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UTILIZING INSTAGRAM AS A SOCIAL COMMERCE MARKETING
STRATEGY TO INCREASE MSME REVENUE

ABSTRACT

At the moment, digital marketing is growing more rapidly than ever before, but
through digital marketing a strategy is definitely needed so that revenue increases.

However, previous research found that business people / entrepreneurs do not make
the most of social media in their marketing strategies and do not realize the
capabilities of existing social media. This research uses a qualitative approach with
descriptive methods, aiming to gain insight related to the utilization of Instagram
as a social commerce marketing strategy in increasing MSME revenues in the Lili
Collection 31 case study. The data collection methods used are three, namely;

observation, in-depth interviews and documentation studies. This research uses
SWOT analysis to identify various factors both internal and external. The results of
this study concluded that Lili Collection 31 has not been optimal and there is a need
for improvement both in terms of understanding Instagram insights and marketing

in attracting consumer interest.

Keywords: Instagram ; Micro Small Medium Enterprise ; Income ; Utilization
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UTILIZING INSTAGRAM AS A SOCIAL COMMERCE MARKETING
STRATEGY TO INCREASE MSME REVENUE

SUMMARY
Background

In the Digital Era, economic development in the world is growing rapidly
along with technological developments. This development began since the Covid-
19 era which triggered a digital transformation that integrated digital technology in
all business fields. The development of this virtual store has increased much more
than in previous years, because most of them use social media technology as a
means of promotion. Starting from the use of financial records, the use of the E-
Commerce platform as a transaction tool between sellers and buyers, and the use of
social media in their product marketing strategies in order to reach many consumers
in various regions. Internet-based communication technology has become the most
important component in everyday human activities. In line with previous research,
this study seeks to explore further the use of a social media platform called
Instagram as a promotional medium (Puspitarini & Nuraeni, 2019; Veranita et al.,

2021; Nugroho & Azzahra, 2022; Puspasari & Hadithya, 2023).

Instagram is a platform that allows users to share photos and videos. The
simplicity and ease of use make this platform very popular among various groups
to share their daily lives and business. It is recorded that Instagram currently has 90
million active users who upload 40 million photos every day (Delaney, 2013;
Kintish, 2014; Thomas, 2016). The factors that influence the basis of research on
the use of Instagram as social commerce in increasing MSME income are the
significant increase in Instagram users which means it is a big market opportunity
for some businesses, especially clothing businesses. In addition, there is a surge in
consumers searching for products and shopping through social media. One of them
is Instagram, with its strong visual features, making it easy for consumers to find

and buy products directly from the platform through easy transactions. In many
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countries, including Indonesia, the trend of using Instagram for business continues

to increase (Saputra & Fadhilah, 2022).

This utilization not only helps MSMEs survive but also thrive in an
increasingly competitive market. However, using Instagram for marketing is
relatively cheaper compared to traditional marketing methods. MSMEs can use
Instagram Ads to target specific audiences at a lower cost. Moreover, many MSMEs
have succeeded in increasing their income significantly through the use of
Instagram as a social commerce platform. This proof of success is certainly an
inspiration for many MSMEs to utilize Instagram. The existence of tutorials on how
to utilize Instagram for business makes it easy for MSME:s to learn and implement
social commerce marketing strategies effectively, so that Instagram can help
MSMEs to increase their profits and business income. This study aims to assess
whether Instagram can increase MSME income and how much profit the business

generates from utilizing social commerce.
Research Problem

1. What are the challenges faced by Lili Collection 31 in optimizing Instagram
as a digital marketing platform?

2. How effective are the current Instagram marketing strategies implemented
by Lili Collection 31 in increasing audience engagement and revenue?

3. How can Instagram's advanced features, such as Ads and insights, be
utilized to enhance the digital presence and marketing effectiveness of Lili
Collection 31?

