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Abstract
Instagram, with more than 1 billion active users is becoming one of the eminent marketing platform that is being 
used by micro businesses to share andpromote their services and products. This paper aims at studying the vital
role that Instagram as a social media marketing (SMM) advertising tool is contributing towards the increasing 
number of micro business units in India.A qualitative study comprising of six profiles from Instagram have
been selected as a part of purposivesampling in order to find the best information which is followed by
their success stories.Micro Businesses which are actively engaged on Instagram eitherby sharing stories, 
feeds or posting customer’sopinion were able to increase sales, followers leading to higher amounts of 
profit and that too at ease.This study is anarrative attempt to look into thesuccess stories of micro business 
units from various segments in India.
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Introduction
As of October 2020, 4.14 billion people across globe are on social media (DATAREPORTAL, 2020) of which 1 
billion are active on Instagram . Social media are those computer-mediated platforms that promotes exchange of 
information, ideas, career interests, development and sharing through virtual communities and networks.Social 
media platforms provides the trending news and hot discussion topics and at times they also act as a core 
product search channel. In order to obtain information, reviews and feedbacks consumers more often opt for 
different social media platforms as they accept them to be a more trustworthy source of facts than any corporate 
funded communication carried through traditional advertising campaigns (Khan, 2018). Various social media 
platforms are being used to promote and encourage customer brand relationships (Cao et al., 2018).The usage of 
SMM has offered a rise in ROI (Achen, 2019).  In India, Activities undertaken by micro business are covered 
under the spectrum of Micro, Small and Medium Enterprises Act (MSMEs) (Mor & Madan, 2019). Small 
Business are more likely to capitalize the social media’s risk-reward relationship into monetary terms (Bajpai et 
al., 2012). Micro businesses are the one where investment does not exceed INR One Cr. and turnover by INR 
Five Cr. (Ministry of Micro, Small & Medium Enterprises, 2020). This paper studies the importance of 
Instagram being used as anadvertising tool by micro entrepreneurs through their success stories. First part of the 
paper covers the literature review on predominant usage of Instagram for promoting business, which is then 
followed by success stories of micro business units from various segments, taken under account as per purposive 
sampling. Thereon, the paper covers the merits being offered by the usage of Instagram and lastly, the study is 
concluded with managerial implications and scope for the future research.
Literature Review
Social Media Marketing
Social Media Marketing (SMM) is defined as a digital platform utilizing Web 2.0 technical vital stats with the 
most promising features of sharing and exchanging of user generated content (Kaplan & Haenlein, 2010).  
Social media sites are a distinctive medium of engagement for companies to promote their goods and build 
consumer relationships (Cao et al., 2018). Digital media is pre-dominantly being used as a marketing platform 
(Kapoor et al., 2018). Popularity of online media has theoretically increased two-way contact and dialogue 
opportunities, which are highly recommended as an important aspect in PR for quality and best practices 
(Macnamara et al., 2016). Social media facilitates socializing and online word-of-mouth communications for the 
purpose of introducing new products, and can therefore increase the scope and enhance the dissemination of 
new product information (Baum et al., 2019). Youth, today is opting for social media to search constructive 
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reviews about any product (Bashar et al., 2012). Of which, Instagram has been rated as the most convenient and 
productive application for promotion (Latiff & Safiee, 2015). 
Instagram as a sales promotion tool
For entrepreneurs, social media has turned out to be a convenient platform to meet potential buyers and inform 
them about their products and offerings. They also offer a constructive forum for them to market their products 
and services, promote and distribute them. Several studies(Ainin et al., 2015; Belanche et al., 2019a, 2019b; 
Carlson et al., 2018; Khan, 2018; Kim et al., 2017; Kudeshia & Mittal, 2015; Suciati, 2018) have addressed the 
usefulness of social media as corporate communication platform.
