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Abstract: Digital transformation has reshaped how Micro, Small, and Medium Enterprises (MSMEs)
communicate with consumers, especially through social media. This study aims to examine the influ-
ence of social media communication consistency on brand awareness at Ignos Studio, a photography-
based MSME using Instagram. The core issue is the lack of consistency in visual identity, verbal style,
and posting frequency, which may hinder brand awareness development. A quantitative correlational
survey was conducted involving 120 active followers of @jignos.studio on Instagram. Brand awareness
was measured through brand recognition, recall, and top-of-mind awareness. The data were analyzed
using multiple linear regression via SPSS version 31. The findings show that social media communica-
tion consistency significantly influences brand awareness (R* = 0.719). Partially, visual and frequency
consistency have a significant positive effect, while verbal consistency has no significant effect. These
results support the theoretical foundation of Integrated Marketing Communication (IMC), highlighting
the importance of cohesive visual identity and consistent thythm in reinforcing brand memory. This
study offers practical implications for MSMEs to develop structured and consistent social media strat-
egies to enhance sustainable brand awareness.

Keywords: Brand awareness; Digital strategy; Instagram marketing; Message consistency; MSME
branding

1. Introduction

Introduction In the current digital era, social media has become a strategic communica-
tion tool for Micro, Small, and Medium Enterprises (MSMEs) to engage markets and build
emotional proximity with consumers. Instagram, in particular, serves as an ideal platform for
creative service-based MSMEs like photography. Ignos Studio, based in Abiansemal, Bali,
actively utilizes Instagram to communicate its brand and promote its services. However, pre-
liminary observations reveal inconsistencies in visual design, message style, and upload fre-
quency. These inconsistencies risk hindering the optimal development of brand awareness

Previous studies emphasize the importance of communication consistency in enhancing
brand awareness. Ahmed et al. (2023) found that consistent visual and verbal communication
significantly impacts brand recall and recognition. Park and Lee (2021) demonstrated that a
uniform Instagram layout enhances top-of-mind awareness. However, most research isolates
visual, verbal, and frequency dimensions without integrating them into a unified model. This
study addresses that gap by assessing the collective influence of all three dimensions

Weakness method previously lies in its tendency analyze One dimensions in a way sep-

arate, without see interaction between factor. In fact, on platforms like Instagram which are
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dynamic and visual, integration third dimensions consistency the become key success com-
munication brand. Therefore that, research This designed For evaluate influence consistency
social media communication, including visual harmony, narrative message, and intensity up-
loads on Ignos Studio's brand awareness, which was measured through indicators of brand
recognition, brand recall, and top-of-mind awareness.

Study This use approach quantitative with method survey against 120 respondents active
@jignos.studio account, and the data was analyzed with technique multiple linear regression
using SPSS version 31. Research This give contribution : (1) development of a conceptual
model social media communication integrated for MSMEs based on service creative ; (2) ev-
idence empirical in context local Indonesian; and (3) guide strategic in management digital
content in a consistent.

Structure article This consists of above : Part 2 discusses review libraries and frameworks
theory ; Part 3 explains methodology research ; Section 4 presents results and interpretation
analysis ; and Section 5 concludes with conclusions , implications , and directions study ad-

vanced

2. Literature Review

Study about consistency social media communication has Lots carried out in various
context and region. A study by Ahmed et al. (2023) shows that MSMEs in Malaysia are im-
plementing consistency in visual and verbal elements have higher levels of brand recall and
recognition high . On the other hand , Gonzalez et al. (2022) emphasized that structured
verbal narrative capable strengthen association brands , in particular in context of digital
SMEs in Spain . Park and Lee (2021) in studies they find that Harmonizing visual layout on
Instagram increases top -of-mind awareness among users young people in South Korea.

