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ABSTRAK
CAHYA RIZKY WINARDI. Efektivitas Promosi Melalui Instagram dalam Pemasaran
Produk Usaha Mikro Kecil dan Menengah (UMKM). Dibimbing oleh SUTISNA
RIYANTO.

Usaha mikro, kecil, dan menengah (UMKM) memiliki peranan penting dalam
perekonomian Indonesia. Untuk menumbuhkan minat konsumen mencoba dan membeli
produk UMKM, diperlukan strategi pemasaran yang efektif, salah satunya promosi
melalui internet seperti media sosial Instagram. Tujuan penelitian adalah menganalisis
efektivitas promosi melalui Instagram beserta faktor-faktornya. Penelitian menggunakan
metode survei dengan menyebarkan kuesioner online didukung data kualitatif hasil
wawancara mendalam dengan responden dan informan. Jumlah responden dalam
penelitian adalah 40 orang yang dipilih secara purposif dari populasi followers Instagram
@Cilokkujang. Analisis efektivitas menggunakan EPIC Model sedangkan analisis
hubungan menggunakan korelasi rank spearman dan chi-square. Penelitian menunjukan
bahwa Instagram merupakan media yang efektif dalam mempromosikan kepada
followers @Cilokkujang. Namun hasil penelitian menunjukkan tidak ada hubungan
antara karakteristik responden dengan efektivitas promosi dan tidak ada hubungan antara
karakteristik responden dengan tingkat keterdedahan followers Instagram Cilok Kujang.
Hasil penelitian juga mengungkapkan terdapat hubungan cukup kuat antara tingkat
keterdedahan media sosial Instagram dan efektivitas promosi. Semakin sering followers
menerima pesan dan memberikan feedback, semakin luas informasi yang disampaikan,
semakin tinggi efektivitas promosi.

Kata kunci : media sosial, pemasaran, usaha mikro kecil dan menengah

ABSTRACT
CAHYA RIZKY WINARDI. Effectiveness of Promotion Through Instagram in
Marketing of Micro Small and Medium Enterprise Products. Supervised by SUTISNA
RIYANTO.

Micro, small and medium enterprise (MSME) have an important role in the Indonesian
economy. To foster consumer interest in trying and buying MSME products, marketing
strategies are needed, one of the strategies promotion through the internet such as
Instagram. The objective of this research is to analyze of the effectiveness of promotion
through Instagram and with all the factors. The study used a survey method with
distribute an online questionnaire supported by qualitative data in the form of in-depth
interviews with respondents and informants. The number of respondents in the study are
40 people purposively choosed through the population of @Cilokkujang s followers. This
research shows that Instagram is an effective medium in promoting to @Cilokkujang’s
followers. However, the results showed that there was no correlation between the
characteristics of the respondents and the effectiveness of the promotion and there was
no correlation between the characteristics of the respondents and the level of exposure
of Cilok Kujang's Instagram followers. From research results show there is a strong
correlation between the level of exposure of Instagram social media and the effectiveness
of promotions. The more often followers receive messages and provide feedback, the
wider the information conveyed, the higher the effectiveness of the promotion.

Keywords: marketing, micro small and medium enterprises, social media
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