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Abstract 

Marketing communications via internet media can provide benefits in 
various fields. The marketing process via internet media is able to make 
it easier for consumers to obtain the goods they want. One of the social 
media on the internet that is widely used by people as a marketing 
communication medium is Instagram. Through Instagram, business 
people can display photos or videos of their products or services so that 
they can attract consumer interest. Instagram marketing is a marketing 
activity carried out using all the facilities provided by Instagram with the 
aim of increasing sales and establishing better communication with 
consumers. In managing a marketing communication system, effective 
and efficient strategy design and sales programs are needed. Sales 
promotion is an important part of a company's marketing 
communications strategy and sales promotion is a marketing activity 
that proposes the added value of a product (to get more than the 
existing value of the product) over a certain period of time in order to 
encourage consumer purchases, sales effectiveness or encourage other 
efforts. carried out by sales personnel according to Hermawan. 

Keywords: Strategy, Communication, Digital Marketing, Social Media 
Instagram 
 

INTRODUCTION 

The rapid development of communication technology has brought 

many changes to people's lives. So currently many people are making the best 

use of digital devices for their daily needs (Arni & Sari, 2023). Utilization of 

information technology can be a business opportunity. Social media is a group 

that was built on the basis of internet-based ideology and technology 

(Antaufhan & Isnaini, 2023). Social media can be used to share information 

between users easily (Rosita et al., 2023). Social media can help business 

actors introduce, offer, market and promote their products to potential 

consumers. 

The opportunity to carry out digital marketing communications is a 

new breakthrough. Interactive media allows users to be involved in changing 

the content of information at that time (Ramadhan et al., 2023). Following 
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current developments, skincare has become a primary need for some women. 

This trend provides great opportunities for the beauty business in Indonesia. 

The benefit of digital marketing is that it can reach more consumers, 

not only from a short distance but more widely across various regions, thus 

generating many opportunities for higher sales. Another benefit is that it can 

get a specific market share so that it can determine advertising that is 

appropriate to the market share being carried out. This digital (online) 

marketing also tends to save marketing costs, namely only using 

communication tools and the internet for the sales network and can easily 

measure digital marketing performance, such as placing advertisements via 

Google, can be evaluated on the results obtained, whether they have reached 

the desired audience, increased sales from the advertisements placed so that 

they can provide an overview of the situation that occurred for decision 

making (Fairuza & Sari, 2023). 

Marketing communication strategy is one of the starting points in 

introducing products to consumers and getting a lot of profits from the 

business carried out. In general, the marketing communications mix includes 

advertising, sales promotions, special events and experiences, public relations 

and news, direct marketing and personal selling. Each marketing 

communications strategy has its own strengths and weaknesses. It's just 

whether everything should be implemented or not because it is necessary to 

study which strategy is the most effective and adjust budget availability 

(Sianipar & Samatan, 2023). 

Marketing communication using social media is a combination of 

Newmedia and Marketing Communication. According to Herman Kartajaya, to 

manage stakeholders, a new approach is needed, namely marketing 3.0, 

where previously it was only one direction, now it is collaboration with one to 

many and many to many (Sari & Rochmaniah, 2023). Through social media, 

companies can reach consumers more widely, apart from that, marketing 

communications using Instagram carried out by buyers and sellers is very 

helpful in decision making and can provide input to sellers to improve in the 

future (Saputra & Nugraha, 2024) 

Marketing communications via internet media can provide benefits in 

various fields. The marketing process via internet media is able to make it 

easier for consumers to obtain the goods they want. One of the social media 

on the internet that is widely used by the public as a marketing 

communication medium is Instagram (Saputra & Nugraha, 2024). 
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Instagram is widely used by business people as a marketing medium for 

their products. Globally, Instagram plays a big role in bringing consumers 

closer to the things they love, including various Small and Medium Enterprises 

(SMEs) that suit their interests. Now, Instagram is known as one of the most 

widely used business media in Indonesia (Herman & Bo'do, 2024). 

Instagram gives SMEs a greater opportunity to achieve success by 

increasing consumer reach both in their city, other cities in Indonesia, and 

even abroad. The features provided by Instagram are designed to make 

interactions between business people and consumers easier, more 

comfortable and interesting so that the relationship between businesses and 

consumers becomes more meaningful (Verenia & Silvanus, 2022). 

Seeing the large number of Instagram users in Indonesia, it is very 

appropriate for entrepreneurs to use Instagram accounts to support 

marketing communication strategies. Not a few business people are 

developing their businesses which were previously managed offline and are 

now starting to move online (Akbar & Umer, 2023). Apart from being able to 

save costs and also make it easier for customers to enjoy the products on 

offer, business people who previously marketed their products through real 

stores are now starting to use the internet as a marketing medium through 

online shops or online shops on Instagram social media. 

