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Abstract 

Towards the Industrial Revolution 4.0 it develops and manages good relationships with 

customers, using Instagram as a social media that is the company's liaison with customers 

with the aim of building customer involvement. This study aims to study the effect of 

Instagram (X) content marketing on customer engagement (Y) case studies on Elzatta 

Bandung in 2019. 

This type of research is a quantitative research method. The data analysis technique that we 

do is a simple linear regression. With respondents as many as 110 people who understand 

and follow ElzattaInstagram. 

Based on the questionnaire distributed by the researcher, the results of respondents' 

responses to Elzatta Instagram content marketing by 72.49% were included in the good 

category and the involvement of customers who formed Elzatta was 73.95%, which also 

included good categories using the continuum row. 

The results of this study are representations of Instagram content marketing on the 

involvement of Elzatta customers with the results of t content marketing test results (X) 

2,501> t_table 1.66. And the contribution of content marketing was 68.4% where 31.6% 

were asked or requested by other factors that were not approved by the authors such as 

place, promotion, price, and other factors 

Keywords; Istagram, Media Social, Content Marketing, Customer Engagement. 

 

I. INTRODUCTION 

A. Background 

The use of the internet, especially social media in 

Indonesia has become one of the most frequently 

used communication methods. According to the 

Indonesian Internet Service Providers Association 

(APJII), the number of internet users in the lifestyle 

sector is dominated by the use of social media which 

reached 87.13% (APJII, 2017). One of the social 

media that is often used by Indonesians as a place of 

sale and purchase and other needs is Instagram. This 

conclusion can be seen from the statistical data 

carried out by We Are Social where Instagram 

occupied 4th place after WhatsApp, Facebook, and 

Youtube. 

In the past 2 years, Elzatta income has continued to 

decline, due to Elzatta source of income, which 

mostly comes from new customers who only make 

one purchase. Elzatta biggest income is in an annual 

event, Muslim Fashion Festival (MUFFEST). In this 

event Elzatta got a lot of new customers, but seldom 

did the customer make a repeat purchase by Elzatta. 

In overcoming this problem, Elzatta marketing team 

focused on maintaining relationships with old 

customers while adding new customers through 

Instagram social media. 

Audio in the content marketing applied by Elzatta is 

not in accordance with the Elzatta concept itself, so 

sometimes it makes the content marketing Instagram 

less attractive. According to information obtained by 

researchers, the lack of confidence in the image of 

the company's brand is the reason for the lack of 

sharing the motivation of employees in spreading 
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Elzattainformation to their personal accounts. 

Instagram feeds uploaded by Elzatta still look 

monotonous compared to Instagram of other similar 

companies. There are still a few Instagram 

automatic ads services used by Elzatta, even though 

this service can help Elzatta in increasing brand 

awareness and followers. 

There is still a lack of customer knowledge about 

Elzattaproducts, the lack of feeling felt when 

viewing ElzattaInstagram feeds, and the intensity of 

interacting between followers with the company, not 

too much, making Elzattalevel of customer 

engagement not too high. 

Based on research conducted by Johan and Diah 

(2018), there is a significant effect of content 

marketing on customer engagement at Pakuwon 

City. This is also the same as that examined by 

Bunpis (2014) where it is said that the increase in 

Purchase Intentions that occur in Thailand's Online 

Herbal Product products is influenced by the 

Content Marketing provided. 

In this regard, the researchers were interested in 

examining the "Effects of Instagram Marketing 

Content on Customer Engagement (Case Study in 

Elzatta Bandung in 2019)" as the title in this study. 

B. Formulation of the Problem 

Based on the background and the existing 

phenomena, the formulation of the problems to be 

discussed are: 

1. How is Instagram content marketing applied by 

Elzatta? 

2. How is Elzattacustomer engagement? 

3. What is the influence of Instagram content 

marketing on Elzatta customer engagement? 

II. RELATED WORK 

A. Content Marketing 

“…Content marketing is a strategy involving 

creating and publishing content on Web sites and in 

social media. All online content can be considered 

content marketing and it ranges from Web sites, 

social network pages, and blog posts to videos, 

white papers, and eBooks.” (Frost., et al, 2016). 

