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PERANAN BRAND TRUST, CUSTOMER ENGAGEMENT, DAN
CONTENT CREDIBILITY PADA MEDIA SOSIAL
INSTAGRAM DALAM MENINGKATKAN PENJUALAN

PADA DEALER OTOMOTIF X

(Albertus Ferdy Berliano)

ABSTRAK

Industri otomotif Indonesia memiliki peranan penting dalam merefleksikan pertumbuhan ekonomi
nasional dimana pada tahun 2024 ini memiliki proyeksi yang sangat baik mengingat potensi
Indonesia pada sektor ini cukup besar. Fenomena COVID-19 sangat berdampak besar terhadap
industri otomotif sehingga banyak terobosan yang dilakukan pabrikan terkait dengan cara
pemasaran. Banyak adaptasi yang dilakukan seperti pemasaran B2C melalui media sosial.
Berdasarkan penelitian dan teori sebelumnya, Social Media Advertising diketahui dapat
meningkatkan minat pembelian pelanggan. Namun, terdapat perbedaan antara teori dan fakta di
lapangan. Meskipun banyak strategi pemasaran media sosial menghasilkan respons positif, namun
aktual penjualan tidak sebanding dengan ekspektasi perusahaan. Oleh karena itu, penelitian ini
bertujuan untuk mengevaluasi dampak dari aktivitas Social Media Advertising dalam meningkatkan
Purchase Intention pada dealer otomotif dengan melalui mediasi Brand Trust, Customer
Engagement, dan Content Credibility. Penelitian dilakukan dengan metode kuantitatif melalui
metode survei kepada pengikut Instagram diler X dengan jumlah 351 responden yang dilakukan
analisis. Hasil penelitian menunjukkan bahwa Social Media Advertising tidak berpengaruh positif
dan signifikan terhadap Purchase Intention secara langsung sehingga diperlukan adanya mediasi
pada beberapa variabel seperti Brand Trust, Customer Engagement, dan Content Credibility.
Implikasi pada penelitian ini diharapkan mampu menjadi masukan bagi diler X dalam menjalankan
kegiatan pemasaran media sosial.

Kata kunci: Social Media Advertising, Brand Trust, Customer Engagement,
Content Credibility, Purchase Intention
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THE ROLE OF BRAND TRUST, CUSTOMER ENGAGEMENT,
AND CONTENT CREDIBILITY ON INSTAGRAM SOCIAL
MEDIA IN INCREASING SALES AT X

AUTOMOTIVE DEALERSHIPS

(Albertus Ferdy Berliano)

ABSTRACT (English)

The automotive industry in Indonesia plays a crucial role in reflecting the national economic
growth, especially in 2024, with promising projections given Indonesia's significant potential in this
sector. The COVID-19 phenomenon has had a profound impact on the automotive industry, leading
manufacturers to innovate their marketing strategies. Many adaptations, such as B2C marketing
through social media, have been made. Based on previous research and theories, Social Media
Advertising is known to enhance customer purchase interest. However, there is a disparity between
theory and field facts. Despite many social media advertising strategies yielding positive responses,
actual sales do not meet company expectations. Therefore, this study aims to evaluate the impact of
Social Media Advertising activities on increasing Purchase Intention at automotive dealerships
through the mediation of Brand Trust, Customer Engagement, and Content Credibility. The research
was conducted using a quantitative method through a survey among 351 respondents who are
Instagram followers of dealer X. The results indicate that Social Media Advertising does not have a
direct positive and significant effect on Purchase Intention, thus requiring mediation through
several variables such as Brand Trust, Customer Engagement, and Content Credibility. The
implications of this study are expected to provide insights for dealer X in their social media
marketing activities.

Keywords: Social Media Advertising, Brand Trust, Customer Engagement,
Content Credibility, Purchase Intention
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