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PEMANFAATAN MEDIA SOSIAL INSTAGRAM SEBAGAI ALAT
PROMOSI PADA AKUN TADAIMA.BAKEHOUSE
NIFTAUL RIZKY ALIF VIA

ABSTRAK

Di era digital, media sosial Instagram menjadi salah satu sarana promosi yang
banyak dimanfaatkan oleh pelaku usaha kecil menengah (UKM) untuk menjangkau
konsumen. Salah satu UKM yang aktif memanfaatkan Instagram adalah Tadaima
Bakehouse. Penelitian ini bertujuan untuk menganalisis pemanfaatan media sosial
Instagram sebagai alat promosi pada akun Tadaima Bakehouse dalam mendukung
efektivitas komunikasi pemasaran digital. Variabel penelitian didefinisikan
menggunakan model AISAS yang meliputi attention, interest, search, action, dan
share sebagai tahapan perilaku konsumen dalam merespons pesan promosi. Sampel
penelitian berjumlah tiga informan yang terdiri atas Manager Marketing Executive,
Content Creator dan Social Media Specialist, serta Customer Tadaima Bakehouse.
Teknik pengambilan sampel menggunakan purposive sampling dengan
pertimbangan keterlibatan langsung informan terhadap aktivitas promosi dan
pengalaman konsumsi produk. Metode analisis data yang digunakan adalah
penelitian kualitatif dengan pendekatan studi kasus melalui teknik pengumpulan
data berupa wawancara mendalam, observasi, dan dokumentasi. Hasil penelitian
menunjukkan bahwa pemanfaatan Instagram sebagai media promosi telah
dijalankan secara terencana, konsisten, dan terintegrasi. Pada tahap attention,
konten soft selling yang kreatif mampu menarik perhatian audiens. Tahap interest
diperkuat melalui visual produk yang menarik dan penyampaian informasi yang
relevan. Tahap search difasilitasi oleh kemudahan akses informasi melalui fitur
Instagram seperti profil dan direct message. Tahap action terlihat dari kemudahan
proses pemesanan yang mendorong keputusan pembelian konsumen. Tahap share
ditunjukkan melalui partisipasi konsumen dalam membagikan pengalaman mereka
secara sukarela di media sosial. Interpretasi hasil penelitian menunjukkan bahwa
Instagram tidak hanya berfungsi sebagai media eksposur merek, tetapi juga efektif
dalam membangun keterlibatan konsumen, mendorong keputusan pembelian, serta
memperkuat loyalitas pelanggan secara berkelanjutan sehingga Instagram dapat
dipertimbangkan sebagai media strategis dalam komunikasi pemasaran digital
UKM.

Kata Kunci : Media Sosial Instagram, Model AISAS, Promosi Digital
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UTILIZATION OF INSTAGRAM SOCIAL MEDIA AS A
PROMOTIONAL TOOL FOR THE TADAIMA.BAKEHOUSE ACCOUNT
NIFTAUL RIZKY ALIF VIA

ABSTRACT

In the digital age, Instagram social media has become one of the promotional tools
widely used by small and medium enterprises (SMEs) to reach consumers. One
SME that actively uses Instagram is Tadaima Bakehouse. This study aims to analyze
the use of Instagram as a promotional tool on the Tadaima Bakehouse account in
supporting the effectiveness of digital marketing communication. The research
variables are defined using the AISAS model, which includes attention, interest,
search, action, and share as stages of consumer behavior in responding to
promotional messages. The research sample consisted of three informants, namely
the Marketing Executive Manager, Content Creator and Social Media Specialist,
and a Tadaima Bakehouse customer. The sampling technique used purposive
sampling, considering the informants' direct involvement in promotional activities
and product consumption experience. The data analysis method used was
qualitative research with a case study approach through data collection techniques
in the form of in-depth interviews, observation, and documentation. The results of
the study show that the use of Instagram as a promotional medium has been carried
out in a planned, consistent, and integrated manner. At the attention stage, creative
soft selling content is able to attract the audience's attention. The interest stage is
reinforced through attractive product visuals and the delivery of relevant
information. The search stage is facilitated by easy access to information through
Instagram features such as profiles and direct messages. The action stage is evident
in the ease of the ordering process, which encourages consumers to make
purchasing decisions. The share stage is demonstrated through consumer
participation in voluntarily sharing their experiences on social media.
Interpretation of the research results shows that Instagram not only functions as a
medium for brand exposure, but is also effective in building consumer engagement,
encouraging purchasing decisions, and strengthening customer loyalty in a
sustainable manner, so that Instagram can be considered a strategic medium in
digital marketing communications for SMEs.

