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BAB 5 

KESIMPULAN DAN SARAN 

 

5.1 Kesimpulan  

Kinerja customer engagement pada lima akun kosmetik masih rendah. Dari 1.005 

konten post yang dianalisis selama enam bulan, hanya 2,39% nya yang memiliki 

engagement rate yang sukses atau sebanyak 24 konten. Akun @somethincofficial 

memiliki kinerja customer engagement yang baik dibandingkan akun lain, di mana 

dalam satu post akun @somethincoffifial mendapatkan rata-rata likes sebesar 6.884 

likes dan rata-rata comment sebesar 1.205 comments. 

Peneliti menggunakan empat indikator dalam tipe konten, yaitu 

informational, entertainment, remuneration, dan social. Berdasarkan hasil analisis 

dan pembahasan yang telah dilakukan, peneliti menemukan bahwa ada tiga tipe 

konten yang dapat meningkatkan customer engagement, yaitu:  

1. Konten informational seperti foto produk yang berkualitas dan detail 

produk yang disampaikan dengan jelas serta mudah dimengerti. 

2. Konten entertainment seperti meme dan penggunaan foto selebriti. 

3. Konten remuneration seperti giveaway yang diadakan di momen-momen 

spesial. 

 

5.2 Saran  

Berdasarkan hasil penelitian ini, peneliti menemukan beberapa saran yang dapat 

digunakan sebagai masukan bagi beberapa pihak antara lain: 

 

5.2.1 Bagi Perusahaan 

Saran yang dapat diberikan untuk industri kosmetik dalam membuat konten adalah 

sebagai berikut: 

1. Membuat content strategy untuk menentukan topik, kebutuhan dan tujuan 

dari konten tersebut kepada audiens agar mencapai target. 

2. Membuat content planning untuk merencanakan konten, mulai dari ide 

konten atau jenis konten apa yg akan dipakai sesuai dengan tujuannya. 

Dimana sesuai dengan hasil penelitian, perusahaan dapat 



 

 
 

92 

mengkombinasikan konten informational, entertainment dan remuneration. 

Seperti foto produk dengan selebriti dan menggunakan momen-momen 

spesial seperti tren yang sedang viral yang dikemas dengan konten hiburan 

namun dikaitkan dengan promosi produk. 

3. Membuat content design yang sesuai dengan karakteristik merek tersebut. 

Memperhatikan desain konten mulai dari warna, font dan estetika agar 

menarik perhatian audiens untuk mengetahui informasi di dalam sebuah 

desain dan juga dapat memudahkan audiens dalam mengolah informasi.  

4. Konten di distribusikan ke media sosial dengan caption yang menarik dan 

menambahkan unsur Call To Action (CTA) agar mendorong audiens untuk 

melakukan tindakan dan hashtag untuk memudahkan audiens menemukan 

konten yang sudah dibuat. 

5. Setelah didistrubiskan, konten dianalisis untuk melihat hal apa saja yang 

mempengaruhi dan tidak dari sebuah konten. 

 

5.2.2 Bagi Pihak Lain 

Penelitian ini diharapkan dapat dikembangkan lagi pada industri yang berbeda 

selain produk kosmetik dengan ruang lingkup yang lebih luas. Selain itu, 

penggunaan variabel yang diteliti dapat ditambah maupun diubah sesuai objek 

penelitian di masa depan. 

 
  



 

 

DAFTAR PUSTAKA 

 
Ahmad, S. N., Musa, R., & Harum, M. (2015). The Impact of Social Media Content 

Marketing (SMCM) towards Brand Health. Science Direct. 

