0.152  

   X2  0.532  0.104  0.489  5.108  < .001  

   X3  0.071  0.080  0.090  0.888  0.377  
   X4  0.161  0.092  0.188  1.750  0.083  

   X5  0.009  0.098  0.011  0.096  0.924   
 

Table 5 presents the results of the regression coefficient analysis for two models: the base model (H₀) Y = 
85.296 and the model with independent variables (H₁), which examines the impact of five independent variables 
on the dependent variable, Preservation of Local Traditions and Culture. In the base model (H₀), the intercept 
value is 85.296 with a standard error of 1.305 and a t value of 65.371 with p < .001, indicating that the average 
Preservation of Local Traditions and Culture is 85.296 when all independent variables are excluded from the 
model. 

In the model with independent variables (H₁) Y = 13.239 + 0.132X1 + 0.532X2 + 0.071X3 + 0.161X4 + 
0.009X5, the intercept value decreases to 13.239 with a standard error of 4.968 and a t-value of 2.665 (p = 0.009), 
showing lower significance compared to the base model. Among the independent variables, User Interaction on 
social media (X2) has the most significant impact on the Preservation of Local Tradition and Culture, with a 
coefficient of 0.532, a standard error of 0.104, a t-value of 5.108, and p < .001. Other variables, including Social 
Media Marketing Content (X1), Paid Advertising on social media (X3), Entertainment and Trends on social media 
(X4), and e-WOM (X5), did not demonstrate significant influence, with p values of 0.152, 0.377, 0.083, and 0.924, 
respectively. These results indicate that while some independent variables are not significant, User Interaction on 
social media is crucial for the preservation of local traditions and culture. 

 
 

3.1 Response by Indicator Level of Influence of Social Media Marketing Content on Local 
Wisdom Preservation 
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Figure 3. Response of social media marketing content to local wisdom preservation 

 
Figure 3 illustrates the influence of social media marketing content on local wisdom preservation in seven 

different categories, identified by labels 1 to 7. The highest mean value is found in category 4 with a score of 
85.37, indicating that social media marketing content in this category is most effective in supporting local wisdom 
preservation. Categories 2 and 1 also showed positive results with mean scores of 82.04 and 80.93 respectively, 
indicating that marketing content in these categories is also moderately successful in encouraging local wisdom 
preservation. 

In contrast, category 7 had the lowest mean score of 70.56, followed by categories 3 and 6 with mean scores 
of 75.19 and 74.44, respectively. Category 5 recorded a mean score of 78.15, positioning it midway between the 
highest and lowest scoring categories. These differences suggest variations in the effectiveness of social media 
marketing content on local wisdom preservation, potentially influenced by factors such as content type, delivery 
method, and user interaction levels. Further analysis is necessary to understand the factors affecting the success 
of each category, thereby enabling the development of more effective marketing strategies to optimally support 
local wisdom preservation. 

 
3.2 The Level of Influence of User Interaction in Social Media on the Preservation of Local 

Wisdom 

 
Figure 4. Response of user interactions on social media to the preservation of local wisdom 

 
Figure 4 shows the effect of user interactions on social media on the preservation of local wisdom in seven 

different categories, labeled from 1 to 7. From the figure, it can be seen that category 6 has the highest mean value 
of 87.59, followed by categories 7 and 5 which each have a mean value of 86.67. This indicates that user 
interactions on social media in these categories are highly effective in supporting the preservation of local wisdom. 
Categories 4 and 3 also showed fairly high mean scores of 83.52 and 81.11, indicating significant but slightly 
lower effectiveness compared to categories 5, 6 and 7. 

In contrast, category 1 has the lowest mean score of 64.26, indicating that user interactions on social media 
in this category are less effective in supporting the preservation of local wisdom. Category 2 has a mean score of 
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77.41, which is higher than category 1 but still lower than the other categories. This variation suggests significant 
differences in the effectiveness of users' interactions on social media towards local wisdom preservation. These 
differences may be influenced by factors such as the intensity of interactions, the type of content shared, and the 
manner in which users participate in discussions and activities on social media. Further analysis is required to 
understand the factors that influence the success of user interactions in each category, enabling the development 
of more effective strategies to optimally support the preservation of local wisdom. 

