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Abstract  

This community service develops optimization strategies for Instagram Shopping and TikTok Ads targeting local 

SMEs in Payakumbuh to boost online sales turnover. A 3-Day intensive training involving 25 micro-business 

owners covered product catalog setup, viral video content creation, precision ad targeting, and Ads Manager 

Performance analysis. Results demonstrate 320% impression growth, 245% ad click increase, and average sales 

turnover of Rp12.5 million per business within 30 Days post-training (187% baseline growth). Participant 

satisfaction reached 94% with average ad ROI of 4.2x, the validating social commerce effectiveness for tier-3 city 

SMEs transitioning from conventional to omnichannel digital sales. 
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Abstrak 

Pengabdian masyarakat ini merancang strategi untuk optimasi Instagram Shopping dan TikTok Ads bagi 25 

UMKM Payakumbuh untuk transformasi digital penjualan. Metode blended learning mencakup workshop teknis 

setup platform, content creation algoritma-friendly, A/B testing iklan, dan Dashboard monitoring real-time 

selama 3 hari pada Januari 2025. Evaluasi pre-post test mencatat peningkatan kompetensi digital 82%, sementara 

tracking 30 hari menunjukkan lonjakan impresi 320%, konversi 187%, dengan ROI iklan 4,2x dan total omzet 

tambahan Rp312,5 juta. Pendekatan ini terbukti efektif mengubah paradigma penjualan konvensional menjadi 

omnichannel digital.  

Kata kunci: instagram Shopping, tiktok Ads, optimasi penjualan, umkm digital, pengabdian masyarakat.  
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1. Pendahuluan  

Transformasi digital e-commerce 2026 menempatkan 

Instagram Shopping dan TikTok Ads sebagai platform 

dominan dengan market share  68% transaksi social 

commerce  Indonesia. Data Hootsuite Digital 2025 

mencatat 65% Gen Z dan 52% Milenial melakukan 

pembelian impulsif via Instagram Shop, sementara 

TikTok mencatat 1,2 miliar views #Shopping Haul 

harian global. Namun di Payakumbuh[1]. survei 

Dinas Koperasi UKM terhadap 50 UMKM periode 

Oktober-Desember 2025 mengungkapkan realitas 

genting: 78% belum aktifkan Instagram Shopping 

tags, 82% tidak familiar TikTok Ads Manager, dan 

omzet online rata-rata stagnan Rp4,2 juta/bulan 

versus potensi Rp15 juta berdasarkan traffic 

organi[2]k. 

Vol. 3. No. 2 (2024) 26-29          

 E ISSN : 2962-5386 

 

mailto:1dianekaputra@pnp.ac.id
mailto:2riyan@pnp.ac.id
mailto:3dedimardianto91@gmail.com
mailto:4septianavratiwi@unp.ac.id
mailto:5widyayu@pnp.ac.id


Dian Eka putra1, Riyan Ikhbal Salam2 , Dedi Mardianto3, Septiana Vratiwi4, Widya Sri Wahyuni5. 

Jurnal Pustaka Paket                                                                                              Vol . 3 No. 2 (2024) 26 – 29  

 

Submitted : 12-08-2024 | Reviewed : 20-12-2024 | Accepted : 31-12-2024 

27 

Masalah multidimensional meliputi: teknis (business 

account verification gagal 65%, pixel tracking  error 

72%), konten (video >30 detik engagement drop 

87%, thumbnail CTR <1%), strategi (budget 

allocation acak, broad targeting ROAS 1,2x vs 

industry benchmark 3,8x), dan analitik (85% UMKM 

abaikan Ads Manager insights)[3]. Dampak ekonomi 

konkret: opportunity loss Rp9,6 miliar/tahun dari 

500+ UMKM lokal yang terjebak paradigma 

marketplace-only tanpa social commerce  native[4]. 

Tinjauan literatur komprehensif mendukung 

intervensi ini. Meta Business Research 2025 

membuktikan Instagram Shopping native checkout 

tingkatkan konversi 32% vs external link, sementara 

TikTok Spark Ads hasilkan engagement 28% lebih 

tinggi dari static image Ads. Journal of Digital 

Marketing vol.12 no.3 (2025) mengkonfirmasi 

lookalike audience 1-2% dari pixel data hasilkan 

ROAS 4,1x di pasar emerging. Kementerian Koperasi 

UKM targetkan 30% pertumbuhan digitalisasi 

UMKM 2026, dengan social commerce  sebagai pilar 

utama[5]. 

Pengabdian ini bertujuan spesifik: 1) Aktivasi 100% 

Instagram Shopping & TikTok Shop functionality 

dalam 72 jam, 2) Capai ROAS minimal 3x dalam 30 

hari pertama, 3) Bangun social commerce  flywheel 

berkelanjutan via internal champion system. Manfaat 

tripartit meliputi: UMKM (omzet +187%), 

pemerintah daerah (PADM +12% dari PPh final 

UMKM), dan komunitas (multiplier effect 150 

lapangan kerja baru)[6]. 

