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This study aims to examine the influence of 

Instagram content marketing strategies on 

customer engagement at Hotel Maya Sanur 

Resort & Spa. The study employed a quantitative 

method involving 100 respondents who were 

followers of the @mayasanur Instagram account 

and were selected through purposive sampling. 

Data were collected through questionnaires, 

interviews, and documentation, and then 

analyzed using simple linear regression. The 

results show that content marketing has a 

positive and significant effect on customer 

engagement, with an R² value of 30.4%. This 

study concludes that engaging, relevant, and 

interactive content marketing strategies can 

increase audience engagement with the 

@mayasanur Instagram account. Therefore, the 

hotel needs to optimize its content marketing 

strategy to strengthen its relationship with 

customers through Instagram. 
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INTRODUCTION 
Customer engagement is an important indicator of digital marketing 

success because it reflects the quality of the relationship between a brand and its 
consumers. Customer engagement indicates the extent to which customers 
interact, respond, and build an emotional connection with a brand through 
various digital activities. The level of customer engagement reflects the quality 
of the relationship between the brand and consumers, which, in the long term, 
can lead to stronger customer loyalty (Utami & Murtafia, 2025). 

Advances in digital technology have transformed marketing 
communication from one-way to a more interactive, two-way format. In this 
context, social media has become a tool that enables companies to interact 
directly with their consumers. According to Data Portal 2025, Instagram is one of 
the most popular social media platforms among users worldwide, as illustrated 
in Figure 1. 

 
 Figure 1. Favourite Social Media Platforms 2025 

Source: Dataportal.com (2025) 
 

Figure 1 shows that the social media platform ranked first in popularity 
among users worldwide in 2025 is Instagram, with 16.6% of users naming it their 
favorite social media platform. According to Data Portal 2025, Instagram had 103 
million users in Indonesia in 2025. This platform allows companies to convey 
information through a combination of engaging visuals, text, and videos while 
encouraging user interaction via features such as “like,” “comment,” “share,” 
and “save.” The high number of Instagram users makes this platform a 
promising medium for building customer engagement, particularly in the 
hospitality industry, which relies heavily on visual communication and customer 
experience. 

Maya Sanur Resort & Spa is one of Bali’s five-star hotels that actively uses 
Instagram as a promotional and marketing communication channel through its 
official account, @mayasanur. The content posted includes promotions of the 
hotel’s facilities, guest activities, lifestyle content, and visuals showcasing the 
beauty of the hotel’s surroundings. 
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Table 1. The Comparison of Instagram Engagement Rates and Follower  
Counts between Maya Sanur Resort & Spa and its Competitor Hotels 

No. Hotel Names 
Engagement Rates 

(%) 
Followers 

(Ribu) 

1 Maya Sanur Resort & Spa 0,19% 36,8 

2 Andaz Bali 0,46% 32,6 

3 Hyatt Regency Bali 0,54% 34,5 

4 The Meru Sanur 0,46% 30,8 

Source: Instagram Maya Sanur Resort & Spa, Andaz Bali, Hyatt Regency 
Bali, The Meru Sanur, 2026 

The engagement rate for the Maya Sanur Resort & Spa Instagram account 
was recorded at 0.19%, lower than that of Andaz Bali (0.46%), Hyatt Regency Bali 
(0.54%), and The Meru Sanur (0.46%).  Tentry (2025) explains that engagement 
rates are classified into several categories: (1) <1%, low engagement; (2) 1%–3.5%, 
average/good engagement; (3) 3.5%–6%, high engagement; (4) >6%, very high 
engagement rate.  

Instagram’s continued growth makes it easier for marketing teams to 
identify and plan the right marketing strategies for the future using Instagram’s 
analytics feature, known as Instagram Insights.  

