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“Analisis Strategi Content Marketing Terhadap Minat Beli (Studi Kasus 

Pada AKun Instagram Spotless_id)” 

 

RAMADHITYA DESVANZIALDY 

 

 

ABSTRAK 

Penelitian ini bertujuan untuk menganalisis strategi content marketing yang 

diterapkan oleh akun Instagram Spotless_id dalam meningkatkan minat beli 

konsumen melalui pendekatan AIDA (Attention, Interest, Desire, Action). 

Penelitian menggunakan metode kualitatif dengan pendekatan studi kasus untuk 

memperoleh pemahaman mendalam mengenai fenomena yang diteliti. Data 

dikumpulkan melalui wawancara, observasi, dan dokumentasi. Hasil penelitian 

menunjukkan bahwa strategi content marketing Spotless_id dilakukan melalui 

empat dimensi utama, yaitu content creation, content sharing, connecting, dan 

community building. Pada tahap attention, Spotless_id memanfaatkan visual yang 

khas dan hook konten yang menarik. Tahap interest dibangun melalui konten 

informatif dan relevan dengan kebutuhan audiens. Tahap desire diperkuat dengan 

penggunaan testimoni, storytelling, serta promo yang mendorong keinginan 

membeli. Sementara itu, tahap action dilakukan melalui penggunaan call to action 

(CTA) dan kemudahan akses pembelian. Namun, masih ditemukan beberapa 

kekurangan seperti kurang konsistennya penggunaan CTA dan belum optimalnya 

pengembangan komunitas. Secara keseluruhan, strategi content marketing yang 

diterapkan mampu meningkatkan minat beli audiens, meskipun masih 

membutuhkan optimalisasi pada beberapa aspek. 

Kata Kunci: AIDA; content marketing; Instagram; minat beli; strategi 

pemasaran 
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“Analysis of Content Marketing Strategy on Purchase Intention (Case Study of 

the Instagram Account Spotless_id)” 

 

RAMADHITYA DESVANZIALDY 

 

 

ABSTRACT 

The research investigates how Spotless_id Instagram account uses content 

marketing to enhance customer buying behavior through the AIDA model which 

includes Attention, Interest, Desire and Action. The researcher selected a case 

study method to conduct their qualitative research because he wanted to investigate 

the studied phenomenon. The researcher collected data by conducting interviews 

and performing observations and collecting documents. The findings show that 

Spotless_id uses four main dimensions to implement its content marketing strategy 

which includes content creation and content sharing and connecting and 

community building. At the attention stage, Spotless_id uses special visual elements 

together with content elements that attract audience interest. The interest stage is 

developed through informative and relevant content that addresses audience needs. 

The desire stage is strengthened by testimonials which show real experiences 

together with storytelling and promotional offers that encourage purchase 

intention. The action stage uses call-to-action (CTA) elements and provides 

customers with simple methods to make purchases. The research identified two 

main limitations which included inconsistent use of CTA elements and failure to 

develop a complete community-building approach. The content marketing strategy 

which the company implemented shows success in raising audience purchase 

intention but several areas need further development. 

Keywords: AIDA; content marketing; Instagram; marketing strategy; purchase 

intention 
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