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ABSTRAK

NAZWA PRIDITYA. Analisis Pengaruh Digital Content Marketing
terhadap Brand Equity dengan Mediasi Consumer Brand Engagement dan
Moderasi Influencer pada TikTok. Dibimbing oleh JONO MINTARTO
MUNANDAR.

Pertumbuhan pengguna TikTok di Indonesia mendorong brand lokal seperti
Ecinos untuk mengoptimalkan strategi pemasaran digital. Namun, engagement
Ecinos menunjukkan adanya kesenjangan antara jumlah pengikut yang besar
dengan tingkat keterlibatan yang rendah, yang berpotensi menghambat penguatan
brand equity. Penelitian ini menganalisis pengaruh elemen digital content
marketing (DCM) terhadap consumer brand engagement (CBE) dan dampaknya
terhadap brand equity, dengan social media influencer (SMI) sebagai variabel
moderasi. Responden penelitian berjumlah 204 pengguna aktif TikTok di Jakarta
yang telah berinteraksi dengan konten Ecinos. Pengambilan sampel menggunakan
metode quota sampling. Analisis data menggunakan deskriptif dan SEM-PLS.
Hasilnya menunjukkan bahwa konten dengan entertainment dan information focus
secara signifikan memengaruhi CBE, sementara fokus lainnya tidak berpengaruh
signifikan. Selain itu, CBE terbukti berpengaruh signifikan terhadap BE, dan SMI
hanya berhasil memoderasi hubungan antara information focus dan CBE.

Kata kunci: brand equity, consumer brand engagement, digital content marketing,
tiktok

ABSTRACT

NAZWA PRIDITYA. Analysis of the Influence of Digital Content
Marketing on Brand Equity with the Mediation of Consumer Brand Engagement
and the Moderation of Influencers on TikTok. Supervised by JONO MINTARTO
MUNANDAR.

The growth of TikTok users in Indonesia has driven local brands like Ecinos
to enhance digital marketing. However, Ecinos faces low engagement despite many
followers, potentially hindering brand equity. This study examines the impact of
digital content marketing (DCM) elements on consumer brand engagement (CBE)
and brand equity, with social media influencer (SMI) as a moderator. The study
involved 204 active TikTok users in Jakarta who have interacted with Ecinos'
content. Sampling was conducted using the quota sampling method. Data analysis
was conducted using descriptive statistics and SEM-PLS. The results show that
content with entertainment and information focus significantly influences CBE,
while other focuses do not have a significant effect. Additionally, CBE has a
significant impact on brand equity, and SMI only moderates the relationship
between information focus and CBE.

Keywords: brand equity, consumer brand engagement, digital content marketing,
tiktok
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