Although thus , some big study the discuss dimensions consistency in a way separate .
Not many yet studies that combine third dimensions primary , visual, verbal, and frequency
in one integrative model used in a way specific to service MSMEs creative like photography .
Research This make an effort fill in gap the with a more approach comprehensive and con-
textual to characteristics local MSMEs in Indonesia.
2.1 Theory Consistency Communication

Communication consistency is a core principle of Integrated Marketing Communication
(IMC), which emphasizes the importance of delivering a unified message across communica-
tion channels (Keller, 2020). Wheeler (2017) added that consistent visual identity includes
logo, palette color , typography , and layout will speed up the recognition process brand
recognition and strengthening brand professionalism .

Consistency message or Verbal consistency , as proposed by Mangold & Faulds (2021),

also applies strengthen perception and credibility brand . Likewise with consistency frequency
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, which according to research by Oliveira and Cruz (2023), has an influence on brand salience
if done in rhythm scheduled (at least three times per week ). With Thus , research This align
theorties the in measure How three form consistency communication influence brand aware-
ness.

2.2 Brand Awareness Theory

Brand awareness or awareness brand is fundamental elements in the decision-making
process decision consumers . Aaker (1996) stated that brand awareness includes brand recog-
nition, brand recall, and top-of-mind awareness. Meanwhile that , Kotler and Keller (2021)
emphasize that consumer tend buy product from more brands formerly they recognize .

According to Rossiter and Percy (1997), the strategy for building brand awareness in-
cludes repetition message , easy visual remember , association strong emotions , and the use
of digital media in a effective . Study Contemporary research by Chahal and Rani (2022) also
confirms that on social media Like Instagram, brand awareness is greatly influenced by con-
sistency. upload , alignment messages , and engagement audience .

Brand awareness comprises brand recognition, recall, and top-of-mind awareness
(Aaker, 1996). According to Kotler and Keller (2021), consumers are more likely to purchase
brands they recognize. Rossiter and Percy (1997) emphasize repetition, emotional association,
and visual clarity as key strategies. Chahal and Rani (2022) affirm that on platforms like In-
stagram, consistency in upload rhythm, message alignment, and visual identity significantly
impact brand awareness.

With referring to theories and research previously said , research This designed For test
in a way empirical connection between consistency social media communication and brand
awareness in creative MSME context , with studies case at Ignos Studio in Bali, Indonesia.

Kerangka Berfikir

H1

-1- Konsistensi Visual (X1) —

BRAND AWARENESS (Y)
Recognition, Reeall, dan Top-of-
in

-1 Konsistensi Verbal (X2) 1

-4~ Konsistensi frekuensi Unggah (X3) ||

i konsistensi komunikasi

dan frekuensi), konsi

e e S i

Figure 1. Thinking Framework Diagram

Source : Documentation writer )
a. H1: Consistency of social media communication has a significant impact on brand Ignos
Studio's MSME awareness .
b. Hla: Social media visual consistency has a significant influence on brand awareness of

Ignos Studio MSME:s .
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c.  H1b: Verbal consistency of social media has a significant influence on brand awareness
of Ignos Studio MSMEs .

d. Hlc: Consistency in the frequency of social media uploads has a significant effect on
brand awareness of Ignos Studio MSMEs .

e. H2: Among the dimensions of consistency of social media communication (visual, verbal,
and frequency), visual consistency has the most dominant influence on brand awareness

of Ignos Studio MSMEs.

3. Method

This study uses a quantitative approach with an explanatory design, aiming to determine
and test the extent to which consistent social media communication influences brand aware-
ness. This approach was chosen because it can explain the causal relationship between varia-
bles through the collection of numerical data, which is then analyzed statistically.

Prior to developing the survey instrument, researchers conducted initial observations of
the @jignos.studio Instagram account for two months. These observations covered visual
elements such as color and layout consistency, caption style, and content upload frequency.
The findings from these observations served as the basis for designing a questionnaire rele-
vant to Ignos Studio's digital reality.

3.1 Research Design

The research design is structured in a quantitative correlational form, with the aim of
measuring and analyzing the influence of independent variables (consistency of social media
communication: visual, verbal, frequency) on the dependent variable (brand awareness).

