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Article Info Abstract
Article history: Despite the advantages offered by digital platforms, fashion MSMEs in
Received 13 January 2026 the southern part of Bengkulu are still struggling with the adoption of
Received in revised 20 April social media for visual marketing, creating a new demand for their
2026 businesses.The use of social media for visual marketing is still a
Accepted 10 May 2026 challenge for fashion MSMEs in South Bengkulu, even though digital
platforms offer a great opportunity for expanding market reach and
Keywords: improving customer engagement. The issue is not the availability of
Visual Marketing social media platforms, but rather limited visual, technical and strategic
MSMEs skills of the managers of MSME in creating and managing good digital
Social Media content. The purpose of this study is to find the visual marketing
Digital Competence competence level of the managers of fashion MSMEs and to create an
Design Driven Work effective stage by stage approach that is appropriate to their current

competence and business environment. The data collection was carried
out using a qualitative approach with the social media observation
method, in-depth interviews with MSME managers and consumers in
Pasar Manna District, amounting to 74 MSME and 8 consumers, and
literature study. The results indicated that majority of MSME managers
are at Level 1, which involves basic use of social media, less quality of
product photos, lack of information about the business and its products,
infrequent posting, poor quality of captions, and inadequate customer
interaction. Consumer interviews suggest that clear product pictures,
full information, and a responsive communication have a significant
impact on the level of consumer trust and purchase interest, whereas
manager interviews highlight issues such as limited knowledge, time,
cost and mentoring availability.

Introduction

Micro, Small, and Medium Enterprises (MSMEs) play a crucial role in Indonesia's economy,
especially in regions like South Bengkulu (Aprilia et al., 2025; Delfira et al., 2025; Ramadani
et al., 2025). MSMEs not only make a significant contribution to job creation but also play a
vital role in the improvement of the regional Gross Domestic Product (GDP) (Malau &
Ekananda, 2025; Lestari & Bariyah, 2025; Martinravi & Krishnasamy, 2025). In South
Bengkulu, the trade sector, particularly fashion products, is one of the dominant contributors,
accounting for around 15.91% of the regional GDP (BPS, 2025). However, this sector faces
challenges, particularly in expanding its market and improving its competitiveness.

One of the main challenges faced is the low level of knowledge and understanding among
MSME managers in utilizing social media as an effective marketing tool, especially in
harnessing its potential (Fajri et al., 2025; Heri et al., 2025; Sulasih et al., 2024). Social media
offers significant opportunities for MSMEs to reach a broader audience (Sutrisno et al., 2024;
Scheers, 2016). According to the National Social Economic Survey (BPS, 2025), 81.23% of
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the population in Bengkulu accesses social media, showing a huge untapped potential. This
limitation is particularly evident in the inability to create and manage strategic visual content
for marketing, with many MSMEs using social media reactively and limiting themselves to
basic features (Rashid & Abdullah, 2025).

This issue is compounded by the absence of a marketing approach tailored to the diverse skill
levels among MSME actors. Each MSME has different digital capabilities and expertise,
necessitating different models of approach, rather than a one-size-fits-all strategy (Cuijten et
al., 2024; Retnowati, 2025). With the increasing use of the internet by consumers transitioning
to the digital world, MSMEs in South Bengkulu must adapt to these changes to remain
competitive. Social media becomes one of the essential tools, where MSME actors are expected
to maximize existing features to enhance visual marketing and provide a positive customer
experience (Ciptandi et al., 2023; Safitri et al., 2026; Ernestivita & Suhendra, 2026).

Therefore, a targeted visual marketing strategy on social media, tailored to the competency
level, is key (McCorry et al., 2026; Rolando, 2025; Othman et al., 2025). Visual marketing is
not just limited to content creation but encompasses an entire strategic approach to creating,
distributing, and optimizing visual content that can capture the audience's attention and build
the brand (Affonso & Janiszewski, 2023). For beginner-level MSMEs, the strategy focuses on
strengthening organic visual content and building a consistent visual brand foundation, while
more advanced MSMEs can develop more complex and integrated content strategies to
increase audience engagement. Good visual design in this marketing strategy is crucial for

building brand awareness and driving audience engagement (Himawati et al., 2025; Pandiri et
al., 2025; Ratih et al., 2025).