Table 2. Instagram Insights of Maya Sanur Resort & Spa 

Engagement Metrics 
Year Percentage 

(%) 2024 2025 

Profile Visits 150,528 178,234 +18,40% 

Reach 5,436,651 3,696,930 -32,00% 

Content Interaction 20,115 16,223 -19,34% 

Followers  5,162 6,834 +32,39% 

Link Click 74,554 55,420 -25,66% 

Source: Marketing Department, Maya Sanur Resort & Spa, 2026 (compiled  
by the researcher) 

Instagram Insights data shows a decrease in several engagement metrics, 
such as audience reach down by 32.00%, content interactions down by 19.34%, 
and link clicks down by 25.66% during the 2024–2025 period. In addition, 
engagement metrics can be seen from user activity on social media content, such 
as likes, comments, shares, and saves. Instagram for Maya Sanur Resort & Spa 
experienced a decrease in the number of likes, shares, and saves in 2025 
compared to 2024. Tenenboim, (2022) states that shares and likes are important 
forms of user engagement that reflect how the audience responds to and 
disseminates content. This decreased engagement indicates that the 
implemented content marketing strategy has not yet been fully effective in 
encouraging active audience participation.  

Content marketing is a marketing approach that focuses on creating and 
distributing valuable, relevant, and consistent content to attract and retain an 
audience. According to Simanjuntak et al., (2024), there are several dimensions 
that must be met for content to be engaging: post format, posting frequency, 
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message interactivity, and topic appeal. Using the right content format is 
becoming increasingly important, given that Instagram’s algorithm provides 
different levels of distribution and engagement for each type of content, such as 
image posts, carousels, and reels.  

Maya Sanur Resort & Spa posts an average of 15–16 pieces of content on 
Instagram each month. The most frequently used content format is image posts, 
followed by carousels and Reels. According to Locowise: We Are Social (2025), 
reels have the highest engagement rate at 2.85%, followed by carousels at 2.60% 
and image posts at 2.25%. This discrepancy in strategy indicates that the use of 
content formats has not yet been fully optimized to achieve high engagement 
potential in line with Instagram user behavior trends. 

Several previous studies have shown that content marketing has a positive 
impact on customer engagement. Hartono et al., (2024); Rahardjo et al., (2025); 
Tan et al., (2024) found that informative, relevant, and interactive content can 
increase customer engagement on social media. However, a study by Syah et al., 
(2024) yielded different results, showing that certain dimensions of content 
marketing did not have a significant effect on customer engagement. These 
differing findings indicate that there remains a research gap that warrants further 
investigation. 

Based on the low rate of customer engagement on the Instagram account of 
Hotel Maya Sanur Resort & Spa and the discrepancies found in previous studies, 
this research was conducted to analyze the impact of Instagram content 
marketing strategies on customer engagement at Hotel Maya Sanur Resort & Spa. 
This study contributes by examining the implementation of content marketing in 
the hospitality industry, specifically through the use of Instagram Insights data 
and the evaluation of the effectiveness of content strategies in increasing 
audience engagement on the hotel’s social media platforms. 

 
LITERATURE REVIEW 
Uses and Gratification Theory (UGT) 

This study adopted the Uses and Gratifications Theory (UGT) introduced 
by Katz, Blumler, and Gurevitch 1973 (Setiyani et al., 2023). This theory explains 
that individuals actively choose media to fulfill specific psychological and social 
needs, such as the need for information, entertainment, personal identity, and 
social interaction (Karunia & Ashri, 2021). In the context of social media, users 
interact with content they perceive as capable of providing benefits and 
satisfaction that align with their needs. Therefore, content marketing strategies 
that are relevant, engaging, and interactive have the potential to increase 
audience engagement with a brand through social media. 

