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Pemanfaatan Potensi Mom-Influencer: Analisis Promosi Brand Kuliner

Ayam Goreng Bu Tumbar Di Media Sosial Instagram

Tiara Aulia Rahmah

ABSTRAK

Mome-influencer adalah ibu-ibu yang aktif di media sosial untuk memengaruhi
orang lain melalui ulasan produk, rekomendasi, dan saran parenting. Penelitian ini
bertujuan untuk mengetahui potensi mom-influencer dalam mempromosikan brand
kuliner lokal Ayam Goreng Bu Tumbar dalam kampanye pemasaran di media sosial
Instagram. Pendekatan penelitian yang digunakan adalah pendekatan kualitatif,
dengan data yang diperoleh melalui wawancara dengan mom-influencer, followers
dari mom-influencer yang digunakan oleh Ayam Goreng Bu Tumbar, KOL
Specialist Ayam Goreng Bu Tumbar dan observasi sosial media Instagram Ayam
Goreng Bu Tumbar (@butumbar.id. Hasil penelitian menunjukkan bahwa
pemanfaatan mom-influencer dalam promosi brand kuliner Ayam Goreng Bu
Tumbar di Instagram dapat menghasilkan brand awareness dan engagement. Hal
ini disebabkan oleh adanya keterkaitan antara konten yang informatif
(informativeness) dan tingkat kepercayaan (trustworthiness) mom-influencer
dengan audiens. Penggunaan mom-influencer membuat penyampaian pesan yang
lebih relevan dan mendalam.

Kata Kunci: Instagram, Kampanye promosi Instagram, Kuliner lokal, Mom-
influencer, Social Media Marketing, Source characteristics



"Utilizing the Potential of Mom-Influencers: An Analysis of the
Promotional Strategy of the Culinary Brand Ayam Goreng Bu

Tumbar on Instagram"'

Tiara Aulia Rahmah

ABSTRACT

Mome-influencers are mothers who are active on social media to influence others
through product reviews, recommendations, and parenting advice. This study
objective is to explore the potential of mom-influencers in promoting the local
culinary brand Ayam Goreng Bu Tumbar in Instagram marketing campaigns. The
research approach used is this research is qualitative, with data obtained through
interviews with mom-influencers, followers of mom-influencers used by Ayam
Goreng Bu Tumbar, the KOL Specialist of Ayam Goreng Bu Tumbar, and
observations of the Ayam Goreng Bu Tumbar Instagram account @butumbar.id.
The results show that utilizing mom-influencers in promoting Ayam Goreng Bu
Tumbar on Instagram can build brand awareness and engagement. This related to
the connection between informative content and the trustworthiness of mom-
influencers with their audience. The use of mom-influencers makes message

delivery more relevant and profound.

Key Words: Instagram, Instagram campaign Promotion, Local culinary Mom-
influencer Social Media Marketing Source characteristics
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