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THE EFFECT OF CONTENT MARKETING ON FOLLOWES
PURCHASING DECISIONS ON @VISVALBAGS INSTAGRAM
ACCOUNTS

Tria Mulyani

ABSTRACT

In the current era of technological development, many online business companies
promote their products and services through Instagram. The marketing strategy
undertaken by business people today is through Content Marketing, so online
businesses can reach their target audience in marketing their products or services on
Instagram social media. VISVAL is a local Indonesian brand that promotes its
products through Instagram. In collecting data in this study researchers distributed
questionnaires to 100 respondents followers and users of @Visvalbags products.
The sampling technique used in this study was random sampling with Simple
Linear Regression analysis techniques. The results of this study are, there is a
positive influence in the use of content marketing on purchasing decisions on the
Instagram account @ visvalbags, in other words H1 is accepted in this study, so it
can be interpreted that content marketing contributes positively in influencing
purchase decisions. Based on the results of a simple linear regression test, the value
of R Square (R2) can be used to analyze the results of the Determination
Coefficient, which can be interpreted that the use of the content marketing account
Instagram @visvalbags contributes quite influential in an effort to influence
purchasing decisions.

Keywords: Content Marketing, Purchasing Decision
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