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ABSTRACT 

Adam Masyhuri (2025). The Effect of Content Marketing and Influencer Marketing 

on Social Media Engagement: A Study of TikTok Users Interacting with Tokopedia’s 

Official Account. 

Supervisor: Dr. Raden Roro Yulianti Prihatiningrum 

 

This study aims to analyze the effect of Content Marketing on Social Media 

Engagement, examine the effect of Influencer Marketing on Social Media Engagement, 

and investigate the simultaneous effect of Content Marketing and Influencer Marketing 

on Social Media Engagement among TikTok users who interact with Tokopedia’s 

official account. 

This study employed a quantitative research approach, using Content Marketing, 

Influencer Marketing, and Social Media Engagement as the main variables. A total of 

161 respondents participated in this study through an online questionnaire distributed 

using a purposive sampling technique. The data were analyzed using multiple linear 

regression analysis, and data processing was conducted with the assistance of the 

Statistical Package for the Social Sciences (SPSS) version 30. 

The results indicate that Content Marketing has a positive and significant effect on 

Social Media Engagement among TikTok users who interact with Tokopedia’s official 

account. Influencer Marketing also has a positive and significant effect on Social Media 

Engagement. Furthermore, Content Marketing and Influencer Marketing 

simultaneously have a positive and significant effect on Social Media Engagement 

among TikTok users who interact with Tokopedia’s official account. 

 

Keywords: Content Marketing, Influencer Marketing, Social Media Engagement, 

TikTok, Tokopedia. 

 

  



 

x 

TABLE OF CONTENT 

TITLE PAGE ............................................................................................................... i 

LEGALIZATION SHEET ......................................................................................... ii 

APPROVAL SHEET ................................................................................................. iii 

MINUTES OF UNDERGRADUATE THESIS REVISION .................................. iv 

STATEMENT OF ORIGINALITY .......................................................................... v 

PREFACE ................................................................................................................... vi 

ABSTRACT ................................................................................................................ ix 

TABLE OF CONTENT .............................................................................................. x 

TABLE LIST ............................................................................................................ xiii 

FIGURE LIST .......................................................................................................... xiv 

APPENDIX LIST ...................................................................................................... xv 

CHAPTER I INTRODUCTION ................................................................................ 1 

1.1 Background .............................................................................................. 1 

1.2 Research Questions ................................................................................ 11 

1.3 Research Objectives ............................................................................... 12 

1.4 Research Benefit .................................................................................... 12 

1.5 Systematics of Discussion ..................................................................... 14 

CHAPTER II LITERATURE REVIEW ................................................................ 17 

2.1 Theoretical Foundations ........................................................................ 17 

2.1.1 Content Marketing ..................................................................... 19 

2.1.2 Influencer Marketing.................................................................. 21 

2.1.3 Social Media Engagement ......................................................... 23 

2.2 Previous Research .................................................................................. 25 

CHAPTER III CONCEPTUAL FRAMEWORK AND RESEARCH 

HYPOTHESES .......................................................................................................... 29 

3.1 Conceptual Framework .......................................................................... 29 

3.2 Research Hypotheses ............................................................................. 31 

3.2.1 The Effect of Content Marketing on Consumer Engagement .... 32 



 

xi 

3.2.2 The Effect of Influencer Marketing Strategy on Consumer 

Interaction .................................................................................. 32 

3.2.3 The Simultaneous Effect of Content Marketing and Influencer 

Marketing on Consumer Engagement........................................ 33 

CHAPTER IV RESEARCH METHODOLOGI .................................................... 35 

4.1 Scope of Research .................................................................................. 35 

4.2 Research Location and Time ................................................................. 36 

4.3 Type of Research ................................................................................... 36 

4.4 Unit of Analysis ..................................................................................... 37 

4.5 Populasi dan Sampel .............................................................................. 38 

4.6 Variables and Operational Definitions .................................................. 39 

4.7 Data Collection Technique .................................................................... 40 

4.8 Data Collection Technique .................................................................... 41 

4.8.1 Descriptive Statistical Analysis ................................................. 42 

4.8.2 Instrument Testing ..................................................................... 43 

4.8.3 Model Feasibility Test ............................................................... 47 

4.8.4 F-Test (Simultaneous Test) ........................................................ 47 

4.8.5 Multiple Linear Regression Analysis ......................................... 47 

4.8.6 Hypothesis Testing  (t-Test) ....................................................... 48 

CHAPTER V RESEARCH RESULTS AND ANALYSIS .................................... 50 

5.1 Overview of Tokopedia ......................................................................... 50 

5.1.1 Respondent Characteristics ........................................................ 51 

5.1.2 Content Marketing (X1) ............................................................. 55 

5.1.3 Influencer Marketing (X2) ......................................................... 57 

5.1.4 Social Media Engagement (X2) ................................................. 58 

5.1.5 Research Instrument Testing ...................................................... 59 

5.1.6 Classical Assumption Test ......................................................... 62 

5.1.7 Model Fit Test ............................................................................ 67 

5.1.8 Coefficient of Determination (R²) .............................................. 67 

5.1.9 Multiple Linear Regression Analysis ......................................... 68 


