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PENGARUH CONTENT MARKETING PADA AKUN MEDIA SOSIAL
@FUDGYBRO TERHADAP MINAT BELI PRODUK “COOKIE BOMB” BY
FUDGYBRO

SEKAR ARUM KINASIH

ABSTRAK

Saat ini bisnis dalam industri makanan sedang banyak digemari Masyarakat dan
berkembang pesat, pemasaran melalui media sosial merupakan tahapan yang tepat
untuk dilakukan bagi para pebisnis di Indonesia. Fudgybro salah satu Perusahaan
bisnis di bidang food and beverage yang memanfaatkan panggung hiburan
menggunakan platform media sosial TikTok untuk mempromosikan produk cookie
bomb. Penelitian ini bertujuan untuk melihat seberapa besar pengaruh content
marketing pada akun media sosial TikTok @fudgybro terhadap minat beli produk
"Cookie Bomb" by Fudgybro. Variabel independen dalam penelitian ini adalah
content marketing, sementara variabel dependen adalah minat beli. Metode
penelitian yang digunakan adalah teknik probability sampling dengan metode
simple random sampling dengan jumlah responden sebanyak 79 orang dari populasi
pengikut akun Twitter @fudgybro. Hasil analisis menunjukkan adanya pengaruh
signifikan antara content marketing dan minat beli produk. Nilai koefisien korelasi
sebesar 0,738 menunjukkan adanya hubungan yang sangat kuat, karena nilai ini
lebih tinggi dari batas signifikan 0,05. Selain itu, koefisien determinasi sebesar
0,544 menunjukkan bahwa content marketing berkontribusi sebesar 54,4%
terhadap minat beli produk. Hasil uji t menunjukkan nilai t hitung sebesar 11.603
yang lebih besar dari t tabel sebesar 1,991. Hal ini menunjukkan bahwa hipotesis
alternatif (H1) diterima, mengindikasikan adanya pengaruh yang signifikan dari
content marketing pada akun TikTok @fudgybro terhadap minat beli produk
"Cookie Bomb" by Fudgybro.

Kata kunci: Content marketing, minat beli, TikTok, Cookie Bomb, regresi, korelasi.
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THE EFFECT OF CONTENT MARKETING ON SOCIAL MEDIA
ACCOUNTS @FUDGYBRO ON THE INTEREST IN BUYING "COOKIE
BOMB" BY FUDGYBRO PRODUCTS

SEKAR ARUM KINASIH

ABSTRACT

Currently, business in the food industry is popular with the community and is
growing rapidly, marketing through social media is the right stage to do for
businessmen in Indonesia. Fudgybro, one of the business companies in the food
and beverage sector that utilizes the entertainment stage, uses the social media
platform TikTok to promote cookie bomb products. This study aims to see how much
content marketing on TikTok social media accounts @fudgybro influence on the
buying interest of "Cookie Bomb" by Fudgybro products. The independent variable
in this study is content marketing, while the dependent variable is buying interest.
The research method used is a probability sampling technique with a simple
random sampling method with a total of 79 respondents from the following
population of Twitter accounts @fudgybro. The results of the analysis show that
there is a significant influence between content marketing and product buying
interest. The correlation coefficient of 0.738 indicates a very strong relationship,
as this value is higher than the significant limit of 0.05. In addition, the
determination coefficient of 0.544 shows that content marketing contributes 54,4%
to product buying interest. The results of the t-test showed a calculated t-value of
11.603, which was greater than the t-table of 1.991. This shows that the alternative
hypothesis (H1) is accepted, indicating that there is a significant influence of
content marketing on TikTok accounts @fudgybro on the buying interest of the
"Cookie Bomb" by Fudgybro product.

Keywords: Content marketing, buying interest, TikTok, Cookie Bomb, regression,
correlation.
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