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Abstract

This study aims to examine the effect of content
quality on customer engagement among Business
Education students at Universitas Pendidikan
Indonesia, using Sfgiandra’s digital content as a case
study. A quantitative approach with a causal
associative design was employed. Eighty respondents
were selected using the Slovin formula with a 10%
margin of error. The study involved two variables:
content quality (relevance, clarity, uniqueness, and
visual appeal) and customer engagement (cognitive,
affective, and behavioral). 

Business Education

The results of simple linear regression indicate that
content quality has a significant positive effect on
customer engagement (B = 1.512; t = 7.377; Sig. =
0.000). This finding shows that high-quality, relevant,
and visually appealing content enhances audience
engagement and strengthens brand relationships.



Introduction

Social media has transformed how organizations communicate with their audiences, making content
quality a key factor in building lasting relationships. Relevant and engaging content has been proven to
drive interaction more effectively than mere posting frequency. For Business Education students,
understanding how content quality influences engagement is crucial as they are future marketing
practitioners. The case of Sfgiandra shows that although posting frequency is relatively high,
engagement tends to decrease when content appears repetitive. This highlights the importance of
studying the impact of content quality on student engagement.



Hypothesis

Hypotheses:
H0: Content quality has no significant
effect on customer engagement among
Business Education students at UPI.
H1: Content quality has a significant effect
on customer engagement among Business
Education students at UPI



Methodolgy

This study applied a quantitative verification approach with a causal associative design.
The research instrument was a Likert-scale questionnaire (1–5), and validity and reliability
were tested using SPSS. Cronbach’s Alpha values were 0.607 for content quality and 0.965
for customer engagement, indicating good reliability. The sample consisted of 80 active
Business Education students at UPI who follow Sfgiandra content. Data were analyzed using
simple linear regression with a significance level of 0.05. The results showed R = 0.641 and
R² = 0.411, meaning content quality explains 41.1% of the variation in customer engagement.
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The Cronbach’s Alpha for Content Quality is 0.607 (moderately reliable), while Customer Engagement scored 0.965 (highly reliable).
This indicates that the engagement items are highly consistent, showing stable responses among participants. Although the reliability
of Content Quality is moderate, it is acceptable for a small-scale study. This confirms that indicators such as relevance, clarity, and
visual appeal are sufficiently correlated.

Reliability Test

Results and Discussion



The correlation coefficient (R = 0.641)
indicates a strong positive relationship
between Content Quality and Customer
Engagement. This means that improved
content quality leads to higher
engagement. The R² value of 0.411 shows
that 41.1% of engagement variation is
explained by content quality, while the
remaining 58.9% is influenced by other
factors such as posting frequency,
content type, or user interaction.

Simple Linear Regression

Results and Discussion



Results and Discussion

The ANOVA test produced an F value of
54.424 with a significance level of 0.000
(<0.05), confirming that the regression
model is statistically significant. This
means content quality, as a whole,
significantly affects customer
engagement. Improvements in content
relevance, clarity, and visual appeal
directly enhance audience engagement

ANOVA Test



The unstandardized coefficient (B = 1.512)
with t = 7.377 and Sig. = 0.000 indicates a
significant positive effect. Every one-unit
increase in content quality increases
customer engagement by 1.512 units. This
means that the better the quality of
Sfgiandra’s content, the higher the
students’ engagement—reflected in their
cognitive understanding, emotional
connection, and behavioral actions
(likes, comments, shares).

Coefficient Test

Results and Discussion



Conclusion
This study concludes that content quality plays a crucial and significant role in
shaping customer engagement with Sfgiandra content. Audience engagement is
influenced not only by posting frequency but also by how relevant, appealing,
and authentic the content is. High-quality content strengthens emotional bonds
and audience loyalty. Future research is recommended to include moderating
variables such as influencer collaboration or content type to gain deeper
insights into digital engagement strategies.



�M�a�Z�g�d���R�h�n