 
Customer Engagement 

Customer engagement refers to the level of customer involvement with a 
brand, as reflected through cognitive, emotional, and behavioral aspects (Syah et 
al., 2024). In digital marketing, customer engagement indicates the extent to 
which customers pay attention, participate in interactions, and respond to 
content published by a brand Castillo et al., (2021). Faradila et al., (2023) assert 
that customer engagement in the context of content marketing can be measured 
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by the number of likes, comments, and shares; the more responses and interest 
from customers, the better. This study measures customer engagement using the 
dimensions proposed by Setiawan et al., (2024) namely, interaction frequency, 
participants in discussions, and comments and likes on posts as these are 
considered relevant for measuring audience engagement on the Instagram 
platform. 
 
Content Marketing 

Content marketing is a marketing strategy that focuses on the creation and 
distribution of valuable, relevant, and consistent content to attract and retain a 
target audience (Koob 2021). Simanjuntak et al., (2024) defined content marketing 
as an activity that encompasses the entire process from creation and presentation 
to implementation of content that is engaging, relevant, and appealing to the 
audience. On social media, content marketing serves not only as a means of 
conveying information but also as a communication channel capable of building 
relationships between companies and customers Pasaribu & Suyanto (2022).  This 
study adopts the dimensions of content marketing proposed by Simanjuntak et 
al., (2024), namely post format, posting frequency, message interactivity, and 
topic appeal.  
 
Hypothesis 

Several previous studies have shown that content marketing has a positive 
impact on customer engagement. Research by Rahardjo et al., (2025); Sya’idah & 
Jauhari, (2022); Veloso et al., (2024) indicates that content marketing significantly 
influences customer engagement by increasing digital interactions and 
conversions. However, a study by Syah et al., (2024) showed that some 
dimensions of content marketing do not have a significant effect on customer 
engagement. These differing research results indicate that there is still 
inconsistency in empirical findings, so the relationship between content 
marketing and customer engagement requires further investigation, particularly 
in the context of the hospitality industry. Based on the above discussion and the 
findings of previous studies, the hypothesis is formulated as follows: 
H1: Instagram content marketing has a positive and significant influence on 
customer engagement at Hotel Maya Sanur Resort & Spa. 
  

 

 
Figure 2. Conceptual Framework 

Source: Literature Review, 2026 
 

METHODOLOGY 
This study employs a quantitative approach to analyze the impact of 

Instagram content marketing strategies on customer engagement at Hotel Maya 
Sanur Resort & Spa. The research was conducted from February to May 2026, 
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with the official Instagram account @mayasanur and its followers serving as the 
research subjects.  

The study population consists of active Instagram users. The sampling 
technique employed non-probability sampling using a purposive sampling 
method, specifically targeting respondents who are followers of the @mayasanur 
Instagram account, active Instagram users, and at least 21 years of age. The 
sample size was determined using the Lemeshow formula and resulted in 100 
respondents. The data used consisted of primary and secondary data. Primary 
data was obtained through an online questionnaire distributed via Google Forms 
to followers of the @mayasanur Instagram account, as well as interviews with the 
Digital Marketing team at Hotel Maya Sanur Resort & Spa. Secondary data was 
obtained from Instagram Insights, the hotel’s social media reports, company 
documentation, and various literature relevant to the study. 

The research instrument used a questionnaire with a five-point Likert Scale, 
ranging from 1 (strongly disagree) to 5 (strongly agree). Prior to analysis, the 
research instruments were tested for validity and reliability. Subsequently, the 
data were analyzed using classical assumption tests, including tests for 
normality, heteroscedasticity, and linearity. Hypothesis testing was conducted 
using simple linear regression analysis, t-tests, and the coefficient of 
determination (R²) to determine the extent of the influence of content marketing 
on customer engagement. Data processing was performed using the Statistical 
Package for the Social Sciences (SPSS) software. 
 
RESEARCH RESULT 
Respondent Characteristics 

This study involved 100 respondents who are active followers of the 
Instagram account @mayasanur. The respondents’ characteristics were classified 
by gender, age, and occupation. A description of the respondents’ characteristics 
is presented in Table 3. 
 

