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ABSTRAK 

Penelitian ini bertujuan untuk mengukur efektivitas penggunaan micro influencer dalam meningkatkan penjualan 

lampu BI-LED di Yoong Motor Surabaya. Dengan menggunakan metode penelitian kualitatif, data dikumpulkan 

melalui wawancara mendalam, observasi, dan dokumentasi. Micro influencer, individu dengan pengikut media 

sosial antara 10.000 hingga 100.000, dipilih karena memiliki tingkat keterlibatan yang tinggi dengan audiensnya. 

Penelitian ini menunjukkan bahwa promosi melalui micro influencer lebih efektif dibandingkan metode 

konvensional seperti iklan biasa. 

Hasil analisis mengungkapkan bahwa tingkat kepercayaan dan hubungan personal yang kuat antara micro 

influencer dengan audiensnya berperan besar dalam memengaruhi keputusan pembelian konsumen. Serta 

menunjukan bahwa hasil dari micro influencer yang dilakukan oleh Yoong Motor Surabaya sangat efektif. 

Kata kunci: Micro Influencer, Digital Marketing, Penjualan, Lampu BI-LED, Yoong Motor Surabaya. 
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ABSTRACT 

 

This study aims to measure the effectiveness of using micro influencers in increasing BI-LED lamp sales at 

Yoong Motor Surabaya. Using qualitative research methods, data were collected through in-depth interviews, 

observations, and documentation. Micro influencers, individuals with social media followers between 10,000 

and 100,000, were chosen because they have a high level of engagement with their audience. This study shows 

that promotion through micro influencers is more effective than conventional methods such as regular 

advertising. 

The results of the analysis revealed that the level of trust and strong personal relationships between micro 

influencers and their audiences play a major role in influencing consumer purchasing decisions. And shows that 

the results of micro influencers carried out by Yoong Motor Surabaya are very effective. 

Keywords: Micro Influencer, Digital Marketing, Sales, BI-LED Lamp, Yoong Motor Surabaya 
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