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ABSTRAK 

 

Josephine Jane P. NRP 1423020034. ”Pengaruh Content Marketing akun Instagram 

@dana.id Terhadap Customer Engagement pada Followers @dana.id.” 

Perkembangan teknologi menjadi kekuatan pengubah bisnis, terutama dalam proses 

pemasaran dimana saat ini dilakukan melalui konten digital. Instagram digunakan 

sebagai media pemasaran karena jangkauannya luas dan mendukung pelaku usaha 

untuk membuat content marketing. E-wallet DANA menggunakan Instagram 

sebagai salah satu sarana untuk memasarkan aplikasi DANA. Tujuan dari penelitian 

ini untuk mengetahui bagaimana content marketing, customer engagement akun 

Instagram @dana.id dan pengaruh content marketing terhadap customer 

engagement. Subjek penelitian ini adalah followers @dana.id, sedangkan objek 

penelitian ini adalah Pengaruh Content Marketing Akun Instagram @dana.id 

Terhadap Customer Engagement. Content marketing terdiri dari tujuh indicator 

yaitu credible, shareable, useful or fun, interesting, relevant, different, on brand 

sedangkan customer engagement terdiri dari lima indicator yaitu learning, sharing, 

advocating, socializing, co-developing. Metode Penelitian ini menggunakan 

analisis eksplanatif dengan pendekatan kuantitatif, sampel penelitian diperoleh dari 

observasi melalui akun Instagram @dana.id dan menyebarkan kuesioner kepada 

100 followers akun Instagram @dana.id dengan menggunakan skala likert. Hasil 

penelitian ini menyatakan bahwa terdapat pengaruh yang signifikan atau positif, 

terdapat hubungan antara content marketing dengan customer engagement.  

 

Kata Kunci: Content Marketing, Customer Engagement, Instagram, E-Wallet 
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ABSTRACT 

 

Josephine Jane P. NRP 1423020034. "The Influence of Content Marketing for the 

@dana.id Instagram account on Customer Engagement among @dana.id 

Followers." 

Technological developments have become a business changing force, especially in 

the marketing process which is currently carried out through digital content. 

Instagram is used as a marketing medium because it has a wide reach and supports 

business people to create marketing content. DANA e-wallet uses Instagram as a 

means to market the DANA application. The aim of this research is to find out how 

content marketing, customer engagement on the @dana.id Instagram account and 

the influence of content marketing on customer engagement. The subjects of this 

research are followers of @dana.id, while the object of this research is the Influence 

of Content Marketing on Instagram Accounts @dana.id on Customer Engagement. 

Content marketing consists of seven indicators, namely credible, shareable, useful 

or fun, interesting, relevant, different, on brand, while customer engagement 

consists of five indicators, namely learning, sharing, advocating, socializing, co-

developing. This research method uses explanatory analysis with a quantitative 

approach, research samples were obtained from observations via the Instagram 

account @dana.id and distributing questionnaires to 100 followers of the Instagram 

account @dana.id using a Likert scale. The results of this research state that there 

is a significant or positive influence, there is a relationship between content 

marketing and customer engagement. 

 

Keywords: Content Marketing, Customer Engagement, Instagram, DANA E-

Wallet


