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Accepted [22 October 2026] image on social media. In the retail and lifestyle industries,

delivering high-quality and consistent content through
Instagram is one of the communication strategies used to
Social Media Marketing; shape customer perc.eptions o.f.the prand. This stug|y qims to
Audience Perception; Customer analyze the application of digital visual communication on
Engagement; Brand Image. Plaza Ambarrukmo’s Instagram, which is managed by PT Putera
Mataram Mitra Sejahtera, in enhancing customer engagement
This is an open access article | and developing brand image. This study used a descriptive

KEYWORDS

under the CC-BY-SA license qualitative approach. Data were collected through observation
of Plaza Ambarrukmo's Instagram content, interviews with both
.@:‘-g)‘@!)- visitors and non-visitors of Plaza Ambarrukmo, and

documentation during the internship period. The data were
then analyzed to understand the relationship between social
media content, customer perception, customer engagement,
and brand image. The research results generated
recommendations regarding content management strategies,
maintaining visual consistency, and expanding marketing
strategies through the TikTok platform.

INTRODUCTION

In the current digitalization, conventional marketing is no longer popular in many
businesses. A fundamental transformation in a company’s operational system driven by the
adoption of digital technology. According to Egodawele et al. (2022), digitalization is a
transformation within a company undergoing changes that have never been seen before. As a
result, it can impact various aspects, ranging from customer engagement to marketing strategy.
Such changes may occur in the retail industry to meet customer needs. Since customer
preferences are not static, they can change at any time. Therefore, companies must keep up with
what customers need and want. Consequently, traditional or offline marketing methods are
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shifting toward online marketing. This phenomenon happened because of the changes in
customers’ communication with businesses. According to Yuxiang (2025), one example of a
company that is considered successful in implementing digital transformation in the retail sector
is Walmart. By continuously adapting to evolving technologies, this case is relevant to the
situation at Plaza Ambarrukmo, where Walmart, as a retail company with offline stores, has
implemented digitalization and shifted its marketing strategy from conventional to online
marketing to compete in the industry. This strengthens the fact that digital marketing is now
more effective and efficient. In addition, digital marketing is cheaper if comparing with
conventional marketing; not only sharing information, businesses can build a communication
relationship with customers in real time. However, it needs to be noted that this technology
works if businesses can utilize it effectively (Meria et al., 2023). In addition, operating digital
marketing is not easy; there are many activities, such as content marketing optimization,
influencer marketing, and campaign-based marketing. All those activities need a deep
understanding of target market segmentation, the habits of customers, and the right timing for
customers, even worldwide. So, that understanding could give positive feedback.

One of the most widely used in digital marketing is social media, especially if the target
market is B2C. This activity is supported by the increasing role of social media marketing based
on the growth of social media users over the years. In addition, the illustration is in the graph
below.

Figure 1 Indonesian Social Media User
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Figure 1 indicates that social media usage continues to experience significant growth,
making social media platforms increasingly relevant as marketing communication channels for
companies. Although the chart shows a slight decrease in social media users between 2022 and
2023, this decline may be influenced by platform policy adjustments, including the removal of
inactive accounts, spam, duplicate, or unverified accounts.

Furthermore, the effectiveness of social media in B2C marketing is supported by the high
level of social media usage among younger generations, especially Generation Z. Whereas
search engines like Google were once the primary source for finding information, users aged 18-
24 now tend to turn to social media platforms as their main resource for searching (Koetsier,
2024). In addition, this is the supporting figure illustrating social media usage among Generation
Z based on age categories.
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Figure 2 Usage of Local Apps
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Figure 2 explained the popularity of social media as a search media compared to Google
among users aged 18-24; older age groups still predominantly rely on Google for information
searching activities. This finding indicates a shift in information-seeking behavior among younger
consumers, particularly Generation Z, who prefer visual, interactive, and socially driven
platforms. In addition, this figure also illustrates the difference in generation in using apps on
their cellphones.

Figure 3 Most Used Apps on Cellphones by Generation
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Figure 3 explained that there are differences between Generation Z and Millennials in
accessing their apps on cellphones. The chart also shows that most of them prefer using social
media rather than Google. This remains relevant to Plaza Ambarrukmo’s target market, as
Generation Z represents an active and influential consumer segment in the digital era.
Furthermore, younger consumers often play an important role in influencing purchasing
decisions and preferences within their social environment, including friends and family
members. In addition, according to a Forbes report, approximately 40% of the younger
generation prefer using social media over Google when seeking information. Furthermore,
Instagram and TikTok are the most widely used platforms for such search activities. This
phenomenon indicates that social media no longer serves as a means of entertainment alone
but has evolved into a visual and interactive platform for discovery and information search.

In an increasingly competitive retail industry, shopping centers compete both digitally and
physically. Failing to maximize the use of Instagram could hinder Plaza Ambarrukmo’s ability to
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expand its market reach and attract visitors, particularly the digital generation, which relies
heavily on social media to seek information and enjoy entertainment. Based on Figure 1.2.2,
Instagram is one of the most widely used platforms in the world, and the most popular platform
among Generation Z. Furthermore, it is estimated that one billion people used Instagram in
2020, and in 2021, 61.8% of Indonesia’s total population were active social media users.
Additionally, the same study indicated that the percentage of internet users is aged 16 to 40
(Primasiwi et al., 2020). This data is relevant to Plaza Ambarrukmo's target market, which is
focused on the active age. So Instagram might help Plaza Ambarrukmo utilize and efficiently
reach its target. This shows that Plaza Ambarrukmo has already made a good start by choosing
Instagram as its social media platform, which could help maximize the opportunity. However,
there are some other things that Plaza Ambarrukmo should improve in its Instagram strategy,
such as brand visibility, scheduling strategy, and frequency of posts on social media that are
related to engagement rate.