SMMacts as an effective tool because of its wide reach to market segment without incurring huge cost(Bashar & 
Ahmad, 2005). Amongst the various social media sites Instagram is considered to be the most powerful tool to 
reach consumers (Miles, 2013). Instagram tends to be suitable for the combination of informative and 
entertainment appeals (Dwivedi et al., 2020; Kusumasondjaja, 2018). Many homegrown business are opting for 
Instagram in order to attract and retain more followers, which is resulting in customer loyality(Tuten & Mintu-
Wimsatt, 2018). Instagram stories develops positive outlook toward ads and also increases apparent 
insensitivity, in comparison to Facebook (Belanche et al., 2019b).
Thanks to its improved photo-editing capabilities, Instagram recently become very popular, enabling users to 
capture, edit and upload images effortlessly (Sheldon & Newman, 2019).As per STATISTA 2020, Instagram 
has been reported as most popular picture sharing networks(Clement, 2020). It attracts more viewers because 
people find images more attractive than text (Suciati, 2018).Instagram provides easy access to discover media 
with similar content created by other users and allows any sharing to be easily identified on the media platform 
(Kim et al., 2017).Instagram facilitates dialogues between users wherein customers can make inquiries before 
making final purchase order which not only enables business owners to understand the customers point of view 
but also to learn areas of improvement (Apiraksattayakul et al., 2017). 
Instagram empowers ladies to remain truly near their families while maintaining their organizations, accordingly 
permitting them to keep up the respectability of their families. Also, there is no botheration of start-up expenses, 
as the application is complimentary (H, 2018).
Methodology
Purposive or judgmental sampling(Byrne, 2001) meeting the practical criteria, such as easy accessibility, 
geographical proximity, availability, and the affirmation to be a part of the study are undertaken for the 
perseverance of the study(Etikan, 2016).A purposive sampling implies that the study is a qualitative study 
(Lewis, 2015). Fiveprofiles are selected as they meet all the inclusive criteria (Acharya et al., 2013) for the study 
likewise only those profiles which do not have any offline outlets and are using Instagram primarily as a selling 
platform are taken into account for the study.A smaller sample size is justified when the population is 
homogeneous (Angelsen, 2012) in context to life experiences (Etikan, 2016). Following narration is available on 
the basis of the posts and stories that are being shared on Instagram. 
Achievement stories
This segment presents the story of people who begun and are runningonline stores through Instagram without 
any offline store.
Starting with the husband and wife who owns one of the finest online store on Instagram with 22.6K followers. 
@booksnbeyond, a premium literary online gift shop who make bookish literary gifts. The wife 
PapiyaBanaerjee, has expressed in her stories that the Instagram permits clients to know her actually just as to 
understand what she is doing, while at the same time utilizing the highlights of Instagram, for example, posting 
photographs and recordings permits her to share her work in advancement just as the completed item. This 
encourages like-minded people to collaborate with her and feel that they are important for her work and tasks. 
What begin with just one box in January 2017 has made its place not only in India but outside too.
Another moving stories is regarding the business utilization by Insta app is of a young lady where she began her 
page by adding photographs and recordings of the everyday lifeexperiences. After surpassing the 1,000followers 
mark, she began to consider utilizing her fan base as clients and endeavor the stage by promoting corrective 
items, note pads and different items, utilizing her name as a logo. She cites "Instagram made it simpler for her to 
become acquainted with individuals and to make her a youthful financial specialist". Instagram has offered her 
permits to take choices and go on with her business subsequent to accepting constructive input from her 
admirers.She also stated that becoming a digital creator at this early age of22 years could not be imagined 
without Instagram.
Another online store on Instagram, called @himanshi.r6915, sells custom made handmadeAyurveda beauty 
products who began the business on Instagram by just one follower and today the number is in thousands. She 
posts videos, stories on how the product has been made, the ingredients used and also the before and after 
comparison of using the product. With real people as models to pose for she has gained trust of people around 
her. Having picked up numerous followers and arriving at the objective of getting notable in the Indian market, 
she chose to begin delivering locally as well as around the world. She expresses that Instagram is a useful tool
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that has empowered not only her but other young ladies to telecommute and dodge undesirable limitations. What 
begun just as a diploma course is now rendering her enough to cover the costs.