Table 3. Characteristics of Respondents 
Characteristic Category Frequency Percentage (%) 

Gender 
Male 38 38 

Female 62 62 

Age 

Generation Z (21 - 29 
tahun) 74 74 

Generation Millennials (30 
- 45 tahun) 19 19 

Generation X (46 - 61 
tahun) 7 7 

Occupation 

College Students 53 53 

Private-Sector/ 
Government Employees 28 28 

Entrepreneur 14 14 

Unemployed Individuals 2 2 

Other 3 3 

       Source: Processed Data, 2026 



Indonesian Journal of Applied and Industrial Sciences (ESA) 
Vol. 5, No. 5, 2026 : 325 - 338                                                                                

  331 
 

According to Table 3, the majority of respondents were female, totaling 62 
people (62%), while male respondents numbered 38 (38%). By age group, the 
majority of respondents were from Generation Z, totaling 74 people (74%), 
followed by Millennials at 19 people (19%), and Generation X, which had the 
smallest number at 7 people (7%). In terms of occupation, the majority of 
respondents were college students, totaling 53 people (53%), followed by private-
sector and government employees, totaling 28 people (28%), entrepreneurs, 
totaling 14 people (14%), unemployed individuals, totaling 2 people (2%) and 
other respondents, totaling 3 people (3%). 
 
Initial Data Analysis 

Initial idata  ianalysis  iwas iconducted ito iensure  ithat  ithe iresearch  iinstrument  

iused  imet ithe icriteria  ifor  ivalidity  iand ireliability.  iValidity itests iwere  iconducted ito 

idetermine ithe iability  iof ieach istatement  iitem ito imeasure ithe iresearch ivariable, 

iwhile  ireliability  itests iwere iused ito iassess  ithe  iconsistency  iof ithe  iresearch 

iinstrument. 
Table  i4. iRecapitulation  iof iValidity iTest iResults 

Variable Statement Correlation Remark 

Content  

iMarketing i(X) 

Instagram  iposts  iby i@mayasanur  iare ipresented 

iclearly,  imaking ithem ieasy ito iunderstand  iand 

iappealing ito ime. 

0,496 Valid 

The icontent ishared iby i@mayasanur ion 

iInstagram iis iengaging iand iencourages ime ito 

iexplore imore  iof  itheir iposts. 

0,493 Valid 

Instagram  iposts  iby i@mayasanur iprovide ime 

iwith  iuseful  iinformation iabout  itheir  iproducts 

iand  iservices. i i 

0,442 Valid 

The iInstagram icontent iof i@mayasanur iis ihighly 

ientertaining  iand imakes  ime ifeel  ihappy iwhen  iI 

iview iit. i i 

0,450 Valid 

I ifeel ithat iInstagram  iposts iby i@mayasanur 

ipresent inew iand ifresh icontent.  i i 
0,362 Valid 

Posts ifrom i@mayasanur  ion iInstagram ioften 

iappear iat ithe iright  itime, iespecially  iwhen  iI iam 

iactively iusing ithe iapplication.  

0,333 Valid 

I inoticed  ithat  i@mayasanur  iposts  ion iInstagram 

imore ifrequently  ion iweekdays  ithan ion 

iweekends. 

0,552 Valid 

On  icertain  ispecial idays,  iI inoticed ithat 

i@mayasanur iadjusted itheir iposts  ito iattract imy 

iattention ias ia icustomer. 

0,376 Valid 

The icomment isection  ion  i@mayasanur 

iInstagram ipost, iI ifound iit ihelpful ito 

icommunicate iwith ithe istaff iat iMaya iSanur 

iResort i& iSpa. 

0,396 Valid 

The icomment isection ion ithe i@mayasanur 

iInstagram  iaccount  iallows  ime ito icommunicate 

0,396 Valid 
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Variable Statement Correlation Remark 

iwith  iother iusers  iand ishare  imy iexperiences  iusing 

itheir iservices. 