As a visually oriented platform, Instagram somehow requires companies to upload more
consistent and attractive content in order to catch the audience’s attention. The aesthetic quality
of visual communication is important because Instagram users tend to engage more with
content that is visually appealing, organized, and able to capture attention effectively (Kusuma et
al., 2023). In this context, visual elements are not only used to enhance appearance but also to
communicate messages, emotions, and brand values to the audience. That is why image, colors,
typography, and layouts can influence how audiences interpret and respond to a brand's
identity. Furthermore, visual communication serves as a representation of the experience and
visibility of a brand. Through visual content, audiences are able to form initial perceptions
regarding the professionalism, credibility, and quality of a company (Kusuma et al., 2023). This is
why visual communication can be considered as the first impression for potential customers. In
addition, effective visual communication can become the first stage in transforming audience
interest into customer conversion and long-term retention.

Furthermore, each social media platform tends to create different perceptions among its
users based on the type of content commonly presented and the characteristics of its audience.
As stated by Eka et al. (2025), Instagram is often associated with aesthetic visuals, polished
content, and an aspirational lifestyle, which leads to perceptions of exclusivity and premium
value. This reflects a concept of luxury where users engage with content that reflects social
status and identity. In contrast, TikTok is generally viewed as an authentic and accessible
platform that emphasizes spontaneous, user-generated, and informal content. Thus, TikTok is
seen as a platform that reflects everyday life experiences. These differences show that each
platform carries its own stigma and identity, which influence how users interpret content and
perceive brands. Therefore, understanding the differences between Instagram as a more
premium-oriented platform and TikTok as a more authentic and accessible platform is crucial for
designing effective digital communication strategies. In addition, visually oriented needs such as
scheduling strategy need to be consistent. One way to attract consumers is to use visual
aesthetics in a marketing context, which can influence engagement levels on Instagram content.
Instagram users are less interested in content that lacks color and has simple visuals. As a result,
Instagram wusers are more drawn to colorful and more visually complex content
(Kusumasondjaja, 2019). Plaza Ambarrukmo can leverage this by creating content that adds
more color and aligns with their posts to boost engagement on their social media platforms.

In addition to delivering messages, visual communication also plays a huge role in
customer engagement. According to Santini et al. (2020), customer engagement on social media
directly influences company performance, behavioral intent, and Word of Mouth. A study
analyzing 97 previous studies and involving more than 161,000 respondents also found that
customer engagement is driven by satisfaction, positive emotions, and trust. Therefore,
customer engagement is a critical factor in strengthening brand relationships and improving
overall business performance in the digital age. In addition, according to Kusumasondjaja (2021),
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there are three dimensions of consumer engagement: the cognitive, the affective, and the
behavioral dimensions. The cognitive dimension focuses on customers’ perceptions and
understanding of the content or messages communicated by a brand. The effective dimension
relates to consumers' emotional responses and engagement with the content presented on
social media. Meanwhile, the behavioral dimension reflects the actions consumers take after
viewing the content, such as liking, commenting, sharing, or interacting with the brand on social
media platforms. These three dimensions indicate that customer engagement is not only related
to interactive behavior but also involves cognitive processing and emotional attachment to the
brand. Schwehm & Prigge (2022) also stated that companies frequently use giveaways because
they can attract the audience’'s attention by offering specific prizes, which can increase
engagement quickly and expand reach. Plaza Ambarrukmo has created giveaways to increase
engagement on Instagram. However, it has not fully maximized the storytelling potential in each
post, resulting in unbalanced engagement.

Furthermore, user engagement can influence the formation of a company's brand image.
Brand postings that use expressive visual aesthetics have received more likes and comments
compared to content that uses classic aesthetics (Kusumasondjaja, 2019). The study found that
expressive visual aesthetics increase psychological stimulation, enjoyment, and emotional
engagement of consumers, which can enhance consumer appeal toward the brand. Moreover,
luxury goods consumers tend to perceive brands as more luxurious, exclusive, and premium
when the content uses expressive visual aesthetics. This indicates that aesthetic visual
presentation is not only important for capturing attention but also for shaping emotional and
psychological responses that can drive consumer interest and purchase intent. As a result, more
often, when they look at our uploads, they will recognize us, remember, and develop a
perception towards Plaza Ambarrukmo. However, despite the importance of visual
communication on Instagram, the company still faces several challenges in optimizing its
Instagram content. Based on preliminary observations, the company’s Instagram content
appears to have inconsistent visual presentation and limited audience interaction. This condition
may affect audience engagement and the development of the company’s brand image on social
media.

The digital marketing activities at Plaza Ambarrukmo are positioned not only for
promotional purposes but also as a strategic communication tool to strengthen customer
engagement and maintain the mall's brand image in the digital world. Based on the
responsibilities of the marketing division, Instagram has been used as one of the primary
communication platforms to share information, promote events, and visually represent Plaza
Ambarrukmo’s identity as a lifestyle-oriented shopping destination. The social media specialist
division is responsible for creating Instagram content aligned with trends and events, from
content material collection to the editing process. This process highlights the importance of
visual consistency, content presentation, color composition, layout arrangement, and branding
elements in ensuring information is effectively communicated to Instagram users.

This practical experience aligns with the findings of the previous studies that emphasize
the importance of visual communication and a social media strategy focused on the audience in
enhancing customer engagement and brand perception. Research by Kusumasondjaja (2020)
explains that visually attractive and expressive Instagram content tends to generate higher
audience response and engagement. Similarly, recent studies on social media marketing indicate
that content consistency, visual aesthetics, and interactive communication significantly influence
how audiences perceive brands and interact with digital platforms. In the context of Plaza
Ambarrukmo, the implementation of digital visual communication strategies using Instagram
has the potential to play a crucial role in shaping audience perceptions, boosting customer
engagement, and strengthening the mall's overall brand image in the digital age.
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Furthermore, a previous study has highlighted and explained the importance of visual
design, user engagement, and brand image for a company operating in the retail shopping
center sector. Therefore, this study will explore how to increase Instagram engagement by
improving visual design and strengthening the brand image through the content uploaded to
Instagram.

