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ABSTRAK

Media sosial, khususnya Tiktok, telah menjadi platform strategis bagi merek
untuk meningkatkan keterlibatan audiens melalui strategi content marketing.
Penelitian ini bertujuan untuk: (1) mengukur frekuensi dan persentase distribusi
jenis konten (informasional, komersial, transaksional, navigasional, hiburan)
berdasarkan strategi content marketing yang paling dominan pada unggahan video
Tiktok @omaga.donuts selama periode Januari 2024—Februari 2025, dan (2)
menganalisis secara kuantitatif kontribusi jenis konten (informasional, komersial,
transaksional, navigasional, hiburan) dalam strategi content marketing terhadap
social media engagement rate pada akun Tiktok @omaga.donuts. Penelitian ini
menggunakan pendekatan analisis isi kuantitatif dengan menganalisis 197
unggahan video dari akun Tiktok @omaga.donuts. Kategori konten yang dianalisis
mencakup konten informasional, komersial, transaksional, navigasional, dan
hiburan. Validitas instrumen diuji melalui uji validitas muka, dan uji reliabilitas
antar-coder dengan metode Holsti, dan dianalisis menggunakan analisis isi
deskriptif. Hasil penelitian menunjukkan distribusi jenis konten informasional
merupakan yang paling dominan (164 dari 197 unggahan 83,25%), dan kontribusi
jenis konten terhadap engagement rate tertinggi 9% vaitu jenis Hiburan (123 dari
197 unggahan 62,44%). Konten hiburan didominasi oleh karakteristik humor,
konten informasional didominasi olen nama tempat/deskripsi merek. Konten
komersial , navigasional, dan transaksional memiliki engagement rate lebih rendah
karena preferensi audiens Tiktok yang mengutamakan hiburan. Tumpang tindih
karakteristik, seperti humor dan deskripsi merek, meningkatkan relevansi dan
konsistensi, mendorong interaksi aktif seperti likes, comments, save, dan shares.
Berdasarkan pengukuran engagement rate akun Tiktok @omaga.donuts mampu
mencapal 19,38%, menunjukkan efektivitas strategi content marketing yang
memanfaatkan konten emosional dan informatif. Temuan ini diharapkan menjadi
panduan praktis bagi pelaku usaha kuliner lokal dalam merancang konten Tiktok
yang efektif untuk meningkatkan keterlibatan audiens.

Kata Kunci : Analisis Isi Kuantitatif, Tiktok, @omaga.donuts, Engagement Rate,
Konten Media Sosial
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ABSTRACT

Social media, particularly TikTok, has become a strategic platform for
brands to increase audience engagement through content marketing strategies. This
study aims to: (1) measure the frequency and percentage distribution of content
types (informational, commercial, transactional, navigational, entertainment)
based on the most dominant content marketing strategy in TikTok video posts
@omaga. donuts account during the period January 2024—February 2025, and (2)
quantitatively analyze the contribution of content types (informational, commercial,
transactional, navigational, entertainment) in content marketing strategies toward
social media engagement rates on the TikTok account @omaga.donuts. This study
employs a quantitative content analysis approach by analyzing 197 video posts
from the TikTok account @omaga.donuts. The content categories analyzed include
informational, commercial, transactional, navigational, and entertainment content.
The validity of the instrument was tested through face validity testing and inter-
coder reliability testing using the Holsti method, and analyzed using descriptive
content analysis. The results showed that informational content was the most
dominant type (164 out of 197 posts, 83.25%), and the type of content with the
highest contribution to the engagement rate (9%) was entertainment (123 out of
197 posts, 62.44%). Entertainment content is dominated by humorous
characteristics, while informational content is dominated by place names/brand
descriptions. Commercial, navigational, and transactional content have lower
engagement rates due to TikTok audiences' preference for entertainment.
Overlapping characteristics, such as humor and brand descriptions, enhance
relevance and consistency, driving active interactions like likes, comments, saves,
and shares. Based on engagement rate measurements, the TikTok account
@omaga.donuts achieved a 19.38% engagement rate, demonstrating the
effectiveness of a content marketing strategy that leverages emotional and
informative content. These findings are expected to serve as practical guidance for
local food businesses in designing effective TikTok content to enhance audience
engagement.

Keywords: Quantitative Content Analysis, Tiktok, @omaga.donuts, Engagement
Rate, Social Media Content
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