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Abstract. In the rapidly digitizing era, the business world, especially Micro, Small, and Medium
Enterprises (MSMES), undergoes significant changes in marketing strategies. Digital marketing
has become a highly effective tool to enhance visibility and customer attraction. In this context,
visual content plays a crucial role as a primary element in crafting digital campaigns. This
research aims to analyze the role of visual content in enhancing attraction and conversion in
MSMEs' digital marketing. The approach involves an in-depth exploration of literature through
qualitative analysis, intending to achieve a comprehensive understanding of the subject from 2013
to 2023. The study results indicate that in the continually evolving digital marketing landscape,
the role of visual content in supporting MSMEs is crucial. Visual content not only captures
consumer attention but also builds brand identity, enhances engagement on social media,
strengthens storytelling, simplifies product understanding, supports SEO, and ultimately increases
conversion rates. By effectively designing and optimizing visual content, MSMESs can harness its
full potential to grow and succeed in the digital market.
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1. Introduction

In the rapidly evolving era of digitalisation, fundamental changes are taking place in business marketing
strategies, especially among Micro, Small, and Medium Enterprises (MSMES). Digital marketing has emerged
as an effective dominant force to increase visibility and attract customer attention [1]. Amidst this dynamic,
visual content has emerged as an indispensable key element in the design of digital campaigns, playing a central
role in conveying messages and shaping brand image in a stunning manner [2]. As a key cornerstone, MSMESs
can now utilise the leverage of digital marketing and the power of visuals to achieve their marketing goals more
efficiently, delivering an immersive and evocative experience to customers who are increasingly connected and
visual in the digital world [3], [4].

Micro, Small and Medium Enterprises (MSMES), which have consistently been the backbone of economies
in various countries, need to deeply appreciate the crucial role that visual content plays in capturing the attention
of potential customers and triggering sustainable conversions [5]. Despite this, there is still a significant gap in
the in-depth understanding of the optimal potential of using visual content to achieve digital marketing goals,
especially in the typical MSME space. As a key to success, an improved understanding and implementation of a
well-planned visual content strategy can be a key driver to amplify the appeal and marketing effectiveness of
MSMEs, enabling them to compete more efficiently in the ever-evolving digital marketplace [6]. By fully
understanding the power of visual content, MSMESs can unlock new opportunities, initiate creative innovations,
and build stronger connections with potential customers in this ever-changing digital era [7]-[9].

The whole essence of the role of visual content goes beyond aesthetic beauty, but also involves its
remarkable ability to convey messages quickly and effectively [10]. Sensitisation to this dynamic became the
foundation for a study that aimed to explore in greater depth the analyses related to the role of visual content in
stimulating increased traction and conversion in the increasingly crucial area of digital marketing [11]. The main
focus of this research is on identifying the most effective visual content strategies, particularly in the context of
Micro, Small and Medium Enterprises (MSMES), with the aim of providing a more holistic and in-depth view of
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how the utilisation of visual content can be optimised to bring about a positive impact on attraction and
conversion rates in the rapidly evolving digital marketing era.

Through an in-depth understanding of the impact of visual content, Micro, Small and Medium Enterprises
(MSMEs) have the opportunity to optimise their resource utilisation and design marketing campaigns that are
not only more effective but also more targeted [12]. This research creates a scientific window of opportunity for
MSMEs to deepen their insights into visual content strategies. By incorporating the new perspectives and
findings obtained from this research, the digital marketing literature can be enriched with richer insights and
practical solutions regarding the effectiveness of visual content strategies, especially in the context of MSME
dynamics. Thus, this research not only provides direct benefits to MSMEs, but also makes a positive
contribution to the development of knowledge in the digital marketing domain as a whole.

With the rapid growth of e-commerce and the widespread adoption of digital technology among consumers,
this research is not only a source of valuable insights for Micro, Small and Medium Enterprises (MSMES) to
stay relevant, but also provides essential tools for them to compete in an increasingly dynamic and competitive
market landscape. In this context, an in-depth analysis of the role of visual content in increasing traction and
conversion in the digital marketing space is key. The success of MSMEs in understanding and implementing
effective visual content strategies can make a major contribution in supporting the growth and sustainability of
their businesses in the evolving digital era. Thus, this research not only provides practical insights but also has
significant relevance in the context of supporting the transformation of MSMESs towards success in the digital
world.

