CONSUMER RESPONSE TO SOCIAL MEDIA ADVERTISEMENTS 
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Abstract. This study aimedto 1) find out social media advertisements of Café G27, and 2) investigate the consumer response to the Instagram advertisements of Café G27.The population of this study was30 consumers who came to the café due to the Instagram advertisements. The instrument test was conducted on the 30 respondents. To collect the data, the researchers used a questionnaire. The data analysis technique employedwas the data description of each variable. This type of research used a quantitative descriptive approach. The population in this study was homogeneous, so the researchers took a sample of 30 people. The results of the study are elaborated as follows: 1) social media advertisements ofCafé G27 are included in the very good category (53.33%);and 2) consumer response to Instagram advertisements belongs to the good category (60%).
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