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ABSTRACT

Azrila Febriyan (2025). The Influence of Content Marketing, Influencer Marketing,
and Brand Experience on Customer Loyalty Mediated by Customer Engagement on
Tegoersapa Studio Social Media. Faculty of Economics and Business. Lambung
Mangkurat University. Advisor: M. Riza Firdaus.

This study aims to analyze: (1) The influence of content marketing on customer
engagement on Tegoersapa Studio social media, (2) The influence of influencer
marketing on customer engagement on Tegoersapa Studio social media, (3) The
influence of brand experience on customer engagement on Tegoersapa Studio
social media, (4) The influence of customer engagement on customer loyalty on
Tegoersapa Studio social media

This is a quantitative study conducted on Tegoersapa customers who have used the
photo service at least twice. The sampling technique used is purposive sampling,
with a sample size of 190 people. The analysis was conducted using SEM-PLS
SMARTA.

The results of the study indicate that content marketing has a significant effect on
customer engagement on Tegoersapa Studio's social media, influencer marketing
has a significant effect on customer engagement on Tegoersapa Studio's social
media, brand experience has a significant effect on customer engagement on
Tegoersapa Studio's social media, and customer engagement has a significant
effect on customer loyalty on Tegoersapa Studio's social media.

Keywords: Content Marketing, Influencer Marketing, Brand Experience, Customer
Engagement, Customer Loyalty.



ABSTRAK

Azrila Febriyan (2025). Pengaruh Content Marketing, Influencer marketing, dan
Brand experience Terhadap Customer Loyalty yang dimediasi oleh Customer
Engegement Pada Sosial Media Tegoersapa Studio. Fakultas Ekonomi dan Bisnis.
Universitas Lambung Mangkurat. Pembimbing: M. Riza Firdaus.

Penelitian ini bertujuan untuk mengalisis: (1) Pengaruh content marketing
terhadap customer engagement pada sosial media Tegoersapa Studio, (2) Pengaruh
Influencer marketing terhadap customer engagement pada sosial media Tegoersapa
Studio, (3) Pengaruh brand experience terhadap customer engagement pada sosial
media Tegoersapa Studio , (4) Pengaruh customer engagement terhadap customer
loyaty pada sosial media Tegoersapa Studio

Penelitian ini merupakan penelitian kuantitatif yang di lakukan pada
customer tegoersapa yang sudah menggunakan jasa layanan foto minimal 2 kali.
Teknik pengambilan sampel yang di gunakan adalah purposive sampling, dengan
jumlah sampel sebanyak 190 orang. Analisi dilakukan menggunakan SEM-PLS
SMARTA4.

Hasil penelitian menunjukkan bahwa content marketing berpengaruh
signifikan terhadap customer engagement pada sosial media Tegoersapa Studio,
influencer marketing berpengaruh signifikan terhadap customer engagement pada
sosial media Tegoersapa Studio, brand experience berpengaruh signifikan terhadap
customer engagement pada sosial media Tegoersapa Studio, customer ngagement
berpengaruh signifikan terhadap customer loyalty pada sosial media Tegoersapa
Studio

Kata Kunci: Content Marketing, Influencer marketing, Brand experience, Customer
engagement, Customer Loyalty.
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