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Abstract

Purpose: This study aims to explore how promotion strategies
through Instagram can increase consumer purchase intention
. towards micro, small, and medium enterprises (MSMEs) in
Jakarta.

Methodology/approach: This research employs a descriptive
qualitative approach. Data were collected through in-depth
interviews with eight MSME owners from the food, fashion, and
interior design sectors, along with four active Instagram
consumers. The data collection techniques included interviews,
Instagram account observation, and digital documentation. Data
were analyzed using thematic analysis.

Results/findings: The findings indicate that the most effective
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1. Introduction

The development of digital technology has transformed the global marketing landscape, including that
of Indonesia (Ain et al., 2024). The shift in consumer behavior toward online interactions has encouraged
businesses to utilize social media as their primary promotional medium. Instagram, with its strong visual
orientation and diverse interactive features, has become one of the most dominant platforms used by
micro, small, and medium enterprises (MSMEs) (Hurriyaturrohman, 2020). Its popularity among
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Indonesian MSMEs particularly in the food, fashion, and creative services sectors stems from its ease of
access, user-friendly interface, and flexibility in managing business accounts without the need for a
professional marketing team.

Compared to other platforms such as TikTok or YouTube, which demand more complex content
production skills, Instagram offers a combination of features including Feeds, Stories, Reels, and Ads
that enable creative promotion while facilitating direct interaction through comments and private
messages (Aulia et al., 2024). National survey data indicate that Instagram ranks as the leading digital
platform used by MSMEs to market their products, making it highly relevant for in-depth examination
within the context of digital promotion in Jakarta, Indonesia’s economic center (Afrianti et al., 2024).
The COVID-19 pandemic further accelerated the shift in MSME marketing strategies from conventional
methods to digital platforms (Hirmantono et al. 2021). Despite the widespread adoption of Instagram,
many MSME actors have not yet fully maximized the platform’s potential because of a limited
understanding of its algorithm and suboptimal use of the available features (Mavilinda et al., 2022).
Visual content strategies and active engagement facilitated by Instagram have the potential to build
consumers’ emotional involvement, increase brand awareness, and influence purchasing decisions
(Ariandi et al., 2025).

Previous studies, such as Purwanto and Wulandari (2023), have demonstrated that social media can
enhance interaction and product marketing for MSMEs. However, most existing research discusses
social media in a general sense without specifically exploring the utilization of Instagram’s distinctive
features, such as Stories, Reels, and Ads. This research gap is important to address to gain a deeper
understanding of promotional strategies that are truly aligned with the unique characteristics of the
platform. Accordingly, this study aims to analyze the experiences of MSME actors in Jakarta in using
Instagram as a marketing medium, including the strategies they employ, the technical and non-technical
challenges they face, and the ways in which they overcome these obstacles. Using a qualitative approach,
in-depth interviews were conducted with eight MSME owners from the food, fashion, and interior design
service sectors and four active Instagram users who had previously purchased MSME products through
the platform.

The theoretical foundation of this study is grounded in the concept of Marketing 4.0 proposed by Kotler
et al. (2019), which emphasizes the shift from traditional to digital marketing and the importance of two-
way interactions between brands and consumers. One of its key concepts, the Customer Path SA (Aware,
Appeal, Ask, Act, Advocate), is particularly relevant in explaining the stages of the consumer journey
that can be facilitated by Instagram advertising. Through their features, MSMEs can build brand
awareness, attract consumer interest, encourage information seeking, facilitate transactions, and
ultimately foster consumer advocacy. By focusing on the utilization of Instagram’s interactive features
in MSME promotion in Jakarta, this study is expected to contribute academically to the digital marketing
literature while also providing practical recommendations for MSME practitioners and policy makers.
The findings of this study are anticipated to serve as a reference for developing more effective and
targeted strategies to compete in the digital economy.