I inotice ithat  i@mayasanur ioften iuploads 

iengaging  iphotos iof icustomers iwho iuse itheir 

iservices  ion  iInstagram. 

0,340 Valid 

The i@mayasanur iaccount ioften iorganizes 

ichallenges ifor itheir ifollowers iby iposting ivideos 

ion iInstagram. 

0,437 Valid 

I ireceived ia imessage ifrom i@mayasanur iabout  ia 

inew iproduct ithey iare ioffering ion iInstagram. 
0,334 Valid 

I ifeel  ithat  ithe icontent  imarketing  iposted iby 

i@mayasanur ion iInstagram  ifocuses ion iattractive 

iservices  iand ipromotions. 

0,388 Valid 

I ifeel ithat  i@mayasanur’s  iInstagram icontent iis 

ioften iaccompanied iby iphotos ior ivideos ithat 

iprovide  isubstantial  iinformation.  i i 

0,356 Valid 

I ifeel ithat ithe iemotions iconveyed iin 

i@mayasanur’s iInstagram  icontent  iare iclearly 

ipresented  iin ieach  ipost.  i i 

0,336 Valid 

Customer 

iEngagement  

i(Y) 

I ioften  iengage iwith  i@mayasanur’s  icontent  ion 

isocial  imedia. 
0,840 Valid 

I ioften  iparticipate  iin idiscussions ior icommunities 

irelated ito ithe  i@mayasanur  ibrand. 
0,718 Valid 

I ioften ileave icomments  ior ilike iposts ifrom 

i@mayasanur ion iInstagram. 
0,679 Valid 

Source: iStatistical  iData iProcessing iResults, i2026 

As ipresented  iin iTable  i4, iall iitems  iin ithe icontent  imarketing  iand icustomer 

iengagement ivariables ihave icalculated ir-values igreater  ithan ithe itable  ir-values 

i(0.196).  iThe  icontent  imarketing  ivariable i(X) iconsists  iof isixteen iitems,  iwith 

icalculated ir-values iranging ifrom i0.333  ito  i0.552. iSimilarly, ithe  icustomer  

iengagement ivariable i(Y) icomprises  ithree iitems iwith ir-values iranging  ifrom i0.679 ito 

i0.840. iThese ifindings iindicate ithat iall iquestionnaire  iitems imeet ithe ivalidity  

irequirements  iand  ican ibe  iused  ias iresearch  iinstruments,  ias ithey  iaccurately 

irepresent ithe ivariables  iexamined iin ithis istudy. iThus, iall istatement iitems iare 

iconsidered  ivalid  iand isuitable  ifor iuse  ias iresearch  iinstruments. 

Table  i5. iRecapitulation iof iReliability  iTest iResults 

Variable Constructs 
Measurement 

Items 
Remark 

Content  iMarketing  i(X) 16 0,644 Reliable 

Customer iEngagement  i(Y) 3 0,607 Reliable 

 i i i i i i i i iSource:  iStatistical  iData iProcessing iResults, i2026 

According  ito  ithe iresults  ipresented iin iTable  i5, iall iresearch  ivariables iwere 

ifound ito ibe ireliable. iThis iconclusion iis ibased  ion ithe ifinding ithat iall iresearch  

ivariables ihad iCronbach’s  ialpha ivalues igreater  ithan i0.60. iThe iContent  iMarketing 
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ivariable ihad ia iCronbach’s  ialpha ivalue iof i0.644,  iwhile ithe iCustomer  iEngagement 

ivariable  ihad  ia ivalue  iof i0.607. iThese  iresults  iindicate  ithat  iall iresearch  iinstruments 

ihave ian iadequate ilevel iof iconsistency  iand  ican ibe  iused ifor ifurther  ianalysis.  i 
Data  itesting  ithen  icontinued  iwith iclassical  iassumption itests  ito  iensure  ithat 

ithe iregression imodel imet  istatistical irequirements.  iThe iresults iof ithe inormality itest 

iusing  ithe iKolmogorov-Smirnov  imethod ishowed  ia isignificance  ivalue,  ior iAsymp. 

