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PENGARUH E-CONTENT MARKETING DAN LIVESTREAM SHOPPING
TERHADAP DIGITAL CUSTOMER ENGAGEMENT PADA PRODUK
F&B DI SHOPEE

(STUDI PADA KONSUMEN DI JAKARTA TIMUR)
ABSTRAK

Perkembangan teknologi digital yang pesat mendorong pertumbuhan e-
commerce di Indonesia, menjadikan platform seperti Shopee sebagai pilihan utama
dalam bertransaksi. Shopee dalam platformnya memiliki beragam kategori produk
yang dijual, salah satunya Food and Beverages. Namun, dalam penjualan kategori
produk tersebut, masyarakat Indonesia cenderung berbelanja Food & Beverages
atau FMCG secara offline. Berkembangnya digitalisasi menghadirkan berbagai
teknologi dan strategi baru seperti e-content marketing dan livestream shopping.
Strategi seperti e-content marketing dan livestream shopping dipandang penting
dalam meningkatkan digital customer engagement yang mana dapat menciptakan
loyalitas dan selanjutnya dapat meningkatkan penjualan. Penelitian yang
dilakukan bertujuan untuk menganalisis pengaruh e-content marketing dan
livestream shopping terhadap digital customer engagement pada kategori produk
F&B di Shopee. Penelitian dilakukan dengan pendekatan explanatory dan
menggunakan 100 responden yang dipilih melalui metode non-probability dan
purposive sampling di wilayah Jakarta Timur. Data dianalisis menggunakan SPSS
versi 26.

e-content marketing dan livestream shopping berpengaruh signifikan baik
secara parsial maupun simultan terhadap digital customer engagement. Penerapan
konten yang relevan dan bernilai, serta livestream yang informatif dengan host
yang menarik, terbukti meningkatkan keterlibatan konsumen.

Sebagai saran, penjual dan platform Shopee perlu mengoptimalkan fitur
video dan /ive dengan pendekatan yang lebih kreatif, personal, dan berkualitas
tinggi agar dapat menciptakan pengalaman belanja yang menarik dan mendorong
loyalitas konsumen. Penelitian selanjutnya disarankan untuk memperluas objek
studi pada kategori produk lain atau wilayah yang berbeda serta platform e-
commerce yang berbeda.

Kata Kunci: E-Content Marketing, Livestream Shopping, Digital Customer
Engagement



THE EFFECT OF E-CONTENT MARKETING AND LIVESTREAM
SHOPPING ON DIGITAL CUSTOMER ENGAGEMENT IN F&B
PRODUCTS ON SHOPEE

(ASTUDY ON CONSUMERS IN EAST JAKARTA)
ABSTRACT

The rapid development of digital technology has significantly driven the
growth of e-commerce in Indonesia, positioning platforms like Shopee as primary
choices for online transactions. Shopee offers a wide range of product categories,
including Food and Beverages (F&B). However, Indonesian consumers tend to
purchase F&B or FMCG products online selectively. The advancement of
digitalization has introduced various technologies and strategies, such as e-
content marketing and livestream shopping. These strategies are considered
essential in enhancing digital customer engagement, which in turn fosters
customer loyalty and drives sales growth. This study aims to analyze the influence
of e-content marketing and livestream shopping on digital customer engagement
in the F&B product category on Shopee. The research adopts an explanatory
approach and involves 100 respondents selected using non-probability and
purposive sampling methods in the East Jakarta area. Data analysis was
conducted using SPSS version 26.

The findings indicate that both e-content marketing and livestream shopping
have a significant impact—both partially and simultaneously—on digital customer
engagement. The implementation of relevant and valuable content, as well as
informative livestreams with engaging hosts, has proven effective in enhancing
consumer engagement.

As a recommendation, sellers and the Shopee platform should optimize video
and live features by adopting more creative, personalized, and high-quality
approaches to create engaging shopping experiences and foster customer loyalty.
Future research is suggested to expand the study across different product
categories, regions, or alternative e-commerce platforms.

Keywords : E-Content Marketing, Livestream Shopping, Digital Customer
Engagement
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