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Abstrak 

 

Di era internet yang berkembang pesat, platform media sosial, khususnya 

Instagram, telah menjadi sarana penting bagi vendor fotografi untuk 

mempromosikan produk dan menarik pelanggan. Penelitian ini bertujuan 

untuk mengetahui pengaruh promosi Instagram terhadap kepuasan 

pelanggan pada vendor fotografi di Kota Solo, apakah sudah memenuhi 

harapan pelanggan yang melihat iklan melalui Instagram vendor tersebut. 

Penelitian ini menyelidiki konteks unik di Kota Solo, di mana sebuah 

vendor fotografi secara aktif menggunakan Instagram sebagai alat promosi 

utama, untuk mengetahui tingkat kepuasan pelanggan terhadap layanan 

fotografi yang ditawarkannya. Penelitian ini bertujuan untuk mengetahui 

efektivitas penggunaan Instagram sebagai media promosi bagi vendor 

fotografi pernikahan di Kota Solo. Penelitian ini dilakukan melalui survei 

konsumen, wawancara dengan manajemen, dan analisis konten Instagram 

vendor fotografi di Kota Solo. Hasil penelitian ini diharapkan dapat 

membantu vendor fotografi lainnya, khususnya di Kota Solo, dalam 

memahami peran Instagram sebagai alat promosi yang efektif. Selain itu, 

hasil penelitian ini diharapkan dapat berkontribusi pada perkembangan 

industri fotografi di era internet dan membantu vendor fotografi 

memahami cara meningkatkan kepuasan pelanggan melalui media sosial.  

 

Kata kunci: fotografi, komunikasi pemasaran, media sosial Instagram, 

vendor fotografi 

Abstract 

 

In the era of the rapidly growing internet, social media platforms, 

especially Instagram, have become an important means for photography 

vendors to promote their products and attract customers. This study aims 

to determine the effect of Instagram promotion on customer satisfaction at 

photography vendors in the city of Solo, whether it meets the expectations 

of customers who see advertisements through the vendor's Instagram. This 

study investigates the unique context in the city of Solo, where a 

photography vendor actively uses Instagram as the main promotional tool, 

to determine the extent of customer satisfaction with the photography 

services it offers. This study aims to determine the effectiveness of using 

Instagram as a promotional medium for wedding photography vendors in 

the city of Solo. This study was conducted through consumer surveys, 

interviews with management, and analysis of Instagram content of 

photography vendors in the city of Solo. The results of this study are 

expected to help other photography vendors, especially in the city of Solo, 
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in understanding the role of Instagram as an effective promotional tool. In 

addition, the results of this study are expected to contribute to the 

development of the photography industry in the internet era and help 

photography vendors understand how to increase customer satisfaction 

through social media. 

 

Keywords : photography , marketing communication, Instagram social 

media, photography vendor 

 

1. INTRODUCTION 

1.1 Background 

Photography is a branch of art that was not created by a single inventor, but is the result 

of increasingly advanced technological and conceptual developments by many important 

figures in the world. The figure who is considered the father of photography is Joseph 

Nicephore Niépce who succeeded in making the first photograph using the asphalt 

coloring technique entitled View from the Window at Le Gras in 1826 used a light-proof 

box with a small hole called the Camera Obscura which was able to produce a permanent 

image called the Heliograph, this Camera Obscura was the forerunner of the modern 

camera. As technology developed, the types and models of cameras continued to develop, 

and several new innovations continued to emerge such as the Daguerreotype Camera by 

Louis Daguerre in 1839, the Calotype Camera by William Henry Fox Talbot in 1841, 

Rolleiflex Camera by Franke & Heidecke in 1928, and DSLR (Digital Single Lens Reflex 

) Camera introduced in 1986 by Canon brand , where this camera model already uses a 

digital camera sensor replacing roll film that uses an analog system. The development of 

digital cameras makes it easier for photographers to take pictures because they no longer 

need to wait long to preview the photos that have been taken. 

 A photographic work can be said to have communication value if in its appearance 

the subject is used as a medium to convey messages or ideas expected from the viewer so 

that contact is established to understand its meaning. Sudarma (2014) stated that in the 

field of photography, many photographers produce paintings using light in the form of 

visuals that depict a story in photos as a strong medium of expression and communication. 

With this, many clients use the services of photographers to document important events 

such as weddings, birthdays, and model photos (Sarmiati, 2019). Currently, along with 

the development of camera technology, the photography business is also growing in 

various fields. Photography is in line with communication, both from the photographer 
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who has to communicate with other people, the subjects being photographed, and also 

their photos. 

 The importance of documentation in an activity or event cannot be ignored, 

especially through photography. One of the events or activities that often require 

documentation is a wedding, wedding photos which are generally commercial in nature 

have become one of the main aspects in the photography industry, including the 

popularity of pre-wedding photos which have become a big business in this world. Almost 

all wedding events require documentary photos to capture the long-awaited moments 

(Nugroho, 2020). With this need, a documentation service is needed that not only covers 

technical aspects but is also accompanied by optimal service to customers. Fulfillment of 

wedding documentation needs must be supported by adequate and satisfactory services 

for clients. 