Based on these challenges, this research is designed to address three core issues: the level of
MSME managers' knowledge about visual marketing, the visual marketing approach suitable
for their competency levels, and effective visual marketing strategies. Therefore, this study
aims to provide a specific and practical visual marketing strategy tailored to the selected level
of MSMEs, which will not only help MSME:s in South Bengkulu survive but also thrive in the
digital era.

Methods
Research Design

This study employed a qualitative approach to examine how fashion MSMEs in South
Bengkulu use social media as a visual marketing tool. This approach was selected because the
study focused on interpreting actual practices, limitations, and competency levels of MSME
managers in managing visual content, rather than statistically measuring social media
performance. The research was conducted in Pasar Manna District, South Bengkulu, which
was selected because it is one of the main economic centers in the region and has a visible
concentration of fashion MSME:s.

Research Participants and Sampling

The population of this study consisted of fashion MSMEs operating in South Bengkulu, with
the research focus limited to Pasar Manna District. A purposive sampling technique was used
to select the units of analysis and interview informants. For social media observation, MSMEs
were selected based on two criteria, namely having an identifiable business presence in the
fashion sector and actively using social media, particularly Facebook, to promote or display
products.

Based on these criteria, 74 fashion MSME social media accounts were observed. In addition,
16 informants were interviewed, consisting of 8 consumers and 8§ MSME managers. Consumer
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informants were selected based on their experience in viewing, interacting with, or purchasing
fashion products through local MSME social media accounts, while manager informants were
selected based on their direct involvement in managing business social media accounts.

Data Collection Techniques

Data were collected through social media observation, in depth interviews, and literature study.
The observation of 74 accounts focused on account identity, profile completeness, product
photo quality, background consistency, caption structure, posting frequency, use of social
media features, and customer interaction.

Interviews with consumers explored how visual content influenced trust, purchase interest,
product evaluation, and perceptions of seller professionalism. Interviews with MSME
managers explored their knowledge of visual marketing, content production routines, use of
social media features, and practical constraints such as limited time, cost, skills, and mentoring
access. The literature study was used to strengthen the conceptual basis for digital competency
mapping and the formulation of the visual marketing framework.

Operational Indicators of Visual Marketing Competence

Visual marketing competence was operationalized into three main indicators. The first was
technical production, which included lighting, image clarity, background consistency, product
arrangement, and basic photo quality. The second was platform mastery, which included profile
completeness, business information, posting frequency, and product content organization. The
third was interaction strategy, which included caption structure, product information, hashtag
relevance, response to comments or direct messages, and use of interactive features such as
stories, reels, highlights, and live sessions.

These indicators were used to classify MSME managers into four levels. Level 1 refers to basic
knowledge, where managers use social media but without clear visual strategy or content
consistency. Level 2 refers to functional use, where managers begin to provide product
information and interact with customers, although the practice remains limited and irregular.
Level 3 refers to structured management, where accounts show more consistent visual identity,
planned content, and better interaction. Level 4 refers to strategic visual marketing, where
visual branding, customer engagement, feature optimization, and evaluation are integrated into
marketing practice.

Data Analysis

The data were analyzed thematically using the Miles and Huberman model, which consists of
data reduction, data display, and conclusion drawing. Observation notes and interview
transcripts were reduced and organized according to key themes, including visual content
quality, account management, customer perception, managerial constraints, and strategy
formulation.

