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ABSTRAK

ROZAK UYUB FAOZAN. Pengaruh Content Marketing di Instagram
Terhadap Brand Awareness dan Purchase Intention Produk QRIS Soundbox
Netzme. Dibimbing oleh MA’MUN SARMA.

Peningkatan pembayaran digital menuntut strategi pemasaran tepercaya bagi
iovasi QRIS Soundbox Netzme pencegah penipuan. Penelitian ini bertujuan
menganalisis penerapan dan pengaruh content marketing di Instagram terhadap
brand awareness dan purchase intention produk tersebut. Menggunakan metode
kuantitatif pada 155 UMKM Jabodetabek dengan analisis PLS-SEM. Hasil
penelitian menunjukkan bahwa content marketing berpengaruh positif dan
signifikan terhadap brand awareness dan purchase intention. Secara spesifik,
témuan baru mengindikasikan bahwa strategi konten sangat dominan dalam
membentuk pengenalan merek (64,1%), serta mampu mendorong niat beli (12,1%)
melalui  konten yang informatif dan interaktif. Implikasi manajerial
merekomendasikan optimalisasi konten berbasis Model AIDA (Attention, Interest,
Desire, Action) dengan penekanan pada kualitas informasi visual dan persuasi
untuk mengonversi tingginya kesadaran merek menjadi keputusan pembelian nyata
dalam ekosistem pembayaran digital.

Kata kunci: Brand awareness, content marketing, PLS-SEM, purchase intention,
QRIS Soundbox Netzme

ABSTRACT

ROZAK UYUB FAOZAN. The Influence of Content Marketing on
Instagram on Brand Awareness and Purchase Intention of Netzme QRIS Soundbox
Product. Supervised by MA’MUN SARMA.

The rise of digital payments demands trusted marketing for the fraud-
preventing QRIS Soundbox Netzme. This study aims to analyze the implementation
and influence of content marketing on Instagram on the brand awareness and
purchase intention of the product. Using quantitative methods on 155 MSMEs in
Greater Jakarta analyzed via PLS-SEM. The results indicate that content marketing
has a positive and significant effect on brand awareness and purchase intention.
Specifically, the findings reveal that content strategy is a dominant factor in shaping
brand recognition (64.1%) and driving purchase intention (12.1%) through
informative and interactive content. Managerial implications recommend
optimizing content based on the AIDA (Attention, Interest, Desire, Action) Model,
emphasizing the quality of visual information and persuasion to convert high brand
awareness into actual purchase decisions within the digital payment ecosystem.

Keeywords: Brand awareness, content marketing, PLS-SEM, purchase intention,
QRIS Soundbox Netzme
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