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ABSTRACT
The development of information technology encourages MSME actors to utilize digital marketing in
improving business marketing performance. However, most MSMEs in Mesuji Regency still use
conventional marketing methods due to their low understanding of information technology. This
community service activity aims to determine the level of MSME understanding of information
technology, the role of training in improving marketing performance, and effective digital marketing
strategies applied to MSMESs in Mesuji Regency.

This community service program used a participatory approach by actively involving partners in all
stages of the activity, starting from problem identification, training implementation, mentoring, and
evaluation. This approach was applied so that the program would not only be theoretical but also provide
a real impact on improving the digital capabilities and marketing performance of MSMEs in Mesuji
Regency.

The results of this community service activity indicate that information technology training plays an
important role in improving MSME marketing performance through more effective utilization of digital
media. This training is expected to become a reference for developing digital-based MSME
empowerment programs.
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INTRODUCTION

The rapid development of information
technology in the digital era has brought
significant changes to various aspects of human
life, including the economic and business
sectors. Information technology is no longer
merely a communication tool but has become a
strategic instrument for business management,
product promotion, customer service, and
marketing network development. Changes in
consumer behavior, which increasingly rely on
internet-based platforms, require business
actors to adapt to technological advancements
in order to remain competitive in a dynamic
market environment.

Digital transformation in the business sector is
evident through the growing use of social
media, online marketplaces, and internet-based
applications in  commercial  activities.

Consumers now tend to search for product
information online before making purchasing
decisions. This trend encourages businesses to
utilize information technology as an effective
and efficient marketing strategy. Digital
technology enables business owners to reach
broader markets without geographical and time
limitations.

Micro, Small, and Medium Enterprises
(MSMEs) play a crucial role in national
economic development. MSMEs contribute
significantly to job creation, income generation,
and regional economic stability. Due to their
strategic role, strengthening MSME capacity
has become one of the main priorities in both
national and regional economic development
programs.
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Mesuji Regency has considerable potential in
the MSME sector, particularly in culinary
businesses, trade, agriculture, handicrafts, and
home industries. MSMEs serve as one of the
primary drivers of the local economy by
creating employment opportunities and
improving household income. However, many
MSME owners continue to face challenges in
business  development,  particularly in
marketing activities. Marketing efforts are still
largely dependent on conventional methods
such as direct selling and word-of-mouth
promotion. As a result, market reach remains
limited, and business growth tends to be slower
than expected.

At the same time, changing consumer behavior
and the increasing use of digital platforms
require  MSMEs to adopt information
technology as a marketing tool. However,
limited digital literacy, insufficient skills in
using social media and online marketplaces,
and a lack of access to information technology
training remain significant barriers to digital
transformation among MSMEs in Mesuji
Regency.

Previous studies have demonstrated that the
adoption of information technology and digital
marketing can improve MSME marketing
performance by expanding market reach,
enhancing  customer  engagement, and
increasing sales. Nevertheless, the
implementation of digital technology among
MSMEs continues to face various challenges,
particularly those related to human resources
and technological adaptation. Furthermore,
studies  focusing on  capacity-building
initiatives through information technology
training for MSMES in Mesuji Regency remain
limited.

Based on these conditions, training programs
aimed at enhancing the knowledge and skills of
MSME owners in utilizing information
technology for marketing purposes are highly
needed. Such training is expected to equip
participants with practical competencies in
using social media, online marketplaces, digital
business applications, and technology-based
marketing strategies that are relevant to their
business needs.
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This community service program aims to
improve the ability of MSME owners to utilize
information technology in supporting product
marketing activities. Through this training,
participants are expected to be able to
implement  digital marketing  strategies
effectively, expand their market reach, enhance
business competitiveness, and contribute to
sustainable economic growth in Mesuji
Regency.

METHODS

The implementation method of this Community
Service Program (PKM) was systematically
designed to address the challenges faced by
MSMEs in Mesuji Regency, particularly the
limited understanding of information
technology utilization, the  suboptimal
application of digital marketing strategies, and
the inadequate use of technology to improve
marketing performance. To address these
issues, a training program on the utilization of
information technology for enhancing MSME
marketing performance was conducted.

