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digital marketing to support MSME growth.

Keyword Practical Application: Digital marketing on e-commerce

platforms can help MSMEs expand their market and income.
Proper mentoring and access to relevant training are

Digital Marketing;
g g essential for improving digital literacy and competitiveness.
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Conclusion: Effective support enables MSMEs to manage

How to cite finances and online marketing, promoting sustainable
business development.
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Introduction

Micro, Small, and Medium Enterprises (MSMES) play an important role in driving the
Indonesian economy in the era of Industrial Revolution 4.0, which is also gradually moving
towards Society 5.0. However, MSMEs in Indonesia still face various obstacles, one of which
is the lack of access to markets and the lack of skills in utilizing digital technology to expand
markets and increase income (Hanim et al., 2021). Along with the development of the digital
era, the utilization of digital technology and e-commerce can be a solution for MSMEs in
improving competitiveness and expanding markets. However, many MSMEs still do not utilize
digital technology properly and effectively, including in terms of utilizing digital marketing on
e-commerce platforms (Anugrah, 2020; Wibowo & Darsono, 2022). Therefore, research on
MSME assistance through the use of digital marketing on e-commerce platforms needs to be
carried out in order to help improve the competitiveness of MSMESs in the e-commerce market.

MSMEs play an important role in the Indonesian economy with their contribution to
economic growth, job creation, and poverty alleviation (Bhegawati et al., 2022). However,
MSMEs in Indonesia still face various obstacles, including lack of access to markets and lack
of skills in utilizing digital technology to expand markets and increase income. In the growing
digital era, utilizing digital technology and e-commerce can be one of the solutions to help
MSMEs expand their markets and increase their income (Irawati & Prasetyo, 2021; Yuwita et
al., 2022). However, many MSMEs still do not utilize digital technology properly and effectively.
One aspect that needs attention is the use of digital marketing on the e-commerce platform.

This can help MSMEs understand and implement digital marketing strategies properly
and effectively, so that they can help increase the visibility and sales of MSME products in the
growing digital market and have MSME competitiveness in the e-commerce market. According
to (Naimah et al., 2020), traditional and conventional marketing communication techniques
are now merging with the digital realm. As of January 2022, 48% of internet users Online
shopping is done by 46% of Indonesians, who also visit 41% of online retailers, 34% of whom
use laptops, and 33% of whom use mobile devices: Facebook (48%) and YouTube (49%).
According to (Sulaksono, 2020), these are the two most popular social media in Indonesia as
of January 2017. Instagram (39%), Twitter (38%), Whatsapp (38%), and Google (36%) are in
the following places. Facebook Messenger, Line, Linkedin, BBM, Pinterest, and WeChat
occupy the remaining space. According to (Awali, 2020), Marketing Specialist Yuswohady,
MSME players must be able to utilize the advantages of digital technology to the fullest.

According to (Khairunnisa et al., 2022): it stated that MSMEs (Micro, Small and
Medium Enterprises) have these characteristics. Low education levels of human resources,
(5) MSME actors usually need access to banking, while some have it through non-banking
competitors; (6) usually, they need a business license or legality. According to current fashion,
there are three different categories of MSMEs: (1) agribusiness, (2) fashion business, and (3)
culinary business. According to the circumstance analysis, there are several problems that
people face, namely: 1. Lack of expertise in digital marketing, which MSME players must have
to engage customers 2. To boost product sales on a larger scale, MSME players must improve
their skills and expertise in entrepreneurial management and marketing management. There
are several potential solutions based on these issues, including: 1. Offering instruction on
using Google My Business for digital marketing in the era of e-commerce and social media. 2.
Educating and mentoring MSME representatives on marketing management and
entrepreneurship. The targets to be achieved in this community service are: Knowing and
knowing about the features of Google My Business and the business of MSME players is
increasing. The outcomes expected through this community service activity are: Creating a
google my business account that can be used for promotional media by MSME actors,
scientific articles published in national journals, and activity reports.

