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EFEKTIVITAS PROMOSI DALAM MENINGKATKAN PENJUALAN PRODUK NGEMIL
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ABSTRAK

Ngemil Jeh merupakan usaha mikro di bidang makanan ringan yang berdiri
sejak tahun 2022 di Jakarta. Menghadapi ketatnya persaingan industri serta
perubahan perilaku konsumen yang semakin bergeser ke arah digital, pada tahun
2025 Ngemil Jeh mulai memanfaatkan platform Instagram sebagai media
pemasaran. Kajian ini bertujuan untuk menganalisis efektivitas strategi promosi
yang diterapkan Ngemil Jeh melalui Instagram dalam upaya meningkatkan
penjualan produk makanan ringan. Analisis dilakukan melalui pengumpulan data
penjualan, pemantauan aktivitas promosi di Instagram, dan evaluasi metrik digital.
Fokus kajian terletak pada strategi promosi yang mencakup sales promotion
(program diskon, paket bundling, giveaway) dan user-generated content (UGC),
serta strategi pemasaran digital melalui pendekatan social media marketing
(perencanaa dan penjadwalan, pembuatan konten, optimasi profil instagram, iklan
berbayar model PPC, penggunaan hastag). Hasil kajian menunjukkan bahwa
strategi promosi yang paling berdampak adalah program diskon tematik (promosi
Ramadhan dan Lebaran), paket bundling (paket hemat dan paket usaha), serta
pemanfaatan user-generated content (UGC) yang efektif dalam menarik minat
konsumen. Sementara itu, dalam aspek pemasaran digital, perencanaa dan
penjadwalan, pembuatan konten, dan penayangan iklan model PPC terbukti
mampu memperluas jangkauan konsumen. Kajian ini memberikan kontribusi
dalam bentuk bukti nyata atas efektivitas strategi promosi dan pemasaran digital
terhadap pertumbuhan penjualan UMKM makanan ringan, khususnya dalam
periode 2023 hingga 2025.

Kata kunci: Promosi, pemasaran digital, promosi penjualan, konten buatan
pengguna, pemasaran media sosial
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THE EFFECTIVENESS OF PROMOTION IN INCREASING SALES OF JEH SNACK
PRODUCTS THROUGH DIGITAL MARKETING ON THE INSTAGRAM PLATFORM

Name : Siti Rizky Anggraeni
ID Number : 211210007
Advisor : Rahmi Utami, S.Sos., M.B.A.

Dr. Ardiansyah, S.Kom., M.M.

ABSTRACT

Ngemil Jeh is a micro-enterprise in the snack sector that was established in
2022 in Jakarta. Facing tight industry competition and changes in consumer
behavior that are increasingly shifting towards digital, in 2025 Ngemil Jeh began
utilizing the Instagram platform as a marketing medium. This study aims to analyze
the effectiveness of the promotional strategy implemented by Ngemil Jeh through
Instagram in an effort to increase sales of snack products. The analysis was carried
out through collecting sales data, monitoring promotional activities on Instagram,
and evaluating digital metrics. The focus of the study is on promotional strategies
that include sales promotions (discount programs, bundling packages, giveaways)
and user-generated content (UGC), as well as digital marketing strategies through
a social media marketing approach (planning and scheduling, content creation,
Instagram profile optimization, paid advertising using the PPC model, hashtag use).
The results of the study show that the most impactful promotional strategies are
thematic discount programs (Ramadan and Eid promotions), bundling packages
(savings packages and business packages), and the use of user-generated content
(UGC) which is effective in attracting consumer interest. Meanwhile, in terms of
digital marketing, planning and scheduling, content creation, and displaying PPC
model advertisements have proven to be able to expand consumer reach. This study
provides a contribution in the form of real evidence of the effectiveness of digital
promotion and marketing strategies on the growth of snack MSMIE sales, especially
in the period 2023 to 2025.

Keywords: Promotion, digital marketing, sales promotion, user-generated content,
social media marketing
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