 The development of the photography service business has made business owners 

have to think about how to market their services so that they do not lose in competing in 

this business, especially for photography service business actors in Solo City. Solo City 

is located in the lowlands between the slopes of Mount Lawu and Mount Merapi, with an 

altitude of around 92-105 meters above sea level. Solo City has an area of around 44.04-

46.72 km². Solo City borders several districts, namely: 

- North: Karanganyar Regency and Boyolali Regency. 

- East: Sukoharjo Regency and Karanganyar Regency. 

- West: Sukoharjo Regency and Karanganyar Regency. 

- South: Sukoharjo Regency. 

Administratively, Surakarta City consists of 5 sub-districts and 51-54 villages, the 

five sub-district areas are Laweyan, Serengan, Pasar Kliwon, Jebres and Banjarsari. 

 The city of Solo borders various other regencies, opening up many opportunities 

and chances for photography business vendor owners in the city of Solo to market their 

photography services in order to get customers both from the city of Solo itself and from 

other areas around the city of Solo. 

 In the context of Javanese culture, especially in the city of Solo which is known 

as one of the cultural centers of Javanese, marriage is not just a legal bond between two 

individuals, but also a customary procession that is full of philosophical and symbolic 

meaning. The tradition of marriage in Solo is still very upholding values. The traditional 
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values of traditions inherited from generation to generation, such as the procession of 

splash, midodareni, call, to a wedding reception that is thick with classic and symbolic 

nuances. In addition, the Solo people are also very concerned about the selection of 

marriage time, one of which is by avoiding the Suro month in the Javanese calendar. The 

month of Suro which is equivalent to the month of Muharram in the Hijri calendar is held 

as a sacred month, full of spiritual nuances and abstinence, so that many people believe 

that holding marriages in that month does not bring blessings or is considered unethical 

culturally. The people of Surakarta still uphold the tradition of prohibiting marriage in the 

month of Suro as a form of respect for spiritual values (Ayuputri, 2020). In addition, the 

Suran tradition, which is carried out to ward off disaster, is also a form of self-reflection 

and a request for safety for the Javanese people (Ar-Rumi et al., 2024). This trust is still 

strongly attached to the Solo community, and influences the decision time for the 

implementation of marriage, which indirectly also has an impact on the trend and 

promotion strategy of marriage vendor services in the region. 

Marketing communication plays a very important role in business development 

efforts. With marketing communication, business actors can analyze business 

development directly through the results of the strategies that have been implemented. 

Photography vendors have emerged and developed in society. By using photos as a means 

of communication, photography allows people to capture moments and events in their 

lives. Doing business is also important to be able to survive in this fast-paced and digital 

era (Setyawati & Darma, 2018). 

 Marketing communication is a tool used by companies in an effort to inform, 

persuade, and remind consumers both directly and indirectly about the products and 

brands they sell (Kotler & Keller, 2009). Marketing communication can be done through 

several media, such as online media and print media. 

Marketing communication activities help advertise goods or services. In addition, 

the needs of target consumers must also be considered when carrying out the marketing 

communication process (Hamzah et al., 2020). Many business actors have and still use 

print media such as newspapers and magazines to inform their business products and 

services. Olannye (2014) stated that effective marketing implementation can be done with 

good interpersonal communication. Therefore, it is important for a company to have a 
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relationship marketing strategy marketing in building and maintaining good relationships 

with clients through interpersonal communication (Olannye, 2014). 

 The development of technology, one of which is the internet, has changed the way 

of interacting in marketing communication strategies from face-to-face (conventional) to 

screen (internet marketing) (Agung & Darma, 2019). Photography vendors, many of 

whom utilize online media such as TikTok, Instagram, Facebook, Twitter and others to 

promote photo services. Rahastine & Wulandari (2019) stated that Instagram media was 

chosen by photography vendors because it has several more complete features than other 

social media, because Instagram supports visual media in the form of photos and videos. 

Indonesia has 22 million active users, dominated by those aged 18-34 years with a 

percentage of 89%, and 97% of users use search engines to search for more detailed 

information (Hendika & Natalia, 2021). According to databoks.katadata.co.id, currently 

active Instagram users in Indonesia have reached 122 million users, which is 47.3% of 

the Indonesian population. 

Suherman, in Sholihah (2018), stated that promotion is a communication process 

that contains the delivery of data and information, benefits, and advantages of a product 

to the wider community with the aim of attracting attention so that they become 

consumers of the promoted product. Promotion strategies via the internet, especially 

social media, are strategies that are considered practical and do not require a lot of costs 

and can reach a wide market share or consumers (Handika et al., 2018). Social media is 

an advancement in internet-based technology that allows its users to interact directly in 

various forms. Unlike conventional advertising which is only one-way, social media 

allows users to ask questions, provide comments, input, and feedback. Instagram is one 

of the most widely used social media. Instagram allows its users to upload photos and 

also view uploads from others (Kurniawati, 2017). 