The program was implemented through four
main stages: preparation, training
implementation, mentoring, and evaluation.
Each stage actively involved the participation
of the partner MSMEs to ensure the
effectiveness and sustainability of the program.

Preparation Stage

The preparation stage served as the initial phase
of the program. During this stage, the
implementation team conducted observations
and needs assessments to identify problems
faced by MSME owners in Mesuji Regency
regarding the use of information technology for
marketing activities. Data were collected
through interviews, discussions, and field
observations to obtain information about
current marketing practices, digital literacy
levels, and challenges encountered by business
OWners.

Based on the findings, the team developed
training materials tailored to the participants’
needs. The training topics included the
introduction of information technology, social
media marketing, digital marketing strategies,
marketplace utilization, digital promotional
content creation, and the use of business-
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support applications such as WhatsApp
Business and Canva.

In addition, coordination was carried out with
partner organizations regarding the training
schedule, venue, facilities, and participant
recruitment. Training modules, presentation
materials, practice tools, and evaluation
instruments were also prepared.

Partner Participation in the Preparation
Stage
Partner participation during this stage included:

a) Providing information regarding MSME
conditions and challenges.

b) Selecting participants who would attend the
training.

¢) Providing venues and supporting facilities.

d) Coordinating with the implementation team
regarding schedules and training requirements.

Training Implementation Stage

The training stage constituted the core activity
of the community service program. The training
employed lectures, discussions,
demonstrations, and hands-on practice to
ensure that participants gained both theoretical
knowledge and practical skills.

The training materials included:

a) Introduction to digital marketing as a modern
marketing strategy.

b) Training on the use of online marketplaces
such as Shopee and Tokopedia.

c¢) Techniques for creating digital promotional
content using Canva.

d) Product branding and online customer
service strategies.

During this stage, participants were actively
engaged in practical activities, including
creating business social media accounts,
uploading products to online marketplaces,
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designing simple promotional content, and
developing effective marketing captions.

Partner Participation in the Training
Stage
Partner participation during this stage included:

a) Attending and actively participating in all
training sessions.

b) Practicing the use of information technology
directly.

¢) Discussing challenges encountered in digital
marketing activities.

d) Bringing their products for use during
practical training sessions.

Mentoring Stage

Following the training sessions, mentoring
activities were conducted to assist participants
in applying the acquired knowledge and skills
to their daily business operations. Mentoring
was provided through both direct assistance and
digital communication platforms such as
WhatsApp groups.

The implementation team provided guidance on
managing business social media accounts,
developing promotional content, utilizing
online marketplaces, and communicating
effectively with customers through digital
channels. Technical assistance was also
provided to help participants overcome
challenges encountered during implementation.

The mentoring process was conducted
periodically to ensure that participants could
independently and sustainably apply digital
marketing strategies. Through continuous
assistance, MSME owners were expected to
gain greater confidence in utilizing information
technology as a marketing tool.

Partner Participation in the Mentoring
Stage

Partner participation during this stage
included:

a) Implementing the training outcomes within
their businesses.
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b) Actively consulting with mentors regarding
technological challenges.

¢) Independently developing digital marketing
platforms.

d) Regularly updating promotional content and
product information.

Evaluation Stage

The evaluation stage was conducted to assess
the effectiveness of the community service
program and measure improvements in
participants’ knowledge and skills after
completing the training. Evaluation methods
included observation, interviews, discussions,
and assessments of participants’ abilities to
utilize information technology for marketing
purposes.

The evaluation indicators included:

a) Participants’ ability to use social media and
online marketplaces.

b) Participants’ ability to create digital
promotional content.

c) Improvement in digital marketing activities
among MSMEs.

d) Participants’ responses and satisfaction with
the training program.

The evaluation results were used as feedback
for improving future training programs and
ensuring their relevance to the needs of MSME
owners in Mesuji Regency.

