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ABSTRACT 
This research aims to explore the effectiveness of content marketing in building brand 

branding and loyalty in the digital era. With increasing competition in the global market, companies 

need to adopt innovative marketing strategies to attract consumers' attention. Content marketing, 

which involves creating and distributing relevant and engaging content, has been proven to increase 

consumer engagement and strengthen brand image. Through a qualitative approach, this study 

analyzes the various content marketing strategies implemented by local brands and their impact on 

consumer loyalty. The results of the study show that content that is of high quality and in accordance 

with consumer preferences can significantly increase brand loyalty. Additionally, the use of social 

media as a content marketing platform provides a significant competitive advantage for brands. This 

research is expected to provide valuable insights for marketing practitioners and academics in 

designing more effective content marketing strategies in the digital age. 
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1. INTRODUCTION 
In the increasingly growing digital era, the effectiveness of content marketing in building 

branding and brand loyalty is becoming increasingly important. Content marketing, or content 

marketing, is a strategy that focuses on creating and distributing relevant and valuable content to 

attract and retain a clear audience. In this context, companies not only strive to sell products, but also 

to build strong relationships with consumers through the content they present. This is in line with 

research showing that content marketing can increase consumer engagement, trust, and brand value.   

(Hollebeek & Macky, 2019). 

One of the key aspects of content marketing is its ability to create deeper consumer 

engagement. Bowden and Mirzaei explain that consumer engagement with brand content can be built 

through online brand communities and digital content marketing initiatives. This engagement is not 

only cognitive, but also emotional and social, which contributes to brand loyalty. By creating 

engaging and relevant content, brands can build stronger connections with consumers, which in turn 

can increase their loyalty to the brand.   (Bowden & Mirzaei, 2020)  

In addition, content marketing also plays an important role in building consumer trust. In 

research conducted by Hollebeek and Macky, it was explained that digital content marketing can 

help in creating trust and value for consumers, which is crucial in building long-term relationships 

between brands and consumers. By presenting informative and useful content, brands can 

demonstrate their commitment to meeting consumer needs, thereby increasing their trust in the brand.   

(Hollebeek & Macky, 2019)  

In the context of digital marketing, the use of social media as a channel to disseminate 

content is also very significant. Research by Ansari et al. shows that content marketing on social 
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media has a moderately positive relationship with consumer purchase decisions. This suggests that 

the content presented on social media platforms can influence consumer behavior and encourage 

them to make purchases. Thus, an effective content marketing strategy on social media can contribute 

to increased sales and brand loyalty.   (Ansari et al., 2019)  

The importance of content marketing is also seen in the context of micro, small, and medium 

enterprises (MSMEs). Harto noted that many MSMEs in Bandung have adopted effective social 

media marketing strategies, which have increased online visibility and interaction with customers. 

By utilizing information technology and social media platforms, MSMEs can reach a wider audience 

and build better relationships with consumers. This shows that content marketing is not only 

beneficial for large companies, but also for MSMEs who want to compete in the digital market.   

(Budi Harto et al., 2023)  

Furthermore, content marketing can also increase brand awareness. Lou and Xie argue that 

digital content marketing can improve consumer experience and brand loyalty through content that 

is social and entertaining. By creating a positive experience for consumers, brands can increase brand 

awareness and recognition, which is especially important in today's competitive market. Brands that 

are able to create engaging and relevant content will be easier for consumers to remember, thus 

increasing their chances of being selected when consumers make a purchase.   (Lou & Xie, 2021)  

In this context, it's important to understand that content marketing isn't just about selling 

products, it's also about building strong relationships with consumers. Doroschuk and Staroverova 

explain that media branding involves promoting a brand through the distribution of relevant and 

engaging content. By understanding their audience and creating content that suits consumers' needs 

and wants, brands can build stronger loyalty and improve their position in the market.   (Doroschuk 

& Staroverova, 2019)  

In addition, content marketing can also help brands differentiate themselves from 

competitors. In a saturated market, brands that are able to present unique and engaging content will 

find it easier to attract consumers' attention. Setiawan points out that the right marketing strategy can 

make customers more interested in the products offered, which in turn can increase consumer loyalty 

to the brand. As such, effective content marketing can be a powerful tool for building a strong brand 

identity and increasing consumer loyalty.   (Fuad Alfaridzi Setiawan & Heida Ifkari Safitri, 2023)  

In this digital era, consumers have greater access to information and product choices. 