Keywords: Instagram Social Media, AISAS Model, Digital Promotion

viil

https://lib.mercubuana.ac.id



DAFTAR ISI

HALAMAN SAMPUL ..ot 0
HALAMAN JUDUL ...ttt st nne s I
HALAMAN PENYATAAN KARYA SENDIRI ..o i
HALAMAN SURAT KETERANGAN HASIL UJI TURNITIN ......ccccenee. ii
HALAMAN PENGESAHAN ... 1\
KATA PENGANTAR ...ttt st nnas %
HALAMAN PERNYATAAN PERSETUJUAN PUBLIKASI TUGAS AKHIR
DI REPOSITORIUMB ...t Vi
ABSTRAK .ottt nre e e vii
ABSTRACT .ottt ettt ettt sreeteane e be e e eneennes viii
DAFTAR ISH..oe et IX
DAFTAR TABEL ..o Xi
DAFTAR GAMBAR ..ottt sttt ste e enre e Xii
DAFTAR LAMPIRAN ..ottt sne e aneenne s Xiii
BAB | PENDAHULUAN ......ooiii e 1
1.1 Latar BelaKang.........ccocueeeriieeiiieeieeeeeeeeeee e e 1

1.2 Fokus Penelitian .........cccceoiiiiiiiiiiniiiiiieeeeeeee e 5

1.3 Tujuan Penelitian.........ccooeevieriiriinieniiieececeeeee e 5

1.4 Manfaat Penelitian...........cocceevoiieiiiiiiienieiieeeece e 5

1.4.1 Manfaat Akademis........cccceeiiiiiiiiiiniiiieeeeee 5

1.4.2 Manfaat Praktis........ccoceiiiiniiiiiiiceeeceeee 5

BAB Il TINJAUAN PUSTAKA . ..o 7
2.1 Penelitian TerdahulU...........cocveviiiiiniiniiniiniccee e 7

2.2 Komunikasi Pemasaran ............ccocceeveeriiieniiiiienieieenieceeee e 15

2.3 Promosi Digital..........cccoeeviiiiiiiieiieceeeeeee e 17

2.4 Media SoS1al ....coviiiiiiiiieriieee s 18

2.4.1 Media Sosial Instagram................ccoeceeeeeeeenceeseenieeeennn 18

X

https://lib.mercubuana.ac.id



2.5 Model AISAS ..o 22

BAB 11l METODOLOGI PENELITIAN ..coiiiiiieiteseeeee e 25
3.1 Paradigma Penelitian ...........cccceeevvieeniieiniie e 25

3.2 Metode Penelitian .........c.eeeueeiieiiiiiiienieeeeeeee e 26

3.3 Subjek Penelitian .........ccceeevuieriieiiiiiieeieeeecie e 27

3.4 Teknik Pengumpulan Data .........c.ccccoeeviiiiiiniiieiiieieeeecee e 29

3.4.1 Data Primer.......cccoooiiiiiiiiiiiiieeieeeeeee e 30

3.4.2 Data Sekunder ..........occeeviieiiiiiiiieeeeee e 30

3.5 Teknik Analisis Data .........cccceeeeiieiiiiienieiceececeeee e 30

3.6 Teknik Pemeriksaan Keabsahan Data ...........ccccceevirieniineeiennenne. 32

BAB IV HASIL PENELITIAN DAN PEMBAHASAN........cccoooiiiiiieiies 34
4.1 Gambaran Umum Objek Penelitian...........ccccecervveniiviniiniincnnene. 34

4.2 Hasil Penelitian.........cccoouerieniieiiinienieiecieceee e 35

4.2.1 Gambaran Umum Informan ..........ccccceceveeneneniencencnnenne. 35

4.2.2 Pemanfaatan Media Sosial Instagram Sebagai Alat Promosi

pada Akun Tadaima Bakehouse ............cccccueeeeiiiiniiieeniiieiee e, 36

4.2.2.1 AHENTION ..entiiiiiiiieiieeieeee et 36

4.2.2.2 TNEETEST .ttt 40

4.2.2.3 SEATCH ...t 45

4.2.2.4 ACHON .ottt et 48

4.2.2.5 SRATE ..coiiiiiiii s 51

4.3 Pembahasan ..........ccccoviiiiiiiiiniiiieee e 55

BAB V KESIMPULAN DAN SARAN ..ot 69
5.1 KeSIMPulan......ccoooueiiiiiiniiiiiiceeeee e 69