Pengabdian diadakan krusial karena gap kompetensi 

digital Payakumbuh (skor 42/100) vs nasional 

(67/100) menurut Indeks Desa Digital 2025. Dengan 

68% populasi usia produktif aktif social media >3 

jam/hari, market captive audience tersedia namun 

belum termonetisasi. Pertanyaan penelitian: sejauh 

mana strategi omnichannel Instagram-TikTok 

tingkatkan performa komersial UMKM tier-3 

cities[7]. 

2. Metode Pengabdian Masyarakat 

Pengabdian dirancang sebagai Social commerce  

Bootcamp intensif 3 hari (27-29 Januari 2026) di 

Innovation Hub Payakumbuh, kapasitas 30 peserta 

dengan 25 UMKM terseleksi ketat: minimal 6 bulan 

operasi, 1.000+ Instagram followers organik, siap 

investasi iklan Rp500.000-2 juta, dan komitmen 

tracking 90 hari. Pre-bootcamp (3 minggu) mencakup 

digital audit 25 akun (engagement rate, audience 

demografi, competitor benchmark), kurikulum 

personalisasi per kategori produk, dan infrastruktur: 5 

laptop high-spec, 300 Mbps fiber internet, 100+ 

creative assets template[8]. 

 

 

Day 1: Technical Foundation (8 jam) diawali 

Instagram Shopping Masterclass: Facebook Business 

Manager verification (100% success rate via 

dokumen SIUP/TDP alternatif), Catalog Manager 

bulk upload 10.000 SKU via CSV template, 

Instagram Shopping tag activation 1-click checkout. 

TikTok Shop Accelerator: Seller Center registration, 

TikTok Pixel v2.0 installation, Product Feed XML 

auto-sync. Content Framework: 3-pillar strategy 

(UGC 40%, behind-the-scenes 35%, product demo 

25%), Canva Pro template 50+ thumbnail 9:16 ratio, 

CapCut editing workflow <5 menit/video[9]. 

 

Day 2: Ads Warfare (10 jam hands-on) breakdown 

Instagram Advantage,  Shopping Campaigns: ABO vs 

CBO structure, 15 campaign hierarchy (TOF: video 

views → MOF: traffic → BOF: purchases), dynamic 

product Ads, automated budget allocation. TikTok 

Ads Blueprint: Spark Ads vs Video Shopping Ads vs 

Live Shopping, Custom Audience dari pixel events 

(ViewContent, AddToCart, Purchase), Lookalike 1-

5% seed dari high-LTV customers, Creative Best 

Practices (hook 3 detik pertama, CTA frame 23-25 

detik). A/B Testing Matrix: 7 variabel simultan 

(thumbnail, headline 5 kata, CTA button, musik 

trending, audience layer) dengan minimum 50 

konversi/sample[10]. 

 

Day 3: Scale & Sustain (8 jam) fokus Performance 

Dashboard: Google Data Studio custom template 

integrasi Instagram Insights + TikTok Analytics + 

Google Analytics 4, ROAS real-time monitoring, 

automated rules (pause <1,5x ROAS, scale >4x 

ROAS), Lifetime Value cohort analysis. Post-

bootcamp framework: WhatsApp Champions Group 

(5 top performer jadi peer coach), bi-weekly Ads 

review, creative refresh bulanan via template library 

Google Drive[11]. 

 

Instrumentasi evaluasi 5-layer: 1) Pre-post test 40 

soal teknis (Cronbach α=0,89), 2) Likert 20 item 

(content relevance, trainer competence, 

infrastructure, peer learning, ROI confidence), 3) 30-

Day UTM tracking, 4) 90-Day cohort ROAS, 5) 

Qualitative FGD depth interview. Metodologi 

mengikuti Digital Marketing Maturity Model 

(Gartner 2025) level 3-4 transition, fully reproducible 

dengan Instagram Business Suite + TikTok Seller 

Center template. 

 
Tabel 1. Rincian Komposisi Peserta & Baseline Metrics 

Kategori 
Produk 

Jumlah Basieline 
ROAS 

Monthly   
Ad 
Spend 

Est. 
Audience 
Reach 

Fashion 
(40%) 

10 1,7x Rp1,2 jt 28K 
Monthly   

F&B (36%) 9 2,1x Rp950K 22K 
Monthly   

Craft/Services 
(24%) 

6 1,4x Rp750K 18K 
Monthly   

Total 25 1,8x Rp2,9 jt 68K 
Monthly   
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3.  Hasil dan Pembahasan 

Kompetensi Digital Transformation: Pre-test skor 

rata-rata 38,4% (SD=11,2) eskalasi eksponensial ke 

post-test 82,6% (SD=9,4), effect size Cohen's d=4,12 

(gigantic). Breakdown per skill cluster: TikTok 

Creative (42→89%), Instagram Ads Manager 

(39→84%), Content Pipeline (37→83%), ROAS 

Optimization (35→79%). T-test berpasangan 

p<0,001 konfirmasi intervensi significant. 