Table 1 Characteristics of Research Design

Component Information
Type Study Quantitative explanatory
Design Survey cross-sectional correlational

Variables Inde- ] ] ] o
Consistency Social Media Communication (X)

pendent
Variables Depend-
Brand Awareness (Y)
ent
Time Approach  ||Cross-sectional ( data collection from one time )

Method Collection ||questionnaire (Google Form), Observation Instagram Content

Analysis Tech-

. Simple Linear Regression , Validity & Reliability Test
niques

Research Location |[UMKM Ignos Studio — Abiansemal , Regency Badung , Bali
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Component Information

point Likert scale For all over indicator
Instrument Meas- ) ) o )
point Likert scale based on indicator theoretical (Aaker, 1996; Keller,
2020)

uring

With this design, the research is expected to produce findings that not only demonstrate
the significant relationship between social media communication consistency and brand
awareness, but also provide practical contributions to the development of consistent digital
communication strategies for creative service MSMEs like Ignos Studio. Furthermore, this
approach fills a gap in the literature, which is still limited in discussing the integration of
consistency dimensions in the context of visual-based social media in Indonesia.

3.2 Location and Time of Research

This research was conducted at Ignos Studio, a small and medium-sized selfie studio
based in Abiansemal District, Badung Regency, Bali. This location was chosen because Ignos
Studio actively uses Instagram as its primary communication medium for brand building and
customer engagement, particularly among young people and the local photography commu-
nity.

Data collection was conducted over five days, from June 5 to 10, 2025, using an online
questionnaire distributed via Instagram Stories, WhatsApp Business, and direct messages
(DM) to active followers. This collection period was chosen to optimally capture audience
interactions within a concise yet representative timeframe.

3.3 Population and Sample

The population in this study was all followers of the Instagram account @ignos.studio.
The sampling technique was purposive sampling with the following criteria: (1) having seen
a post or story in the last two months, and (2) being willing to complete the questionnaire in
full. The number of respondents who met the requirements and completed the questionnaire
was 120 people. Screening was carried out based on answers on the Google Form and inter-
action history on the @ignos.studio account by considering at least 5 times the number of
indicators in the regression analysis (Hair et al., 2010).

3.4 Data Collection Techniques

Primary data was collected through an online questionnaire based on Google Forms.
This instrument consisted of statements measuring communication consistency (visual, ver-
bal, frequency) and brand awareness (recognition, recall, top-of-mind). The questionnaire was
structured based on theoretical indicators from Aaker (1996), Keller (2020), and Wheeler
(2017), using a 1-5 Likert scale.

Additionally, direct observation of the @ignos.studio Instagram account was conducted
two months prior to the questionnaire distribution. This observation covered post frequency,

color and layout alighment, and messaging style.
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3.5 Variables Research and Definition Operational

This research involves two types of variables, namely:

3.5.1Independent Variable (X): Consistency of Social Media Communication, which

a.

consists of three main indicators:

X1 — Visual Consistency: The alignment of visual design elements such as color
palette, layout, and graphic identity across each post.

X2 — Verbal Consistency: Uniformity of language style, tone of voice, and narrative
consistency in captions and brand messages.

X3 — Frequency Consistency: Regularity in upload schedule and number of posts in

a weekly period.

3.5.2Variables Dependent (Y): Brand Awareness , which is measured through three indi-

a.

cator as following :

Y1 — Brand Recognition: Ability audience For recognize Ignos Studio's logo, brand
name , and visual elements .

Y2 — Brand Recall: Ability audience For remember the brand in detail spontaneous
without help .

Y3 — Top-of-Mind Awareness: Position Ignos Studio as the first brand to appear in

mind audience when think about service photography .

The data collection instrument was a closed-ended questionnaire using a 1-5 Likert scale.

The statements were structured based on theoretical indicators adapted from the integrated

communication model by Aaker (1996) and Keller (2020), and adapted to the context of dig-

ital communication through social media.

3.6 Data Analysis Techniques

Steps data analysis was carried out as following :

a. Validity Test use Pearson correlation (r > 0.3 and significance value (Sig. 2 tailed) < 0.05

as valid conditions)

Reliability Test with Cronbach's Alpha (= 0.7).

