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PENGARUH CONTENT MARKETING INSTAGRAM 

@KOPIKENANGAN.ID DAN CUSTOMER ENGAGEMENT TERHADAP 

CUSTOMER RETENTION KOPI KENANGAN 

 

Dina Dwi Wulandari 

 

ABSTRAK 

Peningkatan jumlah konsumsi kopi di Indonesia membuat persaingan bisnis kedai 

kopi semakin meningkat. Maka penting bagi perusahaan untuk membuat strategi 

menarik konsumen agar dapat menguntungkan perusahaan, dengan memanfaatkan 

pemasaran melalui digital dan memelihara keterlibatan pelanggan agar 

mendorong konsumen untuk membeli secara berulang-ulang dan konsisten 

terhadap produk. Salah satunya adalah dengan menerapkan Content Marketing 

pada media sosial merek dan Customer Engagement. Penelitian ini adalah 

penelitian kuantitatif dengan metode asosiatif. Populasi peneliti ini adalah orang 

yang berkomentar di akun instagram @Kopikenangan.id dan pernah melakukan 

pembelian lebih dari dua kali.  Pengambilan sampel menggunakan teknik 

probability sampling dengan simple random sampling yang mendapatkan jumlah 

sampel sebanyak 81 orang. Teknik analisis data yang digunakan untuk menjawab 

hipotesis adalah regresi linear berganda. Hasil penelitian ini menunjukkan bahwa 

(1) content marketing berpengaruh signifikan terhadap customer retention; (2) 

customer engagement berpengaruh signifikan terhadap customer retention; (3) 

content marketing dan customer engagement berpengaruh signifikan terhadap 

customer retention. 

Kata kunci : Content Marketing, Customer Engagement, Customer Retention 
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THE EFFECT OF CONTENT MARKETING INSTAGRAM 

@KOPIKENANGAN.ID AND CUSTOMER ENGAGEMENT ON CUSTOMER 

RETENTION KOPI KENANGAN 

 

Dina Dwi Wulandari 

 

ABSTRACT 

The increase in the amount of coffee consumption in Indonesia has made the 

coffee shop business more competitive. So it is important for companies to make 

strategies to attract consumers so that they can benefit the company, by utilizing 

marketing through digital and maintaining customer involvement in order to 

encourage consumers to buy repeatedly and consistently with the product. One of 

them is by implementing content marketing on brand social media and customer 

engagement. This research is a quantitative study with an associative method. The 

population of this research is people who comment on the Instagram account 

@Kopikenangan.id and have made purchases more than twice. Sampling using 

probability sampling technique with simple random sampling which gets a total 

sample of 81 people. The data analysis technique used to answer the hypothesis is 

multiple linear regression. The results of this study indicate that (1) content 

marketing has a significant effect on customer retention; (2) customer 

engagement has a significant effect on customer retention; (3) content marketing 

and customer engagement have a significant effect on customer retention. 

Keywords : Content Marketing, Customer Engagement, Customer Retention 
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