 

RESEARCH METHOD 

The study in this research is qualitative with literature. The literature 

study research method is a research approach that involves the analysis and 

synthesis of information from various literature sources that are relevant to a 

particular research topic. Documents taken from literature research are 

journals, books and references related to the discussion you want to research 

(Earley, M.A. 2014; Snyder, H. 2019). 

 

RESULT AND DISCUSSION 

Digital Marketing Communications 

A. Marketing Communications 

Thei rapid de ive ilopme int of thei inteirneit has give in rise i to an 

information reivolution in thei digital e ira, theire iby changing various aspe icts 

of human lifei, including marke iting communications. Marke iting 

communications is a teirm use id to e ixplain thei flow of information about 

products from marke ite irs to consumeirs. 1 Marke ite irs use i adve irtising, dire ict 

marke iting, publicity, sale is promotions and dire ict seilling to providei 
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information that theiy hopei will influeince i consumeir purchasing de icisions. 

Like iwise i, consume irs use i it in the i purchasing proce iss to gatheir information 

about product characte iristics and be ine ifits (Ade iola eit al., 2023). 

According to Kotleir and Keilleir, marke iting communications arei a 

me ians use id by companie is in an eiffort to inform, peirsuade i and re imind 

consumeirs e iitheir dire ictly or indireictly about thei products and brands theiy 

se ill (Aghazade ih & Khoshneivis, 2024). Companie is must communicate i 

information about theiir products and se irvice is. 

B. Communication Through Marke iting Strateigy 

Marke iting Strateigy is a proce iss that ide intifieis and seile icts targe it 

marke its. Marke iting plans are i de ive ilope id for e iach se ile icte id marke it se igme int, 

so that consume ir neie ids in e iach targe it group can be i me it (Baine is e it al., 

2022). 

1. Seigme inting 

To a ce irtain e ixte int, eiach pe irson is a se iparate i marke it se igme int 

be icause i no two or morei pe iople i have i thei e ixact same i ne ie ids motivation, 

de icision proceiss, and purchasing be ihavior. Thei aim of marke it 

se igme intation is to ideintify various groups in thei wide ir marke it, which 

have i similar ne ie ids and re isponse is to promotional actions and otheir 

marke iting mixe is, so that seiparate i marke iting tre iatme ints can bei 

assigne id (Sobrino, 2022). 

More i spe icifically, marke it se igme intation reiquire is five i stage is 

which can bei de iscribe id as follows: 

a. Ideintifying thei structure i of neie ids of consumeir populations at thei 

individual leive il: to seileict sample is and e intirei populations and meiasure i 

thei neie ids of individual consume irs whe in theiy re ilatei to products and 

se irvice is.  

b. Grouping consume irs into homogeineious se igme ints base id on neie ids 

profile is: to form highly homogeineious groups of consume irs in groups 

base id on neie ids. 

c. Targe it marke it se ile iction: Seile iction of a se igme int or group of se igme ints 

for thei deive ilopmeint of a particular promotional program or 

programs and otheir e ileime ints of thei marke iting mix be iing de ive ilopeid. 

d. Deive iloping positioning for product or se irvice i offe irings in se ile icte id 

se igme ints: Positioning is shown to dire ict information about how 

consumeirs in thei targe ite id se igme int re ice iive i product or se irvicei 

offe irings compare id to thosei offe ire id by compe ititors (Aghazade ih & 

Khoshneivis, 2024). 
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2. Targe iting 

Afte ir eivaluating se igme int diffe ire inceis, thei company thein deite irmineis thei 

numbe ir and type i of se igme ints to bei se irve id. Targe iting is not someithing 

e iasy. Thei targe it marke it consists of a group of consume irs with various 

characte iristics of ne ieids that must be i me it. 

3. Positioning 

Afte ir poteintial seigme ints havei be ie in ide intifieid and thei se igme ints 

targe ite id for promotion havei be ie in se ile icteid, the i company must continuei 

to deiteirmine i thei positioning of products and seirvice is in thei minds of 

consumeirs who are i in thei se ileicteid se igme ints. 

C. Digital Marke iting Communications 

According to Keille ir (in his book Prisgunanto), digital marke iting is a 

re ilativeily neiw form and is useid to de iscribe i marke iting activitie is using 

compute irs and teileicommunications. Be ilch & Beilch (Schwarz eit al., 2022) 

consideir teichnological aspe icts to eingage i custome irs or prospe icts and 

dire ictly increiase i aware ine iss, improve i image i, or cre iate i sale is of products and 

se irvice is. With thei e ixisteince i of thei inteirne it as a ne iw me idia, it has give in a 

neiw air to thei world of marke iting communications. 