LITERATURE REVIEW

Social media is a platform where software developers and users can interact with each
other. It is not just a place for interaction. It also serves as a space where other users can
contribute, modify, and develop content collaboratively. Social media makes it easier for users to
present and introduce themselves to a wider audience without any restrictions (Kaplan &
Haenlein, 2010). Social media marketing involves promoting products or services across various
social media platforms, including Facebook, Instagram, Twitter, and LinkedIn. With so many
platforms available, to engage with the audience by creating compelling content, building
community followers, and encouraging interaction. (“An Effective Tool for Small Business,” 2024).
This study indicates that social media marketing can significantly influence brand loyalty,
depending on the type of content, the target audience, and the platform used. As a result,
companies can create more engaging content on social media to increase customer interest. The
study also analyzes the types of content that social media users share and like (Erdoganmis &
Cicek, 2012).

Audience perception refers to the way individuals interpret and evaluate information
received through communication media. As stated in Kujur and Singh (2020), information
delivered through particular media is processed and interpreted by audiences based on their
personal experiences and understanding. As a result, audience perceptions may vary from one
individual to another depending on how they interpret the presented content. In relation to
visual consistency, visual elements play an important role in the formation of audience
perception on social media platforms. Elements such as color, typography, layout, and visual
composition influence how audiences interpret and evaluate a brand’'s content. This concept is
supported by Gestalt Theory, which explains that individuals tend to perceive visual elements as
an organized and unified whole rather than as separate components. Through principles such as
similarity and continuity, audiences naturally associate consistent visual patterns with stronger
identity and professionalism. Therefore, the consistent use of colors, layouts, and visual styles
may help companies establish recognizable brand identities and create positive audience
perceptions (Bustamante, 2025). Research on Instagram aesthetics conducted by Hauser et al.
(2022) found that visual composition and color significantly affect aesthetic perception and
audience responses toward visual content. The use of consistent colors, organized layouts, and
cohesive visual styles may create impressions of professionalism, credibility, and aesthetic
appeal. Conversely, inconsistent visual presentation may cause audiences to perceive a brand as
unorganized and less trustworthy. Therefore, visual consistency is considered important in
helping companies communicate their identity and establish positive perceptions among
audiences.

Customer engagement is a key factor in digital marketing, particularly on social media. By
identifying and understanding the audience that interacts with the content on social media
platforms, such as by liking, following, and sharing it, higher levels of engagement also indicate
that the audience is actively responding to and interpreting the messages delivered in the
content. In addition, according to studies, there are three dimensions of consumer engagement:
the cognitive dimension, the affective dimension, and the behavioral dimension
(Kusumasondjaja, 2021). The cognitive dimension focuses on customers' perceptions and
understanding of the content or messages communicated by a brand. The effective dimension
relates to consumers' emotional responses and engagement with the content presented on
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social media. Meanwhile, the behavioral dimension reflects the actions consumers take after
viewing the content, such as liking, commenting, sharing, or interacting with the brand on social
media platforms. These three dimensions indicate that customer engagement is not only related
to interactive behavior but also involves cognitive processing and emotional attachment to the
brand.

Keller and Swaminathan (2020) stated that brand image is the consumer’s perception of a
brand that remains in their memory. When an audience sees a piece of content, they
immediately recognize who it belongs to. This is because brand image is shaped by consumers’
experiences, impressions, emotional responses, and interactions with the brand. Consequently,
visual communication and social media content play a crucial role in shaping how audiences
perceive and remember a brand. Furthermore, building a strong, positive image is important for
a company. Based on Keller and Swaminathan (2020), there are three components of brand
image: strength, favorability, and uniqueness. Strength refers to how well the audience can recall
the company's visuals when the content appears. Then there is favorability, which refers to how
positively the audience perceives the brand, such as the perception that the company has a
modern and exclusive image. Lastly, there is uniqueness, which refers to how unique the brand
is compared to its competitors.

METHODS

The collected data were analyzed using a qualitative descriptive approach. This stage
focused on identifying the relationship between social media content elements and audience
responses. This analysis explored how variables such as visual consistency, content type, color
composition, layout, branding, and posting frequency influence audience perception and
customer engagement. The findings were then analyzed to understand how audience
engagement and responses contribute to the shaping of Plaza Ambarrukmo’s brand image.
Through this analysis, the study aims to identify the most influential factors affecting the
effectiveness of the Instagram communication strategy and determine areas requiring
improvement

RESULTS

Optimization of Digital Visual Communication Consistency on Instagram
Question: Do you think visual communication is important? And which visual elements
interest you the most?

Table 1 Interview Results about the Importance of Visual Communication

\ Interviewees Answer

Yasinta Eka Amalia | think yes, | love the aesthetic content. Clean and
modern content makes it feel expensive, and for me, just
visually memorable. So, the important elements are layout,
font choices, color, and the quality of the pictures. But yes, |
will definitely notice the layout first, whether it is neat or
messy.

Kagan Wibowo | need to get information in a pleasant format. Because,
honestly, if the format is messy, | am likely to skip it.

Eko Palmanto Yes! | really observe a thing first (If | am going out of
town). While Amplaz is just here, | just came to check myself. It
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means the first impression of social media performance is
important to me. Maybe, as | answered before, a little
information is helpful. If this is my first time, | will not get lost
there.

Putri Tiara

Very important, but | don't know if someone lives near
here; they can easily come to check, but for me, | need to make
sure the store is worth visiting. It is because | love to take
photos and sightseeing around. So | need to search first before
it puts me in a bad mood. That is why | think the most
important thing is the quality of the photo that shows the
facility and architecture. If the quality and layout of the photo
are close to the real message, | will definitely not go there.

Eva Hikmatul Naili

Not really. | don't usually check the Instagram of a
department store. | only visit directly. Of course department
stores nearby.

Adhitya Meika

Yes. For the esthetician, a lot of visitors are attracted. Of
course, the picture quality and layout.

Table 1 presents the interview results from six interviewees regarding the importance of
visual communication on the Plaza Ambarrukmo’s Instagram account. The table summarizes the
interviewees' perspectives on how visual communication contributes to attracting audiences,
delivering messages, and supporting Plaza Ambarrukmo'’s brand image on social media.