Currently, Instagram is used as a fairly attractive promotional platform for both 

commercial and non-commercial purposes. Instagram is considered a social media with 

quite large potential for these purposes. According to Dianastuti (2016), Instagram is a 

social media for sharing photos that is starting to be widely used for marketing 

communication purposes with its characteristics that prioritize visual messages and high 

interactivity. Instagram social media really meets the needs of photography vendors 

because the basis of Instagram itself is a photo sharing platform so it is suitable for use as 
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a means of promotion by displaying photos of previous works. The use of Instagram 

social media is very dominant today, such as photography vendors who use Instagram 

more as a promotional medium and marketing strategy to reach clients who are not only 

stuck in one place but can be accessed in various regions (Rahastine & Wulandari, 2020). 

One of the problems that arise in this context is whether advertising through 

Instagram is effective in increasing consumer visits to photography services offered by 

vendors through Instagram. Is this promotion only intended to attract attention or does it 

actually affect the consumer experience during and after the photo shoot? so that it attracts 

the interest of researchers to find out more about the effectiveness of using Instagram as 

a promotional medium for wedding photo vendors in Solo City in 2025. 

1.2 Problem Formulation 

From the description of the problem above, the author concludes the formulation of the 

problem that will be discussed in this study, namely how effective is the use of Instagram 

by photography vendors in Solo as a means of promoting photography and videography 

services and also how Instagram accounts are managed by six photography vendors in 

Solo as a means of promoting photography and videography services. 

1.3 Research Objectives 

1.3.1 General Objectives 

This study aims to determine how effective it is to market photography services through 

the Instagram platform. 

1.3.2 Specific Objectives 

a. Describe the effectiveness of the use of Instagram by wedding photo vendors in Solo 

in attracting prospective customers through features such as posts, stories, reels, and 

ads (ADS). 

b. Analyzing Instagram account management strategies carried out by wedding photo 

vendors in Solo in displaying portfolios and promoting services consistently. 

1.4 Benefits of Research 

1.4.1 Theoretical Benefits 

The results of this study can be a reference or basis for further research related to the use 

of social media, especially Instagram, in the context of marketing photography and 

videography services. 
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1.4.2 Practical Benefits 

a. Provides an overview of the extent to which Instagram can be utilized as an effective 

promotional tool to increase bookings for photography and videography services. 

b. Providing information on how social media can be optimally utilized for business 

interests, so that it can inspire people to utilize digital platforms more effectively. 

1.5 Literature Reviews 

Previous studies and research are important references for researchers who will conduct 

research. By referring to existing research, researchers can enrich their own studies 

through relevant studies that are in line with the topic being researched. Researchers 

collect several related journals to strengthen research and increase insight into the field 

of study being raised. This research was conducted based on previous research references 

with related topics. 

a. The research entitled "Marketing Strategy for Culinary Business Using Influencers 

Through Instagram Social Media" compiled by Made Resta Handika, Agus Fredy 

Maradona, and Gede Sri Darma,  explains the change in marketing strategy from 

conventional methods to marketing through Instagram marketing at The Night 

Market. Cafe & Co -working Space is driven by technological advancements, cost 

efficiency, and the effectiveness of using influencers to increase business exposure. 

The role of place as part of the marketing mix is also an additional attraction, to 

attract consumers to come back. 

b. Research by I Putu Hendika Permana entitled "Using Instagram Social Media as a 

Marketing Media for Culinary Business in the Online Community @deliciousbali" 

explains the use of social media as a promotional medium that is trending in the 

culinary industry, where social media not only provides a cheap but effective 

platform, but also becomes a place for interaction between business people and 

customers. In this study, promotion uses the 7C framework, context, content, 

communication, community, connection, and commerce.  

c. Research by Mereta Puri Rahastine and Yulianti Fajar Wulandari entitled "Use of 

Social Media as a Marketing Communication Strategy for the Community in 

Pekayon Jaya Village, South Bekasi" This study explains the presence of the 

Whatsapp application as a means of promotion and ordering daily necessities among 

residents of Pekayon Village. This started because of the limitations during the 

Covid-19 period which limited community activities, so that residents of Pekayon 
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Village took the initiative to use Whatsapp social media as a means of buying and 

selling. 

d. Research by Ahmad Ghifary Rizalun Nafis entitled " The Effectiveness of Instagram 

Social Media as a Promotional Media for Afra Hijab Products" explains the 

promotional method of Afra Hijab products among Muslim women through the 

Instagram account @jilbabafra. Promotional activities are carried out by the admin 

by interacting with customers, in addition, Afra Hijab receives feedback messages 

from customers, as a means of improving service and product quality. 

e. Research by Ni Wayan Nandaryani, Ngurah Adhi Santosa, and I Putu Dudyk Arya 

Putra, entitled "Analysis of Instagram Content Design as a Promotion Strategy for 

@sayurboxbali" examines the role of Instagram in promoting fruits and vegetables 

in different ways. In this study, @sayurboxbali attracts consumers' attention with 

visuals of fruits and vegetables with more attractive designs, thus becoming an 

attractive advantage in the eyes of consumers. 

