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Marketing Communication Patterns of Instagram Stores Without Actual Stores
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Abstract

This research aims to study the marketing communication patterns of Instagram stores
without actual stores and consumers’ attitude and behavior in purchase decision. to guide to
study and analyze marketing communication strategies of marketing communication patterns to

design content on Instagram effectively.

This qualitative research uses in-depth interviews. The subject studied was divided into
two groups, the store group, and the consumer group. Store group is a store that sells Instagram
items without a storefront divided into sizes S M L based on the number of followers and
continuous product presentation of 5 stores. And consumer group were females aged 25-34 years,
10 people and studied from documents The study period was used during December 2021 - May

2022, a total of 6 months and interviews. From June to July 2022, total period of 2 months.

This research results reveals that use 7P's marketing strategy and 4 forms of
communication in Instagram: images, videos (Reels), Story and Hashtags, in which consumers have
attitudes and behaviors in making purchase decisions. It was found that, first the product aspect

is most important. Second is the personnel deciding factor comes from the individual. In this
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regard, the group of stores. Must be analyzing your audience according to the TPEB guidelines to
use it T (Target) it means to define a clear target group, P (Product) it means to product selection,
good quality store products, E (Experience) consumer experience, B (Branding) from creating a
target group (Target). Products and experience (Experience) it means to create branding and
building a clear personal identity of the store as a marketing communications pattern and design

a more effective form of content on Instagram without actual stores.

Keywords: Communication Patterns, Instagram stores without actual stores
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