5.2 SATAN et e 70

5.2.1 Saran AKademis.........ccoceeriiiniiiiiiiiieeeeceee e 70

5.2.2 Saran PraktiS.......ccoeevierieniiienieieeeceeeeeeeee e 70

DAFTAR PUSTAKA .ttt 72
LAMPIRAN ..ottt sttt teesee et e steenaesreentaenaenneesseeneens 75

X

https://lib.mercubuana.ac.id



DAFTAR TABEL

Tabel 2. 1 Penelitian Terdahulu ......ooeeeeeeeeeeeeeeeeeeeee e

X1

https://lib.mercubuana.ac.id



DAFTAR GAMBAR

Gambar 1. 1 Akun Instagram @tadaima.bakehouse...........cccceeevvverciiiiniiiinieeenen. 1
Gambar 2. 1 Perubahan Pola Perilaku Konsumen.......................c.e. 22
Gambar 2. 2 AISAS Funnel Model..........ccocovviiiiiiiiiiiiieeeee 23
Gambar 3. 1 Komponen dalam Analisis Data (Interactive Model).................... 31
Gambar 4. 1 Akun Instagram Tadaima Bakehouse...........................ooel . 34
Gambar 4. 2 Konten Soft-selling”” Kehidupan Sehari-hari”..........ccccoceoeeennnene. 38
Gambar 4. 3 Konten Soft-selling "Ketinggalan Tumbler"..............cccoeevverinennnne 39
Gambar 4. 4 Konsistensi Estetika Visual Konten Tadaima Bakehouse .............. 40
Gambar 4. 5 Konten Review Produk "Ham and Cheese" ............c.cccceeviieninnnene 42
Gambar 4. 6 Konten Review Produk "Cheesecake Bread"............ccccceevieninnnnnne 42
Gambar 4. 7 Konten dari Micro Influencer Produk Tadaima Bakehouse............ 43
Gambar 4. 8 Konten "Lucu" Tadaima Bakehouse ..........ccccoccevveneininiiniencnnene. 44
Gambar 4. 9 "Klik Link di Bio" Tadaima Bakehouse...........cccceeveeviiniienineinnns 46
Gambar 4. 10 Pemesanan melalui Instagram Stories Tadaima Bakehouse......... 47

Gambar 4. 11 Media Pembelian melalui GoFood, Grab Food, dan Lokasi
Kunjungan Ke TOKO.......oeeiiiieiiecieeceeee ettt e 50
Gambar 4. 12 Media Pembelian Produk Tadaima Bakehouse................ccccee.e.. 51
Gambar 4. 13 Repost Instagram Story milik Pelanggan Tadaima Bakehouse .... 53
Gambar 4. 14 Repost Instagram Story Packaging Tadaima Bakehouse ............. 55

xii

https://lib.mercubuana.ac.id



DAFTAR LAMPIRAN

Lampiran 1. Pedoman dan Hasil Transkrip Wawancara............cccccecvveeeveeennennee. 75

Lampiran 2. Dokumentasi Wawancara............cccueeecveeeeiieeencieeesieeesveeesveesenee e 107

Lampiran 3. Surat [zin Penelitian...........cccccoeviieiiieniiniieiecieccece e 110

Lampiran 4. Surat Selesai Penelitian dari Tempat Penelitian...............cc........... 112

Lampiran 5. Daftar Riwayat Hidup (Curriculum Vitae) Peneliti........................ 113
Xiii

https://lib.mercubuana.ac.id


file:///E:/Work-------/Skripsi/Skripsi%20Nifta/26.%208%20Jan%20(Lampiran)/Skripsi%20Nifta%20(08%20Jan).docx%23_Toc218774653
file:///E:/Work-------/Skripsi/Skripsi%20Nifta/26.%208%20Jan%20(Lampiran)/Skripsi%20Nifta%20(08%20Jan).docx%23_Toc218774654
file:///E:/Work-------/Skripsi/Skripsi%20Nifta/26.%208%20Jan%20(Lampiran)/Skripsi%20Nifta%20(08%20Jan).docx%23_Toc218774655
file:///E:/Work-------/Skripsi/Skripsi%20Nifta/26.%208%20Jan%20(Lampiran)/Skripsi%20Nifta%20(08%20Jan).docx%23_Toc218774656

	Skripsi Nifta (27 Feb)(1).pdf (p.1-10)
	20260310195556.pdf (p.11-14)



