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Abstract
This community service activity aims to enhance the knowledge and understanding of Micro, Small, and Medium Enterprise (MSME) actors in Turi District, Sleman Regency, regarding the importance of digital marketing in business development. The activity was motivated by the condition of the partners, who already possess business potential, good production quality, and adequate product packaging, but still face challenges in the marketing aspect. Based on field identification, MSMEs in the Girikerto area are organized into an MSME forum consisting of clusters, including snake fruit-based products, goat milk products, batik, crafts and waste processing. To address these issues, the activity was conducted in the form of outreach and training on digital marketing. The materials provided include an introduction to digital marketing, the benefits of digital marketing for MSMEs, differences between digital and traditional marketing, and the core elements of marketing strategy, namely model, market, message, and media. The evaluation of the activity was conducted through observation, participant feedback, and pre-test and post-test to measure changes in participants’ knowledge before and after the activity. The results presented an increase in participants’ knowledge and awareness of the importance of digital marketing as a means of promotion and market expansion for MSME products. This activity demonstrates that digital marketing outreach and training can serve as a relevant initial step in strengthening MSME capacity, particularly in the marketing aspect.
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A. INTRODUCTION
Turi District, particularly the Girikerto area, has significant potential for MSME development. Based on field identification results, an MSME forum has been established in this area, encompassing four business clusters: snake fruit processing, goat milk processing, batik, and crafts, as well as waste processing. The existence of these clusters demonstrates that partner communities have a diverse business base with the potential to be developed as a local economic force. Furthermore, MSMEs in this area have received various forms of assistance from various parties, such as the development of goat milk processing products by the Indonesian Institute of Sciences (LIPI), snake fruit processing by the Sleman National Zakat Agency (BAZNAS), business coaching by the Sleman Cooperatives and SMEs Office, and halal certification assistance from SEHATI. This demonstrates that support for production and product strengthening is sufficient.
However, field identification results indicate that the main challenge facing partners is not the production process, but rather marketing. While product production and packaging are considered adequate, marketing remains a challenge for MSMEs. This situation indicates a gap between product readiness and market expansion capabilities. In the context of increasingly open business competition, a good product will not develop optimally without the support of an appropriate marketing strategy.
One relevant approach to addressing this issue is digital marketing. The training materials used in this activity explain that digital marketing refers to the use of digital platforms, tools, and technologies to promote products, services, or ideas to target audiences online. Compared to traditional marketing, digital marketing offers several advantages, including broader audience reach, more specific targeting capabilities, cost efficiency, faster feedback, and ease of measuring results. For MSMEs, digital marketing has the potential to be an effective means of expanding market reach and increasing business competitiveness.
Theoretically, digital marketing is understood not only as the use of online media for promotion, but as part of a marketing transformation that changes the way businesses interact with customers, manage market information, and build value. Verhoef et al. (2021) explain that digital transformation has changed consumer expectations and behavior, putting pressure on traditional businesses and driving changes in business models. In this context, MSMEs need more than just good products; they also need to be prepared to understand changing market behavior and strategically utilize digital media.
From an organizational capability perspective, Held, Heubeck, and Meckl (2025) explained that dynamic capabilities play a crucial role in driving MSME digital transformation, particularly through the development of digital leadership and a digital culture that supports businesses’ ability to adapt to technological and market changes. In this context, digital marketing can be seen as part of MSMEs’ adaptive capabilities, as it requires the ability to understand the market, select appropriate media, craft relevant messages, and respond quickly to changes in consumer behavior. Therefore, strengthening digital marketing knowledge through community service activities can be positioned as a first step in building MSMEs' readiness to adapt to changes in the business environment.
Furthermore, Morgan (2019) emphasizes that marketing capabilities are a crucial factor bridging strategic decisions with effective marketing actions. For MSMEs, which generally have limited resources, marketing effectiveness is determined not only by the amount of promotional costs but also by the accuracy of the strategy and understanding of the market. Thus, providing digital marketing materials to MSMEs is relevant as a form of strengthening conceptual capacity, thereby enabling them to develop a more systematic and comprehensive understanding of marketing principles and strategies.