Therefore, brands must be able to adapt to these changes and utilize content marketing as a strategy 

to reach and engage consumers. Research by Mohammad shows that content marketing on platforms 

like Instagram can increase consumer trust in food and beverage businesses. This shows that effective 

content marketing can help brands to build a good reputation in the eyes of consumers.   (Mohammad, 

2020)  

Furthermore, it is important to note that content marketing can also serve as a tool for 

consumer education. By providing useful and relevant information, brands can assist consumers in 

making better decisions. This is in line with the goal of content marketing which is not only to sell, 

but also to provide added value for consumers. Thus, brands that are able to present educational 

content will be more appreciated by consumers and can build stronger loyalty. 

In conclusion, the effectiveness of content marketing in building branding and brand loyalty 

in the digital era is very clear. By creating relevant, engaging, and useful content, brands can increase 

consumer engagement, build trust, and increase brand awareness. Additionally, content marketing 

can also help brands to differentiate themselves from competitors and build strong relationships with 

consumers. Therefore, companies must prioritize content marketing strategies in their efforts to 

compete in an increasingly competitive digital market. 
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2. RESEARCH METHOD 

The research method used in this study aims to evaluate the effectiveness of content 

marketing in building brand branding and loyalty in the digital era. This study adopts a quantitative 

approach that allows for systematic and analytical data collection. In this context, we will describe 

in detail the steps taken in this study, including the research design, population and sample, data 

collection techniques, and data analysis. 

First, the research design used is a survey. Surveys are an effective method of collecting data 

from large amounts of respondents. In this study, we used questionnaires as the main instrument to 

collect data. The questionnaire is designed to measure a wide range of variables related to content 

marketing, branding, and brand loyalty. Each question in the questionnaire is carefully formulated to 

ensure that the data obtained is relevant and reliable.(Fuad Alfaridzi Setiawan & Heida Ifkari Safitri, 

2023)  

The population in this study consists of consumers who have been exposed to content 

marketing from various brands in different sectors, such as beauty, food, and fashion. To determine 

the sample, we used a purposive sampling technique, where respondents were selected based on 

specific criteria, such as their experience with content marketing and loyalty to a particular brand. 

By using this technique, we hope to obtain more in-depth and relevant data.(Fuad Alfaridzi Setiawan 

& Heida Ifkari Safitri, 2023)  

Data collection was carried out through the distribution of online questionnaires. The 

questionnaire was disseminated through social media platforms and email, which allowed us to reach 

a wider audience. Before the questionnaire was distributed, we conducted a trial to ensure that all 

questions were clearly understood by respondents. This trial also helped us to identify and fix 

potential problems in the questionnaire. (Ansari et al., 2019)  

Once the data collection is complete, the next step is data analysis. The data obtained from 

the questionnaire was analyzed using statistical software. This analysis includes descriptive analysis 

to describe the characteristics of respondents, as well as inferential analysis to test established 

hypotheses. In this study, we will use linear regression to evaluate the relationship between content 

marketing, branding, and brand loyalty. (Hollebeek & Macky, 2019)  

One of the important aspects of data analysis is the validity and reliability of the instruments 

used. To ensure validity, we used a content validation technique, where experts in marketing and 

branding were asked to rate the questionnaire. Meanwhile, to measure reliability, we calculated 

Cronbach's alpha value, which indicates the internal consistency of the questionnaire. Values above 

0.7 are considered adequate to indicate good reliability. (Mohammad, 2020)  

In addition, we also considered respondents' demographic factors, such as age, gender, and 

education level, that may affect their perception of content marketing and brand loyalty. By analyzing 

this demographic data, we can identify patterns and trends that may exist in consumer responses to 

content marketing. (Budi Harto et al., 2023)  