1.6 Theoretical basis 

1.6.1 Commercial Photography 

According to Enche Tjin and Erwin Mulyadi (2014) commercial photography is a type of 

photography that aims to commercialize something such as promoting a product or 

service. In commercial photography, a mature concept and clear goals are needed to 

promote a product, brand, or individual. Commercial photography is divided into several 

types such as product photos, wedding photos, modeling photos, maternity photos. etc., 

The main purpose of commercial photography is as a promotional medium or to 

introduce a product, brand, or individual through attractive images/photos. Commercial 

photography is considered effective in conveying the essence of a product through 

attractive and non-boring visuals, so that the characteristics of the product can be clearly 

seen. 

1.6.2 Instagram 

Instagram is a brand name for a social networking application that allows its users to take 

photos, share them to various other social networks. Instagram is one of the popular social 

media for sharing visual content, such as photos and videos, and interacting with other 

users through features such as likes, comments, and direct message (DM). 
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According to Djafarova and Bowes (2021) Instagram is a platform that is not only 

used to share visual content, but also a powerful marketing tool for brands and influencers. 

It allows direct interaction between brands and consumers through features such as 

stories, reels, and direct messages. 

According to Abidin (2016) Instagram is a platform that allows users to form and 

project their identities through photos and videos. It has become an important tool in 

modern visual culture, especially among the younger generation. 

According to experts, Instagram is a social media platform that focuses on visual 

content such as photos and videos, and facilitates social interaction and self-expression. 

In addition, Instagram is an important tool in marketing, personal branding, and 

relationship building, which has a major impact on the business world. This platform also 

influences the social and psychological behavior of its users, including the desire to gain 

social validation through likes and comments. Over its development, Instagram has 

evolved from just a place to share photos to a tool that has a broad impact on modern 

communication, culture, and business strategy. 

1.6.3 Uses & Gratification 

According to Daryanto (2016) Uses Theory and Gratifications explains that a person has 

a certain motive in using media, either for self-existence or branding. Studies on uses and 

gratifications focuses on media in its use (uses) which will influence a person's 

satisfaction (gratifications), which is what gives rise to the term uses. and gratifications. 

Uses and gratifications show that the main problem is not how the media changes 

the attitudes and behavior of the audience, but how the media fulfills the personal and 

social needs of the audience because they are considered to actively and intentionally use 

the media to fulfill their needs and have a purpose. (Daryanto & Rahardjo, 2016). 

In the context of research on the effectiveness of using Instagram as a promotional 

medium for wedding photo vendors in Solo City, the U&G theory can be used to 

understand the needs and satisfactions sought by Instagram users.  

Some needs and satisfactions that may be relevant include: 

a. Cognitive Needs: Users use Instagram as a place to share photos of their activities 

that show their presence. Find information about wedding photography providers, 

view their portfolios and compare prices. 



10  

b. Affective Needs: Users want content that entertains, motivates, and inspires them. 

Wedding photography providers can meet this need by publishing beautiful and 

inspiring wedding photos. 

c. Personal Needs: Users use Instagram to enhance their personal status by constantly 

posting their activities. They want to feel connected to the wedding photography 

providers they work with and recognized by others. 

d. Social Need: Users want to stay connected with family and friends through their 

Instagram posts. Wedding photography providers can meet this need by holding 

contests and giveaways for their followers to enter. 

e. Need for Release: Users want entertainment, motivation, and news from their 

surroundings. Wedding photography providers can meet this need by publishing 

content related to wedding trends and lifestyle. 

Instagram has become an effective platform for promoting and selling products 

and services. The photography industry, including wedding photography services, has 

capitalized on Instagram’s popularity. Instagram offers a variety of features to support 

photography vendors’ promotions, including photo and video posting, Instagram Stories, 

Reels, and sharing features. Instagram’s algorithm helps uploaded content reach a wider 

audience based on previous interactions, content type, and upload time. 

1.6.4 AISAS Theory 

The AISAS (Attention, Interest, Search, Action, Share) model is a further development 

of the AIDA (Attention, Interest, Desire, Action) model used in internet-based marketing. 

The AISAS theory is used in internet network marketing related to advertising through 

social media, while the AIDA theory is used in traditional marketing. 

 

 

Figure 1. Non-Linear AISAS Model 

Source: (Sugiyama & Andree, 2011) 
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a. Attention: The first step is to create an ad that will grab the attention of the target 

audience. When promoting a product or service, the ad needs to grab the attention of 

the audience. 

b. Interest: After successfully attracting the audience's attention, the next step is to 

arouse consumer interest in the product or service being offered. 

c. Search: Consumers will first search for more information about the products or 

services that interest them. 

d. Action: After obtaining sufficient information, consumers will make a purchase. 

e. Share: Satisfied customers will share their experiences with others, which can 

generate further promotional value. Satisfied customers share their photos and 

promote your services to a wider audience. 

Instagram is effective in acquiring customers through visual content that 

highlights expertise and quality of service. Positive testimonials from other customers 

also contribute to building trust and attracting potential customers. Responsive and 

friendly customer experience through * direct message * on Instagram also increases 

customer satisfaction. Overall, Instagram offers an effective platform for wedding 

photography vendors to promote by utilizing the available features and implementing 

marketing models such as AISAS. 