Studies on social media adoption in small businesses also show that the main barrier does not always lie in the availability of technology, but rather in knowledge, perceived benefits, and organizational readiness to use it strategically. Nazir, Rizwan, and Zhu (2025) showed that social media marketing adoption in SMEs is influenced by technological, organizational, and environmental factors, including perceived benefits, performance tracking capabilities, and internal business support. These findings confirm that outreach and training activities such as those in this community service program can be understood as early interventions to reduce cognitive barriers to digital marketing adoption.
From an innovation diffusion perspective, these outreach and training activities can be understood as the knowledge stage, the initial phase when participants begin to become familiar with innovation, understand its benefits, and develop initial readiness to adopt it in their business practices. In the context of this community service, digital marketing is not simply introduced as a promotional medium, but as a marketing innovation that requires prior understanding before it can be gradually implemented by MSMEs. Thus, the training serves not only as a means of transferring information but also as an initial mechanism to encourage the adoption of digital marketing innovations at the micro and small business level.
Beyond knowledge transfer, digital marketing training can also be understood as a form of capacity building for MSMEs. Through this activity, participants not only receive material but are also encouraged to begin understanding the market, designing promotional messages, and selecting media that align with the characteristics of their businesses. In this sense, the training serves as an initial capacity-building process to ensure that MSMEs become more independent in managing their marketing strategies and better prepared to respond to changes in the increasingly digitalized business environment.
The digital marketing materials used in this activity also emphasized the importance of four core elements of a marketing strategy: model, market, message, and media. The model relates to the clarity of the product being offered; the market relates to the target consumer; the message relates to the main message to be conveyed to potential consumers; and the media relates to the channels used to reach the market. Furthermore, participants were introduced to various supporting aspects of digital marketing, such as social media algorithms, promotional videos, captions, hashtags, and the differences between organic and paid marketing. Understanding these concepts is crucial as a foundation for MSMEs to understand the direction of their business marketing development.
Based on these conditions, the problems faced by partners in this activity can be formulated as follows: (1) MSMEs still have limited knowledge of digital marketing; (2) MSMEs do not yet understand targeted digital marketing strategies; and (3) MSMEs do not yet have adequate insight into the use of digital media as a means of business promotion. To address these issues, the community service team conducted activities in the form of digital marketing outreach and training. These activities aimed to increase MSMEs’ knowledge, understanding, and awareness of the importance of digital marketing for business development. The expected outcome of this activity was to increase participant insight into digital marketing strategies as a starting point for MSME business development.
B. IMPLEMENTATION AND METHODS
This community service activity was conducted in Turi District, Sleman Regency, targeting MSMEs members of the Girikerto MSME Forum. Participants came from several business clusters, including snake fruit processing, goat milk processing, batik, and crafts, as well as waste processing. Participants were micro and small business owners who already had products and were operating their businesses, but still faced marketing challenges, particularly in utilizing digital media for promotion and market expansion. This situation aligns with initial identification results, which indicated that production and packaging aspects were relatively good, but marketing remained a major challenge for partners. The activity took place on January 22, 2026, in Girikerto, Turi District, Sleman Regency, with 25 participants.
The methods used in this activity were counseling and theoretical training. The counseling method was implemented by strengthening participants’ insight and raising awareness about the importance of digital marketing in MSME business development. Meanwhile, the training method involved material presentations, interactive discussions, and a question-and-answer session on basic digital marketing concepts relevant to the participants’ needs. This method was chosen based on the initial needs of the partners, which emphasized strengthening a basic understanding of digital marketing strategies before moving on to more practical applications.
Picture 1. Theoretical Training Enforcement
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The material presented in the training included an introduction to digital marketing, the differences between digital marketing and traditional marketing, the benefits of digital marketing for MSMEs, and the core elements of marketing strategy, including models, markets, messages, and media. Participants were also introduced to various digital marketing components, such as social media algorithms, the function of video in promotions, captions, hashtags, and the differences between organic and paid marketing. This material was provided to broaden participants’ understanding of the importance of well-planned promotions and marketing developments in the digital era.