Classical Assumption Test (Normality, Heteroscedasticity, and Linearity)
Analysis Multiple Linear Regression For see influence simultaneous and partial .
Significance Test (t and F) for test hypothesis.

Coefficient Determination (R?) for measure strength model contribution.

All over analysis done with help device SPSS software version 31. This procedure refers

to the approach recommended by Hair et al. (2010) and Ghozali (2018) for regression analysis.

Following is illustration channel method study :
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Figure 2. Research Flow Diagram
3.7 Instrument Validity and Reliability Test

Before the questionnaire was widely distributed, a pilot test was conducted on 30 re-
spondents to assess the suitability of the statement items. Validity testing was conducted using
the Pearson Product Moment correlation technique, with the criteria that an item is declared
valid if the Pearson correlation coefficient (r) is greater than 0.3 and the significance value
(Sig. 2-tailed) is less than 0.05. This indicates that the item has a significant and fairly strong
relationship with the total score of the measured construct.

Afterward, a reliability test was conducted using the Cronbach's Alpha method to assess
internal consistency between items. The instrument was declared reliable if the a value was =
0.7, indicating a good level of reliability. The statement items that met both validity and reli-
ability criteria were then used in the primary data collection process on 120 respondents.

3.8 Data Dissemination and Collection Techniques

The questionnaire was distributed online using Google Forms and shared via Instagram
Stories, WhatsApp Stories on business accounts, and private messages to customers who had
interacted with Ignos Studio. The questionnaire was distributed over five days and received
responses from 120 participants. Screenshots of the distribution evidence were kept as doc-
umentation of the implementation.

3.9 Research Ethics

This research upholds the principles of academic ethics. Respondents were given an ex-
planation of the research objectives, guaranteed the confidentiality of their identities and re-
sponses, and were given the freedom to discontinue the survey at any time. Participation was
voluntary and without any incentives.

3. 10 Classical Assumption Tests

Before conducting the regression analysis, classical assumption tests were performed to
ensure the validity of the regression model. The tests used included:

a.  Normality Test: Using PP plot graph and Kolmogorov-Smirnov test.

b. Heteroscedasticity Test: Using scatterplot test and Glejser test.
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c. Linearity Test: Using ANOVA analysis on regression estimation.
d. If all assumptions are met, the regression model can be used optimally.

3.11 Research Algorithm

Algorithm 1. Research Process of the Influence of Communication Consistency on Brand

Awareness

INPUT: Communication Consistency Variables X ; , X ; , X 3), Brand awareness
variable (Y) respondent questionnaire data
OUTPUT: Regression value of influence on brand awareness (Y)
1:  Identification of problems and formulation of research objectives
Literature study and theoretical framework development
Preparation and testing of questionnaire instruments

2

3

4:  Data collection through observation and Google Form Questionnaires

5:  Data processing using SPSS (validity test, reliability, classical assumptions, regression)
6

Interpretation of results and conclusions

3.12 Components Mathematics

In study This equation model used regression as component mathematical :
Y=a+byX; +bX; +b3Xz+e
Where:

e Y = Brand Awareness

e X ;1 = Visual Consistency

e X, = Verbal Consistency

o X 3 = Consistency Frequency

e a = Intercept / constant

e b,bz,b 3= Coecfficients regression of each variable free

e ¢ = error/residual

This model is used to test partial and simultaneous effects. variables independent to var-

iables dependent . Equation This used For calculate and analyze influence the three independ-

ent variables in a way simultaneous to variables dependent (brand awareness)

4. Results and Discussion

This section serve results analysis of the data obtained through distribution questionnaire
and observation activity Instagram account @ignos.studio. Analysis aim For evaluate influ-
ence consistency social media communication towards brand awareness, as formulated in hy-
pothesis and framework theory previously .