Karr d. (2016) identified five dimensions that must 

be evaluated for each part of the content produced :  

1. Reader Cognition : Your audience is diverse 

in how they digest content. Diversity in your 

content—including visual, audible, and kinesthetic 

interaction is needed to reach all readers. 

2. Sharing Motivation : Sharing is critical in a 

social world to extend your reach to a wider, 

relevant audience. There are specific reasons why 

readers share content. Readers share content to 

increase their value to others, create an identity 

online, involve themselves in their community, 

extend their network, and bring awareness to causes. 

3. Persuation : Robert Cialdini’s research has 

identified six principles of persuasion—liking, 

reciprocity, consensus, scarcity, consistency, and 

authority. How are you persuading your readers to 

move from one moment to the next in their customer 

journey? 

4. Decision Making : Every individual is 

impacted differently from a variety of supporting 

criteria when making a decision. Trust, facts, 

emotion and efficiency all play a role, with 

combinations therein. Having balanced content with 

respect to supporting criteria is a best practice on 

every piece of content produced. 

5. Factors : As we write content, we often don’t 

think about other factors influencing a person 

outside the content we’re discussing. Every decision 

we make isn’t just evaluated personally but also 

impacted by our friends, family, and company. 

B. Instagram 

Online and social media marketing according to 

Kotler and Keller (2016) are online activities and 

programs designed to engage customers or prospects 

and directly or indirectly raise awareness, improve 

image, or elicit sales of products and services. 
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Instagram is a fun and quirky way to share your life 

with friends through a series of pictures. Snap a 

photo with your mobile phone, then choose a filter 

to transform the image into a memory to keep 

around forever. We’re building Instagram to allow 

you to experience moments in your friend’s lives 

through pictures as they happen. We imagine a 

world more connected through photos (Anchell, 

2015). 

C. Customer Engagement 

“Engagement occurs when internet users connect or 

collaborate with brands, companies, or each other. 

This involves connecting with a user emotionally 

and intellectually. Online engagement is analogous 

to offline experience marketing, such as the famous 

Build-A-Bear retailers or Disney theme parks. 

Online marketers engage users by enticing them to 

participate in their content or media,” (Frost., et al, 

2016).  

According to Brodie, et al., In a journal owned by 

Limandono and Dharmayanti (2018) there are three 

dimensions of customer engagement: 

1. Cognitive Dimension: This dimension relates 

to the consequences that arise in a person who is 

informative about knowledge and expectations. 

2. Emotional Dimension: This dimension refers 

to a person's feelings and attitudes that are related to 

his mood 

3. Behavioral Dimension: This dimension 

concerns someone's presence and how someone 

interacts. 

D. Framework 

The following presents a chart of the framework as 

seen from Figure 2.1: 

 

Fig 2.1 Conceptual Framework 

From the above framework, we can conclude the 

hypothesis of this study, namely: 

H1: There is an influence of Instagram content 

marketing on Elzattacustomer engagement 

III. RESEARCH METHODOLOGY 

This research is a kind of quantitative research to 

determine the influence of Instagram content 

marketing implemented by Elzatta on Bandung 

customer engagement. Where content marketing is 

an independent variable (X) and customer 

engagement as the dependent variable (Y). 

In this study, researchers used a non-probability 

sampling technique which is a sampling technique 

that does not provide equal opportunities for each 

member of the population to be chosen as a member 

of the sample. 

The non-probability sampling technique that we use 

is purposive sampling. It is said to be purposive 

sampling because the taking of sample members 

from the population is done intentionally and is 

subjective. Subjective choice of samples is based on 

various special considerations that are carefully 

understood by researchers. 

In this study, researchers used two data sources 

namely primary and secondary data. (1) Primary 

data obtained from distributing questionnaires 

directly to respondents; (2) Secondary data comes 

from mass media, previous research publications, 

and reference books. 

The population number is not known with certainty 

so researchers used the Bernoulli formula to 

determine the number of respondents taken. From 

the calculation with this formula, the researcher has 

done it by taking a confidence level of 95% and α = 

0.05 and the results of the number of respondents 

are ≥ 96.04. so the researchers used 110 

questionnaires on the grounds that when all 

questionnaires were distributed, the questionnaires 

would return again with a number of not less than 96 

copies of the questionnaire. Respondents who chose 
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were respondents who lived in Bandung and were 

ElzattaInstagram followers. 

