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PENGARUH CONTENT MARKETING AKUN INSTAGRAM
@CAMILLE.BEAUTY TERHADAP PURCHASE
INTENTION CAMILLE BEAUTY MELALUI
BRAND IMAGE

(Lysda Adinda Zahara)

ABSTRAK

Camille Beauty merupakan salah satu brand kecantikan baru asal Indonesia yang
dimiliki oleh wirausahawan muda bernama Nadya Shavira. Brand kecantikan
tersebut melakukan pemasaran produknya melalui pembuatan konten di media
sosial Instagram dengan nama akun @camille.beauty. Camille Beauty
mendistribusikan konten produknya secara informatif yang dapat membentuk
brand image. Melalui pengemasan konten tersebut, Camille Beauty berusaha
membentuk image positif dan mendorong adanya minat beli. Penelitian ini ingin
mengetahui apakah brand image mampu memediasi pengaruh content marketing
terhadap purchase intention. Konsep yang digunakan dalam penelitian yaitu
content marketing, brand image, dan purchase intention. Penelitian ini juga
menggunakan pendekatan kuantitatif dengan sifat eksplanatif dan pengumpulan
data dilakukan menggunakan kuesioner online yang disebarkan kepada 300
responden berupa followers akun Instagram @camille.beauty dengan teknik
purposive sampling. Metode analisa yang digunakan adalah path analysis. Hasil
dari penelitian menunjukkan bahwa brand image mampu memediasi pengaruh
content marketing terhadap purchase intention sebesar 34,2% secara signifikan
dan content marketing berpengaruh secara signifikan terhadap brand image dan
purchase intention.

Kata kunci: brand image, content marketing, Camille Beauty, purchase
intention
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INFLUENCE OF CONTENT MARKETING INSTAGRAM
ACCOUNT @CAMILLE.BEAUTY ON PURCHASE
INTENTION CAMILLE BEAUTY THROUGH
BRAND IMAGE

(Lysda Adinda Zahara)
ABSTRACT

Camille Beauty is a new beauty brand from Indonesia owned by a young
entrepreneur named Nadya Shavira. The beauty brand is marketing its
products through creating content on Instagram social media with the
account name @camille.beauty. Camille Beauty distributes its product
content in an informative manner that can form a brand image. Through this
content packaging, Camille Beauty tries to form a positive image and
encourage buying interest. This study wants to know whether brand image is
able to mediate the effect of content marketing on purchase intention. The
concepts used in the research are content marketing, brand image, and
purchase intention. This study also uses a quantitative approach with an
explanatory nature and data collection is carried out using an online
questionnaire distributed to 300 respondents in the form of followers of the
Instagram account @camille.beauty with purposive sampling technique. The
analytical method used is path analysis. The results of the study indicate that
brand image is able to mediate the effect of content marketing on purchase
intention by 34.2% significantly and content marketing has a significant effect
on brand image and purchase intention.

Keywords: brand image, content marketing, Camille Beauty, purchase
intention
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