Partner Participation in the Evaluation Stage
Partner participation during this stage included:

a) Providing feedback on the implementation of
the program.

b) Demonstrating the application of
information technology within their businesses.

c) Participating in evaluation activities and final
discussions.
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d) Providing recommendations for future
program development.

Participatory Approach

This community service program employed a
participatory approach, which actively involved
partners in every stage of the program, from
problem identification and training
implementation to mentoring and evaluation.
This approach was adopted to ensure that the
program was not merely theoretical but capable
of producing tangible impacts on the digital
capabilities and marketing performance of
MSMEs in Mesuji Regency.

Through a systematic and participatory
implementation process, the program was
expected to enhance MSME owners’
knowledge and skills in utilizing information
technology, thereby improving business
competitiveness, expanding market reach, and
increasing community income.

Community service programs conducted by
higher education institutions represent a form of
collaboration between academia and society,
creating a synergistic relationship between both
parties. Universities play a strategic role in
bridging community needs with research-based
innovations  developed within  academic
institutions. Through such collaboration,
research-based solutions can be implemented to
address various social and economic challenges
while simultaneously enhancing the relevance
and achievement of higher education
performance indicators.

MEASUREMENT OF COMMUNITY
SERVICE PROGRAM (PKM)
SUCCESS

A. Program Success Measurement

The success of the Community Service
Program  (PKM) entitled “Marketplace
Training Using Shopee and Tokopedia for
MSMEs in Mesuji Regency” was measured
through  improvements in  participants’
knowledge, understanding, skills, and ability to
utilize marketplace platforms as digital
marketing tools and business development
media.
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The assessment was conducted using a
qualitative approach through:

a) Direct observation during the training
activities.

b) Interviews and discussions with participants.

c¢) Evaluation of participants’ practical
performance in using Shopee and Tokopedia
marketplaces.

d) Comparison of Pre-Test and Post-Test
results.

e) Documentation of participants’ online store
activities after the training.

The evaluation was carried out to determine the
extent to which the program contributed to
enhancing participants’ capabilities in utilizing
marketplace platforms to expand market reach
and improve product sales.

B. Qualitative Activity Performance
Indicators (API)
Activity
No. | Performance
Indicator (API)

Success
Measurement

Participants are

Increased .
. able to explain the
participant h
. benefits of
1 understanding of
marketplaces for
marketplace .
business

latforms
P development

Participants are
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Improved
product listing
skills

Participants are
able to upload
product photos,
descriptions, and
pricing
information
correctly

Increased ability
to utilize
promotional
features

Participants are
able to use
vouchers,

discounts, and

other promotional
tools

Transition from
conventional to

Participants begin
marketing their

- . roducts through
digital marketing P g
. marketplace
practices
platforms
Increased Participants are
confidence in able to operate
using marketplace
marketplace applications
applications independently

Establishment of
sustainable
communication
and mentoring

Participants
actively
participate in
consultations and
follow-up
mentoring
activities

Improved ability able to
) to create independently
marketplace create Shopee or
accounts Tokopedia
accounts
. Participants are
Enhanced online P
able to manage
store .
3 store profiles and
management .
. business
skills . .
information

C. Pre-Test and Post-Test Questionnaire
This questionnaire was designed to measure the
improvement in participants’ knowledge and
skills before and after attending the marketplace
training program.

Instructions

Please mark (v') the response that best reflects
your level of understanding.

Rating Scale
1 = Strongly Do Not Understand
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2 = Do Not Understand
3 = Moderately Understand
4 = Understand

5 = Strongly Understand

D. Questionnaire Items

Pre-Test and Post-Test

1. | understand the benefits of marketplace
platforms (Shopee and Tokopedia) in
supporting the marketing of MSME products.
Score:

12345

2. | know how to create an account and set up
an online store on Shopee or Tokopedia.

Score:

12345

3. | understand how to upload products,
including photos, descriptions, and pricing
information, to a marketplace platform.