4. What strategic steps can be recommended to improve the use of Instagram

as a social commerce tool for Lili Collection 317
Research Objectives

1. To identify the challenges faced by Lili Collection 31 in optimizing
Instagram as a digital marketing platform.
2. To evaluate the effectiveness of current Instagram marketing strategies in

increasing audience engagement and revenue.
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3. To explore the potential use of Instagram's advanced features, such as Ads
and insights, to enhance the digital presence of Lili Collection 31.

4. To propose strategic recommendations for improving the use of Instagram
as a social commerce tool to boost revenue and market reach for Lili

Collection 31.
Research Methods

This study uses a qualitative approach with a descriptive method, aiming to
gain insight into the use of Instagram as a social commerce marketing strategy in
increasing MSME income in the Lili Collection 31 case study (Komariah & Satori,
2013).This study uses a qualitative approach with a descriptive method, aiming to
gain insight into the use of Instagram as a social commerce marketing strategy in

increasing MSME income in the Lili Collection 31 case study (Komariah & Satori,

2013).

There are three methods of data collection used, namely the observation
method, namely the research approach where researchers observe subjects or
phenomena directly to collect data, then using the in-depth interview method (in-
depth interviews) is a qualitative research technique where researchers interact
directly with respondents to gain an in-depth understanding of their perspectives,
experiences, and perceptions related to a particular topic. In this method, usually
only one respondent is interviewed at a time, and the interaction between the

researcher and the respondent is open and in-depth
Research Results
Research Results Summary

This study aimed to explore the use of Instagram as a social commerce
marketing strategy to increase MSME revenue, with a focus on Lili Collection 31.
Based on the research findings, Lili Collection 31 has used Instagram as a marketing
platform, but its utilization has not been optimal. Currently, the business relies more
on manual promotions through friends and family, without fully leveraging

advanced features like Instagram Ads and insights.



Despite this, Instagram usage has had a positive impact, with an increase in
the number of customers reaching out through the platform, including large orders
from outside the area. However, limitations in understanding how to optimize
Instagram features and the lack of time to manage the account effectively have

hindered more efficient marketing performance.

SWOT analysis results show that Lili Collection 31’s strengths lie in product
quality and affordable pricing, while weaknesses include a low number of
Instagram followers and limitations in creating engaging promotional content.
Opportunities include using Instagram Ads and collaborating with influencers,
while threats stem from intense competition in the clothing market and a less
strategic store location. Overall, the findings indicate that Lili Collection 31 needs
to improve its understanding and utilization of Instagram features to expand market
reach and increase revenue. Recommendations include the use of Instagram Ads,

enhancing content quality, and providing training to improve digital marketing

skills.
Conclusion

This research aims to enhance the use of Instagram as a promotional tool
for Lili Collection 31, based on a SWOT analysis. Key recommendations include
collaborating with influencers, using Instagram Ads to reach a wider audience,
creating engaging content like "Outfit of the Day" Reels, and improving consistency
in posting to align with Instagram’s algorithm. The research also suggests buying
followers, using relevant hashtags, and implementing a loyalty rewards system.
Additionally, switching to QRIS payment methods for security is advised. These
strategies are expected to improve Instagram insights and increase business

revenue.
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CHAPTERI I
INTRODUCTION

1.1 Background

In the Digital Era, economic development in the world is growing
rapidly along with technological developments. This development began
since the Covid-19 era which triggered a digital transformation that
integrated digital technology in all business fields. The development of this
virtual store has increased much more than in previous years, because most
of them use social media technology as a means of promotion. Starting from
the use of financial records, the use of the E-Commerce platform as a
transaction tool between sellers and buyers, and the use of social media in
their product marketing strategies in order to reach many consumers in
various regions. Internet-based communication technology has become the
most important component in everyday human activities. In line with
previous research, this study seeks to explore further the use of a social
media platform called Instagram as a promotional medium (Puspitarini &
Nuraeni, 2019; Veranita et al., 2021; Nugroho & Azzahra, 2022; Puspasari
& Hadithya, 2023).