Thei digital e ira brings opportunitieis in marke iting de iveilopme int 

(Varadarajan e it al., 2022). According to (Hlineinko & Daynovskyy, 2022) 

digital marke iting communication is a situation wheire i marke ite irs must 

maste ir threie i things from consumeirs, name ily heiart, mind and spirit which 

re ife irs to inteirneit-base id marke iting. Digital marke iting communication is a 

strate igy to communicatei with custome irs without having to meie it face i to 

face i (Marunda & Batonda, 2023). Digitalization has brought reivolutionary 

change is in data manage ime int, me idia manage ime int and ultimate ily in 

busine iss. Digital marke iting provide is coveirage i of a wide ir custome ir base i 

and provide is insight into smalleir se igme ints of thei customeir base i (Santos e it 

al., 2024). 

D. Onlinei Marke iting Communications 

Onlinei marke iting communications have i an important rolei for 

busine iss pe iople i (Chaffe iy & Smith, 2022). Thei pre ise ince i of thei inteirneit is a 

sign of progre iss in inte igrate id marke iting communication. Thei inteirneit is 

also an inteiractive i communication me idium, which can bei a busine iss 

strate igy. Theire ifore i, the i e ime irge ince i of thei inte irneit is a support for the i 

succe iss of onlinei marke iting communications impleime inteid by companieis 

(Yunita e it al., 2024). 
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Thei pre ise ince i of thei inteirneit brings various be ine ifits for busine iss 

pe iople i (Bucoveitchi & Veive ira, 2024): 

1. Thei pre ise ince i of thei inteirne it can be i use id as a promotional meidium for 

products or seirvice is produce id at re ilative ily morei affordable i costs and 

with a wideir (global) re iach. 

2. Thei inteirneit can function as a meidium for onlinei transactions 

3. Thei pre ise ince i of thei inteirneit can make i it e iasie ir to se ind information to 

various partie is more i quickly. 

 

Social Media Marketing 

Drury in (Horsteir, 2022) said that curre intly many peioplei use i social 

me idia as a marke iting me idium. Social me idia is a me ians of communication that 

supports marke iting a busine iss product quickly and is morei profitable i 

compare id to marke iting offline i (Aktavika & Prapanca, 2023). Communication 

on social meidia is a good first steip to increiase i brand aware ine iss, incre iase i 

brand re icognition and reicall, and incre iase i brand loyalty (Zulqarnain e it al., 

2023). 

 

Utilization of Instagram 

Social me idia is a facility for sharing information in thei form of writing, 

audio, vide io and image is (Tute in & Hanlon, 2022). In this re ise iarch, thei inteindeid 

use i is using Instagram as a marke iting communications meidium in conveiying 

information to thei public. Thei use i of social me idia include is (Charleisworth, 

2022): 

a. Through social meidia, pe irsonal branding can bei built which in its 

imple ime intation doeis not reicognize i fake i popularity and tricks. This is 

be icause i thei public or audie ince i de iteirmineis it. Social meidia can also be i use id 

as a me ians for communication, discussion, and gaining popularity on social 

me idia 

b. Social me idia provide is opportunitie is for close ir inteiraction with consume irs. 

This is beicause i thei form of communication on social meidia is more i 

individual so that marke ite irs can know thei habits of theiir consume irs and 

can inteiract pe irsonally. 

 

Instagram Marketing 

Instagram come is from thei words "insta" and "gram" whe ire i thei word 

"insta" me ians sharing photos or videios quickly with otheir pe iople i (Solmeicke i, 

2024). Instagram has had a positive i impact and conveinieince i for busine iss 
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pe iople i, incre iasing thei de ive ilopmeint of onlinei shops (Faust, 2024). Through 

Instagram, busine iss pe iople i can display photos or vide ios of theiir products or 

se irvice is so that theiy can attract consume ir inteire ist. Instagram marke iting is a 

marke iting activity carrie id out using all thei facilitie is provide id by Instagram 

with thei aim of increiasing sale is and e istablishing beitteir communication with 

consumeirs (CHUSNAINI & RASYID, 2022). 

 

Marketing Communication Strategy Through Instagram Social Media 

Rafa'al (Trive idi & Pal, 2022) e ixplains that in principlei consume ir 

be ihavior is influe inceid by consume ir affe iction and cognition towards a product 

wheire i theise i two factors can also be i influe inceid by the i e invironmeint and thei 

stimulus provide id by thei product marke iteir himse ilf. Theise i varie id consume ir 

affe ictions and cognition will lateir de ite irmine i consumeir be ihavior towards a 

product or brand. To produce i thei de isire id be ihavior, produce irs of a product 

imple ime int a seirie is of strateigie is that produce i outcomeis that not only increiase i 

sale is re isults, but also incre iase i brand aware ine iss of thei product. 