Score:

12345

4. | know how to utilize promotional features
available on marketplace platforms to increase
sales.

Score:

12345

5. | feel capable of independently managing an
online store and marketing products through
marketplace platforms.

Score:

12345
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E. Evaluation Analysis

The results of the Pre-Test and Post-Test were
compared to assess the improvement in
participants’ knowledge and skills after
completing the training program.

The program was considered successful if:

a) The majority of participants demonstrated
higher Post-Test scores compared to their Pre-
Test scores.

b) Participants were able to create marketplace
accounts and manage online  stores
independently.

c) Participants were able to upload products and
utilize marketplace features for marketing
purposes.

d) Participants began implementing digital
marketing strategies through Shopee or
Tokopedia in their respective businesses.

e) Participants showed enthusiasm and active
participation throughout the training activities.

Through this evaluation process, the
implementation of the Community Service
Program (PKM) can be systematically assessed
and is expected to generate a tangible impact on
improving the digital marketing capabilities
and competitiveness of MSMEs in Mesuji
Regency.

RESULTS AND DISCUSSION

The results of the Marketplace Training Using
Shopee and Tokopedia for MSMEs in Mesuji
Regency were analyzed to determine the level
of understanding of MSME entrepreneurs
regarding  marketplace utilization, how
marketplace training contributes to improving
marketing performance, and the effectiveness
of digital marketing strategies implemented
through marketplace platforms.

The findings were obtained through
observation, in-depth interviews,
documentation, and evaluation of training
participants, who were MSME entrepreneurs
from various sectors in Mesuji Regency. Based
on the results, it was found that most
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participants  initially had a limited Table 1. Pre-Test and Post-Test Results of

understanding of the use of marketplace
platforms for product marketing. Prior to the
training, the majority of MSME entrepreneurs
relied on conventional marketing methods such
as direct selling, word-of-mouth promotion,
and sales to regular customers within their local
communities. The use of digital platforms,
particularly Shopee and Tokopedia, was still
very limited due to insufficient knowledge and
skills in operating marketplace applications.

Interview results revealed that many
participants perceived marketplace platforms as
complicated and difficult to implement in their
businesses. Factors such as age, educational
background, and limited experience with digital
technology were identified as the main reasons
for the low utilization of marketplaces.
Furthermore, several participants admitted that
they had not fully understood the potential
benefits of marketplace-based marketing in
increasing product sales and expanding market
reach.

Following the training program, significant
improvements were observed in participants’
knowledge and skills regarding marketplace
utilization. Participants gained a better
understanding of the importance of digital
platforms as effective marketing channels. The
hands-on training sessions provided practical
experience in creating marketplace accounts,
setting up online stores, uploading products,
managing  transactions, and utilizing
promotional features available on Shopee and
Tokopedia.

Based on the results of the pre-test and post-test
evaluations, there was a noticeable
improvement in participants’ understanding of
marketplace utilization for MSME marketing
activities. Before the training, participants
generally demonstrated a low level of
understanding. However, after the training,
participants showed considerable progress in
their ability to use marketplace platforms
effectively.

Training Participants

Assessment Average | Average
i Pre-Test | Post-Test
Indicator
Score Score

Understanding of
marketplace 45 82
concepts
Ability to create
and manage 18 ”
marketplace
accounts

Product listing
and content 42 80
creation skills

Marketplace
utilization for 40 78
sales activities

Understanding of
digital marketing 46 84
strategies

The improvement in these scores indicates that
the training program had a positive impact on
participants’ knowledge and skills. In addition,
participants became capable of operating
marketplace applications such as Shopee and
Tokopedia to support their business marketing
activities.

Participant Understanding Improvement
Pre-Test: 45%

Post-Test: 82%

E—

The findings also indicate that marketplace
utilization has become one of the most
promising digital marketing strategies for
MSMEs in Mesuji Regency. Most participants
considered Shopee and Tokopedia effective
platforms because they provide access to a
broader customer base, integrated payment
systems, promotional features, and logistics
support. Through these platforms, MSME
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entrepreneurs can promote products, provide
detailed product information, and interact
directly with customers from different regions.