In this study, we also identified several mediating variables that might influence the 

relationship between content marketing and brand loyalty. These variables include brand image and 

consumer trust. Using path analysis, we were able to evaluate the role of these mediating variables 

in the relationship under study.   (Fuad Alfaridzi Setiawan & Heida Ifkari Safitri, 2023)  

Furthermore, we also conduct a qualitative analysis to complement the quantitative data 

obtained. This qualitative analysis was conducted through in-depth interviews with several randomly 

selected respondents. This interview aims to dig deeper into their experiences and perceptions of 

content marketing and how it affects their loyalty to brands.   (Bowden & Mirzaei, 2020)  

The results of this qualitative analysis will provide additional insights that can enrich our 

understanding of the phenomenon being studied. By combining quantitative and qualitative data, we 
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hope to provide a more comprehensive picture of the effectiveness of content marketing in building 

branding and brand loyalty in the digital age. (Lou & Xie, 2021)  

Once all the analysis has been done, we will compile a research report that includes key 

findings, discussions, and recommendations for future marketing practices. This report will be 

compiled following strict academic guidelines, ensuring that all claims are supported by valid and 

reliable data. (Hollebeek & Macky, 2019)  

In conclusion, the research methods used in this study are designed to provide an in-depth 

understanding of the effectiveness of content marketing in building brand branding and loyalty. By 

using both quantitative and qualitative approaches, we hope to generate findings that are significant 

and relevant to marketing practitioners and academics in this field. This research is expected to 

contribute to the development of more effective marketing strategies in the ever-evolving digital era. 

(Krowinska, 2023)  
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Figure 1. PRISMA FLOW DIAGRAM 

 

3. RESULTS AND DISCUSSION 
This research aims to explore the effectiveness of content marketing in building brand 

branding and loyalty in the digital era. The results show that content marketing has a significant 

impact on branding and brand loyalty, especially in the context of social media and information 

technology use. In this analysis, we will discuss the key findings of this study as well as their 

implications for future marketing practices. 

First, the results of the study show that effective content marketing can increase brand 

visibility on digital platforms. Harto noted that many Micro, Small, and Medium Enterprises 

(MSMEs) in Bandung have adopted social media marketing strategies that utilize various 

technological tools to improve interaction with customers. Marketing engaging and relevant content 

not only captures consumers' attention, but also creates opportunities for brands to build closer 

relationships with their audiences. (Budi Harto et al., 2023)  

Furthermore, the study found that content that is of high quality and in accordance with 

consumer needs and preferences contributes to increased brand loyalty. Setiawan said that effective 

content marketing, combined with electronic word of mouth (eWOM), can strengthen brand image 

and increase consumer loyalty to local products. In this case, brand image serves as a mediating 

variable that strengthens the relationship between content marketing and consumer loyalty. When 

consumers feel connected to a brand through relevant and engaging content, they are more likely to 

stay loyal and recommend the brand to others. (Fuad Alfaridzi Setiawan & Heida Ifkari Safitri, 2023) 

First, the results of the study show that content marketing has a significant positive impact 

on consumer engagement. Hollebeek and Macky emphasize that digital content marketing can 

increase consumer engagement, trust, and brand value. This engagement is reflected in higher 

interactions between brands and consumers, which in turn can increase brand loyalty. By creating 

relevant and engaging content, brands can build stronger relationships with their audiences. 

(Hollebeek & Macky, 2019)  

Furthermore, research by Bowden and Mirzaei shows that consumer engagement in online 

brand communities is heavily influenced by digital content marketing initiatives. This engagement 

is not only cognitive, but also emotional and social, which contributes to brand loyalty. This research 

highlights the importance of creating an emotional connection between brands and consumers 

through engaging and useful content. (Bowden & Mirzaei, 2020)  

In the context of social media, the results of the study show that content marketing on 

platforms like Instagram and Facebook can increase brand awareness and influence consumer 

purchasing decisions. Ansari et al. found that content marketing on social media had a moderately 

positive relationship with purchase decisions. This suggests that brands that are active in utilizing 
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social media to spread engaging content can increase their chances of attracting new consumers. 

