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PENGARUH CONTENT MARKETING TERHADAP CUSTOMER
RETENTION YANG DIMEDIASI OLEH CUSTOMER ENGAGEMENT
PADA KONSUMEN PRODUK MIE SEDAAP DI KOTA SURABAYA

THE INFLUENCE OF CONTENT MARKETING ON CUSTOMER
RETENTION MEDIATED BY CUSTOMER ENGAGEMENT AMONG MIE
SEDAAP CONSUMERS IN SURABAYA.

Alwi Fu’ad Hasyim, Sri Tjondro Winarno, Prasmita Dian Wijayati

ABSTRAK

Transformasi menuju pemasaran digital telah membawa perubahan
signifikan dalam persaingan industri mi instan di Indonesia. Munculnya merek baru
yang berhasil menarik perhatian melalui strategi content marketing menjadi
tantangan bagi Mie Sedaap untuk mempertahankan pelanggannya, sehingga perlu
dilakukan adaptasi yang tepat. Penelitian ini bertujuan untuk menganalisis
pengaruh content marketing (X) terhadap customer retention (Y) dengan customer
engagement (M) sebagai variabel mediasi. Metode yang digunakan adalah
Structural Equation Modeling — Partial Least Square (SEM-PLS) dengan bantuan
program WarpPLS 8.0. Data primer diperoleh dari 130 responden melalui
penyebaran kuesioner yang diambil dengan teknik non-probability sampling yaitu
purposive sampling. Hasil penelitian menunjukkan pengaruh langsung X terhadap
Y sebesar 57,4%, X terhadap M sebesar 71,4%, dan pengaruh M terhadap Y sebesar
21,7%. Sementara itu, pengaruh tidak langsung pada X, Y, dan M sebesar 15,5%,
menunjukkan bahwa variabel tersebut berperan sebagai mediator. Kesimpulannya,
seluruh variabel memiliki pengaruh positif dan signifikan. Oleh karena itu, strategi
content marketing perlu dioptimalkan guna meningkatkan keterlibatan dan loyalitas
pelanggan terhadap merek Mie Sedaap.

Kata Kunci : Content Marketing, Customer Retention , Customer Engagement
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ABSTRACT

The transformation to digital marketing has brought significant changes in
the competition of the instant noodle industry in Indonesia. The emergence of new
brands that have succeeded in attracting attention through content marketing
strategies is a challenge for Mie Sedaap to retain its customers, so it is necessary
to make appropriate adaptations. This study aims to analyze the effect of content
marketing (X) on customer retention (Y) with customer engagement (M) as a
mediating variable. The method used is Structural Equation Modeling - Partial
Least Square (SEM-PLS) with the help of the WarpPLS 8.0 program. Primary data
were obtained from 130 respondents through distributing questionnaires taken with
non-probability sampling technique, namely purposive sampling. The results
showed that the direct effect of X on Y was 57.4%, X on M was 71.4%, and the effect
of M on Y was 21.7%. Meanwhile, the indirect effect on X, Y, and M amounted to
15.5%, indicating that the variable acts as a mediator. In conclusion, all variables
have a positive and significant influence. Therefore, the content marketing strategy
needs to be optimized in order to increase customer engagement and loyalty to the
Mie Sedaap brand.

Keywords : Content Marketing, Customer Retention, Customer Engagement
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