Question: Between these before and after pictures of adjustment on visual
communication, which one is more attractive to you? Why?

Table 2 Interview Results about Comparison of Before and After Adjustment

| Interviewees

Yasinta Eka Amalia

Answer

Definitely, the picture after adjustment is neater and not too
many words.

Kagan Wibowo

After adjustment. Because the proportion of the image and
the sentences is the same.

Eko Palmanto

The after is more structured.

Putri Tiara

| like pictures after adjustment. Because it is more
understandable, and the layout is very clear.

Eva Hikmatul Naili

After, because the information and pictures are aligned, | can
understand what it means.

Adhitya Meika

Picture after, more structured.

Additionally, Table 2 is about findings from the interview and also reveals the importance
of visual communication through content comparison activities. In this comparison, interviewees
were shown content before and after visual adjustments on Figure 4.1. All interviewees
preferred the adjusted version because it appeared neater and more structured. They also
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stated that the improved layout, appropriate font selection, concise wording, understandable
information, and balanced visual proportion made the content easier to read and more visually
appealing. One of the interviewees is Tiara, who mentioned, “I like pictures after adjustment,
because it is more understandable and the layout is very clear”. This finding indicates that
organized visual elements can support message clarity and audience understanding.

Question: From Figure 2, what do you notice between these two?

Table 3 Comparison of Plaza Ambarrukmo’s Instagram Feed

Interviewees Answer ‘

Yasinta Eka Amalia | like the after adjustment more because the font, placement, and
consistency are structured. However, the engagement before is a
bit of a mess, like the sentences are almost closing the picture. |
think the sizing and layout are a bit messy as well, so it's hard for
me to focus on which elements, the picture or the font.

Kagan Wibowo I think the layout of the logo or the structure of the font in the
picture. But mostly, they look the same, | mean, about the content.

Eko Palmanto Actually, it is still the same but more consistent in the placement
and the font choices. Maybe Plaza Ambarrukmo could check on
Grand Indonesia’s Instagram account because they have very
consistent visual communication, like a small element, and | think
not everyone noticed it, but it is helpful. As you know, the bottom
corner of every posting has little notes about the information about
the location or any others.

Putri Tiara The adjusted content is more consistent in layout and font choices.
So it feels more structured. However, the original adjustment still
has an understandable visual communication, but a bit of an
upgrade makes it better and more professional.

Eva Hikmatul Naili | cannot spot any differences, actually ahahaha.

Adhitya Meika | don't spot many differences.

Table 3 presents the interview results regarding the comparison of Plaza Ambarrukmo'’s
Instagram feed before and after the visual communication adjustment, as shown in Figure 4.2.
The table summarizes the interviewees' opinions on the effectiveness and audience acceptance
of the visual changes implemented on the company's Instagram feed.

Analysis of User Engagement Through Instagram Content Management
Question: What types of Instagram content do you usually find most attractive? And from
Plaza Ambarrukmo’s content, which types do you find the most engaging? Why?

Table 4 Instagram Types of Content

\ Interviewees Answer

Yasinta Eka Amalia Event or lifestyle content, but sometimes about fashion as well
hahaha. In Amplaz, | love events such as LOL and Land of
Beauty. Cause you know, | am just a girl, so | love promotions
and a lot of interesting or new products appearing in this
event.
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Kagan Wibowo

Event things, like the exhibition, Amplaz's anniversary event,
are also beyond words, good ahahaha.

Eko Palmanto

The facility, so | know, is a place comfortable enough and
spacious enough to meet up or meet with important people. If
in Amplaz, | love their info about their event, because the event
is cool.

Putri Tiara

Event, Fashion, Tenant. Plaza Ambarrukmo's content helps me
to get information before | decide to go. Yeah, not gonna lie, |
am interested in their events. However, | got it first from an
influencer, and then | checked Plaza Ambarrukmo's Instagram,
and yeah.

Eva Hikmatul Naili

Event. Because | love to visit events in many places and love to
explore the experiences.

Adhitya Meika

| think about events or exhibitions. However, | rarely open for
Ambarrukmo Plaza, maybe if there is such an exhibition or
content that is more relatable to me, they will appear on my
explorer.

Table 4 presents the interview results regarding preferred types of Instagram content
among the interviewees. The findings were used to understand audience content preferences
and serve as a benchmark in developing content strategies aimed at achieving higher
engagement on Plaza Amabrrukmo’s Instagram account.

Question:; Have you ever seen or participated in a giveaway or promotional content from

Plaza Ambarrukmo?

Table 5 Instagram Giveaway Content

\ Interviewees

Yasinta Eka Amalia

Answer

No

Kagan Wibowo

Unfortunately no.

Eko Palmanto

Mmm, | have ever tried once.

Putri Tiara

Yes! Just trying my luck, not a giveaway hunter.

Eva Hikmatul Naili

Mmm, not too much.

Adhitya Meika

No.

Table 5 presents the interview results regarding Instagram giveaway content to
understand the interviewees' preferences and perceptions of the attractiveness of giveaway
posts. The findings were used to identify audience interests and support the analysis of user
engagement on Plaza Ambarrukmo’s Instagram account.

Question: How often do you think a brand should post on Instagram? And what do you

think about Plaza Ambarrukmo?
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Table 6 Instagram Post Frequency

\ Interviewees Answer

Yasinta Eka Amalia | think twice or three times a day is enough, so people will not be left
out of the information. Honestly, | don't know because | rarely open
Plaza Ambarrukmo’s account, | just have to come, cause it is really
close to my home.

Kagan Wibowo Twice maybe, in the morning and night (for posting), for a story you
can make more than 3 but no more than 5, but | don't know, | think it
depends on the goal that you want to achieve on that day, but too
many postings will definitely be annoying. However, | don't really
know about the Amplaz's, but they have so many posts.

Eko Palmanto | don't understand it, and | never checked Amplaz's story or account
activities.
Putri Tiara Actually, I don't really understand this. But | think Amplaz is a bit

overwhelming for me. So, if | am not stalking, | will not realize what
the messages are. Or | can be left out by the information.

