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Abstract 

The implementation of the content marketing strategy at Business “Kopi 1000 Nurhidayah” in building customer 
engagement. This research used a qualitative method with data collection techniques through observation and the 
distribution of questionnaires to the followers of the SMEs Instagram account. The results of the study indicate that the 
implementation of the content marketing strategy through content idea development, copywriting, editing, and the use 
of relevant captions and hashtags successfully increased customer interaction on social media. The number of followers 
and sales increased significantly after the implementation of this strategy. The study concludes that content marketing 
is effective in increasing customer engagement and driving sales growth at Micro and Small Enterprises.  
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1. Introduction

The marketing concept has undergone significant changes, from focusing on products (Marketing 1.0) to being more 
customer-oriented (Marketing 2.0) to being cantered on human values (Marketing 3.0). Technological advances are 
bringing the economy towards digital, creating Marketing 4.0 (11). Social media has now become an important part of 
life, beyond its function as a communication platform for building networks and influencing public opinion (1] [2]  The 
development of internet networks throughout the country has also increased people's access to the internet [3]. 

The number of social media users in Indonesia which is in line with increasing internet access. Based on Central Bureau 
of Statistics data, the percentage of the population accessing the internet rose from 57.33% in 2017 to 82.07% in 2021. 
This was driven by the ease of internet access through various media, such as wifi, public facilities and cell phones. The 
increasing trend in the use of social media has also made it an effective marketing tool, because it is more measurable 
and has a quick impact in attracting consumer interest in products or services [4]. 

Content marketing is a strategy for attracting new audiences and introducing business, as well as turning audiences into 
loyal customers [5]. Additionally, content marketing helps companies collect valuable data that can be used to tailor 
content to be more relevant to audience needs, thereby increasing campaign effectiveness. Appropriate content helps 
build customer engagement, which functions as a long-term investment for the company through customer 

engagement value. Thus, customer engagement not only strengthens the relationship with the audience, but also 
strengthens the company's overall content marketing strategy. 

In this context, content marketing is a strategy designed to attract the attention of a new audience with the goal of 
introducing an established business. Once the audience becomes familiar with the business, content marketing aims to 
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encourage them to transition into customers and to ensure that those who have already made purchases remain loyal 
to the company’s products [6]. 

Business “Kopi 1000 Nurhidayah” is an SMEs that focuses on coffee products and faces the challenge of differentiating 
itself from competitors. Through content marketing strategies, they strive to introduce products, educate customers 
about coffee, and build emotional connections with their audience to increase customer engagement. The Instagram 
account @sentrakopitoraja has 140 followers with 29 posts, but activity is still minimal. Therefore, the content 
marketing strategy implementation plan aims to increase customer engagement and expand brand recognition in the 
digital world. This research focuses on how Content Marketing strategies can build brand awareness, increase Customer 
Engagement, and encourage conversions, with the hope of creating informative, relevant content, and building customer 
loyalty.  

2. Literature Review 

2.1. Digital Marketing 

Digital Marketing is an application of the internet and is related to digital technology which is connected to traditional 
communication to achieve marketing goals [7]. Some examples of online platforms that are used by marketers to 
promote their products and interact with potential consumers include websites, blogs and social media (such as 
Instagram, WhatsApp, Line and others) [8]. 

2.2. Content Marketing 

One of the important aspects of content marketing is the ability to attract attention with relevant, informative and 
interesting content, so that brands can win the attention of their audience [9]. A content marketing strategy should be 
based on a deep understanding of the needs of the target audience. In addition, content marketing also aims to build 
trust by providing accurate and transparent information, which can strengthen customer relationships and loyalty [10]. 
Thus, the media obtained by the company is the exposure gained through word of mouth. If the company’s quality is 
very high, people will usually make it go viral through social media and communities. Media exposure can also result 
from strong public relations and media efforts, creating what is known as word of mouth [11]. The Content Marketing 
indicators according to include: (1) Reader Cognition: The audience’s ability to understand content in various forms 
(visual, audio, kinaesthetic interaction), (2) Sharing Motivation: The audience's motivation to share content to enhance 
self-image and expand their network, (3) Persuasion: The company's ability to attract the audience to try their products 
or services, and (4) Decision Making: The influence of content on audience decisions, supported by trust, facts, emotions, 
and efficiency [12]. 

2.3. Planning Strategy for Compiling Content Marketing 

Basically, Content Marketing involves the process of creating and distributing content. Effective implementation of 
Content Marketing requires marketers to produce original content within the company, or utilize external company 
sources. Marketers must also understand the distribution channels that will be used to distribute the content. 