Furthermore, participants began utilizing
various marketplace features such as product
categorization, discount  vouchers, free
shipping programs, and keyword optimization
to increase product visibility. Several
participants reported increased confidence in
managing online stores and handling digital
transactions after completing the training.

Another important finding is that marketplace
training not only enhanced participants’
marketing capabilities but also increased their
motivation and self-confidence in developing
their businesses. Participants felt more
optimistic because they had acquired new skills
and strategies to introduce their products to
wider markets. This finding suggests that
digital transformation among MSMEs affects
not only economic performance but also
entrepreneurs’ mindset and readiness to adapt
to technological advancements.

In addition to the main findings, the study
identified several supporting factors that
contribute to the successful implementation of
marketplace-based ~ marketing,  including
internet accessibility, smartphone ownership,
family support, and participants’ willingness to
learn new technologies. Conversely, several
challenges were also identified, such as limited
digital skills among older entrepreneurs,
inadequate technological infrastructure in some
areas, and the need for continuous mentoring
after the completion of the training program.

Overall, the results demonstrate that
marketplace training plays a significant role in
improving the marketing performance of
MSMEs in Mesuji Regency. These findings
answer the research objectives by showing that
the training successfully enhanced participants’
knowledge, skills, and ability to implement
digital marketing strategies through Shopee and
Tokopedia. With improved marketplace
utilization skills, MSME entrepreneurs have
greater opportunities to expand their market
reach, increase sales, and strengthen their
competitiveness in the digital economy era.
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DISCUSSION

The results indicate that marketplace training
through Shopee and Tokopedia had a positive
impact on improving the marketing capabilities
of MSME entrepreneurs in Mesuji Regency.
The findings suggest that the previously low
utilization of marketplace platforms was not
caused by a lack of willingness among business
owners, but rather by limited knowledge, skills,
and access to training related to digital
commerce. After participating in the training
program, participants gained a better
understanding of how marketplace platforms
can function as effective and efficient tools for
modern marketing.

These findings are consistent with the
Technology Acceptance Model (TAM),
which explains that individuals are more likely
to adopt and use technology when they perceive
it as useful and easy to use. In this study,
MSME entrepreneurs began to accept and
utilize Shopee and Tokopedia after
understanding the benefits of these platforms in
expanding market reach, increasing sales
opportunities, and improving  business
competitiveness. The practical training sessions
enabled participants to experience firsthand that
marketplace platforms can be operated
relatively easily to support business activities.

The results also support digital marketing
theories, which emphasize that online platforms
can expand market access, strengthen customer
engagement, and enhance product visibility.
Prior to the training, most participants marketed
their products only within their local
communities.  Following  the training,
participants recognized that marketplace
platforms provide opportunities to reach
customers at regional and national levels. This
demonstrates that marketplace utilization offers
MSMEs a cost-effective method of promotion
while significantly increasing market exposure.

Furthermore, the findings are consistent with
previous studies indicating that digital
commerce training contributes to improving the
performance of micro and small enterprises.
Earlier research has shown that marketplace
utilization can  enhance  promotional
effectiveness, increase sales potential, and
improve customer accessibility. However, this
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study contributes additional insights by
focusing on MSMEs in Mesuji Regency, where
digital literacy levels and technological
infrastructure differ from those in more
developed urban areas.

In a broader context, the findings suggest that
digital transformation among MSMESs cannot
be achieved instantly. Instead, it requires
continuous education, practical training, and
sustained mentoring. Training programs that
focus solely on theoretical concepts are often
less effective than those incorporating hands-on
practice and direct assistance. The participatory
approach adopted in this program enabled
participants to learn through direct experience,
thereby improving their understanding and
confidence in using marketplace applications.