The observation data were used to map the competence level of the 74 MSME accounts, while
interview data were used to explain consumer perceptions and the practical constraints behind
the observed weaknesses. The results from observation, interviews, and literature were then
synthesized to formulate the Design Driven Work framework as a staged strategy for MSME
visual marketing development.
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Results and Discussion
Mapping of MSME Visual Marketing Competence

This study used a social media observation method which involved 74 fashion MSME accounts
on social media in Pasar Manna District, an in-depth interview method for 8 consumers, and
an in-depth interview method for § MSME managers. The study aimed to determine the level
of competence in visual marketing of MSME managers, to find the shortcomings in the use of
social media and to develop a progressive visual marketing strategy appropriate to their current
digital competence. The findings shows that most of the fashion MSMEs in South Bengkulu
have already utilized social media as a marketing media, particularly Facebook. But their social
media use is still elementary, haphazard and underutilized. The lack of digital access is not the
core issue here, but that many MSME managers still struggle to convert social media into a
formalized visual marketing tool.

The analysis of 74 fashion MSME accounts indicates that most MSME managers are at the
basic level (Level 1) of social media knowledge and their use of social media for product
promotion. Managers can upload product photos, share product information, and interact with
prospective customers via comments or direct messages at this level. Yet, most of these
activities are unplanned and are not done using visual marketing. The quality of the photos is
not consistent across many accounts, and the information about businesses is not complete,
posting frequency is irregular, the structure of the captions is not consistent, and few interactive
features are used. This result indicates that the presence of fashion MSMEs in digital space is
already happening in south Bengkulu, but they have not yet reached the level of developing
visual, technologic and strategic competence to gain consumer trust and boost market
penetrability.

Cover Photo (header)
Contains product photos
& text descriptions
(store name, WhatsApp
number)

Profile picture
Simple logo or photo of

the manager
with the product

Profile Intro
Important business
information (hours

of operation, product
types, contact)

bl
Figure 1. Account Management
Source: BellvaniaStore Facebook

Table 1. Mapping of MSME Visual Marketing Competence

Competence . . Main characteristics found in the General
Description .
level accounts finding
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Product photos are uploaded, but .
. . . . Dominant
Basic image quality, captions, profile
Level 1 . . . among observed
knowledge information, and posting schedules
: : MSMEs
are inconsistent
M e i 1 .
anagers begm to use captions, Found in a
. product details, and simple
Level 2 Functional use | . . : smaller number
interaction, but content is not yet
s of accounts
systematically planned
Structured Accoupts shpw more consistent Limited
Level 3 visual identity, planned content, and
management . ; . presence
better interaction with customers
Visual branding, engagement
Level 4 Strategic visual | strategy, feature optimization, and Rare or not yet
marketing evaluation are integrated into strongly visible
marketing practice

The dominance of Level 1 indicates that most MSME managers require foundational
intervention before being introduced to advanced digital marketing practices. Strategies such
as paid advertising, influencer campaigns, live selling, and integrated brand storytelling may
not produce strong results if basic digital credibility has not yet been established. Therefore,
the proposed strategy must begin with practical and achievable improvements, particularly in
account identity, product photography, caption structure, content consistency, and customer
response.

Visual Weaknesses in MSME Social Media Accounts

The first obvious problem with the accounts observed is that not all products have consistent
photo quality. Lots of product photos were captured without proper lighting, background,
sharpness and photo composition. A number of products were exhibited in dark environments,
in dense background, or in informal environments, which did not facilitate the attractiveness
of the product. This situation dampens the persuasive effect of product images and conveys a
less professional look to the account. It is important to consider the visual quality in fashion
marketing as consumers are not able to physically touch, try and check the product in person
before buying. Unclear or unclear photos of products can make the sale difficult for customers
to make a decision, so they may lose trust in the product.

The second one is that there is no consistent visual identity. Most accounts are not consistently
styled, that is they do not have a unique visual style, including a consistent background, photo
angle, color tone, product arrangement, or layout pattern. This makes uploaded content look
scattered and doesn't create a good impression of a brand. This indicates that most of the
managers of MSME:s are still concentrating on presenting the products in the store, but not
creating a visual identity that can make a difference between their store and that of their
competitors. The consistency is also crucial in visual marketing, both from an aesthetic
standpoint as well as an awareness and remembering standpoint.