(Ansari et al., 2019)  

Furthermore, research by Lou and Xie reveals that marketing content that is social and 

entertaining can improve consumer experience and brand loyalty. By creating content that is not only 

informative but also entertaining, brands can increase their appeal in the eyes of consumers. This 

suggests that an effective content marketing strategy should consider the entertainment element to 

capture the audience's attention. (Lou & Xie, 2021)  

Meanwhile, research by Safitri shows that MSMEs that utilize social media for marketing 

can increase their visibility and sales. These findings show that content marketing is not only 

beneficial for large companies, but also for MSMEs that want to compete in the digital market. By 

using social media platforms effectively, MSMEs can reach a wider audience and build better 

relationships with consumers. (Bella Safitri & Azfa Mutiara Ahmad Pabulo, 2024)  

In terms of consumer trust, research by Mohammad shows that transparent and informative 

content marketing can increase consumer trust in brands. This trust is very important in building 

brand loyalty, as consumers tend to be more loyal to the brands they trust. Therefore, brands should 

focus on delivering honest and useful information through their content. (Mohammad, 2020)  

In addition, the results of the study show that brand image plays a mediating variable in the 

relationship between content marketing and consumer loyalty. Setiawan found that a positive brand 

image can strengthen the influence of content marketing on consumer loyalty of local products. This 

suggests that brands should invest in building a strong image to maximize the effectiveness of their 

content marketing strategies. (Fuad Alfaridzi Setiawan & Heida Ifkari Safitri, 2023)  

In the context of digitalization, Cadres emphasized the importance of digital literacy for 

MSMEs in implementing effective content marketing strategies. By understanding how to use digital 

tools and social media platforms, MSMEs can improve their product quality and sales volume. This 

shows that education and training in digital marketing are essential for the success of MSMEs in the 

digital era. (Kader et al., 2024)  

The results of the study also show that content marketing can serve as a tool for consumer 

education. By providing useful and relevant information, brands can help consumers make better 

decisions. Research by Pratiwi shows that social media can increase customer satisfaction through 

more intensive promotions. This shows that educational content can improve consumer experience 

and brand loyalty. (Pratiwi et al., 2024)  

In this discussion, it's important to note that the effectiveness of content marketing depends 

not only on the quality of the content itself, but also on the way it is delivered. Research by 

Almestarihi shows that eco-friendly branding can increase the effectiveness of digital marketing. 

This suggests that brands should consider values that are relevant to their audience when designing 

a content marketing strategy. (Almestarihi, 2024)  

In addition, research by Manyanga shows that social media marketing has a significant 

influence on brand loyalty in the hospitality industry, with age as a moderation factor. This suggests 

that brands should consider the demographics of their audience when designing content to ensure 

that it is relevant and engaging to a particular age group. (Manyanga et al., 2024)  

Overall, the results of this study show that content marketing is a very effective tool in 

building branding and brand loyalty in the digital era. By creating relevant, engaging, and useful 

content, brands can increase consumer engagement, build trust, and strengthen brand loyalty. 

Therefore, companies must prioritize content marketing strategies in their efforts to compete in an 

increasingly competitive digital market. 

In conclusion, the effectiveness of content marketing in building branding and brand loyalty 

in the digital era is very clear. This research provides valuable insights for marketing practitioners 

and academics, as well as demonstrates the importance of integrating an effective content marketing 

strategy in an overall marketing plan. By understanding and implementing good content marketing 
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principles, brands can achieve their goals of building strong relationships with consumers and 

increasing brand loyalty. 

4. CONCLUSION 
The conclusion of this study confirms that the effectiveness of content marketing in building 

brand branding and loyalty in the digital era is very significant. This research shows that the right 

content marketing strategy can increase consumer engagement, build trust, and strengthen brand 

loyalty. In this context, content marketing is not just a promotional tool, but also a means to create a 

deeper connection between brands and consumers. 

