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ANALISIS PENGARUH CONTENT MARKETING (FOTO TEASER DAN 

ALBUM DETAIL) ALBUM COMEBACK TERHADAP PURCHASE 

INTENTION DENGAN CUSTOMER ENGAGEMENT SEBAGAI 

VARIABLE MEDIASI (Studi pada akun Instagram @nct_dream) 

Nadhifa Arviana Fairuza 

ABSTRAK 

Adanya keterbatasan pendapatan yang dirasakan oleh fans K-Pop dalam melakukan 

pembelian album, hal ini menjadi latar belakang penulis untuk melakukan 

penelitian. Tugas Akhir berjudul “Analisis Pengaruh Content Marketing (Foto 

Teaser dan Album Detail) Album Comeback Terhadap Purchase Intention Dengan 

Customer Engagement Sebagai Variabel Mediasi (Studi pada akun Instagram 

@nct_dream). Penelitian ini memiliki tujuan untuk menganalisis pengaruh dari 

content marketing melalui customer engagement sebagai variabel mediasi terhadap 

purchase intention. Populasi yang digunakan pada penelitian ini yaitu generasi Z 

yang menjadi penggemar dan followers Instagram NCT Dream di Indonesia dan 

pernah melakukan pembelian album, diambil menggunakan Simple random 

sampling. Metode pendekatan dalam penelitian ini yaitu, menggunakan metode 

kuantitatif dengan pengumpulan data primer melalui kuesioner. Analisis yang 

digunakan pada penelitian ini yaitu analisis regresi linear berganda dan path analisis 

serta pengujian hipotesis yang dilakukan yaitu uji parsial, uji sobel dan uji koefisien 

determinasi. Hasil penelitian ini dapat disimpulkan bahwa variabel content 

marketing (foto teaser dan album detail) berpengaruh positif dan signifikan 

terhadap purchase intention, variabel content marketing (foto teaser dan album 

detail) berpengaruh positif dan signifikan terhadap customer engagement, variabel 

customer engagement berpengaruh positif dan signifikan terhadap purchase 

intention, dan content marketing (foto teaser dan album detail) berpengaruh positif 

dan signifikan terhadap purchase intention dimediasi oleh customer engagement. 

 

Kata Kunci: content marketing, customer engagement, purchase intention, album 

comeback 
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ANALYSIS OF THE EFFECT OF CONTENT MARKETING (PHOTO 

TEASER AND ALBUM DETAILS) ALBUM COMEBACK ON PURCHASE 

INTENTION WITH CUSTOMER ENGAGEMENT AS VARIABLE 

MEDIATION (Study on Instagram account @nct_dream) 

Nadhifa Arviana Fairuza 

ABSTRACT  

The existence of limited income felt by K-Pop fans in purchasing albums, this is the 

background of the author to conduct research. Final Project entitled “Analysis of 

the Effect of Content Marketing (Teaser Photos and Album Details) Comeback 

Album on Purchase Intention with Customer Engagement as a Mediation Variable 

(Study on Instagram account @nct_dream). This study aims to analyze the 

influence of content marketing through customer engagement as a mediating 

variable on purchase intention. The population used in this study is Generation Z 

who are fans and followers of NCT Dream Instagram in Indonesia and have 

purchased albums, taken using simple random sampling. The approach method in 

this study is using quantitative methods with primary data collection through 

questionnaires. The analysis used in this study is multiple linear regression analysis 

and path analysis as well as hypothesis testing carried out namely partial test, Sobel 

test and coefficient of determination test. The results of this study can be said that 

content marketing variables (teaser photos and album details) have a positive and 

significant effect on purchase intention, content marketing variables (teaser photos 

and album details) have a positive and significant effect on customer engagement, 

customer engagement variables have a positive and significant impact on customer 

engagement. purchase intention, and content marketing (teaser photos and album 

details) have a positive and significant effect on purchase intention mediated by 

customer engagement. 

 

Keywords: content marketing, customer engagement, purchase intention, album 

comeback  
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