The third weakness is inadequate information about the product and business. Product images
from several accounts do not have sufficient captions, price information, size information,
material description, contact number, location or order instructions. This adds to the buyer's
uncertainty and can be a real deterrent to him or her from finalizing the transaction. If the
consumer continually has to ask questions to get basic information he or she might get bored,
particularly if the information is given by someone else. Thus, the lack of product details and
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weak structure of a caption become significant obstacles towards the effectiveness of social
media marketing.

The fourth point is that they do not post regularly. Many MSME managers upload content only
when they have received new stock into their system, when they are free of other work, or
when they are in need of quick sales. This means that the creation of content is not yet seen as
a regular marketing tool. When posts are irregular, the visibility is reduced, the audience gets
less familiar with the account, and it looks like it is not active. So it is best for Level 1 MSMEs
to have a simple (and realistic) content calendar rather than a more complex content plan that
will be hard to keep up.

The 5th weakness is limited interaction strategy. Although some managers respond to
comments and messages, the responses are mostly transactional and reactive. Little captions
are used to invite engagement, little testimonials and little interactive features like stories,
highlights, reels, Facebook Live and Facebook Groups. This indicates that customer interaction
has not yet been planned as part of an engagement approach. In many instances, social media
marketing is not being used as a method for establishing a relationship with consumers, and is
merely being utilized to showcase products.

Consumer Perceptions of MSME Visual Marketing

To strengthen the interpretation of the observation results, interview data from consumers were
used to explain how visual marketing practices are perceived by potential buyers. The
interviews with consumers indicate that visual presentation strongly influences their perception
of trust, product quality, and purchase interest. Consumers tend to feel more confident when
an MSME account displays clear product photos, complete product descriptions, and
responsive communication. Conversely, accounts with blurry photos, incomplete captions, and
unclear contact information are perceived as less reliable.

One consumer explained that product photos are the first element considered before deciding
whether to ask further questions or make a purchase.

“When I see clothes on Facebook, the first thing I notice is the photo. If the photo is
dark or unclear, I usually skip it because I cannot really imagine the color, material, or
shape of the product. But if the photo is bright and the product is shown clearly, I feel
more interested to ask about the size and price.”

This statement shows that visual quality is not merely an aesthetic issue, but also a factor that
shapes consumer confidence. For fashion products, the product image functions as the main
source of evaluation because consumers cannot directly examine the product. Clear and well
arranged photos can increase purchase interest, while unclear photos can weaken trust.

Consumers also stated that they prefer accounts that provide practical information without
requiring them to ask too many basic questions. Information such as price, size, material,
available color, location, and ordering method is considered important because it helps
consumers make faster decisions. In this sense, caption structure is not merely a writing issue,
but part of the customer experience.

“Sometimes the product looks good, but the caption only says ready stock or new
arrival. There is no price, no size, and no explanation about the material. As a buyer, |
have to ask everything again. If another seller gives complete information, I usually
choose the one that is clearer.”

The quotation indicates that incomplete information can create friction in the purchasing
process. Consumers do not only assess the product, but also the professionalism of the seller.
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When basic information is missing, the account may be perceived as less organized, even when
the product itself is attractive. This reinforces the need for MSME managers to use structured
captions containing product details, practical benefits, and clear order instructions.

Another important finding is that consumers are more attracted to content that shows the
product in real use. Product photos, short videos, customer testimonials, and behind the scenes
content are considered more convincing than repetitive product uploads without context. This
indicates that visual marketing for MSMEs should not only focus on showing products, but
also on presenting the value, usability, and everyday relevance of the products.

“I like it more when the clothes are shown on a model or at least displayed in a way
that looks real. If it is only folded on the floor or photographed randomly, I cannot
imagine whether it will look good when worn. A short video or a photo from a customer
usually makes me more convinced.”

