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BRAND AWARENESS DENGAN PERSONAL BRANDING SEBAGAI 

MODERASI (STUDI PADA RM PADANG PAYAKUMBUAH CABANG 

TEBET) 

Zulfahrigo Misdandion 

 

ABSTRAK 

Persaingan bisnis kuliner di era digital menuntut pelaku usaha untuk tidak sekadar hadir di 

media sosial, melainkan mampu merancang komunikasi pemasaran yang efektif untuk 

memenangkan ingatan konsumen (top of mind). Penelitian ini bertujuan untuk mengetahui 

pengaruh Content Marketing Instagram terhadap Brand Awareness, serta menguji peran 

Personal Branding (Arief Muhammad) dalam memoderasi hubungan tersebut pada studi kasus 

RM Padang Payakumbuah Cabang Tebet. Pendekatan penelitian ini adalah kuantitatif dengan 

desain asosiatif kausal. Pengumpulan data dilakukan melalui penyebaran kuesioner daring 

kepada sampel sebanyak 196 responden, yang merksplaupakan pengguna aktif Instagram dan 

mengetahui RM Padang Payakumbuah. Data yang terkumpul diolah menggunakan Statistical 

Product and Service Solutions (SPSS) versi 27 dengan metode Moderated Regression Analysis 

(MRA). Hasil penelitian menunjukkan bahwa Content Marketing Instagram berpengaruh 

positif dan signifikan terhadap Brand Awareness. Namun, Personal Branding secara parsial 

tidak memberikan pengaruh signifikan terhadap Brand Awareness. Lebih lanjut, hasil pengujian 

MRA membuktikan bahwa Personal Branding tidak terbukti mampu memoderasi (memperkuat 

atau memperlemah) hubungan antara Content Marketing Instagram dan Brand Awareness. 

Implikasi dari penelitian ini merekomendasikan agar manajemen RM Padang Payakumbuah 

Cabang Tebet lebih berfokus pada strategi komunikasi pemasaran yang berbasis pada kualitas 

produk (product-centric) dibandingkan hanya mengandalkan eksposur figur publik semata. 

 

Kata Kunci: Content Marketing Instagram, Brand Awareness, Personal Branding, 

Moderated Regression Analysis, Bisnis Kuliner. 
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THE INFLUENCE OF INSTAGRAM CONTENT MARKETING ON 

BRAND AWARENESS WITH PERSONAL BRANDING AS A 

MODERATOR (A STUDY AT RM PADANG PAYAKUMBUAH, TEBET 

BRANCH) 

Zulfahrigo Misdandion 

 

ABSTRACT 

The development of digital marketing through social media, especially Instagram, requires 

culinary business owners to continuously innovate to win consumers' memory. This study aims 

to determine the effect of Instagram Content Marketing on Brand Awareness, and to examine 

the role of Personal Branding (Arief Muhammad) as a moderating variable at RM Padang 

Payakumbuah Tebet Branch. This research uses a quantitative approach with an causal 

associative design. Data was collected by distributing online questionnaires to 196 respondents 

who are active Instagram users and aware of RM Padang Payakumbuah. The collected data 

were analyzed using SPSS version 27 software with the Moderated Regression Analysis (MRA) 

method. The findings of this study indicate that the Instagram Content Marketing variable has 

a positive and significant effect on Brand Awareness. However, Personal Branding partially 

does not have a significant effect on Brand Awareness. In addition, the MRA test results prove 

that Personal Branding does not moderate (strengthen or weaken) the relationship between 

Instagram Content Marketing and Brand Awareness. This research can be used as evaluation 

material and reference for culinary business owners, especially the management of RM Padang 

Payakumbuah, to focus more on product-centric marketing communication strategies rather 

than solely relying on the popularity of public figures. 

 

Keywords: Brand Awareness, Culinary Business, Instagram Content Marketing, Moderated 

Regression Analysis, Personal Branding 
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