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Abstract 

The use of social media in marketing has become an important strategy for MSMEs to increase sales 

and expand market reach. This study aims to analyze how MSMEs can utilize social media as a 

marketing tool to increase their sales. The method used in this study is a qualitative approach with 

in-depth interviews with MSME owners and managers in Indonesia, as well as analysis of their 

social media content. The results of the study show that social media, especially Facebook and 

Instagram, have proven effective in increasing the visibility of MSME products, building brand 

awareness, and expanding market reach. The use of organic content and paid advertising is the main 

strategy used by MSMEs, with a focus on content that is interesting and relevant to their audience. 

However, challenges such as limited understanding of social media algorithms, limited resources 

for creating quality content, and effective management of advertising budgets are still major 

obstacles for MSMEs. Overall, the use of social media has had a positive impact on MSME sales, 

but further efforts are needed to overcome these challenges, including better training and 

management of digital marketing strategies. This study provides recommendations for MSMEs to 

better understand the characteristics of each social media platform and optimize the use of analytics 

to improve their marketing effectiveness. 
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Introduction 

In the era of globalization and increasingly rapid digitalization, the existence of social 

media has changed the way people interact, share information, and do business. Platforms such as 

Facebook, Instagram, Twitter, and TikTok have become an integral part of people's daily lives, 

including in the business world. For Micro, Small, and Medium Enterprises (MSMEs), social media 

opens up great opportunities to introduce their products or services to a wider audience, as well as 

build closer relationships with customers. MSMEs, which are an important pillar of the Indonesian 

economy, now have the opportunity to expand their market and increase their sales through effective 

use of social media. (Setiawan & Purwanto, 2024) . 

The use of social media in marketing provides very significant benefits for MSMEs, 

especially in terms of relatively low costs and easy access to various sophisticated marketing 

features. Unlike traditional marketing media that require large costs and limited reach, social media 

allows MSMEs to reach consumers from all over the world with only limited capital. On the other 

hand, the existence of paid advertising platforms such as Facebook Ads, Instagram Ads, and others 

allows MSMEs to target audiences more precisely and specifically based on their demographics, 

interests, and online behavior. This is certainly very beneficial in efforts to increase sales (Winarti, 

2021) . 

However, although many MSMEs have started using social media, most of them still do 

not utilize it optimally. Many MSMEs do not understand effective ways to market their products 

through social media. They often only rely on simple promotions without optimizing the platform's 

potential to the fullest. Some of the obstacles faced are a lack of knowledge about the right digital 

marketing techniques, limited time and resources to create interesting content, and a lack of 

understanding of social media algorithms that affect the reach and interaction of content. (Aritonang 

& Manggalita, 2021) . 

Marketing through social media does not only focus on creating attractive ads or posts, but 

also involves deeper strategies, such as creating content that suits the audience, managing 

interactions with customers, and using analytical data to measure the effectiveness of marketing 

campaigns. By utilizing the analytical features provided by social media platforms, MSMEs can find 

out the performance of their campaigns, identify the most responsive audiences, and optimize 

content to achieve better results. (Octaviana et al., 2024) . 
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In this context, a deeper understanding of how to use social media effectively is essential 

for MSMEs to be able to compete in an increasingly competitive market. Therefore, a planned and 

targeted social media marketing strategy is needed, which includes creating interesting content, 

efficient advertising management, and good data analysis to increase sales and expand market reach. 

(Yusuf & Farid, 2023) . 

The purpose of this study is to explore more deeply the potential and challenges of utilizing 

social media as a marketing tool to increase MSME sales. This study will also discuss various factors 

that can support or hinder the use of social media, as well as recommendations for digital marketing 

strategies that can be adopted by MSMEs in order to maximize the use of social media in increasing 

their sales performance. Thus, the use of social media can be a very useful tool for MSMEs to 

survive, grow, and compete in an increasingly digital and global market. 

 

Research Methods 
 This study uses a descriptive qualitative approach with the aim of analyzing the use of 

social media as a marketing tool in increasing MSME sales. This approach was chosen because it 

can provide an in-depth picture of how MSMEs use social media and identify the challenges faced 

and effective strategies to increase sales. 