iSig. i(2-tailed), iof i0.082. iSince ithis ivalue  iis igreater ithan i0.05, ithe iresearch  idata iare 

iconsidered ito ibe inormally idistributed. iThe iresults  iof ithe iheteroscedasticity  itest 

iusing  ithe iGlejser  itest ishowed  ia isignificance  ivalue  iof i0.953.  iThis ivalue iis igreater ithan 

i0.05, iso ithe iregression  imodel  iis iconsidered  ifree  iof iheteroscedasticity.  iFurthermore, 

ithe iresults iof ithe ilinearity  itest ishowed  ia iDeviation ifrom iLinearity  ivalue  iof i0.793, 

iwhich  iis ialso  igreater  ithan  i0.05. iThus,  ithere  iis ia ilinear  irelationship  ibetween  ithe 

iContent iMarketing  iand iCustomer  iEngagement  ivariables.  iOverall,  ithe  iresults  iof 

ithe iclassical  iassumption itests iindicate ithat ithe  iregression imodel imeets iall ithe 

irequirements  ifor  ihypothesis  itesting. 
 

Simple iLinear iRegression  iAnalysis iand iHypothesis  iTesting 
Simple  ilinear  iregression  ianalysis  iwas iperformed  ito  idetermine ithe iinfluence  

iof icontent imarketing ion icustomer  iengagement  ion ithe  iInstagram  iaccount 

i@mayasanur. iThe iresults  iof ithe ianalysis  ishowed ia iconstant iof i0.550 iand ia 

iregression icoefficient  iof i0.174,  iyielding ithe ifollowing  iregression iequation: 

Y  i= i0.550  i+ i0.174X  i(1) 

This iequation iindicates  ithat  ia ione-unit  iincrease  iin iContent  iMarketing  iwill 

iincrease icustomer  iengagement iby i0.174 iunits. iThe ipositive ivalue iof ithe iregression 

icoefficient  iindicates ia ipositive irelationship  ibetween  ithe itwo  ivariables. 
 

Table  i6. it-Test iResult 
Variable t-count Sig Remark 

Content  

iMarketing i 
6,538 0,000 Positive i& iSignificant 

Alpha  i(𝛼)  i0,05 

  i iSource: iStatistical  iData iProcessing iResults, i2026 

According  ito iTable i6, ithe  icontent  imarketing  ivariable iyielded ia it-value  iof 

i6.538 iwith ia isignificance  ilevel iof i0.000. iSince  ithe isignificance  ilevel iis iless ithan i0.05 

i(0.000  i< i0.05),  icontent  imarketing  ihas ia ipositive  iand  isignificant  ieffect  ion icustomer  

iengagement. iThus,  ithe iresearch ihypothesis  istating  ithat ithe iInstagram  icontent 

imarketing istrategy ihas ia ipositive iand isignificant  ieffect ion icustomer  iengagement  iat 

iHotel  iMaya iSanur  iResort i&  iSpa  ican ibe iaccepted. 
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Table  i7. iCoefficient  iof iDetermination iTest iResults 

Model iSummaryb 

Model R R iSquare 
Adjusted 

R iSquare 

Std. iError iof  ithe 

iEstimate 

1 .551a .304 .297 1.35088 

a. iPredictors: i(Constant),  iContent  iMarketing 

b. iDependent iVariable: iCustomer iEngagement 

 Source: iStatistical  iData iProcessing iResults, i2026 

As ipresented  iin iTable  i7, ithe icoefficient  iof idetermination i(R²) iof i0.304 

iindicates ithat iContent iMarketing  iexplains  i30.4%  iof ithe ivariation  iin iCustomer  

iEngagement. iMeanwhile, i69.6% iof ithe ivariation iin iCustomer  iEngagement  iis 

iinfluenced iby iother  ifactors  inot iincluded iin ithis iresearch imodel. iThese  iresults 

iindicate ithat  iContent iMarketing  imakes ia isignificant  icontribution ito  iincreasing  

iCustomer  iEngagement,  ialthough ithere iare  istill iother ifactors ithat  iinfluence 

icustomer  iengagement  ion iInstagram. 
 