2. Literature Review and Hypothesis Development

2.1 Digital Marketing Strategy

Digital marketing is an approach that utilizes internet-based technologies to reach, attract, and retain
customers. According to Philip Kotler et al. (2019), digital marketing is not merely about transferring
marketing activities into the online sphere but also about creating personalized and interactive customer
experiences. Its key characteristics include borderless connectivity beyond geographical constraints,
intensive two-way interactions, and message personalization based on consumer preferences and
behaviors. Within the Marketing 4.0 framework, Kotler et al. (2019) introduced the concept of the
Customer Path 5A (Aware, Appeal, Ask, Act, Advocate), which explains the stages of consumer
interaction with a brand, from awareness to advocacy. An effective digital marketing strategy should
optimize each stage of this pathway, including the integration of online and offline channels through an
omnichannel approach to deliver a consistent customer experience (Pratiwi et al., 2023).
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2.2 Social Media-Based Marketing and Instagram for MSMEs

Social media has become a crucial component of digital marketing strategies because it enables direct
interaction between brands and customers and facilitates community building. For instance, Instagram
is highly effective for micro, small, and medium enterprises (MSMESs) because of its strong visual
orientation, interactive features such as Stories, Reels, and Ads, and ease of use (Lesmanah et al., 2023).
Its utilization can be explained through several theoretical perspectives, including Digital Engagement
Theory (digital interaction stimulates purchase behavior), Virtual Community Theory (the formation of
loyal customer communities), and eWOM theory (the influence of digital recommendations on
purchasing decisions). Strategies that can be applied include optimizing visually consistent content
aligned with brand identity, using hashtags and geotags to expand reach, actively engaging with
customers, and leveraging Instagram Shopping and influencer marketing.

However, the effectiveness of Instagram is strongly influenced by its algorithm, which determines the
organic reach and content visibility. This algorithm typically prioritizes interactions (likes, comments,
shares, and saves), meaning that MSMEs must understand the factors that make content more likely to
appear on users’ feeds ( Andini & Yahfizham, 2023). Otherwise, engagement may decline, even if the
content quality is high. TikTok and YouTube operate with different algorithms that emphasize interest-
based content discovery, which may allow MSME content to go viral more quickly on TikTok than on
Instagram. Facebook Ads, on the other hand, offers advantages in more detailed demographic targeting.
Therefore, MSMESs should not rely on only one platform but should strategically select social media
channels that best match their product characteristics and target markets (Bhikuning et al., 2025).

2.3 Brand Awareness in Digital Marketing

Brand awareness refers to consumers’ ability to recognize and remember a brand. In the digital context,
brand awareness is a key factor influencing purchasing decisions (Febrysari, 2025). Instagram enables
MSME:s to build brand awareness through consistent visual content, hashtags and geotags, interactive
engagement via Stories and Reels, collaborations with influencers, and user-generated content (UGC)
campaigns. These strategies help strengthen emotional connections with consumers, increase trust, and
enhance the likelihood of purchase (Challa & Anute, 2021).

2.4 Consumer Purchase Intention on Instagram

Purchase intention refers to consumers’ tendency to buy a product after receiving information or being
exposed to promotional messages. According to Mat Mursalin et al. (2025), purchase intention on
Instagram is influenced by several factors, including attractive product visualization, consumer
testimonials and reviews (social proof), promotional strategies and discounts, direct interaction with
customers, and transaction convenience through Instagram Shopping. The stages of purchase intention
include attention, interest, desire, and action (AIDA). Case studies on MSMEs indicate that the
implementation of these strategies not only increases purchase intention but also fosters customer
loyalty and repeat purchases (Arimiawati et al., 2024).

2.5 Theoretical Synthesis

The four main concepts—digital marketing strategy, Instagram utilization, brand awareness, and
purchase intention—are interrelated in explaining the effectiveness of Instagram as a promotional
medium for MSMEs. Digital marketing provides a strategic framework, Instagram functions as an
interactive implementation platform, brand awareness builds consumer trust, and purchase intention
serves as an indicator of promotional success. By understanding these interconnections, MSMEs can
optimize Instagram’s role to enhance their competitiveness and marketing performance in the digital
era.