Eva Hikmatul Naili | don't know. | think Amplaz has enough stories for their marketing
activities.
Adhitya Meika Maybe twice a day for posting on feed, and no more than 15 stories, |

think it will be ideal, and more structured postings or campaigns. |
think Amplaz has many stories and posts.

Table 6 presents the interview results regarding Instagram post frequency to understand
the interviewees' preferences toward content posting frequency and audience habits in using
Instagram. The findings were used to support the analysis of user engagement on Plaza
Ambarrukmo’s Instagram account.

Question: Do you feel overwhelmed or uninterested if a brand posts too frequently?

Table 7 Instagram Post Frequency from the Customer’s POV

\ Interviewees Answer

Yasinta Eka Amalia Of course.

Kagan Wibowo Yes.

Eko Palmanto Maybe yes, | will unfollow maybe, and it is hard to find the
information.

Putri Tiara Yes.

Eva Hikmatul Naili No, if the content is related to me. But so far, | can still enjoy it. As |
said before, | rarely opened Instagram in department stores.

Adhitya Meika If it is relevant, | am not bored. But | will not check or get all the
information, of course.

Table 7 presents the interview results regarding Instagram post frequency from the
customers’ point of view, particularly related to their preferences and reactions toward excessive
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posting frequency. The findings were used to understand audience behavior and its influence on
user engagement on Plaza Ambarrukmo’s Instagram account.

According to Table 4.6 and Table 4.7, user engagement on Instagram is influenced by
content relevance, variety, and posting management. Most interviewees preferred content that
provides useful information and aligns with their interests, such as lifestyle updates, events,
exhibitions, facilities, and tenant-related information. The findings also demonstrate that
audience responses toward giveaway content and posting frequency may vary depending on
individual preferences and expectations toward digital content.

Table 8 Insight Giveaway Instagram Content Plaza Ambarrukmo

Brand Like Comment
Kimukatsu 278 24
Footlocker 191 22

Fore 241 116

Table 8 presents the insight comparison of giveaway content from Kimukatsu, Foot Locker,
and Fore on Plaza Ambarrukmo’s Instagram. The table displays engagement data, particularly
the number of likes and comments, to compare audience interaction on the giveaway contents.

The findings presented in Table 4.8 indicate that each brand generated different
engagement results in terms of likes and comments. Among the three brands listed in Table 4.8,
Kimukatsu received the highest number of likes, while Fore generated the highest number of
comments.

Table 9 Insight into Plaza Ambarrukmo'’s Organic Content

Brand ‘ Like Comment
Garnier 28 2
Levis 7 0
L'Occitane 11 0
Mako 37 0
Gosh 10 0
Garnier 36 0
Omo 9 0

Table 9 presents the insight results of the Instagram feed shown in Figure 4.2, “before”.
Table 4.9 presents the Instagram insight data of Plaza Ambarrukmo’s organic content that was
not associated with giveaway activities. Table 4.9 functions as supporting data to compare the
engagement results between organic content and giveaway content. Further discussion of this
comparison will be explained in the discussion section.

The Role of Instagram Visual Communication in Developing Brand Image
Question: Based on Instagram content, how would you describe Plaza Ambarrukmo as a
brand?
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Table 10 Impact of Visual Communication Towards Brand Image

Interviewees Answer

Yasinta Eka Amalia Mmm, just family-friendly.

Kagan Wibowo Unpopular or new entry shopping malls, maybe. Because
what | see on Instagram is too much information, which makes
it look like I'm seeking engagement.

Eko Palmanto Family friendly, because a lot of food tenants are family
friendly.

Putri Tiara Busy and commercial.

Eva Hikmatul Naili Commercial.

Adhitya Meika More commercials, | think.

Table 10 presents the interview results regarding the impact of visual communication on
Plaza Ambarrukmo’s brand image. The table explains the interviewees' perceptions of the
company’s brand image based on the visual communication presented on its Instagram account.

In addition, Wibowo, one of the interviewees, said that “Unpopular or new entry shopping
malls maybe. Because what | see on Instagram is too much information, which makes it look like
I'm seeking an engagement”. However, despite these positive impressions, several participants
felt that the visual communication presented on social media appeared overwhelming and less
organized. According to the interviewees, the large quantity of uploaded content made the
Instagram feed look crowded, making it difficult for audiences to focus on specific information or
recognize a strong visual identity.

Overall, the findings indicate that visual communication through Instagram contributes to
the formation of the mall's brand image as a commercial, family-oriented, and active destination.
However, the majority of interviewees also felt that the visual presentation on Instagram
appeared overly crowded and did not fully represent the positive experience, facilities, and
atmosphere available in reality. These findings suggest that while social media successfully
communicates activity and commercial appeal, the current visual communication may still lack
effectiveness in representing the mall's overall identity and visitor experience.

Table 11 Importance of Brand Image according to Internal Plaza Ambarrukmo

buestions Answer

Based on Instagram content, As a modern shopping center that not only offers a shopping
how would you describe Plaza | experience but also serves as a lifestyle destination for the
Ambarrukmo as a brand? people of Yogyakarta. Through the digital platform of
Instagram, Plaza Ambarrukmo intends to appear approachable

to its audience, actively follow trends, and provide relevant
information and entertainment for visitors.

What kind of image does Plaza Plaza Ambarrukmo wants to build a modern, elegant, trendy,
Ambarrukmo want to build for [ and welcoming image. Plaza Ambarrukmo also wants to be
its digital audience? known as a comfortable place for a variety of activities, ranging
from shopping, dining, and entertainment to youth, family, and
youth events.
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Is there a specific identity or
characteristic that you want to

The characteristics we aim to highlight through Plaza
Ambarrukmo’s Instagram content include aesthetic, premium,

highlight through Plaza | and informative visuals with a consistent tone. Additionally,
Ambarrukmo’s Instagram | Plaza Ambarrukmo features various events, tenant
content? promotions, and a lifestyle hub for the people of Yogyakarta.
The content created also follows current trends to remain
relevant and engaging for the audience, while still adhering to
Plaza Ambarrukmo's content standards and identity.
What is Plaza Ambarrukmo’s Plaza Ambarrukmo’s primary goal in using Instagram is to
primary  goal in using | increase customer engagement and build brand image.
Instagram? Is it more focused | Instagram is used to engage with the audience through
on increasing customer | content, stories, and digital campaigns, while also reinforcing

engagement and interactions,
building brand image, or both?

