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ABSTRAK 

 

MARCELLA PUTRI WIYA NINGRUM, 22042010161, Peran Content 
Marketing dan User Generated Content (UGC) melalui Green Marketing 
sebagai variabel mediasi terhadap Customer Engagement Instagram Biotalk.id 

Media sosial secara fundamental telah membentuk kembali cara konsumen 
menemukan dan berinteraksi dengan merek kecantikan, menjadikan strategi konten 
digital sebagai faktor kompetitif yang menentukan terutama bagi merek perawatan 
kulit lokal yang beroperasi di pasar kosmetik Indonesia yang berkembang pesat. 
Penelitian ini meneliti bagaimana Content Marketing dan User Generated Content 
(UGC) memengaruhi customer engagement di Instagram, dengan Green Marketing 
sebagai variabel mediasi. Menggunakan metode kuantitatif, purposive sampling 
dan Partial Least Squares Structural Equation Modelling (PLS-SEM). Data 
dikumpulkan dari 150 pengikut Instagram biotalk.id, merek perawatan kulit alami 
Indonesia. Temuan mengkonfirmasi bahwa Content Marketing (β = 0,511, p < 
0,001) dan UGC (β = 0,302, p < 0,01) secara signifikan meningkatkan persepsi 
Green Marketing; Green Marketing pada gilirannya secara signifikan 
meningkatkan customer engagement (β = 0,282, p < 0,01). Content Marketing dan 
UGC juga memberikan efek positif langsung pada customer engagement. Green 
Marketing sebagian memediasi hubungan antara Content Marketing dan customer 
engagement (β = 0,144, p < 0,05), tetapi tidak secara signifikan memediasi jalur 
keterlibatan UGC, menunjukkan bahwa konten yang dibuat oleh pengguna 
mendorong keterlibatan pelanggan terutama melalui aspek autentisitas dan 
kepercayaan, 

 

Kata Kunci: Content Marketing, User Generated Content, Green Marketing, 
Customer engagement, Instagram, Biotalk.id 
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ABSTRACT 

 

MARCELLA PUTRI WIYA NINGRUM, 22042010161, The Role of Content 
Marketing and User Generated Content (UGC) in Green Marketing on Customer 
engagement of Biotalk.id's Instagram 

Social media has fundamentally reshaped how consumers discover and interact 
with beauty brands, making digital content strategy a decisive competitive factor 
particularly for local skincare brands operating in Indonesia's rapidly growing 
cosmetics market. This study examines how Content Marketing and user-generated 
content (UGC) influence customer engagement on Instagram, with Green 
Marketing as a mediating variable. Using a quantitative method, purposive 
sampling and Partial Least Squares Structural Equation Modelling (PLS-SEM). 
Data were collected from 150 followers of Instagram biotalk.id, an Indonesian 
natural skincare brand. Findings confirm that both Content Marketing (β = 0.511, 
p < 0.001) and UGC (β = 0.302, p < 0.01) significantly enhance Green Marketing 
perceptions; Green Marketing in turn significantly increases customer engagement 
(β = 0.282, p < 0.01). Content Marketing and UGC also exert direct positive effects 
on customer engagement. Green Marketing partially mediates the relationship 
between Content Marketing and customer engagement (β = 0.144, p < 0.05), but 
does not significantly mediate the UGC–engagement path., suggesting peer content 
drives engagement through authenticity and trust.  

Keywords: Content Marketing, User Generated Content, Green Marketing, 
Customer engagement, Instagram, Biotalk.id 

 