Table 1. Summary of the Literature Review

Main Concept | Definition / Core Theory Key Points Source

Digital A marketing approach that | -  Characteristics: global | Philip Kotler

Marketing utilizes internet technology connectivity, two-way | et al., 2019

Strategy to create personalized and interaction, message
personalization.
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interactive customer Customer Path 5A (Aware,
experiences Appeal, Ask, Act,
Advocate).
Omnichannel approach
Social Media- | The utilization of social Features: Stories, Reels, Ads, | Lesmanah et
Based media platforms to build Shopping. al., 2023
Marketing relationships with customers Theories: Digital
(Instagram) and form brand communities Engagement, Virtual
Community, eWOM.
Strategies: visual content,
hashtags/geotags, active
interaction, influencer
marketing
Brand Consumers’ ability  to A key factor influencing | Febrysari,
Awareness recognize and recall a brand. purchase decisions. 2025
Built through consistent
visual content, hashtags,
UGC, and influencers.
Strengthens emotional
connection and trust
Consumer Consumers’ tendency to Influenced by  product | Mat Mursalin
Purchase purchase  products after visualization, testimonials, | et al., 2025
Intention  on | exposure to promotions on promotions, direct
Instagram Instagram. interaction, and transaction
convenience.
Stages: attention — interest
— desire — action
Theoretical The interrelationship among Digital marketing — | Synthesized
Synthesis the four concepts in strategic framework. from various
supporting the effectiveness Instagram — interactive | sources
of MSME marketing through medium.
Instagram. Brand awareness — trust
building.
Purchase  intention ——
indicator of promotional
success

Source: Author’s compilation, 2025

3. Research Methodology
This study employed a descriptive qualitative approach to gain an in-depth understanding of social
phenomena through information obtained directly from respondents (Sugiyono, 2020). This approach
was selected to examine the digital marketing strategies implemented by MSMEs through Instagram to
enhance consumer purchase intention. The focus of this study is on developing a comprehensive
understanding of the promotional strategies used, rather than on quantitative measurement. According
to Pramesti and Dwijayanti (2021), qualitative methods in MSME digital marketing research are
effective for exploring promotional practices and their effectiveness in attracting consumers. The key
aspects examined in this study include the use of visual content, application of storytelling, customer
interaction strategies, and effectiveness of promotional features such as Instagram Ads and influencer

collaborations.

3.1 Role of the Researcher
The researcher acted as the primary research instrument and an active observer throughout the data
collection process. The presence of the researcher in the field enabled the collection of more valid and
contextual information regarding digital marketing practices. The researcher’s role included (1) directly
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observing the utilization of Instagram as a promotional medium, (2) understanding content creation
strategies and customer interaction patterns, and (3) collecting data through interviews, observations,
and documentation.

3.2 Data and Data Sources

The data used in this study were qualitative, consisting of descriptive information obtained through

interviews, observations, and documentation related to MSME digital marketing strategies on

Instagram.

1. Primary data sources: These include interviews with 12 informants, consisting of eight MSME
owners (four from the culinary sector, three from the fashion sector, and one from the interior design
service sector) and four active Instagram consumers aged 20-35 years who had conducted
transactions with MSMEs through Instagram within the past six months. In addition, direct
observations were conducted on MSME Instagram accounts to assess their promotional strategies,
content characteristics, and interaction patterns.

Table 2. Research Informant Profile

No Category Total Description
1 | MSMEs — Food Sector 4 Home-based food businesses, frozen food, seasonal
cakes, pempek
2 | MSMEs — Fashion Sector 3 Women’s clothing, men’s clothing, handmade bags
3 | MSMEs — Service Sector 1 Interior design
4 | Consumers 4 Aged 20-35 years, active Instagram users, have
purchased MSME products

Source: Primary data processed by the researcher, 2025

2. Secondary Data Sources: include documentation of Instagram posts (captions, interactions,
customer comments), digital marketing reports, and academic publications related to social media
promotion strategies for MSMEs in Indonesia.

3.3 Research Location and Time
This study focuses on MSMEs operating in Jakarta that actively use Instagram as a promotional
platform. Data collection will be conducted over a six-month period from January to June 2025.

3.3 Data Collection Techniques

Three techniques were employed for data collection.

1. Observation Direct observation of marketing strategies on Instagram, types of published content,
patterns of customer interaction, and the use of promotional features.

2. Interviews In-depth interviews were conducted with MSME owners and consumers to explore
marketing strategies and their perceptions of the effectiveness of Instagram-based promotion.

3. Documentation Collection of digital evidence, such as screenshots of posts, promotional materials,
and consumer testimonials, to support the analysis.

3.5 Data Trustworthiness

Data were analyzed using thematic analysis, which involved: (1) full transcription of interview data, (2)
categorization of data into main themes such as visual content, storytelling, customer interaction, and
promotional effectiveness, (3) identification of dominant themes related to marketing strategies, and (4)
drawing conclusions presented in in-depth descriptive narratives.