Plaza Ambarrukmo’s image as a modern, dynamic mall that
keeps pace with current trends.

According to the company, how
important is Instagram'’s role in
shaping Plaza Ambarrukmo’s
brand image in the eyes of the
audience?

nstagram plays a very important role in shaping Plaza
Ambarrukmo’s brand image in the eyes of the audience. Since
Instagram is one of the most frequently accessed digital
platforms, it is considered effective for introducing the brand's
identity, increasing awareness, building relationships with

customers, and influencing perceptions of Plaza Ambarrukmo.

Table 11 presents the interview results regarding the importance of brand image from the
internal perspective of Plaza Ambarrukmo. The table explains the company's expectations and
desired brand image to be perceived by the public through its communication and promotional
activities.

However, based on the internal interview results with Ramadhan, the marketing division at
Plaza Ambarrukmo mentions that “As a modern shopping center that not only offers a shopping
experience but also serves as a lifestyle destination for the people of Yogyakarta. Through the
digital platform of Instagram, Plaza Ambarrukmo intends to appear approachable to its
audience, actively follow trends, and provide relevant information and entertainment for
visitors”. The result from the interview with the company, Plaza Ambarrukmo, aims to position
itself as a modern shopping center through its Instagram presence. The company intends to
create an approachable image while remaining trendy and relevant by providing informative and
entertaining content for visitors. In addition, the desired brand image emphasizes modern,
elegant, trendy, and welcoming characteristics that can appeal to youth, families, and event
audiences. Plaza Ambarrukmo also aims to be recognized as a complete destination for
shopping, entertainment, and lifestyle activities. Ramadhan said that “Plaza Ambarrukmo's
primary goal in using Instagram is both increasing customer engagement and building brand
image. Instagram is used to engage with the audience through content, stories, and digital
campaigns, while also reinforcing Plaza Ambarrukmo’s image as a modern, dynamic mall that
keeps pace with current trends.

DISCUSSION

How can Digital Visual Communication Through Instagram Improve the Consistency of
Plaza Ambarrukmo’s Brand Presentation?

Based on the interview results presented in Table 4.1, most interviewees agreed that a
consistent and aesthetically pleasing Instagram appearance is more engaging for audiences. One
of the interviewees, Meika, said that, “Yes. For the esthetician, a lot of visitors are attracted. Of
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course, the picture quality and layout”. The other response from Amalia mentions that “/ think yes, |
love the aesthetic content. Clean, modern content makes it feel expensive and, for me, just visually
memorable. So, the important elements are layout, font choices, color, and the quality of the pictures.
But yes, | will definitely notice the layout first, whether it is neat or messy”. This finding indicates that
digital visual communication through Instagram can improve the consistency of Plaza
Ambarrukmo’s brand presentation by maintaining uniform visual elements such as layout
design, image sizing, typography, color palette, and overall content style (Nguyen, 2020).
Consistency in visual communication helps audiences easily recognize the brand identity and
creates a more professional and organized social media presence. This is also shown on Table
4.2, where most interviewees prefer better consistent visuals over an inconsistent visual. As
mentioned by Tiara, “The adjusted content is more consistent in layout and font choices. So it feels
more structured. However, the previous adjustment still has an understandable visual communication,
but a bit of an upgrade makes it better and more professional”. In addition, not only the
recognizable, visual communication could be helpful for the audience.

This finding is also supported by theories related to visual communication and branding,
which explain that consistent visual presentation can strengthen brand identity (Saw and Gatzke,
2024) and influence audience perception. Through consistent Instagram posts, Plaza
Ambarrukmo can shape psychological perceptions among audiences by presenting the brand as
professional, luxurious, and exclusive, rather than only appearing commercial, overly busy, or
merely family-oriented, as indicated by the results from interviewees. In digital marketing
contexts, visual consistency not only increases attractiveness and engagement but also builds a
stronger emotional connection between the brand and its audience.

Furthermore, optimizing Instagram visual communication can strengthen Plaza
Ambarrukmo’s competitive position among local malls in Yogyakarta. A distinctive and consistent
brand presentation helps Plaza Ambarrukmo remain top of mind for audiences and
differentiates the mall from competitors. A strong USP can increase mental availability, where
consumers are more likely to remember and recognize the brand due to its distinctive
characteristics. In addition, distinctiveness can reduce consumer confusion by helping audiences
clearly identify the brand among competitors and, of course, resulting in clear brand boundaries.
This may contribute to higher customer satisfaction, strong competitiveness, and a sense of
superiority compared to other brands within the same industry (Khan et al., 2026). As stated by
Palmanto, “Actually, it is still the same but more consistent in the placement and the font choices.
Maybe Plaza Ambarrukmo could check on Grand Indonesia’s Instagram account because they have
very consistent visual communication, like a small element, and | think not everyone noticed it, but it is
helpful. As you know, the bottom corner of every posting has little notes about the information about
location or any others”. Additionally, the interview results demonstrate that audiences are more
interested in social media accounts that provide visually appealing, clear, and cohesive content,
as these characteristics increase credibility and trust toward the brand.

By revising Instagram visual communication to become more engaging, visually consistent,
easy to understand, and attractive for audiences, Plaza Ambarrukmo might improve its brand
image while maintaining its position as one of the leading shopping malls in Yogyakarta.

How Does Instagram Content Management Influence User Engagement Effectiveness on
the Plaza Ambarrukmo’s Instagram Account?