The study also revealed that Shopee and
Tokopedia were considered effective marketing
platforms because of their integrated features,
including online payment systems, logistics
support, promotional tools, and broad customer
networks. Participants found these features
beneficial in simplifying business operations
and increasing product visibility. Several
participants reported that promotional tools
such as discount vouchers, free shipping
programs, and product keyword optimization
could potentially enhance customer interest and
sales performance.

Despite the positive outcomes, several
challenges were identified during the
implementation  process. These included
limited internet connectivity in some areas,
varying levels of digital literacy among
participants, limited access to smartphones with
adequate specifications, and difficulties in
creating attractive product content. These
challenges indicate that successful marketplace
adoption depends not only on the willingness of
MSME entrepreneurs but also on supporting
infrastructure, government policies, and
continuous assistance programs.

The implications of this study highlight the
importance  of  developing  sustainable
marketplace training programs for MSME
entrepreneurs. Local governments, universities,
and relevant institutions should collaborate to
provide regular training and mentoring
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activities to ensure that business owners can
continuously improve their digital
competencies and adapt to evolving market
trends. Follow-up mentoring is particularly
important to help participants overcome
technical difficulties and optimize the
utilization of marketplace features.

This study has several limitations. The number
of participants was relatively limited, and the
duration of the training program was relatively
short, making it difficult to assess the long-term
impact on business performance and sales
growth. In addition, differences in participants’
digital competencies required varying levels of
assistance during the training process.
Therefore, future studies are recommended to
examine the long-term effectiveness of
marketplace training and its impact on MSME
income, business  sustainability, and
competitiveness.

Overall, this study contributes to the
development of knowledge regarding digital
marketing and marketplace adoption among
MSMEs. The findings demonstrate that
marketplace training can serve as a strategic
solution for improving the marketing
capabilities of MSME  entrepreneurs,
particularly in developing regions such as
Mesuji Regency. In addition to its theoretical
contributions, this study provides practical
implications for local governments, educational
institutions, and community development
organizations in supporting the digital
transformation of MSMEs toward a more

competitive, innovative, and sustainable
economy.

CONCLUSION AND
RECOMMENDATIONS

Conclusion

The community service program entitled
"Training on the Utilization of Information
Technology to Improve the Marketing
Performance of MSMEs in Mesuji Regency"
demonstrates that information technology plays
a crucial role in supporting the marketing
development of Micro, Small, and Medium
Enterprises (MSMES) in the digital era. Based
on the results obtained through observations,
interviews, documentation, and training
evaluations, it was found that prior to the
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training program, most MSME owners had a
limited understanding of the use of information
technology for business marketing. The
majority of participants still relied on
conventional marketing methods and had not
optimally utilized digital media for product
promotion and sales activities.

The results of the training indicate that
information technology training successfully
improved participants’ knowledge and skills in
utilizing digital media as a marketing tool. After
attending the training, participants gained a
better understanding of how to use social media
platforms such as Facebook, Instagram, and
WhatsApp Business for product promotion. In
addition, they developed the ability to utilize
online marketplaces and create simple digital
promotional content. The improvement in pre-
test and post-test scores demonstrated a
significant increase in participants’
understanding of information technology
applications in business marketing.

The findings also reveal that the most effective
digital marketing strategy for MSMEs in
Mesuji Regency is the use of simple and
accessible social media platforms that match
the capabilities of local business owners.
WhatsApp Business and Facebook emerged as
the most frequently utilized platforms because
they are practical and familiar to the
community. These platforms were found to
help MSMEs expand market reach, improve
customer interaction, and promote products
more effectively at relatively low costs.

From a theoretical perspective, this community
service activity contributes to the development
of knowledge in digital marketing and
technology-based MSME empowerment. The
findings reinforce the theory that the adoption
of digital technology can improve marketing
effectiveness when supported by appropriate
training and mentoring. Furthermore, the
results indicate that the success of digital
transformation among MSMEs depends not
only on the availability of technology but also
on the capability of human resources to utilize
it effectively.