3.6 Data Validity

Data validity was ensured through source and time triangulations (Sugiyono, 2017). Source
triangulation was conducted by comparing the interview results between MSME actors and consumers,
confirming the findings through observational data, and cross-checking with secondary documents.
Time triangulation was achieved by conducting interviews in multiple sessions and observing Instagram
posts over a specific period to monitor the consistency of the promotional strategies.
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4 Results and Discussion

4.1 Results

4.1.1 Summary of MSME Promotional Strategies

Based on in-depth interviews and observations of Instagram accounts, it was found that MSME actors
implement various digital promotional strategies tailored to their products’ characteristics and target
markets. Nevertheless, several common patterns were identified, including the use of visually appealing
content, active interaction with audiences, and utilization of Instagram features to build consumer
engagement.

Table 3. Summary of MSME Promotional Strategies on Instagram

Code | Type of Main Strategy Most Key Challenges Achieved
MSME Effective Outcomes
Media
R1 | Fashion Instagram Ads Feed, Reels Audience not well | Sales not
targeted significant
R2 | Food Micro-influencer Stories, Collaboration Increased
collaboration Testimonials | costs engagement
R3 | Service Visual portfolio Carousel, Feed | Content Increased brand
(Design) consistency awareness
R4 | Food Ads during | Feed, Stories | Algorithm Account  traffic
promotional dependency increased by 40%
moments
R5 | Fashion Influencer Feed, Influencer Increased
collaboration & | Testimonials selection followers
discount promotions
R6 | Food Product process | Reels, Stories | Limited  human | Increased
videos resources interaction
R7 | Fashion New collection | Feed, Stories | Relatively  high | Reached local
launch via ads advertising costs | Jabodetabek
audience
R8 | Food Giveaway & Polling | Stories Maintaining Increased DMs
consistent and consumer
engagement feedback

Source: Interview Results and Field Observations, 2025

Based on the summary presented in Table 3, the digital promotional strategies employed by MSME
actors on Instagram vary widely, ranging from the use of Instagram Ads and influencer collaborations
to the creation of visual content such as portfolios and interactive activities, including giveaways and
polling. Despite this diversity, a common pattern emerges in which Feed and Stories are utilized as the
primary media for reaching audiences, while Reels and Carousel formats are used to enrich content
variation (Romadhona & Febriyani, 2025).

Each type of MSME tends to tailor its promotional strategy to the characteristics of the products and
services offered. MSMEs in the food sector frequently leverage videos showcasing production
processes and promotional moments to stimulate interaction, whereas fashion MSMEs rely more
heavily on Instagram Ads and new collection launches to expand reach. Although most MSME actors
reported positive outcomes, such as increased engagement, growth in follower numbers, higher levels
of Direct Message (DM) interactions, and increased account traffic, several challenges were also
identified that limited the effectiveness of digital promotion. These challenges include budget
constraints, limited digital skills, algorithmic uncertainty, and the failure of certain promotional
strategies (Donoriyanto et al., 2023).
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4.1.2  Challenges in Implementing Digital Promotional Strategies
1. Limited Promotional Budget
Many MSME actors remain hesitant to allocate budgets for paid advertisements (Instagram Ads)
or influencer collaborations because of limited capital. Consequently, promotional activities are
often conducted organically, with limited reach. This condition is evident in case R1, where
advertising without proper audience segmentation failed to generate a significant increase in sales
( Sari et al., 2025). Solution: MSMEs can adopt cost-efficient strategies, such as utilizing user-
generated content (UGC), implementing co-marketing programs with other businesses, or
allocating small advertising budgets with clearly defined target audiences to improve effectiveness.
2. Limited Human Resources and Digital Literacy
Most MSME:s are managed directly by their owners, without dedicated social media teams. Limited
human resources lead to inconsistent content, basic design quality, and delayed responses to
consumer messages. These constraints reduce the effectiveness of two-way communication, which
is a key strength of Instagram ( Barus et al., 2023). Solution: MSME actors can participate in basic
digital training programs, use ready-made design templates, or take advantage of scheduling
features to automate their posting schedules.
3. Uncertainty of Instagram’s Algorithm
Changes in Instagram’s algorithm result in an unstable content reach. Several MSMEs reported that
posts with similar formats generated significantly different levels of engagement. This creates a
dependency on external factors that are difficult for MSMEs to control ( Andini & Yahfizham,
2023). Solution: To mitigate this risk, MSMEs can diversify their platforms by utilizing TikTok,
Facebook, or YouTube Shorts, which operate under different recommendation systems, while
continuing to regularly evaluate content performance.
4. Failure of Certain Promotional Strategies
a. Influencer collaborations that did not match the appropriate niche (case RS5) increased
follower numbers but did not translate into purchase conversions.
b. Giveaways without follow-up strategies (case R8) only generated short-term participation,
with engagement declining after the program’s end.
c. Ad-based promotions without clear audience targeting were found to be cost-inefficient and
ineffective ( Hermawansyah & Sudarmiatin, 2025).
Solution: MSMESs should conduct small-scale A/B testing before launching large campaigns,
ensure that influencer selection aligns with the product niche, and design post-giveaway
engagement strategies to sustain interaction.