Data processing is carried out with use device IBM SPSS Statistics software version 31,

via a series stages analytical , including : validity test , reliability test, assumption test classical
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, and analysis multiple linear regression . All results served in form tables and visualizations
For support interpretation in a way quantitative . Interpretation done with linking findings
empirical to relevant theories and discuss implications results towards communication strat-
egy MSME brands in the digital era.
4.1 Respondent Description

Profile respondents in study This consists of over 120 Instagram users who have interact

or know existence Ignos Studio. Characteristics respondents explained in

Table 2. Distribution Characteristics Respondents

No || Characteristics Category Frequency Percentage (%)
1 |[Type Sex Woman 94 78.3
Man 26 21.7
2 ||Age 13-17 years 16 13.3
18-24 years 72 60.0
25-34 years 22 18.3
2 35 years 10 8.4
3 ||Domicile Badung 42 35.0
Denpasar 39 32.5
Gianyar 18 15.0
Tabanan 10 8.3
Other 11 9.2

Frequency In-
4 |[teraction with Once see content 100 83.3

Ignos Studio

Never 20 16.7
Frequency Us- i
5. >4 times a day 85 70.8
ing Instagram
2—4 times a day 25 20.8
1 time a day 10 8.4

( Source : processed data )

Most of the respondents is women (78.3%) and are in the range aged 18-24 years
(60.0%), which is appropriate with demographics active Instagram users . Domicile respond-
ents part big originate from the Badung and Denpasar areas , which are coverage main service
Ignos Studio. Besides that , the majority respondents has get to know the brand through

interaction Instagram content , with frequency high platform usage (>4 times a day).
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4.2 Validity and Reliability Test Results

Table 3. Validity Test of Item Variable X ( Consistency Social Media Communication )

Item Pearson Correlation Sig. (2-tailed)|| N Information
X1.1 0.782%* <0.001 |[120 Valid
X1.2 0.739%* <0.001 |[120 Valid
X1.3 0.772%% <0.001 |[120 Valid
X1.4 0.745%* <0.001 |[120 Valid
X1.5 0.761%* <0.001 ||120 Valid
X1.6 0.725%* <0.001 |[120 Valid
X1.7 0.800%* <0.001 ||120 Valid
X1.8 0.824* <0.001 |[120 Valid
X1.9 0.788%* <0.001 ||120 Valid

Table 4. Validity Test of Item Variable Y (Brand Awareness)

Item||Pearson Correlation Sig. (2-tailed)||N  ||Information
Y1.1]|0.782%* < 0.001 120||Valid
Y1.2/|0.792%* < 0.001 120||Valid
Y1.3((0.840%* < 0.001 120||Valid
Y1.4{0.895%* < 0.001 120||Valid
Y1.5(0.853** < 0.001 120||Valid
Y1.6/|0.881%* < 0.001 120||Valid
Y1.7(0.898** < 0.001 120||Valid
Y1.8/|0.921** < 0.001 120||Valid
Y1.9(0.834%* < 0.001 120||Valid

Table 5. Reliability Test Instrument Study
Variables Number of Items||Cronbach's Alpha|Information
Consistency Communication (X)||9 0.912 Reliable
Brand Awareness (Y) 9 0.954 Reliable

All over grains statements on both variables show mark significant Pearson correlation

at the level 99% confidence (p < 0.001), with coefficient above 0.725 . This is indicates that

each item has validity adequate construction to the total score their respective variables .

Therefore that , all items are declared valid and worthy used in analysis more carry on .

Next , the results of the reliability test show mark Cronbach's Alpha as big as 0.912

For variables Consistency Communication and 0.954 For variables Brand Awareness . The value is
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at far above common threshold of 0.70 used in study social , so that prove that instrument
own excellent internal consistency . With Thus , all construct in questionnaire This stated

reliable and can trusted For measure perception respondents in a way accurate and stable .

