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ABSTRAK 

Annisa Nur Amelia, 22042010085, Pengaruh Ephemeral Marketing, Customer 

Engagement, dan Brand ImageTerhadap Repurchase Intention Produk Mie 

Djoetek (Studi pada Followers Instagram @miedjoetek), Pembimbing Dra. 

Siti Ning Farida, M.Si 

Penelitian ini bertujuan menganalisis pengaruh Ephemeral Marketing, Customer 

Engagement, dan Brand Image terhadap Repurchase Intention konsumen Mie 

Djoetek melalui Instagram. Penelitian menggunakan pendekatan kuantitatif 

eksplanatori dengan sampel 100 responden yang dipilih melalui purposive 

sampling. Data dikumpulkan menggunakan kuesioner skala Likert dan dianalisis 

dengan regresi linier berganda. Hasil penelitian menunjukkan bahwa secara 

simultan maupun parsial Ephemeral Marketing, customer engagement, dan Brand 

Image berpengaruh positif dan signifikan terhadap Repurchase Intention. Temuan 

ini menunjukkan bahwa konten pemasaran sementara yang kreatif, keterlibatan 

konsumen, dan citra merek yang kuat dapat meningkatkan minat pembelian ulang. 

Penelitian ini menegaskan pentingnya optimalisasi strategi pemasaran digital untuk 

meningkatkan loyalitas pelanggan dan keberlanjutan bisnis. 

Kata kunci: Ephemeral Marketing, customer engagement, brand image, 

Repurchase Intention 
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ABSTRACT 

Annisa Nur Amelia, 22042010085, The Influence of Ephemeral Marketing, 

Customer Engagement, and Brand Imageon Repurchase Intention of Mie 

Djoetek Products (A Study on Followers of the Instagram Account @miedjoetek), 

Advisor: Dra. Siti Ning Farida, M.Si. 

This study aims to analyze the influence of Ephemeral Marketing, customer 

engagement, and Brand Image on the Repurchase Intention of Mie Djoetek 

consumers through Instagram. This research used a quantitative explanatory 

approach with 100 respondents selected through purposive sampling. Data were 

collected using a Likert-scale questionnaire and analyzed using multiple linear 

regression. The results showed that simultaneously and partially, Ephemeral 

Marketing, customer engagement, and Brand Image had a positive and significant 

effect on Repurchase Intention. These findings indicate that creative temporary 

marketing content, consumer engagement, and a strong brand image can increase 

consumers’ intention to repurchase. This study highlights the importance of 

optimizing digital marketing strategies to improve customer loyalty and business 

sustainability. 

Keywords: Ephemeral Marketing, customer engagement, brand image, 

Repurchase Intention