Another profile, based in East Delhi, runs India’s first ever stationery subscription. A service by a female 
entrepreneur who designs and assembles stationery items, including postcards, notepads, boxes, and related 
props on a particular theme as chosen by her. She ships her products not only in India but throughout world. The 
Instagram shop rendered her the chance to earn profit out of her creative ideas and to make a good amount 
ofregularproceeds. She further added that running such a business on Instagram has made it easy not only to 
avoid bad debts but also to make a good amount of earning.
A house manager in her late forties, mother of two kids, runs the online baking shop

@cake_bakes_sriganganagar, indulged in planning and preparing cakes for all the occasions. Whatever the 
occasion is, she is ready with the idea. She prepares and adorns her cakes in an extremely imaginative manner 
that has permitted her to rival significant well established business bakers in her area. Launching an online store 
on Instagram has assisted her with avoiding the high cost of claiming an actual store and incurring fixed 
operating charges. She believes that Instagram has allowed her a chance to introduce her work to neighborhood 
clients withtagging trending hashtags and showcasing her best.Clients need to order in prior and pay before
taking the orders. She further mentions that administrating her own virtual store is especially helpful, whenever 
she wants to work and that too without going out. She holds all the discretion to choose what, when and how to 
share.
Major findings 
Adhering to the stories detailed in the earlier segment, major explanations to utilize Instagram as a marketing 
promotion stage is that the app is complimentary and also consumeslesser time without any exertion. 
Additionallyit is the intensity of the application to arrive at neighborhood clients as well as a worldwide market. 
One of the fundamental rationale behind usage of Instagram is the capacity that it offers business owners to 
maintain the organizations from their own convenient place, that encourages them to adjust their own and 
business lives. 
Majority amongst the Instagram-based organizations accepts that the app has assisted them with communicating 
with the followers, each one of which is viewed as a prospective clients. Interfacing with the followersvia 
comments and trending highlights has assisted business profiles with recognizing clients' necessities and an
attempt to satisfy them. 
Every one of these explanationsincreases the utilization of ‘Instagram as a marketing plateau’, which 
consequently assists with making further open positions amongst Indian sellers. 
Conclusion
This paper has examined a portion of the elements that pull in Instagram as a marketing platform. Being a no 
cost platform and convenience of use dominated to be the most often referred drives behind utilizing such a 
platform. Arriving at more clients and connecting with them likewise drives money managers to claim online 
stores and run them through Instagram. Instagram marketing has allowed frequent low-cost, personalized 
contact to formassociations with clients and prospective, showcasing a stepawayand ahead from traditional 
marketing platforms.
Implications of study
This research work is an attempt to bring in light the current situation of micro business units in India via their 
success stories. Instagram as a game changer has not only empowered entrepreneurs but also is making them 
self-reliant at a comfort level right from their homes. Managers can use Instagram in an effective, efficient and 
smart manner so as to reach large number of people. Using trending hashtags (#) and not locking their profiles 
are the plus points to gain followers reach. There is no denying the fact that Instagram when used purposefully 
in a planned way by micro businesses can give them a large, diversified and vivid customer base. Therefore, it is 
highly advisable to plan and proceed with the Instagram marketing for a much higher reach.
Limitations and Future Research
The primary limitation of the study is the absence of empirical information that could assist with deciding the 
fundamental explanations behind running an effective online store through Instagram. To overcome the 
restriction, a proposal for the future research is to lead an inside and out examination of both subjective and 
quantitative information to decide the empowering elements and obstacles influencing the utilization of 
Instagram-based organizations.The limitations of the collected data make it challenging to make generalities
across various localities and corporations.
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