Alexander, M., & Jaakkola, E. (2015). Customer Engagement Behaviours and Value Co-

creation. ResearchGate; ResearchGate. 

https://www.researchgate.net/publication/299645432_Customer_Engagement_Be

haviours_and_Value_Co-creation 

Annisa, S. (2019). STUDI NETNOGRAFI PADA AKSI BEAT PLASTIC POLLUTION 

OLEH UNITED NATIONS ENVIRONMENT DI MEDIA SOSIAL 

INSTAGRAM. Jurnal ASPIKOM, 3(6), 1109. 

https://doi.org/10.24329/aspikom.v3i6.411 

Ariño, L. V. C., Flavian, C., & Sánchez, S. I. (2019, October). ANTECEDENTS OF 

CONSUMER INTENTION TO FOLLOW AND RECOMMEND AN INSTAGRAM 

ACCOUNT. ResearchGate; ResearchGate. 

https://www.researchgate.net/publication/336474621_ANTECEDENTS_OF_CO

NSUMER_INTENTION_TO_FOLLOW_AND_RECOMMEND_AN_INSTAG

RAM_ACCOUNT 

Bergel, M., Frank, P., & Brock, C. (2019). The role of customer engagement facets on the 

formation of attitude, loyalty and price perception. The Role of Customer 

Engagement Facets on the Abstract Formation of Attitude, Loyalty and Price 

Perception. https://doi.org/10.1108/JSM-01-2019-0024] 

Brodie, R. J., Hollebeek, L. D., Biljana Juric, & Ilic, A. (2011). Customer engagement: 

Conceptual domain, fundamental propositions, and implications for research. 

ResearchGate; SAGE Publications. 

https://www.researchgate.net/publication/285726483_Customer_engagement_Co

nceptual_domain_fundamental_propositions_and_implications_for_research 



 

 

Bronstein, J. (2013). Like me! Analyzing the 2012 presidential candidates’ Facebook pages. 

Online Information Review, 37(2), 173–192. https://doi.org/10.1108/oir-01-2013-

0002 

Cambra-Fierro, J., & Melero-Polo, I. (2017). Complaint-handling as antecedent of 

customer engagement: do consumer characteristics matter? Marketing Intelligence 

& Planning, 35(2), 277–295. https://doi.org/10.1108/mip-02-2016-0039 

Celuch, K. (2021). Original Article Hashtag usage and user engagement on Instagram: The 

case of #foodfestivals. Journal of Physical Education and Sport ®(JPES), 21, 966–

973. https://doi.org/10.7752/jpes.2021.s2120 

Chang, C. Y. (2014). Visualizing brand personality and personal branding: case analysis 

on Starbucks and Nike’s brand value co-creation on Instagram. [Thesis]. 

https://doi.org/10.17077/etd.8y3v071r 

Coelho, R. L. F., Oliveira, D. S. de, & Almeida, M. I. S. de. (2016). Does social media 

matter for post typology? Impact of post content on Facebook and Instagram 

metrics. Online Information Review, 40(4), 458–471. https://doi.org/10.1108/oir-

06-2015-0176 

Connell, C., Marciniak, R., Carey, L. I., & McColl, J. (2019). Customer engagement with 

websites: a transactional retail perspective. European Journal of Marketing, 53(9), 

1882–1904. https://doi.org/10.1108/ejm-10-2017-0649 

Cuevas-Molano, E., Matosas-López, L., & Bernal-Bravo, C. (2021). Factors Increasing 

Consumer Engagement of Branded Content in Instagram. IEEE Access, 9, 

143531–143548. https://doi.org/10.1109/ACCESS.2021.3121186 

Cvijikj, I. P., & Michahelles, F. (2013). Online engagement factors on Facebook brand 

pages. ResearchGate. https://doi.org/10.1007\/s13278-013-0098-8 

de Vries, L., Gensler, S., & Leeflang, P. S. H. (2012). Popularity of Brand Posts on Brand 

Fan Pages: An Investigation of the Effects of Social Media Marketing. Journal of 

Interactive Marketing, 26(2), 83–91. https://doi.org/10.1016/j.intmar.2012.01.003 



 

 

Dolan, R., Conduit, J., Frethey-Bentham, C., Fahy, J., & Goodman, S. (2019). Social media 

engagement behavior: A framework for engaging customers through social media 

content. European Journal of Marketing, 53(10), 2213–2243. 

https://doi.org/10.1108/ejm-03-2017-0182 

Gligor, D., & Bozkurt, S. (2021). The role of perceived social media agility in customer 

engagement. Journal of Research in Interactive Marketing, 15(1), 125–146. 

https://doi.org/10.1108/jrim-12-2019-0196 

Haidar, N. F., & Martadi. (2021). ANALISIS KONTEN VISUAL POST INSTAGRAM 

Riliv DALAM MEMBENTUK CUSTOMER ENGAGEMENT. Jurnal Barik, 

2(2), 121–134. 

