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ABSTRAK 

Di tengah persaingan bisnis digital yang semakin kompetitif, strategi content 

marketing menjadi hal penting bagi brand untuk menarik perhatian dan 

membangun keterlibatan konsumen. Penelitian ini bertujuan untuk mengeksplorasi 

strategi content marketing yang diterapkan oleh Toko Kaos Polos Jagra.id melalui 

akun Instagram @jagra.id dalam upaya meningkatkan customer engagement. 

Menggunakan pendekatan studi kasus kualitatif, data diperoleh melalui wawancara 

mendalam, observasi konten Instagram, dan dokumentasi selama periode 

penelitian. Hasil penelitian menunjukkan bahwa strategi content marketing Jagra 

disusun secara sistematis melalui delapan tahapan: menentukan tujuan, pemetaan 

target audiens, perencanaan ide konten, produksi konten, distribusi, amplifikasi, 

evaluasi, dan perbaikan strategi. Seluruh tahapan ini diintegrasikan ke dalam model 

AISAS (Attention, Interest, Search, Action, Share), yang terbukti mampu 

mengarahkan audiens dari sekadar terpapar konten hingga melakukan tindakan 

nyata. Misalnya, konten reels dengan jenis komedi didukung dengan kualitas visual 

mampu menarik perhatian audiens, sementara konten edukatif dan informatif 

membantu audiens untuk mencari tahu lebih lanjut dan melakukan pembelian. 

Lebih lanjut, content marketing Jagra berhasil membangun customer engagement 

dalam tiga dimensi: Kognitif, ketika audiens menunjukkan minat dan keingintahuan 

terhadap produk; Emosional, saat konten menghibur dan relevan menimbulkan rasa 

kedekatan; Perilaku, melalui tindakan menyukai, membagikan, atau membeli 

produk setelah melihat konten. Keberhasilan strategi ini juga ditunjang oleh 

kemampuan Jagra dalam membaca tren digital dan menyesuaikan gaya komunikasi 

dengan karakteristik anak muda yang menjadi target utama. Temuan ini 

menegaskan bahwa strategi content marketing yang terarah, relevan, dan 

berlandaskan pada pola interaksi digital mampu meningkatkan customer 

engagement secara berkelanjutan dan memperkuat posisi brand di media sosial. 

Kata Kunci: AISAS, Content marketing, customer engagement, Instagram. 
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ABSTRACT 

This Amid the increasingly competitive landscape of digital business, content 

marketing strategies have become essential for brands to attract attention and build 

consumer engagement. This study aims to explore the content marketing strategy 

implemented by the plain T-shirt store Jagra.id through its Instagram account 

@jagra.id in an effort to enhance customer engagement. Using a qualitative case 

study approach, data were collected through in-depth interviews, observation of 

Instagram content, and documentation during the research period.The findings 

reveal that Jagra's content marketing strategy is systematically structured through 

eight stages: determining objectives, audience targeting, content ideation and 

planning, content production, distribution, amplification, evaluation, and strategy 

refinement. All of these stages are integrated into the AISAS model (Attention, 

Interest, Search, Action, Share), which effectively guides the audience from mere 

content exposure to actual action. For example, comedic Reels content supported 

by strong visual quality successfully captures audience attention, while educational 

and informative content helps the audience seek further information and make 

purchases.Furthermore, Jagra’s content marketing strategy effectively builds 

customer engagement across three dimensions: Cognitive, when the audience 

shows interest and curiosity about the product; Emotional, when entertaining and 

relevant content fosters a sense of closeness; and Behavioral, through actions such 

as liking, sharing, or purchasing products after viewing the content. The success of 

this strategy is also supported by Jagra’s ability to read digital trends and adapt 

its communication style to suit the characteristics of young people, who are its 

primary target audience. These findings affirm that a well-directed, relevant 

content marketing strategy grounded in patterns of digital interaction can 

sustainably enhance customer engagement and strengthen brand positioning on 

social media. 

Keywords: AISAS, Content marketing, customer engagement, Instagram.