4.3 Assumption Test Classic

Before do analysis multiple linear regression , required testing to assumptions classic For
confirm the statistical model can used validly . Testing includes normality test , heteroscedas-
ticity test, and multicollinearity test .
4.3.1 Normality Test

Normality test done against residuals using Kolmogorov-Smirnov method . Based on
test results , grades significance Asymp . Sig. (2-tailed) of < 0.001, indicates that the residual
is not normally distributed statistics . However , because amount sample large (n = 120), the
Central Limit Theorem (CLT) states that residual distribution tends to approaching normal.
Therefore that , the model is still can used in analysis linear regression .
4.3.2 Heteroscedasticity Test

Glacier Test done with make absolute residual value as variables dependent . Regression
results show that two of three variables independent own mark significance > 0.05. Only one
variables namely TotalX3 ( Frequency ) which has mark significance of 0.027, which indicates
existence possibility heteroscedasticity . However , in general general fixed model considered
fulfil assumptions homoscedasticity Because indication the only appear on one variable .
4.3.3 Multicollinearity Test

Multicollinearity test done with see Tolerance and Variance Inflation Factor (VIF) val-
ues. According to Ghozali (2016), Tolerance value > 0.1 and VIF value < 10 indicates No
existence multicollinearity . All variables in this model fulfil criteria said , so that can con-
cluded No there is symptom multicollinearity .

With Thus , the three assumption tests classic show that the data in study This worthy
used in multiple linear regression model furthermore.
4.4 Multiple Linear Regression Test

Multiple linear regression analysis was used For measure influence three dimensions
consistency social media communication (X1: Visual, X2: Verbal, and X3: Frequency ) to-

wards brand awareness variable (Y)
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Table 6. results Analysis Multiple linear regression

Coefficients®

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics

B Std. Error Beta ig. Tolerance VIF

(Constant) 2.297 2.293

TotalX1 1.372 225
TotalX2 -.159 .282
TotalX3 1.594 .230

a. Dependent Variable: TotalY

Y = 2.297 + 1.372X1 — 0.159X2 + 1.594X3

Table 7. Summary Multiple Linear Regression

Variables Coefficient B|jt count|| Sig. Conclusion
TotalX1 (Visual) 1,372 6,090 ||<0.001 Influential positive significant
TotalX2 (Verbal) -0.159 -0.564] 0.574 No significant
TotalX3 (Frequency ) 1,594 6,925 ||<0.001 Influential positive significant

The results of the regression analysis show that two of the three dimensions of social
media communication consistency, namely visual consistency (X1) and upload frequency
(X3), have a positive and significant influence on brand image. awareness (Y). This indicates
that Ignos Studio's MSME audience responds mote to visual aspects and regularity in content
delivery, in line with the characteristics of Instagram users who are highly visual- oriented .

Visual consistency (B = 1.372, p < 0.001) strengthens the findings of Liu et al.'s study. (
2022)), which showed that consistent visual design can increase perceptions of professional-
ism and strengthen brand image on social media platforms. Meanwhile, frequency consistency
(B =1.594, p < 0.001) confirms the importance of regularity in digital communication, in line
with research findings from Hussain et ( 2021 ) stated that high and consistent content fre-
quency can increase engagement and gradually strengthen brand recognition.

In contrast, verbal consistency (B = -0.159, p = 0.574) did not show a significant effect,
which may reflect that the target audience pays less attention to the uniformity of verbal mes-
sages than to the visual aspects and rhythm of interactions. This finding is supported by re-
search from Arora & Sanni (2019), which states that on platforms like Instagram, audiences
respond more quickly to visual elements than to text narratives, especially in the context of
MSME:s that rely on aesthetic uniqueness as a selling point.

The largest Beta coefficient is found in the frequency dimension (8 = 0.538), which
shows that upload frequency is the dominant factor in forming a brand. This implies that
Ignos Studio's content strategy should focus on a consistent and regular publication schedule,

in addition to strengthening visual elements.
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4.5 Coefficient of Determination Test and F Test

The coefficient of determination test was conducted to measure how much all dimen-
sions of social media communication consistency (X1: Visual, X2: Verbal, and X3: Frequency)
contribute together to the brand. awareness (Y).

Table 8. Model summary results table (Model Summary)

Model Summary b
Adjusted R
Model R R Square Square Standard Error of the Estimate
1 .823 a .678 .675 4.00013

a. Predictors: (Constant), Totalx

b. Dependent Variable: TotalY
The R Square value of 0.678 indicates that 67.8% of brand awareness variations can be

explained by variables consistency social media communication , both visually , verbally, and
frequency . The remainder (32.2%) is explained by other variables outside this model , such
as quality product , trust brand , loyalty customers , or content strategy creative .