Poeitra and Christantyawati (Silvira & Riswanto, 2024) eixplain that thei 

use i of thei Inteirne it as a sale is me idium in this modeirn eira, make is pe iople i 

continuously want to change i and de ive ilop to meie it all thei de imands of thei 

global e ira. The i change i in onlinei buying and se illing patteirns on thei Inteirne it is 

now increiasingly spre iading far and be icoming a ne ice issity or life istylei of socie ity 

in thei e ira of modeirnization and which can provide i be ineifits for both partie is. 

Both consumeirs as buye irs, admins or se illeirs ge it mutually be ine ificial be ine ifits 

for both partie is with this onlinei shop me idia. Fe ibriani (Anjani & Sudradjat, 

2023) provide is thei vieiw that loyal consume ir be ihavior towards a product is of 

course i be ineificial for the i produce ir, be icause i consume irs will continuei to try to 

find thei product theiy want. Howeiveir, if consumeirs continuei to havei difficulty 

finding thei product theiy want, thein oveir time i consume irs will try otheir 

brands. Me ianwhile i, thei be ihavior of consume irs who are i not loyal, or in otheir 

words, buying some ithing not only beicause i of habit, ne ie ids to pay se irious 

atteintion to otheir aspe icts. 

In managing a marke iting communication systeim, e iffe ictive i and 

e ifficie int strateigy de isign and sale is programs are i ne ie ideid. Sale is promotion is an 

important part of a company's marke iting communications strateigy and sale is 

promotion is a marke iting activity that propose is thei adde id value i of a product 

(to ge it morei than thei e ixisting value i of thei product) oveir a ce irtain pe iriod of 

time i in ordeir to eincourage i consume ir purchase is, sale is e iffe ictiveine iss or 

e incourage i otheir e ifforts. carrie id out by sale is pe irsonne il according to 
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He irmawan (Wibawa & Maradona, 2022). Thus, promotions must be i handleid 

care ifully be icause i the i proble im not only conceirns how to communicatei with 

consumeirs but also conce irns how much costs are i incurre id by busine iss actors, 

of course i this must be i conditioneid according to thei capabilitie is of thei 

busine iss actor and thei company. 

Adve irtising activitieis are i thei main meidia for companie is in supporting 

promotions wheire i promotions havei thei main obje ictive i of attracting 

consumeirs to want to make i purchase is of thei products offe ire id, all costs that 

must be i incurre id by sponsors to carry out pre ise intations and non-peirsonal 

promotions in thei form of ide ias, goods or se irvice is for influe incei thei audie ince i. 

This promotional activity can bei said to bei thei spe iarhe iad of promotional 

activitieis, this is be icause i pe irsonal se illing is a promotional activity that re iquire is 

marke iting to deial with consumeirs dire ictly. Peirsonal sale is activitieis carrie id out 

profe issionally will reially heilp achie ive i fantastic saleis (Tantra, 2022). 

Sale is promotion prioritize is adding the i valuei inteinsity of goods or 

se irvice is, this includeis various aspe icts of marke iting manage ime int, starting 

from improving product quality, distribution seirvice i quality for distributors, 

improving se irvice i quality for customeirs to make i it beitteir. Spe icifically, sale is 

promotion programs include i discounts, adve irtising financing assistancei and 

bonuseis from age ints. This meithod teinds to form a morei positivei image i of thei 

product be iing offe ire id. A numbe ir of information about a pe irson, organization 

or ite im that has be ie in disse iminateid to thei public using the i me idia and is fre ie i of 

charge i, and without supe irvision from sponsors. Riyadi, Sufa, and Susilo (Putra 

& Rochmaniah, 2023) eixplain that a positivei image i of thei product offe ire id 

produce is a positivei impact on saleis of a product. Thus, promotion is a 

company activity that can bei carrie id out in ordeir to introducei a product to 

consumeirs so that with this activity consume irs will be i inte ire isteid in making a 

purchase i. 

 

CONCLUSION 

Marke iting communication strateigie is are i continuous cre iativei ste ips 

take in by a company to achie ivei the i be ist marke iting targe its in orde ir to achie ivei 

maximum consume ir satisfaction. Marke iting communication strate igy is the i 

me ithod use id by a company to re ialize i the i mission, goals and targe its that have i 

be ie in de iteirmine id by maintaining and se ie iking harmony be itweie in thei various 

goals it wants to achieivei, thei capabilitieis it has and thei opportunitieis and 

threiats face id in its product marke it. Marke iting communications via inte irneit 

me idia can provide i be ineifits in various fie ilds. Thei marke iting proce iss via 
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inteirneit me idia is able i to make i it e iasie ir for consume irs to obtain thei goods 

theiy want. Onei of thei social me idia on thei inteirneit that is wide ily use id by 

pe iople i as a marke iting communication meidium is Instagram. Utilizing thei 

Instagram fe iature i as a me ians of marke iting communication strateigy carrie id 

out by busineiss owneirs is ve iry he ilpful in incre iasing sale is re isults. 
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