1.1 Visual Content

Visual content refers to the graphic elements and images used in various forms of communication,
especially in the contexts of marketing and branding [13]. It encompasses all visual forms such as images,
graphics, infographics, and videos designed to convey messages or information in a visually appealing way. In
the digital era and online marketing, visual content is crucial for capturing the audience's attention due to its
ability to communicate quickly and effectively. By using visual elements like color, shape, and design, visual
content can evoke emotions, convey brand values, and facilitate the understanding of complex information [14].
Therefore, visual content not only serves as a complement to text but also functions as a strategic element that
can enhance the attractiveness and engagement in marketing and business communication efforts [15], [16].
Focusing on the visual aspect, visual content opens opportunities to convey messages in a more creative and
captivating manner, playing a key role in designing successful marketing campaigns in this digital age.

1.2 Attraction and Conversion

Attraction, in the marketing context, refers to the ability of a campaign or product to draw attention and
interest from the target audience [17]. This attraction is often related to how well a message or offer can stand
out amid the competing information vying for consumer attention. Attraction can be measured through the
levels of attention, interaction, and positive responses from the audience towards a marketing campaign [18]. On
the other hand, conversion refers to the steps or actions taken by consumers after exposure to a marketing
message. This could include product purchases, form submissions, newsletter subscriptions, or other actions
desired by marketers. Conversion is an indicator of the success of a campaign, measuring the extent to which the
campaign can turn initial interest into actual actions. In the context of digital marketing, attraction and
conversion become crucial parameters in assessing the effectiveness of a campaign. Visual content that
enhances attraction can open opportunities to increase conversion rates, as consumers are more likely to engage
and respond positively to desired actions by marketers [19]. Therefore, understanding the relationship between
attraction and conversion is key in designing effective marketing strategies and optimizing campaign outcomes.

1.3 Business

Digital marketing is a form of marketing that utilizes digital platforms and channels to convey marketing
messages to the target audience. In an era dominated by information technology and the internet, digital
marketing has become an integral element of modern business marketing strategies [20]. It involves the use of
various tools and techniques, including social media, search engines, email, online content, and various forms of
digital advertising [21]-[23]. One of the main advantages of digital marketing is its ability to provide in-depth
analytical data, allowing marketers to measure campaign performance more accurately and in detail. By using
this data, marketers can optimize their campaigns, tailor messages to a more precise audience, and increase
conversions. Digital marketing not only provides greater visibility but also enables more direct and personal
interactions with consumers, creating stronger and sustainable relationships between businesses and customers
in the continually evolving digital environment [24].
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1.4 MSMEs (Micro, Small, and Medium Enterprises)

MSMEs are abbreviations for Micro, Small, and Medium Enterprises, referring to business sectors with
small to medium scales [25]. Micro-enterprises usually have few employees and capital, often run by their
owners, while small and medium enterprises have larger scales but are still much smaller than large corporations
[26]. MSMEs play a crucial role in the global economy as they create jobs, drive local economic growth, and
contribute to business innovation [27]. The existence of MSMEs often reflects economic diversity and
community well-being [28]. In the context of marketing and digitalization, MSMEs often face challenges in
competing with large corporations. Therefore, understanding and implementing digital marketing strategies,
including the use of visual content, can be key to enhancing attraction, visibility, and the success of MSMEs in
an increasingly digitally connected market.

2. Method

In this investigation, we employ a qualitative literature review methodology to acquire a comprehensive
insight into the influence of visual content on enhancing attraction and conversion in digital marketing for
MSMEs spanning the period from 2013 to 2023. The primary aim of this approach is to locate, assess, and
incorporate pertinent scholarly works disseminated across diverse academic journals, conference papers, and
reputable sources available through Google Scholar. The research process involves distinct phases. Initially, the
researcher delineates a specific and relevant research topic, establishing a thorough understanding of the
background and research objectives. Subsequently, explicit and precise search criteria are defined to direct the
literature exploration using Google Scholar, encompassing the timeframe from 2013 to 2023. Upon acquiring
search results, the researcher engages in a literature selection process, scrutinizing the abstracts and summaries
of each identified article or source. Any literature lacking relevance or not meeting the research criteria is
excluded from the analysis. The selected literature undergoes a meticulous examination, with a focus on
discerning significant discoveries, concepts, theories, and trends inherent in the literature. A qualitative
approach is applied to attain a comprehensive grasp of the research subject. The outcomes of the literature
review are then synthesized and expounded upon by the researcher to construct a comprehensive understanding
of the research topic. Additionally, these findings are organized into a detailed research report with a structured
and cohesive format, encompassing key discoveries, analyses, and profound interpretations. The research
culminates by formulating succinct conclusions summarizing the central findings and implications of the
literature review concerning the research subject. This methodology enables researchers to gain an extensive and
profound understanding of the research topic without the necessity for primary data collection. By leveraging
existing literature, this research holds the potential to make significant contributions to the advancement of
theories, problem-solving, or decision-making across various scientific domains, particularly within the context
of the role of visual content in augmenting attraction and conversion in digital marketing for MSMEs.