Based on the view, the following are the main steps in Content Marketing planning [11]. Here is a summary of the 
sentences you provided are: (1) Setting Goals: It is important for marketers to determine clear goals before content 
production, according to business targets and have evaluation indicators. The main goal of Content Marketing is to 
increase sales and strengthen the brand, including awareness, association, and brand loyalty, (2) Audience Mapping: 
After setting goals, marketers must define the target audience specifically to create more relevant content, (3) Content 
Planning and Ideation: Composing content ideas and planning with the right themes, formats, and narratives for the 
success of the campaign, (4) Content Production. Content production requires dedication of time and cost, as well as full 
commitment from marketers, (5) Content Distribution: Marketers need an effective distribution strategy so that content 
can reach audiences through owned, paid, and earned media, and (6) Content Marketing Development: Content 
Marketing allows monitoring performance based on themes, formats, and distribution channels. Marketers need to 
develop content regularly and choose the right types of content, such as videos, images, and infographics [13]. 

2.4. Costumer Engagement 

Customer Engagement is the process of developing a customer portfolio consisting of high-value customer groups and 
maintaining ongoing relationships with them [14]. Customer Engagement occurs when internet users interact or 
collaborate with brands, companies, or fellow users. This involves an emotional and intellectual connection with the 
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user. Marketers engage users by persuading them to participate in the content or media provided, both online and 
offline.  

Customer Engagement is a strategic effort to create, build, and strengthen relationships with customers, which is key to 
maintaining future business performance [15]. Customer Engagement is a development of relationship marketing, 
because relationship marketing focuses more on exchange transactions between consumers and service providers. In 
contrast, customer engagement focuses more on consumer experience, thus creating an emotional connection [16]. 
There are three main indicators of customer engagement: (1) Multimedia Content: Engaging content that appeals to 
users' senses, such as status updates, photos, videos, and links, (2) Product Description: Detailed information about the 
product, including its description, and (3) Entertainment: Entertaining content, such as memes, that attracts audiences 
to the company’s website or social media [17]. 

3. Methodology 

In this research, the type of research used is qualitative, where this research aims to understand the phenomena 
experienced by research subjects, such as behavior, perceptions, motivations and actions, as a whole. This research was 
carried out in August 2024. This research was carried out at cf. This research focuses on activities in preparing the 
Content Marketing strategy implemented by the Business “Kopi 1000 Nurhidayah” as well as the forms of Customer 
Engagement from these SMEs. The data source used in this research is primary data obtained directly from the first 
source through questionnaires and observation instruments. Descriptive analysis technique is a method used to analyze 
data by describing or describing the data that has been collected. This method aims to present clear and structured 
information regarding the characteristics of a phenomenon or event being studied. 

4. Results And Discussion 

4.1.  Implementation of Content Marketing Strategy 

The implementation results of the strategies that have been implemented can be seen as follows: 

4.1.1. Content ideas 

The initial stage of creating content marketing is to develop content ideas that are relevant and interesting, tailored to 
business goals, characteristics of the target market, and the uniqueness of the Business “Kopi 1000 Nurhidayah” 
product. The main focus is customer education about types of coffee and their health benefits. These ideas are packaged 
in formats such as single images, carousels and videos to build customer engagement. The implementation is shown in 
the image below. 

 

Figure 1 Application of content marketing to the Business “Kopi 1000 Nurhidayah” 

Figure 1 shows several types of digital marketing content for coffee products, such as Reels, Carousel, and Single Image. 
Reels consist of short videos that highlight users' reactions after trying coffee, utilizing elements of humour to attract 
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viewers' attention. This strategy is designed to make the product easier to remember and give a pleasant impression, 
thereby increasing interaction with the audience. 

4.1.2. Copywriting 

At this stage, copywriting aims to produce interesting and effective text that is in line with the “Kopi 1000 Nurhidayah” 
brand identity. Each word is carefully chosen to highlight the uniqueness of the product, attract the audience, and 
increase customer engagement through social media and product descriptions in simple and relevant language. An 
example of its application is as shown in this image 

 

Figure 2 Application of Copywriting 

The image above introduces the product "Bland Ground Coffee" from a mixture of Arabica (70%) and Robusta (30%) 
coffee beans from Tana Toraja. Product descriptions highlight aspects of locality and authenticity of ingredients to 
create an emotional bond with consumers. The use of simple language makes it easier for the audience to understand 
the quality of the product and encourages them to try and share their experiences on social media. This copywriting 
approach not only offers quality coffee, but also presents stories that are relevant to audience Business “Kopi 1000 
Nurhidayah”. 

4.1.3. Editing 

At this stage, the content that has been created, such as text, images and videos, will go through an editing process to 
ensure that it appears attractive, informative, relevant and in accordance with the values of Business “Kopi 1000 
Nurhidayah”. This process includes checking language style, sentence structure, and appropriateness of communication 
tone, as well as aligning image and video quality. Edited content is ready to publish to attract attention and increase 
customer engagement. 