Instagram content management influences user engagement effectiveness through the
delivery of attractive, relevant, and interactive content. Based on the interview results, most
interviewees stated that they are more interested in lifestyle content, events, and exhibitions.
One of the interviewees said that “Event things, like the exhibition, Amplaz’s anniversary event are
also beyond word good ahahaha”. These types of content encourage audiences to stay tuned to
the company’s social media rather than viewing promotional content only. Therefore, the writer
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assumes that diverse and attractive content is more effective in maintaining audience interest
and increasing engagement on Instagram.

In response to changing audience preferences and digital trends, Plaza Ambarrukmo also
attempts to develop structured content planning strategies in Figure 4 to maintain a variety of
content and audience interest on Instagram. This approach is intended to prevent the content
from appearing repetitive or monotonous while also helping the brand maintain consistent
audience engagement and stronger communication with Instagram users.

Figure4 Content Planning Reels Plaza Ambarrukmo

Content Planning

Date Event/Tenants Post Tittle Status Format Content Pillar
NO Y'ﬁ:‘:’"’“ Days Pomeringatan Hari Judul Postingan Status Content Format Content Tusan dan jonis content
18TH
ANNIVERSARY
BAGI BACI
Shoocking VOUCHER TIAP m
1 01/03/2024 Jumat Eighteen HARI! Publised Video
SHOCKING
EIGHIEEN 7-36
Maret 2024
Shoocking Banyak Kejutan m
2 01/03/2024 Jumat Eighteen Menarik di Moment Publised Video
PETUALANGAN PO
3 | 020032024 | sabtu XX fAKé:‘ DIMULAI Publised Tenant
PENASARAN?
MEET & GREET |Meet & Greet Cinta .
4 02/03/2024 | Sabtu SINETRON |Beraknir Bahagia Publised

Figure 4 presents the Reels content planning of Plaza Ambarrukmo. The figure shows an
example of content planning created and implemented by the writer as part of the company's
Instagram content strategy.

According to Sabyla and Hadiyanto (2025), content planning strategies improve customer
engagement. As stated by Ramadhan, “Plaza Ambarrukmo’s primary goal in using Instagram is
both increasing customer engagement and building brand image. Instagram is used to engage
with the audience through content, stories, and digital campaigns, while also reinforcing Plaza
Ambarrukmo’s image as a modern, dynamic mall that keeps pace with current trends.” Several
steps are mentioned, such as planning, organizing, controlling, and evaluating the implemented
strategy. Plaza Ambarrukmo can develop a planning strategy to improve customer engagement.
In addition, content planning ensures that the content presented is not monotonous or
repetitive.

According to Schwehm and Prigge (2022), companies frequently use giveaways because
they can attract the audience's attention by offering specific prizes, which can increase
engagement quickly and expand reach. In addition, based on the writer's observation, giveaway
content showed the highest engagement rate compared to other types of posts. As can be seen
from Table 4.8, Insight Giveaway Instagram Plaza Ambarrukmo, and Table 4.9, Insight of Plaza
Ambarrukmo’s Organic Content, a comparison of insights from organic content and giveaway
content reveals a significant difference in audience engagement levels. These findings indicate
that giveaway content generated higher engagement compared to organic content. This higher
engagement is shown by the increased number of likes and comments. The results show that
giveaways are more effective at capturing audience attention because they encourage active
participation through prizes and interactive activities. Additionally, giveaway content creates a
sense of excitement and urgency among followers, which boosts visibility and engagement on
Instagram. Therefore, the findings highlight that interactive promotional strategies like
giveaways are important for improving Plaza Ambarrukmo's audience engagement. This
phenomenon may occur due to several external factors (Maulina, 2026). Although some
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interviewees like Wibowo mentioned that they were not particularly attracted to giveaways,
Others like Tiara admitted participating is simply to try their luck: “Yes! Just trying my luck, not a
giveaway hunter”. Furthermore, the writer notes the presence of giveaway hunters, namely users
who actively participate in giveaways to obtain prizes without having a genuine interest or loyalty
toward Plaza Ambarrukmo. As a result, although giveaway content may significantly increase
engagement metrics such as likes, comments, and shares, the engagement tends to decrease
after the giveaway session ends because these users do not continue interacting with Plaza
Ambarrukmo’s Instagram account.

However, the writer also believes that giveaway sessions can still be utilized strategically to
improve long-term engagement performance. In this condition, Plaza Ambarrukmo should
understand how to maintain audience attention by providing informative, attractive, and visually
engaging content during and after the giveaway period. By consistently delivering relevant
content, users who initially follow the account only because of the giveaway may gradually
become interested in the Plaza Ambarrukmo’s updates, events, or even activities. Therefore,
giveaway content can function not only as a short-term engagement strategy but also as an
opportunity to build continuous audience interaction and encourage audiences to stay updated
with Plaza Ambarrukmo’s Instagram content.

Moreover, the findings of this research are aligned with previous studies discussed in the
earlier section, which explained that engagement can be achieved through effective visual
communication, informative content delivery, and content relevance to audience interests.
Meika said, “If it is relevant, | am not bored. But | will not check or get all the information, of course.”
Visual elements, content variations, and interactive activities play important roles in attracting
audience attention and encouraging participation on social media platforms, particularly
Instagram, as a visually oriented platform.

How Does Digital Visual Communication Through Instagram Influence Audience
Perception toward Plaza Ambarrukmo’s Brand Image and Attractiveness?

According to internal interview data with Ramadhan, “Instagram plays a very important
role in shaping Plaza Ambarrukmo's brand image in the eyes of the audience. Since Instagram is
one of the most frequently accessed digital platforms, it is considered effective for introducing
the brand’s identity, increasing awareness, building relationships with customers, and
influencing perceptions of Plaza Ambarrukmo.” Visual content on Instagram can influence brand
image, emotional response, audience perception, and audience engagement with the brand
(Dibda & Ahmad, 2025). That is why digital visual communication through Instagram influences
audience perception toward Plaza Ambarrukmo's brand image and attractiveness through the
way Plaza Ambarrukmo delivers messages, represents experiences, and builds communication
with audiences visually. In an interview with Ramadhan, he said, “The characteristics we aim to
highlight through Plaza Ambarrukmo’s Instagram content include aesthetic, premium, and
informative visuals with a consistent tone. Additionally, Plaza Ambarrukmo features various
events, tenant promotions, and a lifestyle hub for the people of Yogyakarta. The content created
also follows current trends to remain relevant and engaging for the audience, while still adhering
to Plaza Ambarrukmo’s content standards and identity.” However, based on Table 4.10, the
interviewees have not yet fully perceived the message that Plaza Ambarrukmo intends to deliver
through its content. Tiara stated that “Busy and commercial”, resulting in a brand image that
appears more money-oriented rather than experience-oriented.