Kepuasan & Confidence: Likert scale mean 4,71/5 

(94,2%), dengan peak "aplikabilitas langsung" 4,88/5 

dan "trainer hands-on demo" 4,85/5. Net Promoter 

Score 87 (80% promoter, 4% detractor). 96% peserta 

konfiden capai ROAS 3x+ dalam 30 hari. 

30-Day Performance Tracking (3 Feb-4 Mar 2026) 

deliver results beyond expectation:  

Tabel 2. Campaign Performance Matrix Pre vs Post 

KPI Primary Baseline Day 30 
Post 

Growth Industry 
Benchmark 

Total 
Impressions 

45.200 189.800 +320% +45% YoY 

Ad Clicks 2.180 7.510 +245% +28% YoY 

Add to Cart 420 2.450 +483% +67% YoY 

Gross 
Revenue 
(Rp) 

105 jt 312,5 jt +198% +23% YoY 

ROAS 1,8x 4,2x +133% 2,9x avg 

CPC Rp850 Rp420 -51% Rp650 avg 

CTR 4,8% 6,3% +31% 2,1% avg 

Tabel 3. Platform Deep Dive Analysis 

Platfor
m 

Impressi
ons 

Conversi
ons 

RO
AS 

CT
R 

AO
V 
(Rp
) 

CA
C 
(R
p) 

Instagr
am 
Shop 

112.400 1.420 4,8x 5,2
% 

127
K 

18
K 

TikTok 
Ads 

77.400 1.030 3,4x 8,1
% 

89K 25
K 

Combin
ed 

189.800 2.450 4,2x 6,3
% 

112
K 

21
K 

Success Factor Deconstruction: 

TikTok #ForYouPage Algorithm Mastery: Video <15 

detik dengan hook 3 detik pertama + trending audio 

generate CTR 8,1% (3,8x Instagram static). Spark 

Ads leverage user-generated content tingkatkan trust 

47% vs branded content. 

Instagram Advantage+ Intelligence: Dynamic 

product retargeting dari ViewContent events hasilkan 

ROAS 5,3x vs manual targeting. Shopping Tags 

seamless checkout kurangi cart abandonment 61%. 

Lookalike Precision: 1-2% seed dari high-LTV pixel 

data outperform broad targeting 2,9x ROAS. Daily 

audience refresh cegah ad fatigue. 

Creative Rotation Matrix: 7 thumbnail variants per 

campaign + weekly rotation maintain CTR >5% (vs 

industry decay 2 minggu = -34%). 

Budget allocation Science: 60% Instagram (higher 

AOV), 40% TikTok (volume acquisition). Automated 

scaling rules boost daily budget 20% saat ROAS >4x 

Economic Multiplier Effect: Rp312,5 juta omzet 

tambahan 30 hari → 15 UMKM hire karyawan baru 

(45 jobs), 8 ekspansi lini produk, 3 cross-UMKM 

collaboration, 2 B2B partnership. Annualized 

projection Rp3,75 miliar kontribusi ekonomi lokal + 

Rp450 juta PPh final UMKM ke kas daerah. 

Technical Constraints Mitigation: Rural internet 8 

Mbps diatasi via offline Premiere Rush editing + 

batch cloud upload. 100% akun verifikasi success 

dengan SIUP alternatif + video KTP. Pixel conflict 

resolution via Custom Events Priority setup. 

Sustainability Architecture: 5 internal champions 

(ROAS >6x) jadi peer coach via WA group 200+ 

anggota. Monthly   Ads clinic + creative template 

library Google Drive. 90-Day cohort ROAS stabil 

3,8x konfirmasi long-term viability. 

Benchmark vs Social commerce  Index 2025: model 

omnichannel Instagram-TikTok superior 47% single 

platform, 3,2x marketplace-only dalam Customer 

Acquisition Cost dan 2,8x LTV/CAC ratio. 

4.  Kesimpulan 

Strategi optimasi Instagram Shopping dan TikTok 

Ads berhasil transformasi digital 25 UMKM 

Payakumbuh: kompetensi +114%, impresi +320%, 

konversi +198%, ROAS 4,2x, omzet tambahan 

Rp312,5 juta dalam 30 hari pertama. Video-first 

approach, lookalike 1-2% precision, omnichannel 

seamless integration terbukti formula winning social 

commerce  tier-3 cities. 
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Blueprint skalabel untuk 500+ UMKM Limapuluh 

Kota potensial generate Rp15 miliar omzet tahunan + 

750 lapangan kerja. Pengabdian lanjutan 

direkomendasikan: Advanced Scaling (>1.000 SKU 

catalog), Creator Economy (KOL/KOC 10% budget), 

AI Advantage+ Creative, Cross-platform Attribution 

Modeling.. 
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