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ABSTRAK 

ISMI MUTHMAINAH. Pengaruh Content Marketing dalam Meningkatkan 
Purchase Intention melalui Brand Awareness pada Instagram Madinah Mart. 
Dibimbing oleh ARIF IMAM SUROSO dan TANTI NOVIANTI.  

Industri pertanian telah mengalami transformasi signifikan dengan 
peningkatan praktik pertanian berkelanjutan, tingginya permintaan produk organik, 
serta kemajuan teknologi digital. Madinah Mart adalah salah satu brand yang 
menjual produk organik dengan memanfaatkan media sosial seperti WhatsApp dan 
Instagram untuk meningkatkan brand awareness dan purchase intention. Madinah 
Mart menerapkan strategi content marketing melalui penyebaran konten-konten 
yang relevan, namun terdapat perbedaan antara Instagram dan WhatsApp. Fitur 
komunitas grup pada WhatsApp menciptakan interaksi yang tinggi dan berujung 
pada permintaan pembelian produk, sedangkan di Instagram tidak terciptanya 
interaksi dan tidak adanya permintaan pembelian produk. Penelitian ini bertujuan 
menganalisis pengaruh content marketing di Instagram terhadap purchase intention 
melalui brand awareness. Dari 55 responden yang dianalisis menggunakan SEM-
PLS, ditemukan pengaruh yang signifikan dengan tingkat moderat pada pengaruh 
content marketing terhadap purchase intention melalui mediasi brand awareness. 
Implikasi manajerial yang dapat dilakukan meliputi penguatan credibility source, 
credibility recommendation, serta penggunaan advertising. 
 
Kata kunci:  brand awareness, content marketing, Instagram, purchase intention, 
SEM-PLS  

 
 ABSTRACT  

ISMI MUTHMAINAH. The Influence of Content Marketing in Increasing 
Purchase Intention through Brand Awareness on Madinah Mart Instagram. 
Supervised by ARIF IMAM SUROSO and TANTI NOVIANTI.  

The agricultural industry has undergone significant transformation with the 
increase in sustainable farming practices, high demand for organic products, and 
advances in digital technology. Madinah Mart is one of the brands that sells 
organic products by utilizing social media such as WhatsApp and Instagram to 
increase brand awareness and purchase intention. Madinah Mart implements a 
content marketing strategy through the distribution of relevant content, but there 
are differences between Instagram and WhatsApp. The group community feature 
on WhatsApp creates high interaction and leads to product purchase requests, 
while on Instagram there is no interaction and no product purchase requests. This 
study aims to analyze the effect of content marketing on Instagram on purchase 
intention through brand awareness. Of the 55 respondents analyzed using SEM-
PLS, a significant positive effect with a moderate level was found on the effect of 
content marketing on purchase intention through brand awareness mediation. 
Managerial implications that can be taken include strengthening source credibility, 
recommendation credibility, and the use of advertising. 
 
Keywords: brand awareness, content marketing, Instagram, purchase intention, 
SEM-PLS   
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