 

2. METHODS 

2.1 Types and Nature of Research 

2.1.1 Type of Research 

The type of this research is Qualitative research. Qualitative research is research that is 

carried out comprehensively on an object. The researcher is the main instrument in 

qualitative research (Mertha Jaya, I Made Laut, 2023). Qualitative research itself is a type of 

research that tries to explain in detail, in depth and easy to understand and is a multiple 

method in focus that involves an interpretive and reasonable approach to each of its main 

problems (Pujileksono, 2015.) 

This research was conducted in the city of Solo. The aim was to study the 

effectiveness of using Instagram social media as a means of promoting photo vendors, and 

how Instagram accounts are managed by six photography vendors in Solo as a means of 

promoting photography and videography services, especially wedding photos. 
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2.1.2 Nature of Research 

This research is descriptive qualitative. This descriptive qualitative research methodology 

was chosen so that researchers understand how the use of Instagram social media as a 

promotional media helps photography service providers increase their service sales. 

According to Nazir in the "Book of Sample Research Methods", the purpose of this 

descriptive qualitative research is to create a systematic, factual and accurate description or 

description of the facts being studied (Savira & Suharsono, 2013). Therefore, the research to 

be conducted is a type of qualitative research with a descriptive approach. This study aims 

to describe the symptoms seen from the object being studied according to the actual 

conditions, as well as to find specific facts related to the problem that is the focus of the 

research, namely "The effectiveness of using Instagram as a promotional media for wedding 

photo vendors in Solo City". 

2.2 Data Sources 

This study uses several data sources, namely primary and secondary data sources. 

2.2.1 Primary Data Sources 

Primary data sources are the main data in a study. Primary data sources are data sources 

that directly provide data to data collectors either through interviews, observations or 

reports in the form of unofficial documents which are then processed by researchers 

(Sugiyono, 2019). 

 The primary data sources in this study were 6 photo vendor owners with followers. 

Instagram more than 1000 which was done by means of direct interviews and also 

observing traffic Instagram such as the number of likes, total followers, upload frequency 

from the Instagram vendor being studied. 

2.2.2 Secondary Data Sources 

Secondary data sources are sources that do not directly provide data to data collectors, for 

example through other people or documents (Sugiyono, 2019). Secondary data sources 

can be obtained through previously existing sources, such as previously published 

research, libraries or internet sources. 

The secondary data that the author used in this study were previous research 

reports and also books related to the effectiveness of using Instagram as a promotional 

medium. 
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2.3 Data Collection Techniques 

Data collection techniques are ways or methods used in collecting data in the form of 

recording events, things, information or characteristics of some or all elements of society. 

This data collection aims to obtain the information needed in order to achieve research 

objectives (W. Gulo, 2005) In this study, the researcher used data collection methods with 

the following techniques: 

2.3.1 Observation 

Observation is a data collection technique carried out by directly seeing and observing 

the research subject with a specific purpose. Observation is used to collect research data 

through observation and sensing (W. Gulo, 2005). 

The role of the researcher in this research observation is by participating as an 

observer (actor and observer). The role of the researcher as an observer in this case is not 

entirely as an actor but performs the function of observation. Such a role still limits the 

subjects from submitting and providing information, especially confidential information 

(W. Gulo, 2005). 

In this study, researchers will observe traffic from the Instagram of the six 

photography vendors studied with the aim of finding out how massive the posts from the 

vendors concerned are and seeing whether the number of followers has an effect on the 

number of likes. what posts and interactions occur on Instagram media, whether through 

photo and video posts, uploads from Instagram story or reels. 

2.3.2 Interview 

An interview is a conversation with a specific purpose. The conversation is conducted by 

two parties, namely the interviewer who asks questions and the interviewee who provides 

answers to the questions. (Moleong, Lexy J. 2007). 

Interviews are divided into three types, namely structured / guided interviews, 

unstructured / free interviews, and semi-structured / free guided interviews (Arikunto 

2010). Structured or guided interviews are interview techniques in which the interviewer 

prepares a list of questions and documented answer choices. Unstructured or free 

interviews provide the interviewer with the freedom to ask questions to the interviewee 

while still focusing on the data to be collected. In this type of interview, respondents are 

free to answer based on their personal thoughts and views. On the other hand, semi-
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structured interviews or interviews conducted freely combine structured and unstructured 

interviews and offer flexibility in preparing and implementing questions. 

In this study, the interview technique used by the author is an unstructured or free 

interview. The subjects of this interview method are 6 photography vendor owners in the 

Solo city area. 

2.3.3 Documentation 

Documentation method is data about things or variables in the form of notes, transcripts, 

books, newspapers, magazines, inscriptions, minutes of lengger meetings, agendas, and 

so on. Documentation technique is a method of collecting data that utilizes information 

from important notes, both from institutions, organizations, and individual personal notes. 

In the data collection process, researchers collect information by reading and 

studying various documents and literature related to the research topic, especially 

regarding the effectiveness of using Instagram as a promotional medium for photography 

vendors. 

2.3.4 Data Analysis Techniques 

Analyzing data is a very critical step in research. Research must ensure which analysis 

pattern will be used, whether statistical analysis or non-statistical analysis (Sumadi, 

2012). 