 

3.3 The Level of Influence of Paid Advertising on Social Media on the Preservation of Local 
Wisdom 

 
Figure 5. Response of paid advertising on social media to the preservation of local wisdom 

 
Figure 5 illustrates the effect of paid social media advertising on local wisdom preservation across seven 

different categories, labeled from 1 to 7. Category 6 has the highest mean score of 78.89, followed by categories 
7 and 2 with mean scores of 77.96 and 77.41, respectively. This suggests that paid advertising on social media in 
these categories is more effective in supporting the preservation of local wisdom compared to the other categories. 
These relatively high scores indicate that paid advertising can enhance awareness and participation in local 
wisdom preservation. 

In contrast, category 1 has the lowest mean score of 61.11, indicating that paid advertising on social media 
in this category is less effective in supporting the preservation of local wisdom. Categories 5 and 3 also have lower 
mean scores than the other categories, at 71.85 and 73.89, respectively. Category 4 exhibited a mean score of 
75.00, placing it in the middle of the effectiveness spectrum. These differences in mean scores suggest variations 
in the effectiveness of paid advertising on social media towards local wisdom preservation, potentially influenced 
by factors such as the target audience, type of ad content, and marketing strategy used. Further analysis is 
necessary to understand the factors that contribute to the success of paid advertising in each category, allowing 
for the development of more effective advertising strategies to support the preservation of local wisdom. 
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Figure 6. Response of entertainment and trends in social media to the preservation of local wisdom 

 
Figure 6 illustrates the effect of entertainment and trends on social media on the preservation of local wisdom 

in five different categories, labeled from 1 to 5. Category 1 has the highest mean score of 81.85, followed by 
category 2 with a mean score of 81.30. This shows that entertainment and trends on social media in this category 
are most effective in supporting the preservation of local wisdom. Category 3 also showed good effectiveness 
with an average score of 80.19, although it was slightly lower than categories 1 and 2. 

In contrast, categories 4 and 5 had lower mean scores of 75.74 and 75.93 respectively. This suggests that 
entertainment and trends on social media in this category are less effective in supporting the preservation of local 
wisdom compared to the other three categories. This difference in mean scores could be due to variations in the 
type of entertainment and trending content presented on social media, as well as the level of user engagement and 
participation in each category. Further analysis is needed to understand the factors that influence the effectiveness 
of entertainment and trends on social media in supporting local wisdom preservation, therefore, more effective 
strategies can be developed to increase awareness and participation in local wisdom preservation through social 
media. 
 
3.5 Level of influence of Electronic Word-of-Mouth (e-WOM) on local wisdom 

 
Figure 7. Electronic Word-of-Mouth (e-WOM) response to local wisdom 

 
Figure 7 illustrates the effect of Electronic Word-of-Mouth (e-WOM) on local wisdom in six different 

categories, labeled from 1 to 6. Category 6 has the highest mean value of 79.26, indicating that e-WOM in this 
category is most effective in supporting the preservation of local wisdom. Categories 1 and 5 also show similarly 
high values of 79.07, indicating that e-WOM in these categories is also highly effective. Category 3 shows fairly 
good effectiveness with a mean score of 77.41, although it is slightly lower than categories 1, 5, and 6. 

In contrast, category 4 has the lowest mean value of 70.74, indicating that e-WOM in this category is less 
effective in supporting the preservation of local wisdom. Category 2 has a mean score of 74.63, which is higher 
than category 4 but still lower than the other categories. This difference in mean scores indicates variation in the 
effectiveness of e-WOM towards local wisdom preservation, which may be due to factors such as the intensity of 
information dissemination, the quality of content shared, and the level of user engagement in the discussion. 
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Further analysis is needed to understand the factors that influence the success of e-WOM in each category, 
therefore, more effective strategies can be developed to support the preservation of local wisdom through e-WOM. 