To answer the results of the hypothesis, the author 

uses simple linear regression analysis using SPSS 25 

software. 

IV. RESULTS AND DATA ANALYSIS 

A. Charasteristics of Respondent 

The characteristics of the respondents examined in 

this study were the respondent's gender, the age of 

the respondent, the occupation of the respondent, the 

respondent's last education level, the income per 

month of the respondent, the number of respondents 

'purchase frequency and the respondents' domicile. 

The following presents the characteristics of 

respondents from this study: 

 

B.Descriptive Analysis 

The average number of content marketing variables 

is 72.49%. The three statements that have the 

highest percentage are information provided by 

Elzatta not making it up, the display of 

ElzattaInstagram content is easy to understand, 

Elzatta Consistent in updating Instagram content in a 

row has a percentage value of 87.50%, 75.50%, and 

75.50%. With the average number of percentages, 

the content marketing variable falls into the good 

category. 

The average number of customer engagement 

variables is 73.95%. With the average number of 

percentages, the customer engagement variable falls 

into the good category. The three statements that 

have the highest percentage are the information 

provided, I hope that information about Elzatta is 

complete on IG, I am happy to see ElzattaInstagram 

content, I am pleased to see ElzattaInstagram 

promotions in a row having a percentage value of 

85.50%, 75.50% and 74.10% . 

C. Statistical Test Result 

1)t Test 

The following is the result of the t test or partial test 

of the results of the data processed by the researcher 

with IBM SPSS 25 as seen in Figure 4.2 as follows: 

Based on the results of the calculation above, the 

numbers obtained from t_count content marketing 

(X) 15,288> t_table1.66. Then, H0 is rejected and 

H1 is accepted. This means that there is a significant 

influence between content marketing and customer 

engagement (Y). 

2)Coefficient of Determination Test 

The following is the test results of the coefficient of 

determination from the results of data processed by 

researchers with IBM SPSS 25 as seen in Figure 4.3 

as follows: 

 

Based on table 4.3, we use coefficient of 

determination in finding the contribution of Content 

Marketing (X) variables to Customer Engagement 

(Y). And it can be seen that the correlation 

coefficient (R) and determination coefficient using 

IBM SPSS 25 software shows that the influence of 

Instagram content marketing on Elzattacustomer 

engagement is 68.4% where the remaining 31.6% is 

explained or influenced by other factors not 

examined by the author such as place factor , 

promotions, prices and others. 
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V. CONCLUSIONS AND SUGGESTIONS 

A. Conclusions 

Based on the results of research that has been 

conducted on "The Effect of Content Marketing 

Instagram on Customer Engagement (Case Study at 

Elzatta Bandung in 2019)" of 110 respondents, 

provided answers to the problems formulated in this 

study, namely as follows:  

1. Based on the results of the calculation of 

respondents 'responses to the content marketing 

variables applied by Elzatta, the calculation of 

respondents' responses to the Content Marketing 

variable that has been applied on ElzattaInstagram is 

72.49% and on the continuum line it can be seen that 

the score is in good category. This shows that 

Elzatta has implemented a good marketing strategy. 

2. Based on the results of the calculation of 

responses to the customer management variables, 

the calculation results obtained are 73.95% and on 

the continuum line it can be seen that the score is 

included in the good category. This shows that 

Elzatta has implemented a good marketing strategy.  

3. In measuring the influence of Instagram 

Content Marketing on ElzattaCustomer 

Engagement, researchers used SPSS 25. The 

coefficient of determination was used to find the 

contribution of Content Marketing (X) variables to 

Customer Engagement (Y). And it can be seen the 

coefficient of determination coefficient shows that 

the Influence of Instagram Marketing Content on 

Customer Engagement is 68.4% where the 

remaining 31.6% is explained or influenced by other 

factors not examined by the author such as place, 

promotion, price and others. 

B. Suggestions 

Based on conclusions related to the research on "The 

Influence of Instagram Content Marketing on 

ElzattaCustomer Engagement", the authors propose 

the following suggestions: 

1) For the company purpose : 

It is recommended that the company pay attention to 

and improve the factors stated by the respondent to 

be unfavorable, and the input suggested by the 

researcher: 

1) Companies can hold more events directly 

related to ElzattaInstagram followers, such as giving 

discounts to the most active followers or other 

campaigns. Companies can also make events related 

to Elzattafellow followers who require them to get 

acquainted, such as group quizzes made on 

Instagram. Elzatta can add automatic ads that appear 

on Instagram to make more people aware of Elzatta. 