This response demonstrates that consumers need contextual visual information. For fashion
MSMEs, showing how products are worn, how the material falls, or how the product can be
styled for daily use can strengthen perceived value. This finding becomes one of the reasons
why the proposed framework includes photo improvement, short videos, testimonials, and
content variation as part of gradual visual marketing development.

MSME Managers’ Constraints in Managing Social Media

Interview data from MSME managers were used to identify the practical constraints behind the
weaknesses found in the social media observation. The interviews show that the limited visual
marketing practices of MSME managers are closely related to knowledge, time, financial, and
mentoring constraints. Many managers do not have formal knowledge of digital marketing,
visual design, or content planning. Their social media practices are mostly learned through trial
and error, imitation of other sellers, or personal experience. This explains why social media
use is active but not yet strategic. The managers know that social media is important, but they
do not always know how to manage it professionally.

“I usually upload product photos whenever new stock arrives. I do not really have a
special schedule. If I have time, I take the photo and post it. I know that good photos
are important, but I do not really understand how to make the photo look more
professional.”

This statement reflects the condition of Level 1 competence found in the observation results.
The manager has already used social media for promotion, but the practice remains
spontaneous and unstructured. This supports the finding that most MSME managers are not
disconnected from digital platforms, but they still lack systematic knowledge of visual content
planning.

Time limitation is another major constraint. MSME managers often handle many business
activities at once, including purchasing stock, serving customers, arranging products, managing
offline stores, and responding to online inquiries. Because of this workload, content creation is
often treated as an additional task rather than a core marketing activity. This condition makes
complex marketing strategies difficult to apply at the early stage.

“The difficulty is that I manage the shop myself. I have to serve buyers, arrange the
goods, reply to chats, and sometimes go to buy stock. So, making content is usually
done quickly. I just take a photo and upload it because I do not have much time to
prepare the background or edit the photo.”
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The quotation shows that the weakness of visual marketing is not only caused by lack of
awareness, but also by the everyday operational burden of MSME management. Therefore, the
proposed strategy must be realistic and not overly complicated. Training should focus on
simple routines, such as using natural lighting, preparing one plain background, applying basic
editing, and creating a manageable posting schedule.

Financial limitation also affects visual marketing practice. Many managers cannot afford
professional photography, paid design services, or advanced advertising. However, this does
not mean that visual improvement is impossible. The findings suggest that Level | MSMEs
need low cost and practical solutions, such as using natural lighting, simple backgrounds,
smartphone photography, basic editing, and structured captions.

“For small businesses like ours, hiring a photographer or paying for promotion is not
always possible. We usually use our own phone. If there is a simple way to make the
photo better without spending much money, that would be more useful for us.”

This response strengthens the relevance of a staged and low cost framework. For Level 1
MSMEs, the most appropriate intervention is not sophisticated marketing technology, but
practical visual literacy that can be applied using resources already available to the managers.
This is why the Design Driven Work framework begins with foundational visual credibility
before moving to advanced engagement strategies.

The interviews also show that managers need continuous assistance rather than one time
training. Some managers may understand the importance of better photos or captions during
training, but they may struggle to apply the strategy consistently without guidance. This
indicates that visual marketing development should be understood as a learning process.

“If we are only taught once, maybe we understand during the training, but after that we
often forget or return to the old habit. It is better if there is follow up assistance, so we
can ask when we face difficulties while applying it.”

This statement supports the need for continuous mentoring as part of the framework. Assistance
is necessary to ensure that MSME managers do not only receive knowledge, but are also able
to transform that knowledge into repeated practice. Therefore, mentoring, practice based
training, and periodic evaluation become important components of the proposed strategy.

Formulation of the Design Driven Work Framework

Based on the observation and interview findings, this study formulates the Design Driven Work
framework as a staged visual marketing strategy for Level | MSME managers. The framework
is designed to respond to the actual condition of fashion MSMEs in South Bengkulu, where
social media use is already present but not yet supported by adequate visual literacy, content
planning, and interaction management. The framework prioritizes gradual capability
development rather than immediate adoption of complex digital marketing techniques.

