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ABSTRACT 
 

This study aims to understand and to analyze, as well as to structure strategic 
planning of social media marketing based in visual communication for online 
clothing brand “Dreamcatcher”. The study is descriptive qualitative and uses 
purposive sampling to collect the data. In order to collect data, 3 interviewees 
were interviewed, namely the owner of online clothing brand, the professional in 
visual communication, and social media user. Results showed that social media 
marketing is very important to introduce the existence of online clothing brand. 
Nowadays, social media marketing is closely related to visual communication 
approach. Instagram is one of the good prospect to target audiences. To display 
excellent and attractive contents, it is very important to consider aesthetic and 
message aspect, as they are linked to one another. 
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Introduction 

The development of digital era affected people's lifestyle, and competition in business sector. 
People’s lifestyle becomes oriented to sophistication and practicality, which leads to the selection of 
online purchases. This potential is an open opportunity for various business sectors to explore online 
markets, including the clothing business. Online clothing brand business is becoming more and more 
numerous and the competition is becoming increasingly fierce. Dreamcatcher is a start-up business in 
the field of online clothing brands which began in the final quarter of 2018, with the brand concept 
"Sweet & Youthful". Dreamcatcher’s target market is for women aged 18-25 years, with a feminine 
design style, simple cutting patterns, and conveying the impression of being youthful. As a start-up 
business, Dreamcatcher needs to do strategic planning to participate in competition and maintain 
business sustainability. 

Strategic planning, according to Pemberton (2002) in Sosiawani et al. (2015) centered on 
regulating the long-term goals of an organization, the development and implementation of plans 
designed to achieve these goals. Social media is no longer just an ordinary communication media, but 
also an effective marketing tool for individuals, business start-ups, online businesses, small 
organizations, or large companies (Sajid, 2016). Based on the results of a survey conducted by the 
Marketing Charts (2018) social media marketing ranked first as the most effective digital marketing 
media by marketers from around the world. Social media marketing strategy in its development leads 
to a shift towards visual communication. The importance of visual perception in marketing strategies 
has been recognized (Zailskaite et al., 2017). 

One of the problems experienced by most brand start-ups including Dreamcatcher is a limitation 
in terms of marketing. Sitepu (2017) states that right marketing will increase start- up business success. 
Wijatno (2009) in Sitepu (2017) also defines marketing as a determinant of the success of a business, 
so that without marketing, a business will not win the competition. Social media marketing is a 
marketing tool that is considered the most effective on online start-up businesses. Therefore, based on 
the background of the problem described, This study aims to understand and to analyze, as well as to 
structure strategic planning of social media marketing based in visual communication for online clothing 
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