Overall, although MSMEs face challenges related to limited budgets, human resources, algorithm
uncertainty, and strategic failures, various alternative solutions can be implemented to minimize
resource constraints and maintain the effectiveness of digital promotions. This finding emphasizes that
promotional success is not determined solely by creative content but also by strategic resource
management and the ability to adapt to the dynamics of digital platforms.

4.1.3  Promotional Strategies of MSME Actors

All MSME actors participating in this study utilized visual strength, two-way communication, and
storytelling as core elements of their promotional strategies on Instagram. These approaches are
implemented through various tactics, such as using Instagram Ads to expand audience reach,
collaborating with influencers to build brand credibility, creating production process videos to foster
emotional closeness with consumers, and conducting promotions during strategic moments, such as
public holidays or special events.

Based on in-depth interviews and observations of MSME Instagram accounts, it was found that business
actors apply diverse digital promotional strategies with distinct characteristics. Nevertheless, the
analysis revealed consistent patterns across these strategies. One notable finding is the influence of
endorsements by public figures or content creators in the culinary field, which has been proven to
generate immediate sales impacts. As expressed by one informant: “Once reviewed by a food viogger,
orders increased dramatically.” (R2).
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Table 4. MSME Promotional Strategies on Instagram

No | Main Strategy | Form of Implementation Field Findings Theoretical
Support
1 | Visual strength | Aesthetic photos, well- | High-quality visual | Philip Kotler
organized feeds, production | content increases product | et al., 2019
process videos appeal
2 | Two-way Fast DM replies, comment | Enhances engagement and | Febrysari,
communication | responses consumer trust 2025
3 | Storytelling Brand stories, business | Builds emotional | Mat
processes, inspirational | connections with | Mursalin et
narratives consumers al., 2025
4 | Paid promotion | Instagram Ads Expands audience reach Philip Kotler
et al., 2019
5 | Influencer Reviews by food vloggers | “Once reviewed by a food | Lesmanah et
collaboration or influencers vlogger, orders increased | al., 2023
dramatically.” (R2)
6 | Special Holiday discounts, seasonal | Increases purchase | Philip Kotler
moments trends urgency etal., 2019

These findings align with Electronic Word-of-Mouth (eWOM) theory, as described by Lesmanah et al.
(2023), which suggests that social validation provided by influential figures on social media has a strong
potential to drive consumer purchase decisions. The credibility and popularity of such figures reinforce
positive product perceptions, ultimately increasing purchase intentions and sales conversions.

4.1.4  Instagram Consumer Perspectives

Based on interviews with four consumer informants, it was revealed that the purchase intention toward
MSME products on Instagram is not solely influenced by price. Instead, consumers place greater
emphasis on the quality of visual content, including clarity, stylistic consistency, and overall feed
aesthetics. In addition, active interaction from seller accounts, such as prompt responses to inquiries,
engagement in comments, and use of interactive features, serves as an important indicator of trust.
Convincing testimonials, whether written or in video form, provide social validation for the products
offered. Equally important, the ability of business actors to craft compelling stories that connect
products with experiences, emotions, or values is a determining factor in shaping positive perceptions
and encouraging purchase decisions.