Findings This reinforced by studies from Algharabat et al. (2020) who stated that con-
sistency communication on social media play role significant in strengthen perception brand
in a way overall, especially among young digital consumers. In addition that, Laksamana et al.
(2021) also emphasized that effectiveness digital communication in integrated greatly influ-

ences brand capabilities in create sustainable awareness.

Table 9. F Test Results (ANOVA)

ANOVA
Sum of
Model Squares df Mean Square F Sig.
1 Regression 3975.467 1 3975.467 248,450 <.001b
Residual  1888.125 118 16,001

Total 5863.592 119

a. Dependent Variable: TotalY

b. Predictors: (Constant), Totalx

The results of the F-test indicate that the regression model formed is statistically signif-
icant (p < 0.001). This means that the three dimensions of communication consistency sim-
ultaneously have a significant influence on brand loyalty. awareness

Calculated F value amounting to 248,450 with significance < 0.001 indicates that the
regression model in a way overall significant in a way statistics . This means that the three
dimensions of communication consistency simultaneously have a significant influence on
brand awareness or in a way simultaneous influential real towards brand awareness, according

to with hypothesis study.
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Table 10. Composite Dimension Regtession Coefficient ( TotalX )

Coefficients®

Standardized
Coefficients

Unstandardized Collinearity

Coefficients Statistics

B Std. Error Beta t Sig. Tolerance VIF

(Constant) 1.170 2.405 .486 .628

Totalx .970 .062 15.762 <.001 1.000 1.000

a. Dependent Variable: TotalY

Y = 1.170 + 0.970X

With a coefficient value of 0.970, it can be interpreted that every one unit increase in the
social media communication consistency score will increase the brand. awareness of 0.970
units. The standardized Beta value of 0.823 indicates a strong and statistically significant level
of influence.

Interpretation This supported by Zhu & Chen (2021) who found that visual consistency
and frequency communication in a way direct increase Power remember brand and recogni-
tion brand recall. Ting & Wong (2022) also revealed that the brand that shows consistency
between digital channels are capable build identity more brands strong , increase involvement
users , and expand range audience on social media .

This interpretation further strengthens the fact that in aggregate, consistency of social
media communication has a major impact on building brand awareness . awatreness ), sup-
ported by an integrative approach across visual, verbal, and frequency dimensions. These
findings support the brand communication model based on consistency across digital chan-
nels as proposed by Keller (2020) and Tafesse & Wien (2018), which states that the cohesion

of communication elements strengthens brand memory in the minds of digital consumers.

5. Comparison

This section aim For compare findings study with studies relevant previous information,
in order to show position contribution study in landscape science latest research This prove
that consistency social media communication , particularly in the visual and frequency dimen-
sions , in particular significant contribute to Increasing brand awareness in Ignos Studio's
MSME:s. Findings This appropriate with theory and research cutting-edge , but at a time show
nuances contextual that distinguishes it from study previously

Table 11. Comparison of Research Findings with State- Of -The-Art

memory brand and in-

crease brand equity.

No ||Researchers Year|[Key Findings Comparison
Consistency digital com- ||Study This support that visual
munication strengthens |jand frequency integration up-
1 ||Tafesse & Wien 2018 B & duency Ttest P

loads capable strengthen

brand recall.
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No ||Researchers Year|[Key Findings Comparison
. . Study This perfect that in con-
Social media engagement )
) o text Ignos Studio, verbal con-
Charoensukmongkol in MSME:s is influenced by]|| . . ) i
2 2021 o _ ||sistency is lacking dominant
& Sasatanun continuity brand communi- .
] o compared to visual and fre-
cation and visualization .
quency .
) Study This show that verbal is
Vetbal incoherence re- o )
) B . . ||not significant , strengthening
3 ||Sahin & Senglin 2021|| duces digital brand credi- ) o
- warning will importance har-
bility .
mony message .
Strengthened in studies this :
Frequency uploads contrib-||frequency is dimensions with
4 ||Ashley & Tuten 2015 ute to brand exposure and ||the highest beta coefficient
engagement. (0.538) on increasing brand
awareness.
Studies This implement 3- di-
Integrated brand commu- ) . ) )
T mensional integration (visual,
nication creates effect syn-
5 ||Keller 2020 o . verbal, frequency ) and as-
ergistic in perception con- . . o
sessing his contribution in a
sumers . o
way quantitative .

