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ABSTRAK

Penelitian ini bertujuan untuk menganalisis efektivitas Instagram Ads sebagai
media promosi digital dalam meningkatkan layanan jasa fotografi pada Jenic
Studios. Penelitian ini menggunakan pendekatan kualitatif yang berlandaskan
pada filsafat post-positivisme, dengan meneliti kondisi objek secara alamiah guna
memperoleh pemahaman mendalam mengenai strategi promosi yang diterapkan.
Teknik pengumpulan data dilakukan melalui wawancara mendalam, observasi,
dan dokumentasi terhadap pihak internal Jenic Studios serta aktivitas promosi
yang dilakukan melalui Instagram Ads. Hasil penelitian menunjukkan bahwa
penggunaan Instagram Ads sebagai media promosi digital pada Jenic Studios
dinilai efektif berdasarkan empat indikator, yaitu empati (empathy), persuasi
(persuasion), dampak (impact), dan komunikasi (communication). Iklan yang
ditayangkan mampu menarik perhatian audiens, membangun kedekatan emosional,
serta mendorong minat calon konsumen terhadap layanan jasa fotografi yang
ditawarkan. Selain itu, Instagram Ads juga memberikan dampak positif terhadap
peningkatan jangkauan promosi dan interaksi dengan audiens. Namun demikian,
penelitian ini juga menemukan beberapa kendala dalam implementasinya, antara
lain kendala teknis dalam pengelolaan iklan, keterbatasan biaya promosi,
tingginya tingkat persaingan antar penyedia jasa fotografi, serta tantangan dalam
menciptakan konten yang kreatif dan konsisten. Oleh karena itu, diperlukan
strategi promosi yang lebih terencana dan inovatif agar efektivitas Instagram Ads
dapat terus ditingkatkan.

Kata Kunci: Instagram Ads, Promosi Digital, Jasa Fotografi
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ABSTRACT

This study aims to analyze the effectiveness of Instagram Ads as a digital
promotional medium in improving photography service performance at Jenic
Studios. The research employs a qualitative approach based on the post-positivist
philosophy, which is used to examine natural conditions of the research object in
order to gain an in-depth understanding of the implemented promotional
strategies. Data were collected through in-depth interviews, observation, and
documentation involving internal stakeholders of Jenic Studios and their
Instagram Ads promotional activities. The results indicate that the use of
Instagram Ads as a digital promotion medium at Jenic Studios is considered
effective based on four indicators: empathy, persuasion, impact, and
communication. The advertisements successfully attract audience attention, build
emotional engagement, and encourage potential customers’ interest in the
photography services offered. Furthermore, Instagram Ads have a positive impact
on increasing promotional reach and audience interaction. However, this study
also identifies several obstacles in the implementation process, including
technical issues in ad management, limited promotional budgets, intense
competition among photography service providers, and challenges in creating
creative and consistent content. Therefore, more strategic and innovative
promotional planning is required to continuously enhance the effectiveness of
Instagram Ads as a Digital Marketing tool.

Keywords: Instagram Ads, Digital Promotion, Photography Services
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