The training consisted of four steps. The first step was the initial identification of partner problems through observation and discussions with relevant parties. The second step was the development of training materials based on the needs of MSMEs at the service locations. The third step was the implementation of digital marketing outreach and training through lectures, discussions, and a question-and-answer session. The fourth step was an evaluation of the training to determine participants’ responses and knowledge enhancements to the material provided. Evaluation was conducted through observations during the activity, participant feedback, as well as pre- and post-test instruments to assess changes in participant knowledge before and after the training. The pre- and post-test instruments were designed based on indicators of basic digital marketing understanding that aligned with the training material. The pre- and post-test data were then analyzed descriptively by comparing pre- and post-training scores to determine any improvement in participant understanding of the material.
C. RESULTS AND DISCUSSION
The implementation of this community service activity demonstrated that the digital marketing material provided was relevant to the needs of the participants, particularly MSMEs in Girikerto, who continue to face marketing challenges. This relevance was evident both in the activity implementation process and in the evaluation results obtained after the training. The activity evaluation was conducted through three elements: observations during the activity, participant feedback, and lastly, pre- and post-test instruments to assess changes in participant knowledge before and after the training. These three evaluation elements provided a complementary picture of the activity's achievements, both in terms of the process and the participants’ learning outcomes.
Based on observations during the activity, participants demonstrated a positive enthusiasm for the material presented. This was evident in the participants’ active participation in the presentation sessions, their attentiveness during the material, and their involvement in the discussion and Q&A sessions. In the initial stages of the activity, most participants still viewed marketing as a conventional activity, such as selling directly to consumers, consigning products in stores, or relying on a network of known buyers. The use of digital media was not yet understood as a marketing strategy that could be systematically designed to expand market reach. However, throughout the activity, there was a visible improvement in understanding, especially as participants began to relate the material to their respective business situations. This observation indicated that the activity was not merely administrative but also encouraged an active and reflective learning process.
Based on participant feedback, it was clear that the material presented in this training was deemed to be aligned with the real needs of MSMEs. Participants responded positively, believing the digital marketing material could provide new insights into the importance of promotion through digital media. Participants began to understand that digital marketing is not solely about using social media, but also encompasses determining target markets, developing promotional messages, and selecting appropriate media. This feedback indicates that this activity successfully built participants’ initial awareness that business promotion needs to be more focused and no longer rely solely on traditional marketing methods. Thus, this training contributed to a shift in participants' perspectives on business marketing strategies.
The evaluation results were further reinforced through pre- and post-test instruments administered to 25 participants to measure changes in knowledge before and after the training. These instruments were developed based on six indicators of basic digital marketing understanding relevant to the training material. The results are presented in Table 1.
Table 1. Pre-test and Post-test Results
	No
	Assessed Indicators
	Pre-test
	Post-test

	1
	Understanding basic digital marketing concepts
	48%
	88%

	2
	Understanding the differences between conventional and digital marketing
	52%
	92%

	3
	Understanding target market
	60%
	96%

	4
	Understanding promotional messages
	56%
	88%

	5
	Understanding promotional media selection
	56%
	88%

	6
	Understanding the function of digital content, such as videos, captions, and hashtags
	56%
	88%

	
	Mean 
	54%
	90%


Source: primary data from pre-test and post-test results, processed by the author.
Based on Table 1, all indicators showed improvement after the training. During the pre-test, participants' understanding was still at a moderate level and relatively uneven. The lowest score was found in the indicator of understanding the basic concept of digital marketing at 48%, while the highest score was in the indicator of understanding the target market at 60%. This condition indicates that participants already have initial experience in recognizing consumers due to their direct involvement in business activities, however, they have not yet understood digital marketing conceptually and strategically.