Several previous studies on MSME assistance through the use of digital marketing on
e-commerce platforms: Research by (Nekoto et al., 2020) in Nigeria showed that MSME
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assistance in utilizing digital marketing on e-commerce platforms can help increase sales and
reduce promotional costs. The results showed that MSMES that received assistance were able
to increase average sales by 36.9% and reduce promotional costs by 15.2%. Research by
(Kusuma et al., 2022) in Indonesia shows that MSME assistance in utilizing digital marketing
on e-commerce platforms can help increase sales and strengthen MSME competitiveness.
The results showed that MSMES that received assistance were able to increase average sales
by 42.5% and increase the number of customers by 34.7%. Research by (Alamsyah & Hasan,
2022) in Indonesia shows that MSME assistance in utilizing digital marketing on e-commerce
platforms can help improve product quality and increase customer loyalty. The results showed
that MSMEs that received assistance were able to improve product quality on average by
36.2% and increase customer loyalty by 32.6%. From some of these previous studies, it can
be concluded that MSME assistance in utilizing digital marketing on e-commerce platforms
can help increase sales, strengthen competitiveness, improve product quality, and increase
customer loyalty. Therefore, it is necessary to have the right support and assistance to help
MSMEs utilize digital technology and strengthen their competitiveness in the e-commerce
market.

The purpose of this service research on MSME assistance through the utilization of
digital marketing on e-commerce platforms is to help MSMEs understand and implement
digital marketing strategies properly and effectively so as to increase the visibility and sales of
MSME products in the growing digital market. More specifically, the objectives of this research
are: Provide training and assistance for MSMEs in developing digital marketing strategies on
e-commerce platforms. Improve MSMES' understanding of the utilization of digital technology
and ecommerce to expand markets and increase income. Improve the skills of MSMEs in
utilizing various digital marketing features and tools on e-commerce platforms. Increase the
visibility of MSME products in the digital market and increase sales of MSME products. By
achieving these objectives, it is hoped that this research can help improve the competitiveness
of MSMEs in the e-commerce market and ultimately help increase economic growth through
the MSME sector in Indonesia.

The implementation of online digital marketing training is based on the following
concepts. The importance of online or digital marketing management for batik MSMEs aims,
among others, to expand market share, and the effectiveness of marketing methods. The
marketing 4.0 approach is to combine online and offline interactions between businesses and
customers, combine style with substance in building brands, and finally complement machine-
machine connectivity with a human-to-human touch to strengthen customer engagement.
Marketing 4.0 helps marketers transition to the digital economy, which redefines key concepts
of marketing. Traditional marketing and digital marketing are meant to be combined with the
aim of gaining customer advocacy (Kotler, 2019). In MSME businesses, there are several
internal obstacles to entering the global market, including human resources, products,
technology, information, networking and marketing. The external challenges are language,
culture, competitiveness, fraud, changing times, financial risks, and economic conditions
(Dhewanto, 2018). Based on what has been explained, the research in this service conducts
online and offline marketing training for MSME players so that they can carry out wider
marketing and are even ready to go global with the use of technology and information systems
that are already available.

Based on this description, online marketing is currently a necessity for business actors,
including micro, small and medium enterprises. By doing online marketing, it is hoped that it
can expand the market, so that it will increase business profits for improving partner welfare.
With an increase in welfare for batik MSME players in Slampar Village, Proppo District,
Pamekasan Regency, it will be able to improve the quality of human resources as business
actors. Business results can be maximized by combining online and offline marketing.
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Method

Community service was carried out in Klampar Village, Proppo District, Pamekasan
Regency. The target is to improve the quality of human resources through the implementation
of training for batik MSME players, so that they are able to make simple bookkeeping and
increase product markets through online or digital marketing. The next target is to increase
cooperation with universities through the implementation of community service programs
carried out by lecturers, in the context of developing villages / sub-districts to improve the
welfare of residents.

In its implementation, the methods used in the training activities for making financial
bookkeeping and online marketing are as follows. The activity begins with an interview with
the village head and the community discussing the plan for implementing community service
activities. Furthermore, together with village officials and community members to help as a
driving force for the implementation of service activities. After that the lecturers together with
village officials and community members participated in preparing facilities and infrastructure
for service activities. Furthermore, together we provide supporting needs for implementation.

