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ABSTRAK 

RESPON NETIZEN DI SURABAYA TERHADAP TAYANGAN 

BERSPONSOR INSTAGRAM 

(Studi Deskriptif Kualitatif Respon Netizen di Surabaya terhadap Tayangan 

Bersponsor Instagram) 

 Penelitian ini didasarkan pada kemunculan fitur Instagram yaitu Tayangan 

Bersponsor sebagai media promosi iklan dan produk. Peneliti ingin melihat 

permasalahan mengenai respon penerimaan yang ditujunjukkan netizen ketika 

melihat tayangan bersponsor di Instagram, karena tidak semua netizen 

mempunyai respon positif terhadap tayangan iklan bersponsor yang ditawarkan 

Instagram. 

Metode penelitian yang digunakan dalam penelitian ini adalah metode 

kualitatif dengan teknik analisis deskriptif. Analisis deskriptif kualitatif ditujukan 

untuk mendapatkan informasi tentang berbagai kondisi lapang yang bersifat 

tanggapan dan pandangan terhadap pelaksanaan program perkuatan serta kondisi 

lingkungan sosial ekonomi dan daerah Informan. Hasil analisis kualitatif berupa 

perbandingan kondisi riil dilapang yang diperoleh dari pendapat-pendapat netizen 

di Surabaya yang menggunakan aplikasi Instagram dan ingin mengetahui respon 

netizen terhadap tayangan Instagram Bersponsor. 

 Hasil penelitian ini berdasarkan analisa data yang didapat dari wawancara 

mendalam (dept interview) informan yang dilakukan peneliti selama di lapangan. 

Hasil analisa yang peneliti dapatkan mengenai mengenai respon penerimaan yang 

ditujunjukkan netizen ketika melihat tayangan bersponsor di Instagram adalah 

dengan mengetahui respon penerimaan berdasarkan efek kognitif, efek afektif, 

dan efek behavioral. 

Kata Kunci : Instagram, Tayangan Bersponsor, Netizen 
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ABSTRACT 

 

NETIZEN RESPONSE IN SURABAYA TOWARDS SPONSORS 

INSTAGRAM 

(Descriptive Qualitative Descriptions of Netizen Response in Surabaya to 

Instagram Sponsorship Impressions) 

This research is based on the appearance of Instagram feature that is 

Sponsored Impressions as advertising and product promotion media. Researchers 

want to see the problem of acceptance response that netizen showed when 

viewing sponsored impressions in Instagram, because not all netizens have a 

positive response to sponsored sponsored advertisements offered by Instagram. 

The research method used in this research is qualitative method with 

descriptive analysis technique. Qualitative descriptive analysis is intended to 

obtain information about various field conditions that are responses and views on 

the implementation of retrofit programs and socio-economic conditions and 

regional informants. The result of qualitative analysis is a comparison of real 

condition dilapang obtained from netizen opinions in Surabaya using Instagram 

application and want to know netizen response to sponsored Instagram 

impressions. 

The results of this study based on data analysis obtained from in-depth 

interviews (informant interview) conducted by researchers during the field. The 

results of the analysis that researchers get about the acceptance response is shown 

netizen when viewing sponsored impressions in Instagram is to know the 

acceptance response based on cognitive effects, affective effects, and behavioral 

effects. 

 

Keywords: Instagram, Sponsored Impressions, Netizen  
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