After the training, all indicators improved, with post-test scores ranging from 88% to 96%, and the overall average increasing from 54% to 90%. These findings indicate that the training activity was effective in strengthening participants’ basic knowledge of digital marketing.
More deeply, the increase in scores not only reflect the successful transfer of knowledge but also indicates a shift in participants’ mindset regarding the role of marketing in business. Before the training, marketing tended to be understood as simply selling available products. After the training, participants began to understand that marketing is a strategic process that requires the ability to identify the market, formulate appropriate promotional messages, and select suitable communication media. In other words, the increase from 54% to 90% shows that this activity successfully strengthened participants’ cognitive foundation, enabling them to shift from intuitive marketing practices to more structured, systematic, and market-oriented approaches.
From the perspective of innovation diffusion, the increase in participants’ knowledge after the training indicates that this activity successfully fulfilled its role at the initial stage of innovation adoption, namely building participants’ knowledge and cognitive readiness to use digital marketing. This is important, as MSME actors generally do not immediately reach the stage of technical implementation, but need to go through a process of understanding the benefits, functions, and relevance of the innovation for their businesses. Therefore, the improvement in knowledge achieved in this activity can be understood as an initial foundation that enables participants to move toward the implementation stage of digital marketing in a more gradual and structured manner.
From an empowerment perspective, the training results showed that strengthening digital marketing knowledge not only increases individual insight but also has the potential to enhance MSME actors’ capacity to manage business promotion more independently. When participants begin to understand target markets, promotional messages, media, and the function of digital content, they are essentially building the foundation for making more planned marketing decisions. Thus, this activity can be positioned as an initial stage of empowering MSME marketing capacity, rather than simply delivering training materials.
These results are consistent with the study by Wu et al. (2024), which shows that digital marketing strategies in MSMEs were associated with business performance and were supported by factors such as innovativeness, proactiveness, organizational agility, and managerial capability. In the context of this activity, training on basic digital marketing concepts, target markets, promotional, and media selection can be understood as an initial effort to build these capabilities among MSME actors. Although this activity has not yet reached the stage of intensive technical practice, the improvement in participants’ understanding remains important as a foundation for developing more mature digital strategies in the future.
These findings are also relevant when viewed from the perspective of market orientation and integrated marketing communication. A study by Butkouskaya et al. (2024) showed that integrated marketing communication strengthens the positive effect of market orientation on customer and market performance, with even stronger effects in the context of MSMEs in developing countries. This is important in explaining the results of this activity, as the training materials not only introduced digital media but also emphasized the importance of aligning promotional messages with target markets. Therefore, the increase in participants’ knowledge represents not only an expansion of technical understanding but also the early formation of a more integrated marketing mindset by linking target consumers, key messages, and the most effective media channels.
In the target market indicator, the relatively highest pre-test score of 60% suggested that some participants already had initial intuition about their customers. However, after the training, this score increased to 96%, indicating that this intuition developed into a more structured understanding. This improvement is important because, in digital marketing, understanding the target market involves not only identifying who buys the product but also understanding consumer preferences, digital behavior patterns, and appropriate communication approaches. Thus, the training results show that participants are moving from everyday practical knowledge toward a more analytical understanding of the market.
In the assessment of promotional (message) and media selection, pre-test scores of 56% indicated that participants had a general understanding of promotion but had not yet realized that message and media must be designed in alignment. Previously, promotion was seen as simply delivering general product information. After the training, both indicators increased to 88%, showing that participants began to understand the importance of aligning message content with the chosen communication channels. This understanding aligns with Butkouskaya et al. (2024), who emphasized that marketing success depends not only on digital presence but also on the ability to deliver targeted and consistent communication.
The indicators related to digital content functions, such as videos, captions, and hashtags, also increased from 56% to 88%. This improvement is significant because one common weakness among MSMEs is viewing social media solely as a display platform rather than as a space for interaction and relationship building with customers. Matosas-López (2024) shows that customer engagement on social media can predict MSMEs’ operational revenue. This finding reinforces that understanding videos, captions, and hashtags should not be seen as merely technical additions, but as part of a broader strategy to increase business visibility, reach more relevant audiences, and build sustained customer engagement.