3. Result and Discussion

Amidst the constant advancements in the digital era, the importance of visual content is increasingly being
highlighted in online marketing strategies, especially for Micro, Small and Medium Enterprises (MSMES).
Visual content not only provides a tantalising visual experience, but also has tremendous capabilities in
increasing attraction and conversion for MSMEs. To understand more, let's explore how visual content is a key
element in boosting the digital marketing performance of MSMEs, serving as a catalytic element that not only
builds a strong brand identity but also provides the competitiveness needed in the ever-changing and
competitive digital marketplace. By detailing the role and impact of visual content, MSMEs can design more
holistic and measurable marketing strategies, opening up opportunities to achieve greater visibility and
strengthen connectivity with an increasingly discerning digital audience. Thus, through an emphasis on visual
content excellence, MSMEs can chart a path to sustainable success in this dynamic world of digital marketing.

A. Understanding Modern Consumer Trends:
In an era where consumers are increasingly focused on visual experiences, the role of visual content is more
crucial than ever in capturing and retaining their attention. Micro, Small and Medium Enterprises (MSMES)

need to have a deep understanding of this trend and be able to adapt quickly, presenting visual content that is not
only relevant but also able to captivate and inspire audiences. Engaging consumers through high-quality photos,
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engaging graphics, and informative videos goes beyond providing information to creating a more immersive and
convincing experience [29]. MSMEs can therefore embrace the power of visual content as a key tool to build
emotional bonds with consumers, create strong brand narratives, and bring significant added value in an
increasingly visual and dynamic marketing environment. By infusing compelling visual content, MSMEs can
gain a sustainable competitive advantage in this ever-evolving marketplace.

B. Delivering Brand Identity:

Visual content is emerging as an indispensable element in the efforts of Micro, Small and Medium
Enterprises (MSMES) to convey their brand identity more sharply and convincingly. More than just presenting
information, visual content allows for the integration of key elements such as logos, colours and other designs
into the visual narrative, creating a cohesive and deep-rooted visual impression in consumers' minds [30]. When
these design elements are applied consistently through various visual content, MSMEs can build strong brand
awareness, create an emotional bond with consumers, and differentiate themselves in a crowded market.
Furthermore, consumers' ability to quickly identify brands through visual content creates greater potential for
long-term relationships, with significant opportunities to convert consumers into loyal customers. Therefore,
harnessing the power of visual content is not only a marketing strategy, but also an investment in building a
solid and sustainable brand foundation.

C. Increase Engagement on Social Media:

Social media has become a key platform for Micro, Small and Medium Enterprises (MSMES) to build and
expand interactions with their audiences. In this realm, visual content, including images and videos, occupy a
central role and dominate social media feeds, shaping a more dynamic and immersive narrative. The potential
for user engagement through visual content is immense, with the ability to capture attention, gain likes, and
trigger interaction in the form of comments [31]. Furthermore, through designing visual content that is not only
engaging but also triggers emotional resonance, MSMES can create a more substantial sharing experience with
their audience. This strategy not only provides benefits in the form of direct interaction but also opens up
opportunities for content to go viral, making MSMEs the centre of attention and conversation in the social
media sphere. Thus, harnessing the power of visual content on social media is a strategic move that can raise the
profile and appeal of MSMEs in a dynamic digital ecosystem.

D. Stronger Storytelling:

The utilisation of visual content gives Micro, Small and Medium Enterprises (MSMES) the opportunity to
tell their brand story with tremendous power. More than just a visual representation, an image or video has the
capacity to convey messages that are difficult to articulate with words alone. By designing immersive and
meaningful visual narratives, MSMEs can create stronger relationships with consumers through the
establishment of emotional connections [32]. The ability to provoke emotional responses from audiences
through visual content not only creates trust, but also enables MSMEs to build substantial long-term
relationships [33]. Therefore, a visual content strategy is not just about attracting temporary attention, but rather
a strategic investment in building a long-lasting communication foundation, defining brand identity, and
cementing MSMES' position in the minds of consumers. By tapping into the emotional dimension through visual
content, MSMEs can lead audiences to an immersive experience and build a solid foundation for long-term
growth.