Ibrahim, M. M., & Marpaung, N. N. (2021). Pengaruh Penilaian Kerja Terhadap 

Peningkatan Kinerja Pegawai Negeri Sipil. JURNAL PARAMETER, 6(2). 

Jaakonmäki, R., Müller, O., & vom Brocke, J. (2017). The Impact of Content, Context, and 

Creator on User Engagement in Social Media Marketing. Proceedings of the 50th 

Hawaii International Conference on System Sciences (2017). 

https://doi.org/10.24251/hicss.2017.136 

Ji, C., Mieiro, S., & Huang, G. (2021). How social media advertising features influence 

consumption and sharing intentions: the mediation of customer engagement. 

Journal of Research in Interactive Marketing, 16(1), 137–153. 

https://doi.org/10.1108/jrim-04-2020-0067 

Khac, D., Do, X., Rahman, K., & Robinson, L. (2019). Determinants of negative customer 

engagement behaviours. Determinants of Negative Customer Engagement 

Behaviours. https://doi.org/10.1108/JSM-02-2019-0050] 

Kritzinger, R., & Petzer, D. J. (2020). Motivational factors, customer engagement and 

loyalty in the South African mobile instant messaging environment: moderating 

effect of application usage. European Business Review, 33(4), 642–666. 

https://doi.org/10.1108/ebr-04-2020-0104 



 

 

Kusumasondjaja, S. (2019). Exploring the role of visual aesthetics and presentation 

modality in luxury fashion brand communication on Instagram | Emerald Insight. 

Journal of Fashion Marketing and Management: An International Journal. 

https://doi.org/10.1108\/JFMM 

Li, Y., & Xie, Y. (2019). Is a Picture Worth a Thousand Words? An Empirical Study of 

Image Content and Social Media Engagement. Journal of Marketing Research, 

57(1), 1–19. https://doi.org/10.1177/0022243719881113 

Luarn, P., Lin, Y.-F., & Chiu, Y.-P. (2015). Influence of Facebook brand-page posts on 

online engagement. Online Information Review, 39(4), 505–519. 

https://doi.org/10.1108/oir-01-2015-0029 

Luo, N., Wang, Y., Jin, C., Ni, Y., & Zhang, M. (2019). Effects of socialization interactions 

on customer engagement in online travel communities. Internet Research, 29(6), 

1509–1525. https://doi.org/10.1108/intr-08-2018-0354 

Mahayani, O., Aknuranda, I., & Kusyanti, A. (2019). Pengaruh Customer Engagement 

Melalui Media Sosial terhadap Kepercayaan Merek (Studi Kasus : Instagram 

Shopee). Jurnal Pengembangan Teknologi Informasi Dan Ilmu Komputer, 3(4), 

2548–2964. 

Moore, K., & McElroy, J. C. (2012). The influence of personality on Facebook usage, wall 

postings, and regret. Computers in Human Behavior, 28(1), 267–274. 

https://doi.org/10.1016/j.chb.2011.09.009 

Muntinga, D. G., Moorman, M., & Smit, E. G. (2011). Introducing COBRAs. International 

Journal of Advertising, 30(1), 13–46. https://doi.org/10.2501/ija-30-1-013-046 

Na, Y., & Kim, J. (2019). Sensibility and response keywords of users according to posting 

types of fashion Instagram: Focused on Koreans’ fashion brands | Emerald Insight. 