DISCUSSION 
The iInfluence iof iContent iMarketing i(X) ion iCustomer iEngagement  i(Y) 

The  iresearch iresults ishow ithat icontent  imarketing ihas ia ipositive iand 

isignificant  iimpact  ion icustomer  iengagement  ion ithe i@mayasanur  iInstagram 

iaccount. iThese ifindings  iindicate ithat ithe icontent  imarketing  istrategy  iimplemented 

iby  iMaya  iSanur  iResort  i&  iSpa  ihas isuccessfully  icaptured ithe iaudience’s  iattention 

iand  iencouraged itheir iengagement  ithrough ivarious iforms iof iinteraction  ion isocial 

imedia. iThe icontent  ipresented iis iconsidered irelevant, iinformative, iand itailored ito 

ithe ineeds iof iInstagram iusers, iserving inot  ionly ias ia ipromotional  itool ibut  ialso  ias ia 

icommunication ichannel  icapable iof ibuilding  irelationships  ibetween  ithe  ihotel iand 

iits iaudience. 
The  ihigh ilevel iof icustomer  iengagement  iin ithis istudy ishows ithat ithe iaudience  

inot ionly  iconsumes  ithe ipublished  icontent  ibut ialso  iactively  iresponds ito  icontent  ithey 

ifind  iinteresting  iand iuseful.  iThis iis isupported  iby ithe icharacteristics  iof ithe 

iInstagram  iaccount’s  ifollowers, ithe imajority  iof iwhom iare iyoung ipeople  iwho  iare 

ihighly iactive  ion isocial  imedia. iThe  iaudience itends ito  iengage imore ieasily iwith 

icontent ithat iprovides  iinformation, ientertainment,  ior iexperiences irelevant  ito itheir 

ineeds. 
The  ifindings  iof ithis iresearch  isupport  ithe iUses iand iGratifications  iTheory, 

iwhich  iexplains ithat imedia  iusers iactively  iselect  iand iuse imedia  ito ifulfill  ispecific 

ineeds, isuch  ias ithe ineed  ifor iinformation, ientertainment,  iand isocial iinteraction. 

iWhen  ithese  ineeds iare imet ithrough ieffective icontent imarketing, ithe iaudience  iwill 

irespond  imore ipositively  iin ithe iform iof icustomer  iengagement.  iThus,  ithe  ihigher ithe 

iquality iof ithe icontent imarketing  iimplemented,  ithe igreater ithe  iopportunity  ito 

ifoster iaudience iengagement  iwith ithe ibrand. iThese ifindings  iare  ialso  iconsistent 

iwith  iresearch  iconducted  iby iFaradila  iet ial.,  i(2023);  iPasaribu  i&  iSuyanto, i(2022), 

iwhich  istates ithat icontent imarketing  iis ia ikey  ifactor iin ibuilding  icustomer 

iengagement  ion isocial imedia.  iContent ithat iis iengaging, iinformative,  irelevant, iand 
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ialigned iwith ithe iaudience’s ineeds ican iencourage iusers ito irespond  ito ia ibrand 

ithrough ivarious iforms iof idigital iinteraction. 
However, ithe icoefficient  iof idetermination  iindicates ithat icontent imarketing 

iaccounts ifor ionly i30.4%  iof ithe ivariation iin icustomer  iengagement.  iThis iresult 

isuggests  ithat icustomer  iengagement  iis iinfluenced  inot ionly iby icontent  imarketing  

ibut ialso iby iother ifactors  inot iexamined iin ithis istudy. iThese ifactors imay iinclude 

ibrand  iimage,  ibrand iexperience, iperceived ivalue,  iservice iquality,  iand  ithe 

icustomer’s  iexperience  iwhile  iinteracting  iwith ithe  ihotel i(Haniyah  i&  iAndriani  i2025; 

iMaulana i&  iPratminingsih  i2025;  iRosita i& iDarlin i2024). 
 