From a practical perspective, the outcomes of
this program provide valuable insights for local
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governments, educational institutions, and
MSME owners in designing digital marketing
training programs that meet community needs.
Information technology training can serve as an
effective strategy for economic empowerment
by enhancing the competitiveness of MSMEs in
the digital economy. Moreover, the study
highlights the importance of continuous
mentoring to enable MSME owners to
independently develop and sustain their digital
competencies.

Despite its positive outcomes, this community
service program has several limitations. These
include the relatively limited number of
participants, the short duration of the program,
and differences in technological capabilities
among participants. Furthermore, the study did
not comprehensively measure the long-term
impact of information technology adoption on
income growth and business sustainability
following the training.

Therefore, future community service programs
are expected to involve a larger number of
participants and longer implementation periods
to generate more comprehensive results. Future
studies may also investigate the impact of
information technology utilization on sales
growth, customer loyalty, and business
sustainability using quantitative or mixed-
method approaches. Such efforts will contribute
to the advancement of MSME digitalization
studies and support the development of
technology-based  community  economic
empowerment.

Recommendations

Based on the findings of this community
service program, several recommendations can
be proposed to optimize the utilization of
information technology in improving MSME
marketing performance.

For MSME owners in Mesuji Regency, it is
recommended that they continuously improve
their knowledge and skills in information
technology, particularly in digital marketing.
Business owners should actively utilize social
media platforms, online marketplaces, and
other digital applications as tools for product
promotion and sales in order to remain
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competitive in an increasingly digital business
environment.

For local government agencies, greater support
should be provided for the development of
digitally empowered MSMEs through training
programs, mentoring activities, and the
provision of information technology facilities.
The government should also expand access to
digital marketing training in rural areas to
ensure equal opportunities for all MSME
owners. In addition, improving internet
infrastructure remains essential to support the
successful digital transformation of MSMEs in
Mesuji Regency.

For higher education institutions and
academics, the findings of this study can serve
as a foundation for developing more practical
and sustainable community service programs.
Universities are encouraged to continue playing
an active role in providing education,
mentoring, and innovation related to
information technology utilization among
MSME owners. Training activities should
emphasize practical applications alongside
theoretical knowledge to ensure that
participants can directly implement the
acquired skills in their businesses.

Furthermore, future community service
initiatives conducted by lecturers and
researchers should involve broader coverage
and employ more diverse methodologies.
Future studies may combine qualitative and
guantitative approaches to obtain a deeper
understanding of the impact of information
technology on marketing performance and
MSME income growth. Additional research
may also examine the effectiveness of specific
digital platforms, local product branding
strategies, and consumer behavior in digital
marketing contexts.

To address the limitations of this study, future
programs should involve a larger number of
participants from diverse business sectors and
be conducted over a longer period to enable a
more comprehensive assessment of information
technology  adoption among  MSMEs.
Continuous evaluation of training and
mentoring activities is also necessary to
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maximize outcomes and enhance the validity
and generalizability of future findings.

ACKNOWLEDGEMENTS

The authors would like to express their deepest
gratitude to the academic community of Institut
Teknologi dan Bisnis Mesuji for their support
and contribution to the implementation of this
community  service  program.  Special
appreciation is extended to the Regent of
Mesuji, Mrs. Elfianah, S.E., for her support and
commitment to the development and
empowerment of Micro, Small, and Medium
Enterprises (MSMES) in Mesuji Regency.

The authors also sincerely thank all sub-district
heads who delegated outstanding MSME
representatives to participate in this training
program. Their support greatly contributed to
the success of the activity and ensured broad
participation from various regions within
Mesuji Regency.

Furthermore, the authors would like to
acknowledge fellow lecturers and collaborators
who actively participated in the planning,
implementation, counseling, mentoring, and
training activities for MSMEs throughout
Mesuji Regency. Their dedication, expertise,
and teamwork played a significant role in
achieving the objectives of this community
service program.

Finally, the authors extend their appreciation to
all MSME participants who enthusiastically
engaged in the training and mentoring sessions.
Their active participation and commitment to
learning and adopting information technology
have been essential to the success of this
program.