Seller responsiveness emerged as a key indicator influencing consumer trust in MSME Instagram
accounts. This was emphasized by informant K1, who stated, “I trust accounts more when they are
active and respond frequently to DMs, ” indicating that fast, friendly, and consistent interaction between
sellers and potential buyers enhances a sense of security and builds a positive image. Electronic word-
of-mouth also plays a significant role in influencing purchase intentions. Informant K2 remarked: “4n
influencer I follow reviewed it, so I immediately tried it,” highlighting how reviews from public figures
or micro-influencers with emotional connections to their audiences can stimulate curiosity and
confidence in trying products.

The aesthetic quality of visual content is another important consideration in shaping perceptions of
product quality. Informant K3 stated, “If the photos are aesthetic, I believe the product quality is also
good, ” indicating a correlation between an attractive visual presentation and perceived product quality.
Moreover, personal and emotionally engaging storytelling creates strong emotional involvement.
Informant K4 expressed, “The story was touching, so I wanted to support the business,” demonstrating
that human-centered narratives can encourage consumer support not only for rational benefits but also
due to emotional attachment to the business.
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Table 5. Instagram Consumer Perspectives toward MSMEs

Consumer Purchase Direct Quotation Interpretation
Code Intention Drivers
K1 Account activity | “I trust accounts more when they | Account activity
& fast response are active and respond frequently | increases trust
to DMs.”
K2 Influencer “An influencer 1 follow reviewed | eWOM influences
validation it, so | immediately tried it.” purchase decisions
K3 Visual quality “If the photos are aesthetic, I | High-quality visuals
believe the product quality is also | create quality perception
good.”
K4 Emotional “The story was touching, so I | Relevant narratives foster
storytelling wanted to support the business.” loyalty and support

Source: Researcher Interviews, 2025

These findings indicate that MSME promotional strategies that integrate high-quality visuals,
responsive seller—consumer interactions, social validation through testimonials or reviews, and
emotionally engaging storytelling have a significantly greater potential to build customer loyalty (
Huang et al., 2022). This integrated approach not only strengthens the brand image in consumers’ minds
but also substantially increases sales conversion opportunities, thereby positively contributing to
business growth and sustainability.

4.1.5 Data Collection and Processing Process

This study will be conducted between January and June 2025. Data were obtained through three primary
methods: (1) in-depth interviews with eight MSME actors and four consumers; (2) non-participant
observation of MSME Instagram accounts; and (3) digital documentation, including screenshots, posted
content, testimonials, and account interactions. Data analysis was conducted manually using thematic
analysis. The analytical stages included: (1) data reduction to filter relevant information, (2) thematic
coding such as Product Visuals, Testimonials, Influencers, and Engagement, (3) categorization of main
themes into two major groups—Promotional Strategies and Consumer Responses—and (4) theoretical
interpretation based on the perspectives of Philip Kotler et al. (2019), Mat Mursalin et al. (2025),
Febrysari (2025), and Lesmanah et al. (2023). To ensure data trustworthiness, this study employed
source triangulation, verification of interview transcripts, and the principle of data saturation to confirm
the adequacy of the collected information. In addition, qualitative validity was ensured by adhering to
four core criteria—credibility, transferability, dependability, and confirmability—thereby ensuring that
the findings possessed sufficient academic reliability and validity.

4.2 Discussion

The findings of this study directly address the research problem, namely, how promotional strategies
implemented through Instagram can increase consumer purchase intention among MSMEs in the DKI
Jakarta region. Overall, MSMEs that successfully integrate the four key elements—high-quality visual
content, active audience interaction, utilization of customer testimonials, and collaboration with micro-
influencers—demonstrate significant increases in engagement indicators, account traffic, and sales
performance. High-quality visual content plays a crucial role in capturing consumers’ initial attention,
which is further reinforced by brand narratives and storytelling to build interest and desire. Active
interactions, such as promptly responding to direct messages (DMs), replying to comments, and
conducting question-and-answer sessions, foster personal relationships that enhance consumer trust.
Meanwhile, customer testimonials function as social validation that strengthens purchasing decisions,
particularly when delivered by micro-influencers or public figures with credibility among the target
audiences.

However, field findings also indicate that the use of Instagram Ads does not automatically increase
purchase intention. Several MSMEs that relied on paid advertisements without proper audience
segmentation experienced low engagement levels and insignificant sales conversion rates. This
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highlights the importance of strategies grounded in an understanding of market characteristics and

digital consumer behavior (Maharani et al. 2024).

These findings are consistent with several established conceptual frameworks and marketing theories.