2) Companies can add missing information 

about products on Instagram such as product price 

information, product descriptions, etc. so that 

consumers can get complete information. Because 

based on the answers from the survey that has been 

done, the percentage of consumers wanting 

complete information on Instagram is the highest for 

the customer engagement variable. 

3) How to add Instagram Followers can by 

requiring each employee and inviting a minimum of 

10 people to follow his Official Account. It is 

compared to buying followers which results in a 

significant difference between the number of 

followers and likes of photos. It could also be a 

private account so that prospective customers must 

follow it first if they want to see the content posted 

by Elzatta. 

2)For the academic purpose : 

This research only examines the influence of 

Instagram content marketing on Elzattacustomer 

engagement in Bandung, so for the next researcher it 

is recommended: 

1) For the next researcher, it is recommended to 

continue this research entitled "The Influence of 

Instagram Content Marketing on ElzattaCustomer 

Engagement", but by adding variables related to 

other promotions (for example, Facebook, sales 

promotion, CRM, and other variables that support 

this research) ) 
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2) Further researchers to more often read 

journals that support research and can be used as a 

reference and more careful in choosing a journal to 

be used as a reference. 

DAFTAR PUSTAKA 

[1] Alma, H. Buchari. 2014. Manajemen 

Pemasaran & Pemasaran Jasa. Bandung: 

Alfabeta. 

[2] Anchell, Steve. 2015. Digital Assignmentss : 

Projects for All Levels of Photography Classes 

Photography Educators. CRC Press. 

[3] Frost, Raymond dan Judy, Strauss. (2016). E-

Marketing. New York : Routledge. 

[4] Ghozali, Imam. 2016. Aplikasi Analisis 

Multivariate dengan Program IBM SPSS 23. 

Edisi 8. Semarang: Badan Penerbit Universitas 

Dipenogoro. 

[5] Karr, D. (2016). How To Map Your Content 

To Unpredictable Customer Journeys. 

Meltwater Outside Insight. 

[6] Kotler, Philip dan Keller, Kelvin Lane. (2016). 

Marketing Management. Edisi 15. Global 

Edition. Pearson Prentice Hall. 

[7] Wibowo, Lili Adi dan Donni Juni, Priansa. 

2017. Manajemen Komnunikasi dan 

Pemasaran. Bandung: Alfabeta. 

[8] Suparyanto, RW Dan Rosad. 2015. 

Manajemen Pemasaran. Bogor: In Media. 

[9] Sunyoto, Danang. 2015. Strategi Pemasaran. 

Banten : RepublikFiksi. 

[10] Maholtra, N.K dan Birks D.F. 2015. Marketing 

Research: An Applied Approach Updated 

Second European Edition. England : Pearson 

Education Limited. 

[11] Nasrullah, Rulli. 2015. Media Sosial : 

Perspektif Komunikasi, Budaya dan 

Sosioteknologi. Bandung: Simbiosa Rekatama 

Media. 

[12] Rangkuti, Freddy. 2015. Riset Pemasaran. 

Bandung: Gramedia Pustaka Utama. 

[13] Riadi, Edi. (2016). Stastika Penelitian 

(Analisis Manual dan IBM SPSS). 

Yogyakarta: CV. Andi Offset. 

[14] Siregar, S. 2017. Metodologi Penelitian 

Kuantitatif : Dilengkapi dengan Perbandingan 

Perhitungan & SPSS Edisi Pertama Cetakan ke 

4. Jakarta : Penerbit Kencana. 

[15] Schwab, Klaus. 2017. The Fourth Industrial 

Revolution. Geneva: World Economic Forum. 

