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ABSTRAK  

Tujuan diadakan penelitian ini adalah untuk menganalisis pengaruh content  

marketing terhadap customer engagement pada konsumen mie instan merek 

Lemonilo di Kota Surabaya, untuk menganalisis pengaruh customer  engagement 

terhadap customer  retention pada  konsumen mie instan merek Lemonilo di Kota 

Surabaya, untuk menganalisis pengaruh content  marketing terhadap customer  

retention pada mie instan merek Lemonilo di Kota Surabaya, dan untuk 

menganalisis pengaruh content marketing terhadap customer  retention dengan 

customer  engagement sebagai  variabel  intervening  pada konsumen mie instan 

merek Lemonilo di Kota Surabaya. Metode penelitian yang digunakan dalam 

penelitian ini adalah metode deskriptif dan analisis dengan pendekatan kuantitatif. 

Hasil penelitian menunjukkan bahwa content marketing  berpengaruh positif dan 

signifikan terhadap customer engagement. Customer engagement berpengaruh 

positif dan signifikan terhadap customer retention. Content marketing berpengaruh 

positif dan signifikan terhadap customer retention. Content marketing berpengaruh 

positif dan signifikan terhadap customer retention melalui customer engagement 

sebagai variabel intervening. 

Kata kunci: Content Marketing, Customer Retention, Customer Engagement 

 

ABSTRACT 

The purpose of this study was to analyze the effect of content marketing on customer 

engagement on Lemonilo brand instant noodle consumers in Surabaya City, to 

analyze the effect of customer engagement on customer retention in Lemonilo brand 

instant noodle consumers in Surabaya City, to analyze the effect of content 

marketing on customer retention in Lemonilo brand instant noodles in Surabaya 

City, and to analyze the effect of content marketing on customer retention with 

customer engagement as an intervening variable in Lemonilo brand instant noodle 

consumers in Surabaya City. The research methods used in this study are 

descriptive methods and analysis with a quantitative approach. The results showed 

that content marketing has a positive and significant effect on customer 

engagement. Customer engagement has a positive and significant effect on 

customer retention. Content marketing has a positive and significant effect on 
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customer retention. Content marketing has a positive and significant effect on 

customer retention through customer engagement as an intervening variable. 

Keywords: Content Marketing, Customer Retention, Customer Engagement 
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