The framework consists of three main phases. The first phase focuses on foundational training
and visual credibility. This phase is considered the most urgent because Level | MSMEs need
to establish a professional business identity before developing more advanced strategies. The
key activities include improving profile information, replacing informal profile pictures with
business oriented visuals, using clear product photos, applying consistent backgrounds,
improving lighting, and writing complete product captions. These basic improvements are
expected to increase consumer trust and make the account appear more reliable.

The second phase focuses on operational engagement and tool optimization. After the basic
visual and informational elements are improved, MSME managers can begin to use social
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media features more strategically. This includes using stories for daily product updates,
creating highlights for important information, organizing photo albums as a digital catalogue,
and responding to customer inquiries more quickly. This phase helps managers move from
passive product display to more active customer interaction.

The third phase focuses on strategic growth and community building. At this stage, MSME
managers can begin using more advanced features such as short videos, Facebook Live,
Facebook Groups, and collaboration with local micro influencers. However, this phase should
only be implemented after the foundational elements are stable. If an MSME account still has
unclear product photos, incomplete captions, or slow responses, advanced strategies may not
produce optimal results. Therefore, the framework emphasizes sequence and readiness.

Table 2. Design Driven Work Framework for Level 1 MSMEs

Phase Strategic focus Main activities Expected outcome
Foundational Profile 1mpr0vement, prodgct More professional and
Phase - . photo protocol, simple editing, .
training and visual . . trustworthy social
1 o caption structure, and basic .
credibility media presence
content calendar
Phase Operational Stories, highlights, photo albums, | Better customer
) engagement and direct message response, and interaction and easier
feature optimization | comment management product access
Reels, Facebook Live, Facebook | Wider reach, stronger
Phase | Strategic growth and | Groups, micro influencer engagement, and
3 community building | collaboration, and content stronger brand
evaluation visibility

Phase 1. Foundational Training and Visual Credibility

The first phase deals with the most fundamental issues identified in the observed accounts -
lack of business identity, inconsistent visual quality, and missing product information. The first
step is to make MSME managers realize that Facebook is more than just a personal
communication platform, but it is also a business platform. To do this managers will need to
fill out business information in their profile, such as the store name, product types, operating
hours, location, contact number, and ordering method. Complete profiles allow consumers to
instantly get at critical information and reduce uncertainty.

The next step is to enhance the product images with the existing tools for MSME managers.
Most managers use their smart phones so the training needs to be geared towards simple but
effective methods, i.e. using natural light, taking a picture near a window or an open door,
using plain fabric or walls and using a consistent background. These techniques can be used
by Level 1 MSME:s as they do not require the use of expensive equipment. It isn't about creating
studio quality images it's about making products visible, appealing and believable.

Simple editing should also be gradually given in a limited and practical manner. Adjust
brightness, crop images into an appropriate ratio for mobile viewing and slightly sharpen the
image to get the details across. But editing should not alter the actual look of the product,
otherwise the consumers may be disappointed due to excessive editing. It's meant to make it
clearer, but not alter the authenticity of the product.

Part of this is also the time to develop structured caption writing. Product posts should have
engaging opening sentences, product name, material, size, colors available, price, benefit, and
ordering instructions. Simple structure of the caption can help the MSME managers to
communicate professionally and also will minimize repetitive queries from the consumers. You
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can also use hashtags, but make sure they are relevant and not too many. There are local
hashtags, niche product hashtags and brand hashtags which can help to boost discoverability.

. ‘0. Pencahayaan
J

S ABEEORE]

Figure 2. Example of Product Photo Improvement through Basic Editing
Source: Aiko Ameyzha Facebook
Phase 2. Operational Engagement and Tool Optimization

The second phase concentrates on the improvement of daily interaction and organization of
information with the available features in Facebook. After structuring the product images and
captions, the owner of the MSME should make sure that it is easy for the customers to get
information and communicate with the seller. Facebook Stories can be used to post quick
updates, product teasers, limited promotions and interactive content. This feature is perfect for
MSMEs as it is easy, informal and not a complex production.