CONCLUSIONS  iAND iRECOMMENDATIONS 

The  iresults  iof ithis istudy iindicate ithat  iInstagram  icontent  imarketing  istrategies  

ihave ia ipositive iand isignificant  ieffect ion icustomer  iengagement  iat  iHotel iMaya 

iSanur  iResort i&  iSpa. iThe  iresults  iof ithe isimple  ilinear  iregression  itest  ishow ia 

iregression icoefficient  iof i0.174 iwith ia isignificance  ilevel iof i0.000 i(<  i0.05),  iindicating 

ithat  ian iimprovement  iin ithe iquality  iof icontent  imarketing  iis iassociated iwith ian 

iincrease iin icustomer  iengagement  ion ithe i@mayasanur  iInstagram  iaccount. 

iFurthermore, ithe  icoefficient  iof idetermination  iindicates ithat  icontent  imarketing 

iexplains  i30.4%  iof ithe  ivariation  iin icustomer  iengagement,  iwhile ithe iremaining 

i69.6% iis iinfluenced iby iother ifactors inot iexamined  iin ithis istudy, isuch ias iperceived 

ivalue, ibrand  iexperience,  icontent  iquality,  ibrand iimage,  iand iother  ifactors  irelated  ito 

isocial  imedia iuser  ibehavior. i 
Therefore,  iMaya  iSanur  iResort  i& iSpa  iis iadvised  ito icontinue iimproving  ithe 

iquality  iof iits icontent  imarketing  iby  ipresenting  icontent  ithat iis imore  icreative, 

iinteractive, iand itailored  ito  ithe icharacteristics  iof iits iInstagram  iaudience.  iThe iuse  iof 

icontent iformats  isuch  ias iReels iand icarousels ican ibe ioptimized ito iimprove ithe 

ieffectiveness  iof iinformation idelivery  iand  iencourage igreater  iaudience 

iengagement. iAdditionally,  iconsistency  iin iposting  icontent iand itailoring  iit  ito 

ispecific  imoments ior ievents  ishould ibe imaintained,  ias ithis ihas iproven ieffective  iin 

icapturing ithe iaudience’s  iattention. 
 

ADVANCED iRESEARCH 
This istudy ihas ilimitations  ibecause iit iuses ionly  ione iindependent  ivariable, 

icontent  imarketing  ito iexplain  icustomer  iengagement  ion ithe  iMaya iSanur  iResort  i& 

iSpa  iInstagram  iaccount.  iAdditionally,  ithe irespondents  iin ithis istudy iwere 

ipredominantly  ifrom iGeneration iZ, iwho iare iactive  iInstagram iusers;  itherefore, ithe 

iresults ido inot ifully irepresent  iall iage igroups iof isocial imedia iusers. iTherefore, ifuture 

iresearchers  iare iadvised  ito iapply istratified  ipurposive isampling  ibased ion 

igenerational  igroups  ito iensure ia imore ibalanced  iproportion iof irespondents ifrom 

ieach  igeneration  iand ito  iallow ifor  ibroader  igeneralization  iof ithe  ifindings. 

iFurthermore, iit iis irecommended  ito iinclude iother ivariables ithat imay iinfluence 

icustomer  iengagement, isuch  ias ibrand  iimage,  ibrand  iexperience,  iperceived ivalue, 

iand  icontent iquality. iThus,  ifuture iresearch iis iexpected ito iprovide  ia imore 

icomprehensive  iunderstanding  iof ithe ifactors iinfluencing  icustomer  iengagement 

ion isocial imedia  iin ithe ihospitality  iindustry. 
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