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ABSTRACT 

 
This study aiims to explore how the use of Instaigraim cain increaise braind aiwaireness ait 

MSME SaiyurKlik which focuses on online distribution of fresh vegetaibles. The method used 

in this reseairch is descriptive quailitaitive with daitai collection through in-depth interviews, 

Focus Group Discussions (FGDs), aind content ainailysis on SaiyurKlik's Instaigraim a iccount. 

The findings of this study show thait promotionail content aind nutritionail informaition haive 

the highest level of interaiction aind contribute significaintly to braind recognition aind braind 

recaill. In a iddition, quick response in service aind colla iboraition with the right influencers 

proved to support purcha ise decisions aind customer loyailty. The findings show thait 

SaiyurKlik's digitail mairketing straitegy through Instaigraim hais successfully implemented 

elements from the 4C theory (context, communicaition, collaiboraition, connection) ais well 

ais Braind A iwaireness indicaitors aiccording to Daivid Aiaiker. This reseairch provides straitegic 

understainding in utilizing sociail mediai ais ai meains of mairketing communicaition for 

MSMEs. 
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