International Journal of Clothing Science and Technology. 

https://doi.org/10.1108\/IJCST 



 

 

Naqvi, M. H. A., Jiang, Y., & Naqvi, M. (2020). Generating customer engagement in 

electronic-brand communities: a stimulus–organism–response perspective. Asia 

Pacific Journal of Marketing and Logistics, 33(7), 1535–1555. 

https://doi.org/10.1108/apjml-01-2020-0053 

Naumanen, E. (2017). Celebrities of Instagram - What Type of Content Influences 

Followers’ Purchase Intentions and Engagement Rate? Aaltodoc.aalto.fi. 

https://aaltodoc.aalto.fi/handle/123456789/27277 

Naumann, K., Lay-Hwa Bowden, J., & Gabbott, M. (2017). Exploring customer 

engagement valences in the social services. Asia Pacific Journal of Marketing and 

Logistics, 29(4), 890–912. https://doi.org/10.1108/apjml-08-2016-0144 

Parihar, P., Dawra, J., & Sahay, V. (2019). The role of customer engagement in the 

involvement-loyalty link. Marketing Intelligence & Planning, 37(1), 66–79. 

https://doi.org/10.1108/mip-11-2017-0318 

Praude, V., & Skulme, R. (2015). Social Media Campaign Metrics in Latvia. Procedia - 

Social and Behavioral Sciences, 213, 628–634. 

https://doi.org/10.1016/j.sbspro.2015.11.462 

Rachmah, R. R., & Mayangsari, L. (2015). Online Engagement Factors on Instagram 

Local Fashion Brand Accounts | KnE Social Sciences. Knepublishing.com. 

https://knepublishing.com/index.php/KnE-Social/article/view/6618/12180#info 

Rosado-Pinto, F., & Loureiro, S. M. C. (2020). The growing complexity of customer 

engagement: a systematic review. EuroMed Journal of Business, 15(2), 167–203. 

https://doi.org/10.1108/emjb-10-2019-0126 

Ryhänen, H. (2019). Analysing Instagram Posts and Consumer Engagement [Thesis]. 

Santoso, A. P. (2017). Pengaruh konten Post Instagram terhadap Online Engagement: studi 

kasus pada lima merek pakaian wanita - ITS Repository. Its.ac.id. 

https://doi.org/https://repository.its.ac.id/2450/7/2813100040-Undergraduate-

Theses.pdf 



 

 

Segal, D. N. (2021). A Study on Impact of Social Media Engagement on Celebrity 

Credibility. International Journal for Research in Applied Science and 

Engineering Technology, 9(10), 1370–1395. 

https://doi.org/10.22214/ijraset.2021.38631 

So, K. K. F., King, C., & Sparks, B. (2014). Customer Engagement With Tourism Brands. 

Journal of Hospitality & Tourism Research, 38(3), 304–329. 

https://doi.org/10.1177/1096348012451456 

Thifalia, N., & Susanti, S. (2021). PRODUKSI KONTEN VISUAL DAN AUDIOVISUAL 

MEDIA SOSIAL LEMBAGA SENSOR FILM. Jurnal Common, 5(1). 

https://doi.org/https://doi.org/10.34010/common 

Tiago, T., Couto, J. P., Tiago, F., & Faria, S. D. (2021). FROM COMMENTS TO 

HASHTAGS STRATEGIES: ENHANCING CRUISE COMMUNICATION IN 

FACEBOOK AND TWITTER. TOURISMOS: AN INTERNATIONAL 

MULTIDISCIPLINARY JOURNAL of TOURISM, 12(3), 19–47. 

Ting, D. H., Abbasi, A. Z., & Ahmed, S. (2020). Examining the mediating role of social 

interactivity between customer engagement and brand loyalty. Asia Pacific 

Journal of Marketing and Logistics, 33(5), 1139–1158. 

https://doi.org/10.1108/apjml-10-2019-0576 

Vlachvei, A., Notta, O., & Koronaki, E. (2020). Effects of content characteristics on stages 

of customer engagement in social media: investigating European wine brands. 