The model used in the implementation of community service is a participatory model.
Where all activities are carried out jointly between university actors, namely lecturers, business
partners, and the community. The activities are in the form of identifying problems, formulating
problems at the location, conducting training, mentoring, monitoring and conducting
evaluations at the end of the activity according to (Raharjo, 2018).

The implementation of the program is carried out by providing direct training, namely
making simple financial bookkeeping, namely by recording debits, credits, payables,
receivables, balances, and profits earned. Furthermore, online and digital marketing training
is provided by conducting internet access tutorials and how to promote citizen products using
social media WhatsApp, Instagram, and Facebook. With the implementation of direct training
and assistance, business partners can immediately practice making financial books, using the
internet, and social media for the promotion and sale of batik MSME products that have been
carried out.

Result

Community service was carried out in Slampar Village, Proppo District, Pamekasan
Regency. The target is to improve the quality of human resources through the implementation
of training for batik MSME players, so that they are able to make simple bookkeeping and
increase product markets through online or digital marketing. The next target is to increase
cooperation with universities through the implementation of community service programs
carried out by lecturers, in the context of developing villages/ sub-districts to improve the
welfare of residents.

In its implementation, the methods used in the training activities for making financial
bookkeeping and online marketing are as follows. The activity begins by conducting interviews
with the village head and the community to discuss the plan for implementing community
service activities. Furthermore, together with village officials and community members to help
as a driving force for the implementation of service activities. After that the lecturers together
with village officials and community members participated in preparing facilities and
infrastructure for service activities. Furthermore, together we provide supporting needs for
implementation.

The model used in the implementation of community service is a participatory model.
Where all activities are carried out jointly between university actors, namely lecturers, business
partners, and the community. The activities are in the form of identifying problems, formulating
problems at the location, conducting training, mentoring, monitoring and conducting
evaluations at the end of the activity according to (Raharjo, 2018).

The implementation of the program is carried out by providing direct training, namely
making simple financial bookkeeping, namely by recording debits, credits, payables,
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receivables, balances, and profits earned. Furthermore, online and digital marketing training
is given by conducting internet access tutorials and how to promote citizen products using
social media WhatsApp, Instagram, and Facebook. With the implementation of direct training
and assistance, business partners can immediately practice making financial books, using the
internet, and social media for the promotion and sale of batik MSME products that have been
carried out.

The implementation method used in carrying out community service activities with the
main programs, namely by empowering the target group, is:

Table 1. Program Objectives

No Program Target activities

1 Digital Marketing Batik MSME Business Actors (Batik
craftsmen, traders, suppliers, and agents)

Discussion

The method of implementing Digital marketing program activities starts with data
collection through field surveys. The data collection process is carried out for one week to get
MSME data that is truly valid for assistance and training. This program obtained the results of
35 batik MSMEs consisting of craftsmen, traders, suppliers, and batik agents.

The implementation of the activity was carried out on Monday, November 25, 2024, to
be precise on Monday, which was held at the Klampar village hall building. In this activity we
invited MSME players. The content in digital marketing training activities, by providing material,
then continued with assistance by providing tutorials on the application of digital marketing.

The results obtained, many people were enthusiastic in participating in digital
marketing training activities, starting from listening to the material to getting ways to apply it in
the ecommers application. There are also those who have posted products directly on the
digital marketing application.

In this activity, there are obstacles, that participants who are MSME players consisting
of batik craftsmen, traders, suppliers, and agents, who have continued to exceed 50 years of
age and above, are constrained in operating, and do not even have devices to access digital
marketing applications. So that for the sustainability of this activity for those who are
constrained, assistance is carried out directly to the business place of the actors.

Conclusion

In conclusion, assisting MSMEs through the use of digital marketing on e-commerce
platforms can be an effective strategy in helping MSMEs expand their markets and increase
their income in the growing digital era. Therefore, there is a need for proper support and
mentoring to help MSMEs utilize digital technology and strengthen their competitiveness in
the e-commerce market. It is important and beneficial to provide MSMEs with access to
training and skills in managing business marketing, especially in digital marketing. By doing
so, MSME players can more effectively manage their businesses and actively manage online
marketing, which supports the expansion and development of their businesses.
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