 
3.6 Level of preservation of local traditions and culture 

 
Figure 8. Response to preservation of local traditions and culture 

 
Figure 8 displays the average scores for preserving local traditions and culture in five different categories 

labeled from 1 to 5. Category 1 has the highest average score of 88.15, indicating that initiatives or programs in 
this category are highly effective in supporting the preservation of local traditions and culture. Categories 2 and 5 
show almost equal effectiveness with a mean score of 86.85 each, indicating that these two categories also 
contribute significantly to the preservation of local traditions and culture. 

In contrast, category 3 has the lowest mean score of 80.19, indicating that initiatives or programs in this 
category are less effective than the other categories. Category 4 had a mean score of 84.44, indicating better 
effectiveness than category 3, but still lower than categories 1, 2, and 5. These differences in mean scores reflect 
variations in the success of programs or initiatives to preserve local traditions and culture, which may be due to 
differences in methods, community involvement, and resource support. Further analysis is needed to identify the 
specific factors that influence the effectiveness of each category; therefore, more effective strategies can be 
developed to support the preservation of local traditions and culture. 

This study demonstrates that the variable of user interaction on social media (X2) has the most significant 
impact on the preservation of local traditions and culture. The coefficient value for this variable is 0.532 with a 
significance level of p < 0.001, indicating a strong positive correlation. In comparison, other variables such as 
social media marketing content (X1), paid advertising on social media (X3), entertainment and trends on social 
media (X4), and e-WOM (X5) did not show significant influence, with p values of 0.152, 0.377, 0.083, and 0.924, 
respectively. This suggests that marketing strategies emphasizing active user interaction on social media are more 
effective in supporting local wisdom preservation compared to other marketing strategies. 

The results of this study align with previous findings that social media marketing activities can enhance 
brand awareness, brand loyalty, and brand image [33]. Kelliher et al., (2018) emphasized the importance of social 
interaction in building user engagement, which in turn contributes to the preservation of local culture. However, 
the findings of this study contradict previous research conducted by van der Bend et al., (2022), [36], and [37], 
which showed that social media marketing strategies are not always effective in all contexts. These studies found 
that, in some cases, social media interactions do not significantly influence brand loyalty or cultural awareness, 
and traditional marketing approaches can be more effective. This suggests that traditional methods involving 
direct interaction may be more suitable for certain contexts than social media marketing strategies. 

4. Conclusions  

Based on the results of this study, user interaction on social media (X2) exhibits the most significant 
influence on the preservation of local traditions and culture. With a coefficient of 0.532 and a significance level 
of p < 0.001, user interaction is demonstrated to increase awareness and participation in preserving local wisdom. 
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This aligns with theories suggesting that active user involvement on social media can strengthen social ties and 
enhance the transfer of cultural knowledge. However, the results of this study contradict previous research 
indicating that social media marketing strategies are not always effective in all contexts. Some studies have found 
that social media interactions do not significantly influence brand loyalty or cultural awareness, and that traditional 
marketing approaches can sometimes be more effective. This suggests that traditional methods involving direct 
interaction may be more appropriate for certain contexts than social media marketing strategies. To improve the 
effectiveness of programs aimed at preserving local traditions and culture, it is recommended that marketing 
strategies focus more on increasing user interaction on social media. An approach that combines various marketing 
and community engagement methods, such as content that encourages active participation and discussion on social 
media, may be more effective. This study has limitations, including a small sample size (108 respondents), gender 
imbalance (68 women, 40 men), and its focus on Lombok Island, which may limit generalizability. Future research 
should consider exploring additional factors like digital literacy, platform-specific engagement, and qualitative 
insights, using mixed-method approaches to better understand diverse demographic responses to social media 
marketing strategies for cultural preservation. 
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