This finding is important because brand image and attractiveness do not influence visitors,
but also potential tenants who are interested in leasing spaces within Plaza Ambarrukmo.
Therefore, Plaza Ambarrukmo needs to pay attention to how its visual communication
represents the values, atmosphere, and experiences offered by the mall. Additionally, this
finding is also supported by the Shopping Patronage Theory, which explains that non-functional
elements, such as atmosphere and experience, can influence consumer perception and behavior
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(Shahid et al., 2022). In psychology literature, experiential aspects are considered important
because they can create unique impressions and emotional attachment toward a brand, which
may eventually lead to brand loyalty. Palmanto said, “Actually it is still the same but more consistent
on the placement and the font choices. Maybe Plaza Ambarrukmo could check on Grand Indonesia’s
Instagram account because they have very consistent visual communication, like a small element, and
I think not everyone noticed it, but it is helpful. As you know, the bottom corner of every posting has
little notes about the information about the location or other.” This finding indicates that Grand
Indonesia became the interviewee's top-of-mind reference when discussing Instagram content
and visual communication. In addition, the theory also highlights that luxury retail stores require
strong retail branding and visual presentation to express their brand image and fulfill customer
expectations (Shahid et al., 2022). Therefore, creating a consistent, aesthetic, and premium
Instagram presence can support the company in strengthening its desired brand image and
audience perception.

The writer believes that effective and clear visual communication, as discussed in the
section on Literature Review and Results, can strengthen brand attractiveness and create a more
positive brand image for the company. In addition, uploading content that highlights moments,
experiences, events, and audience interactions rather than focusing only on promotional content
can help audiences visualize the atmosphere and services provided by Plaza Ambarrukmo.
Palmanto stated, “The facility, so | know, is a place comfortable enough and spacious enough to meet
up or meet with important people. If in Amplaz, | love their info about their event, because the event is
cool,” as stated in Table 4.4 about the type of content that is relevant to what the audiences
need. Through this approach, potential visitors may develop perceptions regarding the
company's professionalism, service quality, and overall visitor experience before directly visiting
the mall.

Moreover, the writer notes that brand image should remain relevant to customer needs
and expectations. As stated by Zafar (2026), in 2025, there are 73% of customers expect better
personalization, while 65% expect companies to adapt to the changes in their needs and
preferences. This indicates that companies need to continuously align their brand image,
communication, and digital presence with audience expectations to maintain relevance and
strengthen customer relationships. Furthermore, the company that understands audience
preferences and successfully fulfills their expectations may position itself as a solution provider
for its customers. When audiences feel that the company is able to deliver experiences
consistent with the image presented on social media, customer satisfaction and retention are
more likely to be achieved.

CONCLUSION

In conclusion, this research finds that digital visual communication through Instagram
plays an important role in influencing user engagement, audience perception, and brand image
toward Plaza Ambarrukmo. The writer concludes that visual communication elements such as
visual consistency, content layout, content variation, and message delivery are essential in
attracting audience attention and maintaining engagement on social media platforms.

The findings also show that attractive and interactive content, including lifestyle content,
events, exhibitions, and giveaway sessions, can increase engagement but also maintain audience
interest through informative, relevant, and visually appealing content. In this way, audiences who
initially engage because of promotional activities may develop a continuous interest in the
company's content and activities.

Furthermore, the research shows that audience perception of Plaza Ambarrukmo is
influenced by how the company visually represents itself through Instagram. Effective visual
communication can strengthen brand attractiveness, create a positive brand image, and help
audiences understand the experiences and values offered by the company. On the other hand,
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content that is perceived as overly commercial and less relevant to reality may reduce audience
trust and emotional connection toward the brand.

Therefore, the writer concludes that proper Instagram content management and effective
digital visual communication have a positive relationship with audience engagement, brand
image, and audience attraction, which may eventually contribute to customer retention and the
company’s overall marketing performance.

LIMITATION

One limitation encountered during the internship was the restricted access to Instagram
insights, which limited the ability of the writer to monitor and evaluate content performance
comprehensively. Access to the analytics feature was only granted approximately one month
before the internship period ended. Consequently, there was a limited opportunity to observe
audience behavior, analyze engagement patterns, and identify which types of content generated
stronger interactions. This condition also constrained the ability to conduct a trial-and-error
process in developing and refining content strategies based on audience responses and
performance data.

In addition, the limited duration of access to the insight feature affected the depth of
analysis that could be conducted throughout the internship period. Since social media
performance often requires continuous monitoring over time, the available data were not
sufficient to provide a broader understanding of long-term audience preferences and
engagement trends. As a result, the evaluation of content effectiveness could be conducted only
within a relatively short observation period and with the help of interview results.

Another limitation was the limited flexibility in exploring and implementing different visual
communication strategies, such as experimenting with layouts, editing styles, color palettes, and
content presentation approaches. This limitation was influenced by the requirement to fulfill the
company's posting KPI, which targeted a minimum of nine feed posts within a given period.
Therefore, the primary focus was directed toward maintaining content consistency and ensuring
that publication targets were achieved according to the company's schedule and operational
needs.

Due to these conditions, there was a limited opportunity to conduct broader creative
experimentation and comparative evaluation between different content approaches. This
situation reduced the possibility of testing various visual concepts and measuring their
effectiveness toward audience engagement. Consequently, the observation process during the
internship was more focused on supporting ongoing content production activities rather than
conducting extensive strategic exploration and optimization based on performance analysis.
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