[16] Sugiyono. 2017. Metode Penelitian. Bandung: 

Alfabeta 

[17] Https://www.elzatta.com. Diakses pada 14 

Maret 2019 10.50 WIB 

[18] Rares, Grace Meiske Novia. 2015. Analisis 

Faktor Penerapan Integrated Marketing 

Communication (Advertising, Sales 

Promotion, Public Relation, Word Of Mouth, 

Customer Services, Interactive Marketing) 

Terhadap Customer Purchase Decision (Studi 

Pada www.Traveloka.Com, 2015). Dalam 

https://openlibrary.telkomuniversity.ac.id/pust

aka/104673/analisis-faktor-penerapan-

integrated-marketing-communication-

advertising-sales-promotion-public-relation-

word-of-mouth-customer-services-interactive-

marketing-terhadap-customer-purchase-

decision-studi-pada-www-traveloka-com-

2015-.html. Diakses pada 20 Maret 2019 

Pukul 20.00 WIB 

[19] Sulistio, Witha Dainy dan Rahmat hidayat. 

2015. PENGARUH STRATEGI GREEN 

MARKETING TERHADAP KEPUTUSAN 

PEMBELIAN LAMPU PHILIPS LED DI 

UNIVERSITAS TELKOM TAHUN 2015. 

Dalam 

https://libraryeproceeding.telkomuniversity.ac.

id/index.php/appliedscience/article/view/4430/

4165. Diakses Pada 20 Maret Pukul 20.28 

WIB 

[20] Kamilia, Ghina Rida. 2017. Pengaruh Personal 

Selling terhadap Keputusan Pembelian Produk 

Indihome (Studi Kasus PT.Telkom Cijawura 

di Bandung 2017). Dalam 

http://openlibrary.telkom 

university.ac.id/home/catalog/ 

id/140087/slug/pengaruh-personal-selling-



 

March-April 2020 

ISSN: 0193-4120 Page No. 7754 - 7760 

 

 

7760 

 Published by: The Mattingley Publishing Co., Inc. 

terhadap-keputusan-pembelian-produk-

indihome-studi-kasus-pt-telkom-cijawura-di-

bandung-2017-.html. Diakses pada 20 Maret 

2019 Pukul 20.37 WIB 

[21] Kartiniasari, Mursalini dan Rahmat Hidayat. 

2015. PENGARUH MEDIA IKLAN (ABOVE 

THE LINE & BELOW THE LINE) PRODUK 

INDIHOME FIBER TERHADAP 

KEPUTUSAN PEMBELIAN (Studi Kasus di 

Bandung Kota). Dalam 

https://libraryeproceeding.telkomuniversity.ac.

id/index.php/appliedscience/article/view/4426/

4161. Diakses pada 20 Maret 2019 Pukul 

21.00 WIB 

[22] https://contentmarketinginstitute.com/what-is-

content-marketing/. Diakses pada 20 Maret 

2019 Pukul 20.50 WIB 

[23] Limandono, Johan Ardi dan Dharmayanti 

Dhia. 2018. Pengaruh Content Marketing dan 

Event Marketing terhadap Customer 

Engagement dengan Social Media Marketing 

sebagai Variabel Moderasi di Pakuwon City. 

Dalam 

http://publication.petra.ac.id/index.php/manaje

men-pemasaran/ 

article/view/6316/5740. Diakses pada 20 

Maret 2019 Pukul 21.20 WIB 

[24] Https://apjii.or.id/survei2017, Diakses pada 14 

Maret 2019 14.30 WIB. 

[25] Lutfie, Harrie dan Rahmat Hidayat. 

Descriptive Analysis of Reference Group and 

Family to Decision Purchase Phone 

Touchscreen. Dalam 

https://www.researchgate.net/profile/ 

Deden_Ardiansyah3/publication/317356215_I

OT_FRAMEWORK_FOR_SMART_AGRIC

ULTURE_TO_IMPROVE_AGRICULTURA

L_PRODUCTION/links/59a510c0a6fdcc773a

39ef0a/IOT-FRAMEWORK-FOR-SMART-

AGRICULTURE-TO-IMPROVE-

AGRICULTURAL-

PRODUCTION.pdf#page=182. Diakses pada 

20 Maret 2019 22.00 WIB 

[26] Achmadi, Rahmat Nur dan Agus Maulana 

Hidayat. 2017. Pengaruh Brand Image 

Terhadap Keputusan Pembelian Produk Honda 

Beat di Kota Bandung tahun 2017. Dalam 

https://libraryeproceeding.telkomuniversity.ac.

id/index.php/appliedscience/article/view/5973/

5951. Diakses pada 20 Maret 2019 22.15 WIB 