4.1.4. Caption & Hashtags 

Captions are an important element in the content marketing strategy at Business “Kopi 1000 Nurhidayah”, designed 
personally and communicatively to build relationships with the audience. Each caption reflects the uniqueness of the 
coffee product, educates the audience, and invites interaction through invitations or questions. An example of its use is 
as shown in the image below 
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Figure 3 Application of Captions & Hashtags 

In the picture above, the use of simple and effective language is prioritized so that the message is easy to understand. In 
addition, the selection of relevant hashtags, such as #kopiToraja, #CitaRasaNusantara and #kopi1000Nurhidayah, aims 
to expand reach and attract audiences interested in local products, increasing content engagement on social media. 

4.1.5. Publish 

After the content has been created, the next step is to publish it on social media at the right time and frequency, and use 
interesting captions and hashtags. Performance is monitored to measure results such as likes, shares and comments, to 
increase customer engagement and improve content strategy. 

4.2. Impact of implementing content marketing 

The implementation of the content marketing strategy at Business “Kopi 1000 Nurhidayah” has had a significant 
positive impact, especially in increasing brand awareness, expanding the audience, and encouraging increased sales. 

4.2.1. Increasing the number of followers and interactions on Instagram 

As a result of implementing a consistent content marketing strategy, the Business “Kopi 1000 Nurhidayah”. Instagram 
account showed a significant increase in the number of followers. This is also accompanied by increased interaction 
from the audience, which includes likes, comments and sharing content. The following graph shows the trend of 
increasing the number of followers along with increasingly active engagement on Instagram. 

 

Figure 4 Increase in the Number of Followers 
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One of the impacts of implementing content marketing at Business “Kopi 1000 Nurhidayah” is the increase in the 
number of Instagram followers, from initially 140 to 683. This growth occurred because the content presented was not 
only informative but also entertaining and appropriate to the target audience. Posts in the form of product photos, 
quotes, quizzes and memes have succeeded in attracting the interest of new users. 

 

Figure 5 Number of Interactions 

Implementing a content marketing strategy at Business “Kopi 1000 Nurhidayah” has been proven to increase 
interaction and engagement on social media, especially on Instagram. The number of followers increased from 140 to 
636, with various interesting content, such as quotes, quizzes, memes and product information. 

• Content Type: Content is published in single picture, carousel and reels formats according to the topic. 
Wednesday's memes generated 146 engagements, and "To Jolo" reels reached 117, demonstrating the 
effectiveness of content variety. 

• Engagement: Informative content such as quotes and quizzes get the highest response. For example, quotes on 
Monday achieved 162 likes and total engagement of 168, while quizzes on Tuesday received 121 likes and 
engagement of 126. 

• Time and Frequency of Publication: Consistently posting content every Monday to Friday at 10:00-11:00 is 
successful in maintaining audience interest and engagement. 

Overall, this data shows that the content marketing strategy implemented by Business “Kopi 1000 Nurhidayah” is very 
effective in building customer engagement. With a variety of content, consistent publications and relevant topics, this 
MSME is able to significantly increase reach and interaction with the audience on social media platforms. 

4.2.2. Increased number of sales 

An effective content marketing strategy at Business “Kopi 1000 Nurhidayah” has succeeded in increasing engagement 
and sales. Content that highlights unique Flavors and testimonials on social media strengthens the trust of potential 
buyers, encouraging more people to try the product. The increase in monthly sales can be seen in the following graph. 
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Figure 6 Total of Sales at Business “Kopi 1000 Nurhidayah” 

In the period April to July, Sentra Kopi Toraja has not implemented a content marketing strategy, but sales still show a 
stable trend even without a significant increase. In August, after implementing the content marketing strategy, sales 
increased sharply to IDR 8,320,000, showing the positive impact of content marketing in attracting consumers and 
increasing their engagement. This strategy has proven effective in driving sales and has the potential to become a 
sustainable move. 

The implementation of content marketing strategy in building customer engagement in Business “Kopi 1000 
Nurhidayah” has a positive impact on this strategy which attracts attention and increases customer interaction, in line 
with Kotler & Keller's (2016) view on the importance of engagement in digital marketing. In the early stages, Business 
“Kopi 1000 Nurhidayah” focused on developing content ideas that were not only informative, but also relevant to the 
audience.  

5. Conclusion 

The implementation of Content Marketing strategies at Business “Kopi 1000 Nurhidayah” has proven to be effective in 
building customer engagement. This is demonstrated by increased interaction on social media, both in the form of likes, 
comments and shares, as well as an increase in the number of followers on Instagram accounts. Apart from that, this 
strategy has also succeeded in strengthening the relationship between brands and consumers, which can be seen from 
increased brand loyalty and awareness. This positive impact is also reflected in increased product sales, which shows 
that the Content Marketing strategy is not only able to attract consumers' attention but also encourage them to make 
purchases.  
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