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ANALISIS DESKRIPTIF KUANTITATIF CONTENT MARKETING INDOMIE X 

NEWJEANS DI INSTAGRAM DALAM MEMBENTUK MINAT BELI PRODUK 

KOREAN RAMYEON SERIES 

 
ABSTRAK 

Perkembangan pemasaran digital telah mendorong perusahaan untuk mengadopsi 
strategi content marketing yang inovatif, termasuk kolaborasi dengan Idol K-Pop untuk 
meningkatkan minat beli konsumen. Penelitian ini bertujuan untuk menganalisis 
bagaimana content marketing Indomie x NewJeans di Instagram membentuk minat beli 
produk Korean Ramyeon Series. Landasan teoritis penelitian menggunakan teori 
komunikasi pemasaran, pemasaran digital, content marketing, dan model AIDA 
(Attention, Interest, Desire, Action). Metode penelitian menggunakan pendekatan 
kuantitatif deskriptif dengan sampel 100 responden penggemar NewJeans yang dipilih 
melalui teknik purposive sampling. Pengumpulan data dilakukan melalui survei online 
menggunakan instrumen skala Likert yang telah diuji validitas dan reliabilitasnya. 
Variabel content marketing diukur melalui lima dimensi yaitu reader cognition, sharing 
motivation, persuasion, decision making, dan life factors, sedangkan minat beli diukur 
menggunakan model AIDA. Hasil penelitian ini menunjukkan bahwa variabel content 
marketing memperoleh respon positif dari komunitas @newjeansmf dengan rata-rata 
skor 4,10 pada dimensi reader cognition. Hal ini menandakan konten Indomie x 
NewJeans dinilai jelas, mudah dipahami, dan mampu menyampaikan pesan pemasaran 
secara efektif. Variabel minat beli memperoleh rata-rata 3,95 dengan dimensi dominan 
Attention, Interest, dan Desire, yang mengindikasikan bahwa konten berhasil menarik 
perhatian, menumbuhkan ketertarikan, serta membangkitkan keinginan konsumen 
untuk mencoba. Selain itu, 31% responden yang menilai konten marketing “menarik” 
juga menyatakan “sangat berminat” membeli Korean Ramyeon Series, yang berarti 
persepsi terhadap daya tarik konten berperan dalam membentuk minat beli. Sehingga, 
hasil temuan ini menandakan bahwa content marketing Indomie x NewJeans dapat 
membentuk minat beli produk Korean Ramyeon Series.  

Kata Kunci:   AIDA; Content Marketing; Minat Beli; Media Sosial; Instagram; Newjeans 
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ANALISIS DESKRIPTIF KUANTITATIF CONTENT MARKETING INDOMIE X 

NEWJEANS DI INSTAGRAM DALAM MEMBENTUK MINAT BELI PRODUK 

KOREAN RAMYEON SERIES 

 

ABSTRACT 
The development of digital marketing has encouraged companies to adopt innovative 
content marketing strategies, including collaborations with K-Pop idols to increase 
consumer purchase intention. This study aims to analyze how Indomie x NewJeans 
content marketing on Instagram shapes purchase intention toward the Korean Ramyeon 
Series. The theoretical foundation of this research draws on communication marketing 
theory, digital marketing, content marketing, and the AIDA model (Attention, Interest, 
Desire, Action). This study employed a descriptive quantitative approach with 100 
respondents, selected through purposive sampling among NewJeans fans. Data were 
collected using an online survey with a Likert-scale questionnaire that had been tested 
for validity and reliability. The content marketing variable was measured through five 
dimensions: reader cognition, sharing motivation, persuasion, decision making, and life 
factors, while purchase intention was measured using the AIDA model. The findings 
indicate that the content marketing variable received positive responses from the 
@newjeansmf community, with the highest average score 4.10 in the reader cognition 
dimension. This suggests that Indomie x NewJeans content is perceived as clear, easy to 
understand, and effective in delivering marketing messages. The purchase intention 
variable obtained an average score of 3.95, with dominant dimensions in Attention, 
Interest, and Desire, indicating that the content successfully attracted attention, fostered 
interest, and stimulated consumer desire to try the product. Furthermore, 31% of 
respondents who rated the content marketing as “interesting” also expressed being “very 
interested” in purchasing the Korean Ramyeon Series, demonstrating that the perceived 
attractiveness of the content plays a role in shaping purchase intention. Thus, the 
findings highlight that Indomie x NewJeans content marketing can effectively shape 
consumer purchase intention toward the Korean Ramyeon Series. 

 

Keywords: AIDA; Content Marketing; Purchase Intention; Social Media; 
Instagram; NewJeans 
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