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ABSTRACT

This study aims to analyze the effectiveness of digital marketing through Instagram
using the AIDA (Attention, Interest, Desire, Action) model in increasing brand
awareness of Andini Cake, a micro-enterprise in Jember. The research method used
IS quantitative descriptive, with data collected through questionnaires, interviews,
and observations. The sample consisted of 97 respondents who were customers of
Andini Cake, determined using the Slovin formula. The results show that the
implementation of the AIDA model through Instagram content is able to attract
attention, generate interest, create desire, and encourage purchasing actions. The
majority of respondents are dominated by female and young consumers, indicating
that this segment is more responsive to visual-based digital marketing. Overall, the
digital marketing strategy applied is considered effective in increasing brand
awareness. However, there are still obstacles such as limited content management
and promotional consistency. Therefore, a more structured and sustainable digital
marketing strategy is needed to improve business competitiveness.
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