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PERBANDINGAN PENGARUH ANTARA CONTENT MARKETING
PROMOSI RESMI DENGAN USER GENERATED CONTENT DI
TIKTOK TERHADAP REKOMENDASI KONSUMEN MENONTON FILM
PABRIK GULA

Muhammad Yasir

ABSTRAK

Penelitian ini bertujuan untuk mengkaji pengaruh strategi content marketing
terhadap rekomendasi konsumen untuk menonton film horor Pabrik Gula
produksi MD Pictures. Dalam konteks peran platform digital yang semakin
dominan, khususnya TikTok, penelitian ini membandingkan dua jenis konten
pemasaran: konten promosi resmi dan konten buatan pengguna (user-generated
content/UGC).

Metode eksperimen kuantitatif dengan desain kelompok kontrol digunakan,
melibatkan 60 responden pengguna TikTok yang sudah menonton film Pabrik
Gula. Responden dibagi menjadi dua kelompok dan masing-masing diberikan
paparan konten promosi resmi atau UGC.

Hasil penelitian menunjukkan adanya perbedaan signifikan terhadap rekomendasi
menonton berdasarkan jenis konten yang diterima. Uji independent sample t-test
menghasilkan nilai signifikansi p < 0,05, yang menunjukkan bahwa kelompok
yang terpapar konten promosi resmi memberikan skor rekomendasi menonton
lebih tinggi dibandingkan kelompok yang terpapar UGC. Dengan demikian,
hipotesis alternatif (H1) diterima, yang menyatakan bahwa jenis content
marketing berpengaruh secara nyata terhadap rekomendasi konsumen menonton.
Secara praktis, hasil ini menunjukkan bahwa konten promosi resmi, yang disusun
secara visual menarik, informatif, dan profesional lebih efektif dalam mendorong
konsumen untuk merekomendasikan film kepada orang lain. Disarankan agar
industri film mengoptimalkan kombinasi strategis antara konten resmi dan UGC,
dengan fokus pada format pendek khas TikTok untuk menjangkau audiens muda
dan meningkatkan efektivitas promosi digital secara operasional.

Kata Kunci: Content marketing, user-generated content, rekomendasi konsumen,
promosi digital, TikTok, perilaku menonton
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Comparison of the Influence Between Official Promotional Content
Marketing and User-Generated Content on TikTok Toward Consumers’
Recommendation to Watch the Film Pabrik Gula

Muhammad Yasir

ABSTRACT

This study aims to examine the influence of content marketing strategies on
consumers’ recommendation to watch the horror film Pabrik Gula, produced by
MD Pictures. In the context of the increasingly dominant role of digital platforms,
particularly TikTok, this research compares two types of marketing content:
official promotional content and user-generated content (UGC).

A quantitative experimental method with a control group design was
employed, involving 60 TikTok users who had already watched the film Pabrik
Gula. The respondents were divided into two groups, each exposed to either
official promotional content or UGC.

The findings reveal a significant difference in consumers’ recommendation
scores based on the type of content received. The independent sample t-test
yielded a significance value of p < 0.05, indicating that the group exposed to
official promotional content reported higher recommendation scores compared to
the group exposed to UGC. Thus, the alternative hypothesis (HI) is accepted,
confirming that the type of content marketing significantly influences consumers’
recommendations to watch the film.

Practically, these findings suggest that official promotional content crafted
to be visually engaging, informative, and professional is more effective in
encouraging consumers to recommend the film to others. It is recommended that
the film industry strategically combine official content and UGC, with a focus on
short-format videos typical of TikTok, to effectively reach younger audiences and
enhance the operational effectiveness of digital promotion.

Kata Kunci: Content  marketing,  user-generated  content,  consumer
recommendation, digital promotion, TikTok, viewing behavior
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