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PENGARUH CONTENT MARKETING INSTAGRAM TERHADAP CUSTOMER
ENGAGEMENT (STUDI PADA AKUN INSTAGRAM HEAVENLY BLUSH)

HANA SYIFA

ABSTRAK

Heavenly Blush yang menjadikan Instagram sebagai platform media sosial
utama dalam aktivitas digital marketing-nya sejak tahun 2012, hingga saat ini telah
memiliki followers sebanyak 21.3k atau 21.300 pengikut. Namun, konten-konten
dalam akun Instagram Heavenly Blush yang sudah mengalami perbaikan secara
kualitas visual, desain, dan informasi, belum cukup menarik untuk menciptakan
interaksi dari customer yang tinggi. Hal ini dapat diketahui dari rata-rata post
interactions Instagram Heavenly Blush yang hanya menunjukkan sebanyak 170
interaksi. Tujuan dari penelitian ini adalah untuk mengetahui pengaruh content
marketing Instagram yang diturunkan melalui dimensi variabel reader cognition (x1),
sharing motivation (x2), persuasion (x3), decision makin (x4), dan life factors (x5)
terhadap customer engagement (Y). Hipotesis penelitian ini diuji menggunakan
analisis regresi linier berganda pada 104 responden. Kriteria responden yang dipilih
adalah wanita dan pria berusia 15 — 35 tahun yang menjadi pengikut akun resmi
Instagram @HeavenlyBlushYogurt serta masih aktif dalam menggunakan Instagram.
Hasil penelitian menunjukkan bahwa Ada pengaruh dimensi reader cognition, sharing
motivation, persuasion, decision making, dan life factors pada content marketing di

Instagram Heavenly Blush secara bersama-sama terhadap customer engagement.

Kata kunci: Content Marketing, Customer Engagement, Instagram, Sikap Audiens,
Heavenly Blush
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THE EFFECT OF CONTENT MARKETING IN INSTAGRAM TOWARD
CUSTOMER ENGAGEMENT (STUDY ON HEAVENLY BLUSH INSTAGRAM
ACCOUNT)

HANA SYIFA

ABSTRACT

Since 2012 Heavenly Blush that makes Instagram as a major social media platforms
in digital marketing activity, until now has 21,300 followers. However, the contents in
Heavenly Blush Instagram account that has experienced improvements in visual
quality, design, and information, yet interesting enough to create high customer
interaction. It can be seen from the average post on Heavenly Blush Instagram
interactions which only indicates as many as 170 interactions. The purpose of this
study was to determine the effect of content marketing Instagram derived through
dimensional variables reader cognition (x1), sharing motivation (x2), persuasion (x3),
decision more (x4), and life factors (x5) to customer engagement (Y ). The study's
hypotheses were tested using multiple linear regression analysis on 104 respondents.
The criteria selected respondents were women and men aged 15-35 years old who
became followers of the official Instagram account @HeavenlyBlushYogurt and still
active in using Instagram. The results showed that the effect of the dimensions reader
cognition, sharing motivation, persuasion, decision making, and life factors on content
marketing in Instagram Heavenly Blush together towards customer engagement.

Key words : Content Marketing, Customer Engagement, Instagram, Audiens Attitude,
Heavenly Blush
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