Instagram is a platform that allows users to share photos and videos.
The simplicity and ease of use make this platform very popular among
various groups to share their daily lives and business. It is recorded that
Instagram currently has 90 million active users who upload 40 million
photos every day (Delaney, 2013; Kintish, 2014; Thomas, 2016). The
factors that influence the basis of research on the use of Instagram as social
commerce in increasing MSME income are the significant increase in
Instagram users which means it is a big market opportunity for some
businesses, especially clothing businesses. In addition, there is a surge in
consumers searching for products and shopping through social media. One
of them is Instagram, with its strong visual features, making it easy for

consumers to find and buy products directly from the platform through easy



transactions. In many countries, including Indonesia, the trend of using
Instagram for business continues to increase (Saputra & Fadhilah, 2022).
This utilization not only helps MSMEs survive but also thrive in an
increasingly competitive market. However, using Instagram for marketing
is relatively cheaper compared to traditional marketing methods. MSMEs
can use Instagram Ads to target specific audiences at a lower cost.
Moreover, many MSMEs have succeeded in increasing their income
significantly through the use of Instagram as a social commerce platform.
This proof of success is certainly an inspiration for many MSME:s to utilize
Instagram. The existence of tutorials on how to utilize Instagram for
business makes it easy for MSMEs to learn and implement social commerce
marketing strategies effectively, so that Instagram can help MSMEs to
increase their profits and business income. This study aims to assess
whether Instagram can increase MSME income and how much profit the

business generates from utilizing social commerce.

1.2. Research Problem
Based on the background, the research problems are formulated as

follows:

1. What are the challenges faced by Lili Collection 31 in optimizing
Instagram as a digital marketing platform?

2. How effective are the current Instagram marketing strategies
implemented by Lili Collection 31 in increasing audience
engagement and revenue?

3. How can Instagram's advanced features, such as Ads and insights,
be utilized to enhance the digital presence and marketing
effectiveness of Lili Collection 31?

4. What strategic steps can be recommended to improve the use of

Instagram as a social commerce tool for Lili Collection 31?

1.3. Research Objectives
The objectives of this research are as follows:



1. To identify the challenges faced by Lili Collection 31 in optimizing
Instagram as a digital marketing platform.

2. To evaluate the effectiveness of current Instagram marketing
strategies in increasing audience engagement and revenue.

3. To explore the potential use of Instagram's advanced features, such
as Ads and insights, to enhance the digital presence of Lili Collection
31.

4. To propose strategic recommendations for improving the use of
Instagram as a social commerce tool to boost revenue and market

reach for Lili Collection 31.

1.4. Reseacrh Contribution

1.4.1

1.4.2

Theoretical Contribution

This research contributes to the existing body of knowledge on
digital marketing and social commerce by exploring the effective
utilization of Instagram as a marketing platform for Micro, Small, and
Medium Enterprises (MSMEs). It adds value to the theoretical
understanding of how social media platforms, particularly Instagram,
can be leveraged to enhance business visibility, audience engagement,
and revenue growth. The findings of this study can serve as a foundation
for further research on the role of social media in MSME marketing
strategies.
Practical Contribution

Practically, this research provides actionable strategies and
recommendations for Lili Collection 31 to optimize its use of Instagram,
including content creation, audience interaction, and the use of
Instagram Ads and insights. The insights gained can help MSMEs
improve their digital marketing efforts, expand their customer base, and
increase revenue. Additionally, the research offers guidelines for
MSMEs to enhance their marketing effectiveness through the better use
of social media tools and features, contributing to the growth of small

businesses in the digital economy.



1.5. The Contextual Framework
The contextual overview that will be discussed in this study consists

of five chapters. chapters as for the explanation of these chapters :
Chapter I introduction, in this chapter explains the introduction of this
research in the form of background, formulation of problems to be raised,
objectives of the research, research contributions and contextual overview.
Chapter II literature review, in this chapter describes the literature review,
empirical studies.

Chapter III research methods, in this chapter describes the type of
research, research object, population and sample, data sources, data
collection methods, research stages, and analysis tools.

Chapter IV Discussion and research results

Chapter V conclusions and suggestions