Data analysis is the process of systematically searching and compiling data 

obtained through interviews, field notes, and documentation. This process includes 

organizing data into categories, breaking down data into specific units, synthesizing, 

identifying in-depth patterns, selecting relevant information to be studied, and drawing 

conclusions so that the data can be easily understood, both by researchers and others. The 

collected data is then analyzed using inductive analysis techniques. This technique begins 

by observing specific facts or understandings, then developing them to produce general 

conclusions. Inductive data analysis is the process of systematically searching and 

compiling data obtained from observations, interviews, and documentation studies 

(Bambang Sunggono, 2002). 

Based on the identification of problems regarding the effectiveness of using 

Instagram as a promotional media for wedding photo vendors in Solo City, researchers 

collect information relevant to the problem. Furthermore, researchers analyze the data 

based on its relevance to the research topic, so that conclusions can be drawn about the 
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use of Instagram as a promotional media for wedding photo vendors in Solo City. 

 

3. DISCUSSION AND RESULTS 

3.1 Research Results 

Interviews were conducted with 6 vendor owners in Solo City as shown in the table 

below: 

Table 1. Wedding Vendor Informant Data in Surakarta City in 2025 

No. Name Gender age Information 

1 Informant 1 Man 20 Vendor A Owner 

2 Informant 2 Man 34 Vendor K Owner  

3 Informant 3 Man 32 Vendor G Owner  

4 Informant 4 Woman 27 Vendor O Owner  

5 Informant 5 Man 26 Vendor AR Owner 

6 Informant 6 Man 31 Vendor V Owner  

Source: Interview Results 

 

In this discussion section, the findings of the research data analysis related to the 

effectiveness of using Instagram as a promotional medium for wedding photography 

vendors in Surakarta City will be presented. The results of the analysis of this study can 

be concluded as follows: (1) Effectiveness of Using Instagram as a Promotional Medium 

for Wedding Photography Vendors, and (2) Management of Instagram accounts by 

Vendors as a means of promoting photography services. 

3.1.1 Effectiveness of Using Instagram as a Promotional Media for Wedding Photography 

Vendors 

According to Suherman in (Sholihah, 2018:17), promotion is a communication process 

that contains the delivery of data and information, benefits and advantages of a product 

to the public or the wider community by promotion officers with the aim of attracting the 

attention of the promotion actors. The goal is for them to become consumers of the 

promoted product. Currently, social media is very popular with vendors in promoting 
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their products and services to the general public, such as through Instagram. This was 

explained by informants from vendors who use Instagram as one way to market their 

services. 

“The use of Instagram is important for a photo vendor because it can reach markets 

that may not have existed before, and most of the clients who use our services 

know our vendors from Instagram”. (Informant 1 from Vendor A) 

 

“We use Instagram as a portfolio so that potential clients can see whether their 

photos are in accordance with client expectations or not, and Instagram also has a 

lot of features, not only posting photos but also videos, either in posts, stories, or 

reels. We also get a lot of clients who use our services to capture their precious 

moments”. (Informant 2 from AR vendor) 

 

“We use Instagram to provide sample photos that can be photo references for 

clients and to spread information about our vendors, for example when there is a 

promotion, our Instagram followers will know that we are having a promotion.” 

(Informant 3 from vendor G). 

 

"We use Instagram as the main place to spread existing promotional information, 

and also as a good portfolio for potential clients to see, we also think using 

Instagram is very effective because of the current ads feature so that our vendor's 

name can be even more widespread". (Informant 4 from vendor O). 

 

“We have started to go into other platforms like TikTok to post short videos and 

behind-the-scenes videos because it gets more exposure, but we still mostly use 

Instagram for short posts and videos, both stories. or reel to promote our services”. 

(Informant 5 from vendor K) 

 

“We think Instagram is very important right now because as one way to promote 

our vendor services and to increase interaction with clients when collaborating 

and working together, Instagram is also very effective to introduce our vendors to 

people who do not know our vendors through the Ads feature”. (informant 6 from 

vendor V). 

 

From the results of interviews with Vendor owners, Instagram is very important 

and effective for marketing their photos to the public so that more people know about 

them and use their services. According to Rima M et al. (2021) also explained that the 

use of technology (social media) as a marketing medium can make it easier for business 

actors to market their products to the wider community and also increase networks with 

consumers. In addition, according to (Kartajaya, 2008) in Sidi (2018) explained that 

consumers must be served horizontally, where when marketers and customers are on the 
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same path, both can reach each other so that customer satisfaction with the service can be 

met. 

3.1.2 Management of Instagram accounts by Vendors as a means of promoting 

photography services 

According to Djafarova and Bowes (2021) Instagram is a platform that is not only used 

to share visual content, but also a powerful marketing tool for brands and influencers. It 

allows direct interaction between brands and consumers through features such as stories, 

reels, and direct messages. Photography vendors often use Instagram as a means for them 

to develop and expand their vendor's name to the general public. On Instagram, 

photography vendors also upload the results of their work to be used as portfolios for 

potential clients so that they can be trusted more after seeing the existing results. 