Journal of Research in Interactive Marketing. https://doi.org/10.1108\/JRIM 

Wibisono, C., Tanimukti, I. P., Wardhono, V. J. W., & Anggawijaya, A. H. P. (2016). 

WHAT MAKES YOU LOVABLE: ANALYSIS OF FASHION BRAND 

INSTAGRAM POST IN INDONESIA. Global Marketing Conference Proceeding. 

https://doi.org/10.15444/gmc2016.02.02.04 

Wu, J., Chen, J., Chen, H., Dou, W., & Shao, D. (2019). What to say on social media and 

how Effects of communication style and function on online customer engagement 



 

 

in China. What to Say on Social Media and How Effects of Communication Style 

and Function on Online Customer Engagement in China. 

https://doi.org/10.1108/JSTP-11-2018-0243 

Wu, J., Chen, J., Chen, H., Dou, W., & Shao, D. (2019). What to say on social media and 

how Effects of communication style and function on online customer engagement 

in China. What to Say on Social Media and How Effects of Communication Style 

and Function on Online Customer Engagement in China. 

https://doi.org/10.1108/JSTP-11-2018-0243 

 

Buku 

Gunelius, S. (2011). 30-Minute Social Media Marketing : Step-By-Step Techniques To 

Spread The Word About Your Business Fast And Free. Mcgraw-Hill. 

Kotler, P., & Keller, K. L. (2016). Marketing Management (15th ed.). Pearson Education. 

Nasrullah, R. (2015). Media Sosial : perspektif komunikasi, budaya, dan sositeknologi. 

Perpustakaan Kementerian Pekerjaan Umum Dan Perumahan Rakyat; Simbiosa 

Rekatama Media. https://pustaka.pu.go.id/biblio/media-sosial-perspektif-

komunikasi-budaya-dan-sositeknologi/E2K85 

Pulizzi, J. (2013). Epic Content Marketing: How to Tell a Different Story, Break Through 

the Clutter, and Win More Customers by Marketing Less. 

Puntoadi, D. (2011). Menciptakan penjualan melalui Social Media. Elex Media 

Komputindo. 

S Sreejesh, Sanjay Mohapatra, & Anusree, M. R. (2014). Business Research Methods : an 

Applied Orientation. Springer International Publishing. 

Sekaran, U., & Bougie, R. (2016). Research methods for business: a skill-building 

approach (7th ed.). Chichester, West Sussex, United Kingdom John Wiley & Sons. 

 



 

 

Website 

Asosiasi Penyelenggara Jasa Internet Indonesia. (2019). Asosiasi Penyelenggara Jasa 

Internet Indonesia. Apjii.or.id. https://apjii.or.id/content/read/39/521/Laporan-

Survei-Internet-APJII-2019-2020-Q2 

eMarketer. (2016, February 23). Instagram Users in Indonesia Follow Fashion. 

Emarketer.com. https://www.emarketer.com/Article/Instagram-Users-Indonesia-

Follow-Fashion/1013618 

Instagram. (2022a). Instagram.com. https://www.instagram.com/dearmebeauty/ 

Instagram. (2022b). Instagram.com. https://www.instagram.com/eminacosmetics/ 

Instagram. (2022c). Instagram.com. https://www.instagram.com/luxcrime_id/ 

Instagram. (2022d). Instagram.com. https://www.instagram.com/makeoverid/ 

Instagram. (2022e). Instagram.com. https://www.instagram.com/somethincofficial/ 

Montells, L. (2018). What is Instagram Engagement rate and How to calculate it? 

Metricool. https://metricool.com/what-is-instagram-engagement-and-how-it-can-

help-you/ 

Pencarian - KBBI Daring. (2022). Kemdikbud.go.id. https://kbbi.kemdikbud.go.id/ 

Zimmerman, S. B. (2015). Instagram for Business: How to Brand Your Business and 

Build a Loyal Following. https://suebzimmerman.com/how-to-build-your-online-

brand-using-instagram/ 

 

  


	6031801195-Bagian 10
	6031801195-Bagian 11