REFERENCES
Assauri, S. (2019). Marketing Management.
Jakarta: Rajawali Pers.

Arikunto, S. (2020). Research Procedures: A
Practical Approach. Jakarta: Rineka
Cipta.

Creswell, J. W. (2018). Research Design:
Qualitative, Quantitative, and Mixed
Methods  Approaches  (5th  ed.).
California: Sage Publications.

11 | JCE (JOURNAL OF COMMUNITY ENGAGEMENT)



GLOBAL UNIVERSITY

Denzin, N. K., & Lincoln, Y. S. (2018). The
SAGE Handbook of Qualitative
Research. California: Sage Publications.

Gunelius, S. (2019). 30-Minute Social Media
Marketing. New York: McGraw-Hill.

Hermawan, A (2019). Marketing
Communication. Jakarta: Erlangga.

Indriyo, G. (2018). Marketing Management.
Yogyakarta: BPFE.

Kotler, P., & Keller, K. L. (2018). Marketing
Management (15th ed.). New Jersey:
Pearson Education.

Miles, M. B., Huberman, A. M., & Saldafia, J.
(2019). Qualitative Data Analysis: A
Methods  Sourcebook  (4th  ed.).
California: Sage Publications.

Moleong, L. J. (2021). Qualitative Research
Methodology. Bandung: PT Remaja
Rosdakarya.

Nasrullah, R. (2020). Social Media:
Communication, Culture, and
Sociotechnological Perspectives.
Bandung: Simbiosa Rekatama Media.

Prastowo, A. (2019). Qualitative Research
Methods in Research Design
Perspectives.  Yogyakarta:  Ar-Ruzz
Media.

Purwana, D., Rahmi, & Aditya, S. (2017).
Utilization of Digital Marketing for
Micro, Small, and Medium Enterprises
(MSMEs) in Malaka Sari Village, Duren
Sawit. Jurnal Pemberdayaan
Masyarakat Madani, 1(1), 1-17.

Sugiyono. (2021). Qualitative Research
Methods. Bandung: Alfabeta.

Tjiptono, F. (2019). Marketing Strategy.
Yogyakarta: Andi Offset.

Turban, E., Pollard, C., & Wood, G. (2018).
Information Technology for
Management. New Jersey: Wiley.

JCE (JOURNAL OF COMMUNITY ENGAGEMENT)
Volume. 1, No.3, Juni 2026

Republic of Indonesia. (2008). Law Number 20
of 2008 concerning Micro, Small, and
Medium Enterprises.

Widodo, T. (2020). Digital Marketing
Strategies in MSME Development in
Indonesia. ~ Journal  of  Business
Management, 17(2), 120-134.

Yusuf, A. M. (2019). Quantitative, Qualitative,
and Mixed Research Methods. Jakarta:
Kencana.

12 | JCE (JOURNAL OF COMMUNITY ENGAGEMENT)



	ABSTRACT
	INTRODUCTION
	METHODS
	Preparation Stage
	Partner Participation in the Preparation Stage

	Training Implementation Stage
	Partner Participation in the Training Stage

	Mentoring Stage
	Partner Participation in the Mentoring Stage

	Evaluation Stage
	Partner Participation in the Evaluation Stage

	Participatory Approach

	MEASUREMENT OF COMMUNITY SERVICE PROGRAM (PKM) SUCCESS
	A. Program Success Measurement
	B. Qualitative Activity Performance Indicators (API)
	C. Pre-Test and Post-Test Questionnaire
	Instructions
	Rating Scale

	D. Questionnaire Items
	Pre-Test and Post-Test

	E. Evaluation Analysis

	RESULTS AND DISCUSSION
	Table 1. Pre-Test and Post-Test Results of Training Participants
	Participant Understanding Improvement

	DISCUSSION
	CONCLUSION AND RECOMMENDATIONS
	Conclusion
	Recommendations

	ACKNOWLEDGEMENTS
	REFERENCES

