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EFEKTIVITAS CONTENT MARKETING MEDIA SOSIAL UNTUK 

PENINGKATAN KEPUTUSAN PEMBELIAN DI UD DIAN ABADI 

FROZEN FOOD 

 

THE EFFECTIVENESS OF SOCIAL MEDIA CONTENT MARKETING IN 

INCREASING PURCHASE DECISIONS AT UD DIAN ABADI 

FROZEN FOOD 

 

Laila Ramadhani, Mubarokah, dan Fatchur Rozci 

 

ABSTRAK 

UD Dian Abadi Frozen Food merupakan penjual makanan beku secara grosir 

dan eceran di Kota Surabaya. Pihak karyawan telah mengelola media sosial namun 

unggahan konten pada Instagram belum dilakukan secara konsisten dan belum 

mencapai target rata-rata jumlah tayangan konten yang diinginkan pada Instagram 

dan TikTok. Penelitian berikut bertujuan guna mengetahui karakteristik pengguna 

media sosial yang telah melihat content marketing UD Dian Abadi Frozen Food, 

menganalisis efektivitas content marketing media sosial UD Dian Abadi Frozen 

Food, menganalisis pengaruh content marketing media sosial UD Dian Abadi 

Frozen Food terhadap keputusan pembelian, dan merumuskan tindakan 

pengembangan content marketing media sosial UD Dian Abadi Frozen Food. 

Pengumpulan data penelitian menggunakan wawancara, observasi, kuisioner, buku, 

artikel ilmiah, dan penelitian terdahulu, Hasil perolehan data kemudian dianalisis 

dengan analisis deskriptif, EPIC model, dan analisis regresi linier berganda. Hasil 

penelitian menunjukkan bahwa efektivitas content marketing media sosial 

menggunakan dimensi EPIC Model telah efektif dengan nilai 4,026. Secara 

simultan, content marketing media sosial dengan seluruh dimensi EPIC Model 

memengaruhi keputusan pembelian, namun secara parsial, dimensi empathy dan 

persuasion tidak memengaruhi keputusan pembelian. Toko ini harus 

mempertahankan strategi konten yang telah berjalan dan menerapkan tindakan 

pengembangan yang telah dirumuskan berdasarkan sudut pandang konsumen. 

 

Kata kunci: keputusan pembelian, makanan beku, pemasaran konten 

 

ABSTRACT 

UD Dian Abadi Frozen Food is a wholesale and retail seller of frozen food in 

Surabaya. The employees have been managing social media, but content posting 

on Instagram has not been consistent and has not reached the desired average 

number of views on Instagram and TikTok. This research is intended to identify the 

characteristics of social media users who have engaged with the content marketing 

of UD Dian Abadi Frozen Food, analyze the effectiveness of its social media content 

marketing, analyze the influence on purchasing decisions, and formulate actions 

for development content. Data were obtained through interviews, observation, 

questionnaires, books, scientific articles, and previous research. The collected data 

was subsequently analyzed by employing descriptive analysis, the EPIC Model, and 

multiple linear regression analysis. The findings indicate that the effectiveness of 



viii 
 

social media content marketing using EPIC Model dimensions is effective with a 

value of 4.026. Simultaneously, content marketing with all EPIC Model dimensions 

influences purchasing decisions; however, partially, empathy and persuasion 

dimensions do not influence purchasing decisions. The store should maintain the 

existing strategy and implement the development actions formulated based on the 

consumer's perspective. 

 

Key words: content marketing, frozen food, purchase decision 
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