From a business transformation perspective, these results can also be explained by Amin et al. (2025), who found that digital transformation positively affects MSME marketing performance, with social media marketing acting as an important mediator. In this context, the high post-test results indicated that participants have developed better conceptual readiness to enter this transformation stage. Although the training did not include advanced technical mentoring, the increase from pre-test to post-test showed that participants have gained the initial foundation to understand how digital media can be integrated into their marketing strategies.
Furthermore, recent studies on MSME digital transformation highlight the importance of dynamic capabilities in supporting organizational change. Held et al. (2025) showed that dynamic capabilities help build digital leadership and digital culture in MSMEs. This finding is relevant in explaining that the increase in participants' knowledge is not only an individual outcome but also has the potential to become a starting point for cultural change within businesses. When MSME actors begin to understand market analysis, appropriate media selection, and message formulation, they are building the foundation for a more adaptive business culture.
This is further supported by Teoh et al. (2024), who found that digital capability positively influences digital business model innovation and MSME competitiveness. In relation to this activity, the increase in understanding from 54% to 90% can be seen not only as short-term knowledge improvement but also as a prerequisite for future business model innovation. In other words, digital marketing training is not only important for current product promotion but also as an entry point for strengthening overall business competitiveness.
Evaluation results from observation, feedback, and knowledge tests indicate that this activity is appropriately positioned as an initial awareness-building and capacity-strengthening stage. This is important because participants' digital literacy levels vary. In many cases, training that directly focuses on technical practice without strengthening conceptual understanding tends to be less effective. The pre-test result of 54% confirms the need for foundational understanding, while the post-test result of 90% indicates that participants are now more prepared for further practical and applied training.
Supporting factors of this activity include the existence of an established MSME forum, the diversity of business types enriching discussions, and the relevance of the materials to participants' real needs. However, the limitation lies in the focus on strengthening basic knowledge, without intensive technical practice or implementation mentoring. Differences in participants' technological proficiency also posed challenges. Therefore, although the results show significant knowledge improvement, changes in actual marketing behavior cannot be optimally measured at this stage.
Overall, the results indicate that digital marketing training had a positive impact on improving participants’ knowledge and awareness. Observations show active participation, feedback indicates that the materials were relevant and useful, and pre-test and post-test results demonstrated measurable improvement from 54% to 90%. Thus, this activity can be considered successful as an initial step in strengthening MSME capacity in understanding digital marketing strategies. However, to ensure more tangible behavioral changes, follow-up activities such as practical training, content creation simulations, social media management mentoring, and field implementation evaluation are necessary.
D. CONCLUSION
Conclusion
This community service activity in Turi District was carried out in the form of outreach and theoretical training on digital marketing for MSME actors. The activity was motivated by the condition of the partners, who already have business potential, good production quality, and adequate product packaging, but still face major challenges in the marketing aspect.
The implementation of the activity showed that participants experienced an increase in knowledge, insight, and awareness regarding the importance of digital marketing for MSME business development. Participants also began to understand the basic elements of digital marketing strategy, such as model, market, message, and media, as well as various components of digital promotion that can be utilized in product marketing.
Thus, this activity can be concluded as successful as an initial step in strengthening participants’ knowledge capacity, although it has not yet reached the stage of technical practice or implementation mentoring. Supporting factors include the existence of an MSME forum, the diversity of business clusters, and the relatively good readiness of products. The limitations of this activity included its focus on strengthening basic knowledge without covering technical practice or intensive implementation mentoring, as well as differences in participants’ levels of digital literacy.
Recommendations
Based on the results of the activity, follow-up actions are needed in the form of practical training and continuous mentoring so that the knowledge gained by participants can develop into applicable skills. Future activities can focus on business social media utilization, simple promotional content creation, caption writing, product photography, and the development of digital promotion strategies tailored to the characteristics of each MSME.
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