 

"If I manage Instagram for now, I take care of it myself, starting from posting, 

selecting photos, and editing. Usually they distribute pamphlets on Instagram for 

promotions by providing links that list prices and facilities available to customers 

through stories Instagram, sometimes also holds such promos for special dates, 

for example on February 14th there is a special Valentine's Day discount. Our 

vendors also use the ADS feature on Instagram which makes our posts or stories 

more accessible to accounts that do not follow their accounts". (Informant 1 from 

Vendor A) 

 

"Our vendor's Instagram is managed by a social media admin and monitored 

directly. Before posting, there is pre-editing. and sort, so only the best photos are 

displayed because they think Instagram is a face for them as a vendor. AR vendors 

include links website in their Instagram bio which contains their portfolio, contact 

details and how to order directly through the website”. (Informant 2 from AR 

vendor) 

 

“The management of their Instagram accounts is handled directly by the admin, 

while editing and sorting photos for uploading is done by the admin. has its own 

team, and posting is usually done around 19.00 – 19.50. Our vendors often make 

stories Instagram related to discount promotions or the like, and include a link in 

their Instagram bio containing the vendor's contact details so that potential 

customers can easily contact the vendor". (Informant 3 from vendor G). 

 

"Instagram management starting from posting, selecting, and editing photos is 

completely done by himself, the posting schedule is usually between 20.00 - 21.00 

because he assumes that at that time many people will see the posts because of 
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free time. In addition, our Vendor also often does interesting promotions through 

story uploads to attract potential customers" (Informant 4 from vendor O). 

 

“They have admins who take care of social media, Customer Service (CS), and a 

team for selection and editing. photo. For upload schedule not certain, but there 

are still provisions at 18.00 – 20.00 because at that time many people hold their 

cellphones in a free position. Usually they also upload stories to promote discounts 

and other promotions for existing services". (Informant 5 from vendor K) 

"Our vendor has a team, but to manage Instagram I do it myself, both from 

selecting photos to be posted then editing photos myself and uploading them 

myself, we don't have a fixed schedule for uploading because we can only upload 

once a week, sometimes we can upload more than 3 times depending on the stock 

of content we have. We also use Instagram ADS and also collaborate with other 

vendors such as WO, MUA so that we can be better known." (informant 6 from 

vendor V). 

Based on the available data, it can be concluded that Instagram account management by 

photography vendors varies greatly depending on the policies and structure of each team. 

However, there are some similarities in the strategies implemented by these vendors: 

a. Instagram Account Management:  

Most vendors manage their Instagram accounts directly, with some using a dedicated 

admin or team to edit and sort photos. Some vendors prefer to take care of it themselves, 

especially when it comes to photo selection and editing. 

b. Focus on Visual Quality:  

The quality of the photos uploaded is important for most vendors, as Instagram is 

considered the face of their business. The selected photos usually go through a sorting 

and editing process to ensure only the best photos are displayed. 

c. Posting Time:  

Posting time is highly considered by vendors, with many choosing the afternoon to 

evening time (around 6pm – 9pm). They assume that at that time, the audience is more 

likely to be active and see their posts. 

d. Promotions and Special Offers:  

Vendors often use the Instagram stories feature to promote discounts or special offers. 

Some vendors also use special promotions such as discounts for certain days, such as 

Valentine's Day, to attract customers. 
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e. Using Instagram Ads Features:  

Some vendors utilize Instagram Ads to expand the reach of their posts, allowing them to 

reach a wider audience, including those who do not follow their accounts. 

f. Links and Contact:  

Some vendors include a link to their website in their Instagram bio to make it easier for 

potential clients to access their portfolio, contact details, and booking process. 

g. Collaboration with Other Vendors:  

Some vendors also collaborate with other vendors (for example, wedding organizer or 

makeup artist) to increase their visibility and expand market reach. 

Overall, Instagram account management by photography vendors is expected to 

be an effective means to promote their services, expand their reach, and increase 

interaction with potential customers through attractive visual content and attractive offers. 

3.2 Research Discussion 

Based on the results of interviews with wedding photography vendors in Solo City, 

Instagram is considered a very effective platform for promoting photography services. 

This is in line with Suherman's opinion in Sholihah (2018:17) which states that promotion 

is a communication process that aims to attract consumer attention to the products or 

services offered. Instagram, as one of the popular social media, is able to reach a wider 

market and allows vendors to introduce themselves to potential clients who have not 

previously known them. 

The results of this study indicate that the use of Instagram by a wedding photo 

vendor in the city of Solo is in line with the concept of uses and gratifications theory 

(U&G), where users or prospective clients actively use these social media to meet their 

various needs. Instagram was chosen not solely as an entertainment medium, But also as 

a means of searching for information (cognitive needs), sources of visual inspiration 

(affective needs), self -actualization (personal needs), to as a space for social interaction 

between vendors and customers (social needs). This is in line with the findings that 

prospective clients often explore photo uploads and vendor videos to assess the quality of 

services before ordering.  

In addition, the use of promotional strategies by vendors through features such as 

posting, story, reels, and Instagram ADS also represents the flow in the Aisas model 

(Attention, Interest, Search, action, share). The vendor creates content that attracts 
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attention (attention) and interest (interest) of users through aesthetic visuals, then 

encourages users to find more information (search) through bio, links, or direct 

interaction. After that, Users make services (action) and often share their experiences on 

personal Instagram (SHARE), which then strengthens the effects of word of mouth based 

on social media. Thus, the vendor promotion strategy does not only meet user needs, but 

also forms a pattern of digital consumer behavior that is in accordance with the two 

theories. 