Highlights and photo albums are also essential as they can serve as a basic digital catalogue.
For many MSME accounts, the only source for information is on their timelines, making it
challenging to find older products. Consumers can browse products easily by arranging them
into albums according to their category, e.g. dresses, hijab, work clothes or promotional items.
This not only enhances the customer experience but also adds to the appearance of a well-
structured account.

There also needs to be a more systematic handling of customer responses. The results show
that interaction tends to be reactive and unstructured. Thus, it is important for managers to
create an easy response plan. The answers to questions regarding price, stock, size and/or
ordering process should be very quick and to WhatsApp/Direct Messaging if required. The
time it takes to respond is critical as consumers might be looking at multiple sellers
simultaneously. In the case of delayed responses, they may miss out on buying opportunities.

Phase 3. Strategic Growth and Community Building

The third phase is meant for MSMEs who have already enhanced their basic visual credibility
and operational interaction. At this point, managers can create more engaging content including
Facebook Live, community interaction, reels, and short videos. Short videos are better at
communicating product information than a static photo, allowing consumers to see texture,
movement, fit, and styling options. This format can be helpful for fashion MSMEs to
demonstrate the appearance of a product when in use or paired with other products.

Facebook Live can be used for introducing new arrivals, answering your customer's questions,
or holding real-time selling sessions. But this approach does need preparation, such as
arranging the products, having a reliable internet connection, effective lighting and good
communication. It therefore shouldn't be pushed into the arms of managers in Level 1 who do
not yet know how to deal with basic content quality.
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Partnering with local micro influencers can also help with visibility and trust-building. Product
barter is more achievable than paid collaboration in the case of Level 1 MSMEs who have less
budget. Visuals and local relevance as well as engagement should be the criteria used in
choosing the partner, not necessarily the number of followers. The cooperation should involve
basic visual guidelines that ensure that the content produced is understandable, light and
consistent with the identity of the product. Local partners can then provide the content, which
the MSME can share as proof.

Ongoing support is needed throughout all stages. The findings indicate that the managers of
MSMEs must not only acquire knowledge but repeated practice and feedback. Training that is
not mentored will yield awareness only in the short term, and not behavior. Thus, the
application of the Design Driven Work framework should contain practice sessions, and be
evaluated periodically, as well as practical support in technical problems.

Conclusion

The conclusion of this study is that the use of social media as a promotional tool is adopted by
fashion MSME:s in South Bengkulu, but the application of the visual marketing technique in
the MSMEs is still basic. 74 MSME accounts have been observed with the following major
gaps: Photo quality in product posts is inconsistent, information and business about the
products are incomplete, product posts are irregular, the structure of the caption is weak and
there is not sufficient customer interaction. These results suggest that problems are not with
access to digital but with the lack of visual, technical and strategic skills of MSME managers.

The interviews also reveal that consumers depend on transparent product pictures, detailed
information, and prompt communication in assessing MSME accounts, and that MSME
managers have limited knowledge, time, financial resources, and mentoring opportunities.
From this result, the authors propose the Design Driven Work as a visual marketing plan which
consists of several stages for the Level 1 MSME managers. The framework has 3 stages:
training for foundational skills and visual credibility, engagement during operation and
optimization of the tools, and development and construction of the community and strategic
growth.

Based on the study, it is proposed that the assistance of MSME in the field of visual marketing
should be done gradually, practically, with little cost, and competent. To maximize the extent
of impact, local government, business mentors, and training institutions should focus on basic
interventions that have high impacts, including profile improvement, smartphone based
product photography, structured captions, consistent posting, and quick customer response.
The research conducted in this study is limited to the fashion MSMEs in Pasar Manna District,
and uses qualitative observation and interviews. Future studies are encouraged to assess the
Design Driven Work framework via implementation research which quantifies its influence on
engagement, trust of customers, market reach, and sales performance.
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