 The research subjects consisted of several MSMEs who have or are utilizing social media 

as part of their marketing strategy. The MSMEs selected came from various business sectors, such 

as culinary, fashion, and handicrafts, to provide a broader perspective on the variation of social 

media usage. 

 Based on the data analysis, the research results will be used to provide recommendations 

for more effective social media utilization strategies for MSMEs. These recommendations will 

include tips and techniques that MSMEs can adopt to improve the effectiveness of their digital 

marketing, as well as solutions to the challenges faced in utilizing social media. 

 

Results and Discussion 
 The Facebook Social Media Marketing Training held at SMA Pringsurat successfully 

provided significant understanding and practical skills for participants. This training aims to prepare 

students in managing Facebook as a marketing tool, whether for small business purposes, personal 

branding, or even school promotional activities. The results obtained in this training can be seen in 

the following aspects: 

 

Improve Skills in Facebook Page Management 

 Based on research conducted on several MSMEs that have utilized social media as a 

marketing tool, the following are the results found: 

Utilization of Social Media 

 Most of the MSMEs involved in this study use social media platforms such as Facebook, 

Instagram, and WhatsApp to market their products. Facebook and Instagram are the main choices 

because of the ability of both platforms to provide advertising features that allow MSMEs to target 

more specific audiences based on demographics, interests, and user behavior. 

 

Marketing Strategies Implemented 

 MSMEs generally use social media to build brand awareness through posts that include 

product photos, customer testimonials, and seasonal promotions. Many MSMEs emphasize 

consistency and creativity in content creation to attract audience attention. 

 Some MSMEs also utilize paid advertising features, especially on Facebook and Instagram. 

They target audiences based on geographic location, age, and specific interests. These ads are more 

effective in introducing products to consumers who have not previously known their brands. 

 

Obstacles Faced 

 Many MSMEs do not fully understand how social media algorithms work. Some of them 

have difficulty increasing organic reach due to limited knowledge in optimizing posts and the right 

time to publish content. 

 Some MSMEs face limitations in terms of time and energy to create quality content 

consistently. Many of them manage social media themselves without professional help. 

 Although paid advertising can increase visibility, some MSMEs still find it difficult to 

manage advertising budgets and assess the effectiveness of the ads they run. Some MSME 
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entrepreneurs have not utilized the analytics feature to the fullest to evaluate the performance of 

advertising campaigns. 

 

Impact on Sales 

 This study shows that MSMEs that have consistently used social media for marketing have 

experienced a significant increase in sales. MSMEs that manage paid advertising well report 

increased reach and engagement with customers, which ultimately contributes to increased sales 

conversions. In addition, social media also helps strengthen relationships with customers, increase 

loyalty, and develop online communities around their brands. 

 

Content Analysis and Customer Interaction 

 The content that gets the most positive responses from customers is interactive and 

personal. For example, posts that invite customers to provide feedback or share their experiences. 

In addition, many MSMEs use the "stories" feature on Instagram to provide flash sales or important 

announcements, which are effective in attracting customer attention instantly. 

 

Discussion 

 The use of social media as a marketing tool to increase UMKM sales has shown quite 

encouraging results, but also leaves some challenges that need to be considered. This discussion will 

explore more deeply the results found in this study. 

 Social Media Platform Selection Most MSMEs in this study chose Facebook and Instagram 

as their main platforms. This selection is in line with existing trends, where both platforms have a 

very large number of active users in Indonesia, as well as features that support marketing, such as 

paid advertising, analytics, and the ability to create visually appealing content. This shows that 

MSMEs tend to utilize platforms that have proven effective in reaching a wider and more segmented 

audience. Choosing the right social media platform is very important, because each platform has 

different characteristics and audiences, and understanding these characteristics can increase 

marketing effectiveness. 