E. Simplify the Product Understanding Process:

Visual content is not just a supporting element; it is an integral cornerstone in facilitating consumer
understanding of the products or services offered by Micro, Small and Medium Enterprises (MSMEs). By
presenting clear product photos and demonstration videos, MSMEs can provide a more holistic and convincing
picture than written descriptions alone [34]. This capability not only leads to increased consumer confidence in
the product or service, but also has tremendous potential to accelerate the purchase decision-making process.
Visual content provides an additional dimension that allows consumers to see and feel the product or service
more directly, overcoming communication barriers that may arise from text descriptions [19]. Thus, the strategy
of utilising visual content is not only a supporting tool, but also a key to success in providing consumers with an
immersive experience, building trust, and driving the buying process more efficiently. In line with technological
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developments, MSMEs that are able to harness the power of visual content can open up opportunities to solidify
their position in the market and inspire continued trust from consumers.

F. SEO Optimisation:

The role of visual content is not just limited to the user experience aspect; instead, it also has a significant
impact in search engine optimisation (SEO) strategies for Micro, Small and Medium Enterprises (MSMEs).
When images and videos are carefully optimised, they are capable of increasing the online visibility of MSMEs
in the digital realm. The utilisation of the right image tags, relevant descriptions, and selection of appropriate
formats are key in ensuring that MSME visual content can rank higher in search engine results [35]. By utilising
SEO practices that focus on visual content, MSMES can present themselves more strongly in the digital
marketplace, increase brand exposure, and reach a wider audience through a more strategic position in online
search results. Therefore, engaging visual content is not just for aesthetic purposes, but also as a strategic
element in increasing discoverability and online attraction, which is key to the growth and sustainability of
MSMEs in this ever-changing digital ecosystem.

G. Increase Conversion:

Ultimately, it is understood that the contribution of visual content is not only limited to the aspect of
providing information, but also directly affects the increase in conversion rates. Research findings show that
visual content can increase information retention by up to 65%, creating greater conversion opportunities [36].
Attractive product images and video testimonials, for example, not only present information, but also have
significant persuasive power [37]. Through attractive visual presentations, such content can convince consumers
to take action, either in the form of purchasing products or using services offered by Micro, Small and Medium
Enterprises (MSMEs). By harnessing the communicative power of visual content, MSMEs can guide the
conversion process more effectively, create deeper interactions, and strengthen customer engagement which
ultimately leads to business growth and sustainability in this digital era [38], [39].

In conclusion, it cannot be ignored that the role of visual content in enhancing attraction and conversion in
the digital marketing realm of Micro, Small and Medium Enterprises (MSMES) holds a very significant position.
The ability of visual content to convey messages with tremendous power of expression is not only the driving
element of visual appeal, but also the key to success in effectively guiding the conversion process. With a deep
understanding of the power of visuals, MSMEs can wisely integrate visual content into their marketing
strategies, form a cohesive brand identity, and provide an engaging experience for consumers. This process, in
addition to building a strong brand, also creates opportunities to interact more closely with consumers, build
sustainable engagement, and ultimately, improve MSME business outcomes in this competitive and dynamic
digital world. Therefore, exploring the potential of visual content and applying it wisely can be the key to
success for MSMEs to achieve a sustainable existence in the digital marketing era.

4. Conclusion

In the ever-evolving era of digital marketing, the role played by visual content in supporting Micro, Small,
and Medium Enterprises (MSMESs) cannot be underestimated. Beyond merely attracting consumer attention,
visual content serves as a cornerstone in building a strong brand identity, enhancing engagement through social
media, reinforcing brand narratives, and simplifying consumer understanding of the products or services
offered. Furthermore, the role of visual content also encompasses supporting search engine optimization (SEO)
efforts, ensuring that content is easily discoverable by the target audience. Ultimately, the greatest impact that
visual content can yield lies in its ability to enhance conversion rates. By effectively designing and optimizing
visual content, MSMESs can harness the full potential of visual appeal to drive growth and achieve sustainable
success in this increasingly competitive digital landscape.

To enhance the success of MSMEs in digital marketing, it is recommended that they focus on investing in
high-quality visual content. This includes using professional images and videos to create a positive impression
and differentiate the brand from competitors. Additionally, MSMEs need to stay up-to-date with current trends
in digital marketing and visual content, demonstrating creativity and consistency in their content presentation.
Actively leverage social media platforms, such as Instagram and Pinterest, to reach the target market and
increase engagement. Adopt performance analytics to monitor campaign results and ensure that marketing
strategies are continuously adjusted to achieve optimal outcomes. Actively engage with consumers by
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responding to comments and feedback on social media, and include visual content such as product education
and customer testimonials to build trust. By implementing these recommendations, MSMEs can strengthen their
digital presence, enhance consumer interactions, and achieve higher conversion rates through the effective use
of visual content.
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