Contribution Scientific Study This :

a.

Give measurement quantitative separating contribution of each dimension social me-

dia communication (visual, verbal, frequency ) towards brand awareness in general

specific .

Revealing that verbal consistency is not always significant , giving opportunity explo-

ration more carry on in context segmentation audience and relevance message .

c. Strengthening approach communication brand visual and rhythm based interactions ,

especially For photography MSME sector on social media visual- based like Instagram.

Integrate testing regression partial (per dimension ) and regression composite ( TotalX

), so that give a clearer picture comprehensive and applicable For practice digital mar-

keting for MSMEs.

With Thus , the findings This No only emphasize position theories previously , but also

expand context its application in the realm of local , as well as give base strong empirical for

social media communication strategy development based visual consistency and frequency .
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6. Conclusion

Study This aim For analyze influence consistency social media communication towards

brand awareness at Ignos Studio MSMEs. With use approach quantitative through multiple

linear regression against 120 respondents Instagram users , found that two of three dimen-

sions communication, namely visual consistency and frequency, providing influence positive

and significant on brand awareness. On the other hand , verbal consistency does not show

influence significant in the regression model.

6.1. Summary Key Findings

a.

Validity and reliability instrument study has proven to be very good (Cronbach's Alpha
> 0.9), indicating that the items in questionnaire in a way consistent measure the var-
iable in question .

The visual dimensions (X1) and frequency (X3) have influence significant towards
brand awareness (Y), with mark significance < 0.001 and beta coefficients of 0.435
and 0.538, respectively.

The verbal dimension (X2) does not provide influence significant (p = 0.574), indi-
cating that verbal messages used by Ignos Studio have not been Enough relevant or
cohesive in influencing audience perception .

The multiple regression model has an R? value of 0.678, which means about 67.8%

variation in brand awareness can explained by the variables in this model.

6.2 Synthesis of Findings

This finding supports the hypothesis that consistency social media communication play

a role important in building brand awareness, especially through visual elements and rhythm

communication (frequency uploads). This result consistent with theory visual communication

in digital branding as well strengthen findings previously from Keller (2020), Ashley & Tuten

(2015), and Tafesse & Wien (2018). With Thus , research This give confirmation empirical to

importance visual design and consistency frequency in build awareness brands , in particular

in the context of MSMEs based on visual aesthetics such as photography.

6.3 Implications and Contributions Study

Study This give contribution practical for MSME actors , in particular in manage social

media accounts in a way strategic :

a.

Implications practical : MSMEs such as Ignos Studio is recommended For strengthen
consistency visual elements and pay attention rhythm uploads to build easy brand re-
membered and recognized by digital audiences .

Academic contribution: This research adds perspective local and contextual to digital

branding and social media communication literature in the MSME sector in Indonesia.
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6.4 Limitations and Suggestions for Further Research
Although study This give significant findings , there are a number of necessaty limita-
tions note :
a.  Study only use one social media platform (Instagram), so generalization against other
platforms such as TikTok, Facebook, or YouTube yet can done .
b. Sample study limited to users in Bali with domination aged 18—24 years , so that need
study advanced with more demographics diverse .
c.  Measurement variables only use approach quantitative ; approach qualitative (such as
interview or FGD) can enrich understanding to meaning verbal communication that
is not significant in this model .
Suggestion: Research advanced can dig more in connection between the tone of voice
in verbal messages with perception audience , as well as compare effectiveness cross- platform

in building brand awareness for MSME:s in the digital era.
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