First, the results of the study show that content marketing can significantly increase 

consumer engagement. Hollebeek and Macky argue that digital content marketing plays an important 

role in creating engagement, trust, and value for consumers. This engagement is reflected in higher 

interactions between brands and consumers, which in turn can increase brand loyalty. By creating 

relevant and engaging content, brands can build stronger relationships with their audiences. 

(Hollebeek & Macky, 2019)  

Furthermore, research by Bowden and Mirzaei shows that consumer engagement in online 

brand communities is heavily influenced by digital content marketing initiatives. This engagement 

is not only cognitive, but also emotional and social, which contributes to brand loyalty. This research 

highlights the importance of creating an emotional connection between brands and consumers 

through engaging and useful content. (Bowden & Mirzaei, 2020)  

In the context of social media, the results of the study show that content marketing on 

platforms like Instagram and Facebook can increase brand awareness and influence consumer 

purchasing decisions. Ansari et al. found that content marketing on social media had a moderately 

positive relationship with consumer purchasing decisions. This suggests that brands that are active 

in utilizing social media to spread engaging content can increase their chances of attracting new 

consumers. (Ansari et al., 2019)  

Further, research by Lou and Xie revealed that marketing content that is social and 

entertaining can improve consumer experience and loyalty. By creating content that is not only 

informative but also entertaining, brands can increase their appeal in the eyes of consumers. This 

suggests that an effective content marketing strategy should consider the entertainment element to 

capture the audience's attention. (Lou & Xie, 2021)  

Meanwhile, research by Harto shows that MSMEs that utilize social media for marketing 

can increase their visibility and sales. These findings show that content marketing is not only 

beneficial for large companies, but also for MSMEs that want to compete in the digital market. By 

using social media platforms effectively, MSMEs can reach a wider audience and build better 

relationships with consumers. (Budi Harto et al., 2023)  

In terms of consumer trust, research by Mohammad shows that transparent and informative 

content marketing can increase consumer trust in brands. This trust is very important in building 

brand loyalty, as consumers tend to be more loyal to the brands they trust. Therefore, brands should 

focus on delivering honest and useful information through their content. (Mohammad, 2020)  

In addition, the results of the study show that brand image plays a mediating variable in the 

relationship between content marketing and consumer loyalty. Setiawan found that a positive brand 

image can strengthen the influence of content marketing on consumer loyalty of local products. This 

suggests that brands should invest in building a strong image to maximize the effectiveness of their 

content marketing strategies. (Fuad Alfaridzi Setiawan & Heida Ifkari Safitri, 2023)  

In the context of digitalization, the importance of digital literacy for MSMEs in 

implementing effective content marketing strategies is also highly emphasized. By understanding 

how to use digital tools and social media platforms, MSMEs can improve their product quality and 

sales volume. This shows that education and training in digital marketing are essential for the success 

of MSMEs in the digital era. 
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The results of the study also show that content marketing can serve as a tool for consumer 

education. By providing useful and relevant information, brands can help consumers make better 

decisions. Research shows that social media can increase customer satisfaction through more 

intensive promotion, which suggests that educational content can improve consumer experience and 

brand loyalty. 

In this discussion, it's important to note that the effectiveness of content marketing depends 

not only on the quality of the content itself, but also on the way it is delivered. Research shows that 

eco-friendly branding can increase the effectiveness of digital marketing. This suggests that brands 

should consider values that are relevant to their audience when designing a content marketing 

strategy. 

Overall, the results of this study show that content marketing is a very effective tool in 

building branding and brand loyalty in the digital era. By creating relevant, engaging, and useful 

content, brands can increase consumer engagement, build trust, and strengthen brand loyalty. 

Therefore, companies must prioritize content marketing strategies in their efforts to compete in an 

increasingly competitive digital market. 

In conclusion, the effectiveness of content marketing in building branding and brand loyalty 

in the digital era is very clear. This research provides valuable insights for marketing practitioners 

and academics, as well as demonstrates the importance of integrating an effective content marketing 

strategy in an overall marketing plan. By understanding and implementing good content marketing 

principles, brands can achieve their goals of building strong relationships with consumers and 

increasing brand loyalty. 
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