 Marketing Strategy Through Organic Content and Paid Advertising The two main 

approaches implemented by MSMEs, namely organic content and paid advertising, have produced 

mixed results. Organic content serves to build relationships with customers in a more personal and 

sustainable way, while paid advertising has a faster impact in increasing product visibility. This 

study notes that although organic content helps in building brand awareness, paid advertising is more 

effective in driving sales conversions. This supports the findings of many studies that show that a 

combination of organic and paid marketing can provide optimal results for MSMEs. However, 

proper advertising budget management is the key to success in this approach. 

 Challenges in Utilizing Social Media One of the key findings of this study is the challenges 

faced by many MSMEs in utilizing social media to its full potential. Obstacles such as a lack of 

understanding of social media algorithms and limited resources to create quality content often hinder 

the effectiveness of their digital marketing strategies. This is in line with research showing that 

limited understanding of how social media algorithms work can reduce organic reach and audience 

engagement, which ultimately affects marketing effectiveness. Additionally, limited time and 

resources to create content consistently are common issues for MSMEs, who often manage their 

businesses with small teams. 

 Impact on Sales and Brand Awareness The results of this study indicate that MSMEs that 

consistently use social media for marketing experience a significant increase in sales. This shows 

that social media can have a positive impact on product visibility and brand awareness. In many 

cases, social media also helps build a loyal community that is more connected to the brand. Based 

on digital marketing theory, the existence of an active online community can accelerate the spread 

of information about a product through word-of-mouth, which has the potential to increase sales. 

On the other hand, although the results obtained are quite good, some MSMEs have not fully utilized 

social media analytics to measure the success of their campaigns. The use of more in-depth analytical 

data can improve strategies and improve the results obtained. 

 The Role of Customer Interaction in Increasing Engagement One of the interesting findings 

from this study is the importance of active interaction with customers. Interactive content, such as 

inviting customers to provide feedback or share their experiences, turns out to be more effective in 

building engagement. In addition, the use of features such as Instagram Stories that offer more 

spontaneous and real-time content can increase audience engagement. This is in line with marketing 
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communication theory which emphasizes the importance of two-way interaction in building long-

term relationships with customers. Active engagement between MSMEs and customers can create a 

more personal sense of closeness, which in turn drives customer loyalty. 

 Strategic Recommendations for Increasing the Utilization of Social Media Based on the 

research results, there are several steps that can be taken by MSMEs to increase the utilization of 

social media in their marketing: 

Education and Training on Algorithms and Quality Content 

 MSMEs need to be given more in-depth training on how social media algorithms work and 

how to create engaging and effective content for their audiences. A good understanding of 

algorithms will help in determining the right time to post and choosing the type of content that is 

more in line with audience preferences. 

More Efficient Ad Management 

 Training in advertising budget management and ad performance analysis can help SMEs 

optimize their spending and ensure that the ads they display are effective in reaching their desired 

audience. 

 

Using Design and Analytics Tools 

 To improve the quality of content, SMEs are advised to utilize easy-to-use graphic design 

applications and analytical tools provided by social media platforms. This will help in creating more 

professional content without having to spend a lot of money and evaluate the effectiveness of the 

campaign more accurately. 

 

Conclusion 

Based on the research results, the use of social media as a marketing tool to increase MSME 

sales shows enormous potential, but also requires better understanding and management in order to 

provide optimal results. The use of social media platforms such as Facebook and Instagram has 

proven effective in increasing product visibility and expanding the reach of the MSME market. By 

implementing a marketing strategy that combines organic content and paid advertising, MSMEs can 

increase brand awareness and accelerate sales conversions. 

However, several challenges still need to be overcome, such as limited understanding of 

social media algorithms, limited resources to create quality content consistently, and more efficient 

advertising budget management. Therefore, further training on social media management, creating 

engaging content, and using analytical tools to measure the effectiveness of advertising campaigns 

is essential for MSMEs. 

Overall, despite these challenges, utilizing social media remains a very effective marketing 

strategy for SMEs to increase sales and build long-term relationships with customers. With proper 

planning and implementation, SMEs can make the most of social media to achieve greater success 

in the digital market. 
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