1. Customer Path 5A Philip Kotler et al. (2019)—a process beginning with awareness, appeal, inquiry,
action, and advocacy, in which strong emotional interaction can transform consumers into brand
advocates.

2. AIDA Model (Mat Mursalin et al., 2025)— effective strategies encompass attention (through
appealing visuals), interest (through brand narratives), desire (through quality evidence and
testimonials), and action (through calls to purchase and special promotions).

3. Brand Engagement & Storytelling Febrysari (2025)compelling narratives foster emotional
attachment and enhance customer loyalty.

4. Electronic Word-of-Mouth (e-WOM) Theory Lesmanah et al. (2023)— Social validation from third
parties, such as influencers, can reshape consumer perceptions and accelerate purchase decision-
making.

The primary implication of this study is that the effectiveness of MSME digital promotion does not
depend solely on the frequency of posts but rather on the quality of emotionally driven and interactive
communication. Collaboration with micro-influencers must be strategically selected based on the
alignment between brand values and target audiences. In addition, the use of paid advertisements should
be accompanied by a careful analysis of digital consumer behavior to ensure that promotional messages
are accurately targeted.

5. Conclusion

This study addresses the following central research question: How can promotional strategies on
Instagram increase consumer purchase intention among MSMEs in Jakarta? Based on data analysis
from eight MSME actors and four active consumers, the study concludes that Instagram plays a
significant role as a digital promotional medium capable of increasing consumer purchase intention for
MSMEs in Jakarta, Indonesia. The most effective strategies include collaboration with micro-
influencers, presentation of authentic and high-quality visual content, selective use of Instagram Ads
during strategic moments, and implementation of two-way communication through interactive features
such as Stories, Reels, and Direct Messages. The application of these strategies has been shown to
increase engagement, consumer trust and purchase conversion rates.

These findings reinforce the relevance of the theoretical frameworks underpinning this study, namely
Customer Path 5A (Philip Kotler et al., 2019), the AIDA Model (Mat Mursalin et al., 2025), Electronic
Word-of-Mouth Theory (Lesmanah et al., 2023), and brand engagement theory (Febrysari, 2025).
Collectively, these theories emphasize that visual appeal, emotional engagement, social validation, and
active interaction on Instagram can guide consumers from initial interest to purchase decision-making.
Academically, this study enriches the literature on social media—based digital marketing in the context
of Indonesian MSMEs. Practically, the findings provide strategic guidance for MSME actors to
optimize Instagram-based digital promotion in a human-centered, effective, and measurable manner,
enabling them to compete in an increasingly competitive digital business ecosystem.

5.1 Operational Recommendations for MSMEs

Based on the study’s findings, MSMEs can implement the following practical steps to enhance the

effectiveness of digital promotion on Instagram:

1. Posting Frequency — Upload content 3—5 times per week using a balanced mix of feed posts
(product visuals), reels (short videos of processes or testimonials), and stories (routine interactions,
polls, or Q&A sessions).

2. Influencer Selection — Utilize micro-influencers (5,000-50,000 followers) with engagement rates
of at least 5-10%. Ensure niche compatibility with the product; for example, food MSMEs should
collaborate with food vloggers rather than general lifestyle influencer. Small-scale trial
collaborations are recommended before entering into long-term agreements.
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3. Use of Instagram Ads — Allocate a realistic monthly budget of IDR 300,000-500,000. Focus Ads
on strategic moments, such as Ramadan, national online shopping days, or weekends, with specific
audience segmentation based on age and location.

4. Performance Metrics (KPIs) — Evaluate promotional performance using indicators such as
engagement rate, click-through rate (CTR), cost per click (CPC), conversion rate, and growth in
interaction metrics (DMs, comments, testimonials).

Limitations and Future Research

This study had several limitations. First, the relatively small number of informants (eight MSME actors
and four consumers) and the exclusive focus on Instagram limit the generalizability of the findings to
all MSMEs and other social media platforms. Second, the qualitative approach employed does not
measure the quantitative impact of promotional strategies on purchase intentions. Future studies should
expand the research area, compare cross-platform effectiveness, apply mixed-methods or quantitative
approaches, and incorporate consumer demographic factors as moderating variables. Such efforts would
yield more comprehensive and actionable insights for MSME practitioners in the digital era.
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