Some vendors stated that Instagram not only functions as a promotional medium, 

but also as a digital portfolio. Potential clients can see the vendor's work through uploaded 

photos and videos, so they can assess whether the vendor's photography style matches 

their expectations. Instagram features such as posts, stories, and reels also allow vendors 

to display more dynamic and interesting content, thereby increasing the appeal of 

promotions. 

In addition, some vendors use the Instagram Ads feature to expand the reach of 

their promotions. This feature allows their posts or stories to be seen by a wider audience, 

including those who have not followed the vendor's account. This shows that Instagram 

is not only effective in reaching existing audiences, but also in attracting new audiences. 

Instagram account management by wedding photography vendors in Surakarta 

City shows variations in strategy and team structure. However, there are some similarities 

in the approaches used by these vendors. 

First, visual quality is the main focus. Vendors ensure that only the best photos 

are uploaded to Instagram, as the platform is considered the “face” of their business. The 

process of sorting and editing photos is done carefully to ensure that the content displayed 

is able to attract the attention of potential clients. 

posting time is also an important consideration. Many vendors choose to upload 

content in the afternoon to evening (around 6:00 p.m. – 9:00 p.m.), because at that time 

it is considered a free time for many people, so it is likely that their posts will be seen by 

a larger audience. 

Third, these vendors often use the Instagram stories feature to promote discounts 

or special offers. Some vendors also run special promotions on certain days, such as 

Valentine's Day, to attract potential clients. In addition, some vendors include a link to 
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their website in their Instagram bio, making it easier for potential clients to access their 

portfolio, contact details, and the ordering process. 

Some vendors also collaborate with other vendors, such as wedding vendors. 

organizer (WO) or makeup artist (MUA), to increase their visibility. This collaboration 

allows photography vendors to reach a wider market and introduce themselves to 

potential clients who may not have known them before. In addition, using the Instagram 

Ads feature is also an effective strategy to increase exposure and reach a larger audience. 

Theoretically, this finding supports the opinion of Rima M et al. (2021) who stated 

that the use of technology, especially social media, can make it easier for business actors 

to market their products or services to the wider community. In addition, the opinion of 

Kartajaya (2008) in Sidi (2018) about the importance of serving consumers horizontally 

is also relevant in this context. Instagram allows direct interaction between vendors and 

potential clients, so that customer satisfaction can be met through effective 

communication. 

Practically, these findings provide insight for wedding photography vendors in 

Solo City about the importance of managing Instagram accounts with the right strategy. 

Visual quality, posting time , and use of Instagram features such as stories , reels , and 

Ads can be the key to success in promoting photography services. In addition, 

collaboration with other vendors can also be an effective strategy to increase visibility 

and expand market reach. 

Although this study provides a fairly comprehensive picture of the effectiveness 

of Instagram as a promotional medium for wedding photography vendors in Solo City, 

there are several limitations. First, this study only involved a small number of vendors, 

so the findings may not be widely generalizable. Second, this study only focused on 

Instagram, while other social media platforms such as TikTok are also starting to be used 

by several vendors. 

For further research, it is recommended to expand the scope of the study by 

involving more vendors and comparing the effectiveness of various social media 

platforms. In addition, research can also be conducted to measure the direct impact of 

Instagram usage on increasing sales or customer satisfaction. 

Overall, Instagram is considered an effective promotional media for wedding 

photography vendors in Solo City. This platform not only allows vendors to reach a wider 
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market, but also becomes a means to showcase portfolios and interact directly with 

potential clients. With the right account management strategy, vendors can use Instagram 

to increase visibility, attract more clients, and grow their business. 

 

4. CLOSING 

Based on the results of research conducted on six wedding photo vendors in the city of 

Solo, the following conclusions were obtained: 

a. Answering the first problem formulation, the use of Instagram proved effective as a 

promotional medium for wedding photo vendors in Solo. This platform does not only 

allow vendors to reach a wider market, but also functions as a digital portfolio that 

can attract potential customers. Features such as posts, story, reels, and Instagram 

ADS is used optimally to increase exposure and build professional images. 

b. Answering the second problem formulation, vendors apply various strategies in 

managing Instagram accounts, including: Scheduling uploads at Prime Time (18.00-

21.00), selection and editing of visual content in a professional manner, the use of 

promos through Instagram Story, and collaboration with other vendors (WO, MUA) 

to expand the reach. Some vendors also use Instagram ADS to reach new audiences 

that have not become their accounts. 

Overall, the results of this study indicate that the use and management of 

Instagram social media as a means of promotion has a very significant role in increasing 

business competitiveness and encouraging the potential for ordering services in wedding 

photo vendors, especially in the current competitive digital era. 

Through the right promotion strategy and the use of interactive visual features offered by 

Instagram, vendors are able to expand market reach, build professional images, and 

establish more effective interactions with prospective customers. Therefore, 

Optimizing Instagram's strategic use can be one of the keys to success in the development 

of a wedding photography service business in the midst of changes in consumer behavior 

and the development of information technology. 
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