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ABSTRAK

Yang Rizdillah, NIM 04010520034, 2023. Pengaruh Content
Marketing Terhadap Brand Image dan Minat Beli Pengikut
Instagram @Kkedaisehat08.

Dua rumusan masalah yang akan dikaji dalam penelitian
ini, yakni: (1) Apakah ada pengaruh content marketing terhadap
brand image Kedai Sehat dan minat beli pengikut Instagram
@kedaisehat08? (2) Seberapa jauh tingkat pengaruh content
marketing terhadap brand image Kedai Sehat dan minat beli
pengikut Instagram @kedaisehat08?

Peneliti menggunakan pendekatan kuantitatif. Hasil
penelitian menyatakan dari 96 responden diketahui (rhitung) 0,855
dan 0,779 > 0,201 (r tabel) dengan sig. 5% maka Hipotesis kerja
(Ha) diterima dan Hipotesis nol (Ho) ditolak. Adapun temuan
penelitian ini yakni : (1) Terdapat sebuah pengaruh content
marketing terhadap brand image, Kedai Sehat'dengan korelasi
sempurna (0,855), juga terdapat pengaruh content marketing
terhadap minat beli pengikut Instagram @kedaisehat08 dengan
korelasi kuat (0,779), (2) Tingkat pengaruh content marketing
terhadap variabel brand image Kedai Sehat yakni sebesar 73%
dan Tingkat pengaruh content marketing terhadap minat beli
pengikut Instagram @kedaisehat08 yakni sebesar 60%.

Kata Kunci : Pengaruh content marketing, brand image,
Minat Beli, Kedai Sehat



ABSTRACT

Yang Rizdillah, NIM 04010520034, 2023. The Influence of
Content Marketing on the Brand Image of Kedai Sehat and the
Buying Interest of Instagram Followers @kedaisehat08.

Two problem formulations that will be studied in this
research are : (1)Is there an influence of content marketing on
the brand image Kedai Sehat and the buying interest of
Instagram followers @kedaisehat08? (2) to what extent is the
content marketing on the brand image Kedai Sehat and the
buying interest of Instagram followers @kedaisehat08?

Researchers use a quantitative approach. The research
results stated that from 96 respondents it was known that
(rcount) was 0.855 and 0.779 > 0.201 (r table) with sig. 5% then
the working hypothesis (Ha) is accepted and the null hypothesis
(Ho) is rejected. The findings of this research are: (1) There is
an influence ‘of ‘content marketing ‘on the Instagram account
@kedaisehat08,0n the brand image of Kedai Sehat with a perfect
correlation (0.855), there is also an ‘influence of content
marketing on the buying interest of Instagram followers
@kedaisehat08 with a strong correlation (0.779), (2) The
magnitude of the influence of content marketing @kedaisehat08
on the Kedai Sehat brand image variable is 73% and the
magnitude of the influence of content marketing of the
Instagram account @kedaisehat08 on buying interest of
Instagram followers @kedaisehat08 is 60%.

Kata Kunci : Influence of content marketing, brand image,
Buying Interest, Kedai Sehat
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