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The 2021 KPM-DDR activity will be held in Jingglong Village, Ponorogo 
District, Ponorogo Regency. We and the community chose the personal asset 
owned by Mrs. Siti Zulaecha, namely the Angkringan business, on the grounds 
that the development of personal assets is aimed at making the business owned 
by Mrs. Siti Zulaecha more developed, especially in this Covid-19 pandemic 
situation. In a pandemic situation like this, it has a big impact, one of which is 
in the economic sector, moreover the government has issued a letter related to 
PPKM policies, one of which is the implementation at 20.00 WIB. Therefore, 
angkringan businesses that are known to be open until 12 hours and above must 
be closed according to government policy. The marketing strategy that we did 
to develop the angkringan business was by making branding, posters and 
uploading on social media such as Instagram, Facebook and WhatsApp as well 
as financial management applications. KPM-DDR activities use the ABCD 
(Asset Based Community Development) method through four stages of 
implementation, namely inculturation, discovery, define, reflection and RTL. 
The result of this activity is to implement online marketing strategies through 
social media and the use of financial management applications can increase 
revenue and help angkringan business owners discipline financial bookkeeping. 
In addition, it makes angkringan businesses survive in the midst of a pandemic 
situation with new innovations to market them on social media. 
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2. Method  

2.1. Asset Based Community Development (ABCD) 
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2.1.1. Stages of Inculturation 

2.1.2. Stages of Discovery 

2.1.3. Design Stage 

2.1.4. Define Stage 

2.1.5. Reflection Stage 
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3. Results and Discussion 

3.1. Implementation of Service 

3.1.1. First Week 

Fig. 1. Activities in inculturation 
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Fig. 2. Activities in discovery

Table 1. First Week

Stage Aim Activity Tools/Media Proof 
Inculturation So that the local community 

can know the purpose of the 
arrival of students. 

Carry out gatherings with the head 
of the RT and carry out initial 
assessments in Jingglong Village. 

Friendship Fig. 1 

Discovery Students and the community 
explore and find assets or 
potentials in Jingglong 
Village. 

Conducted interviews with the head 
of the RT as a representative of the 
community and Mrs. Siti Zulaikah as 
the owner of the Cak Al angkringan. 

Manuals, and 
notebooks. 

Fig. 2 

3.1.2. Second Week 
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Table 2. Second Week

Stage Aim Activity Tools/Media Proof 
Design In order to find out the assets 

or potentials of Jingglong 
Village so that they can easily 
arrange work programs.. 

Planning activities or work programs to 
develop existing assets with the 
community. 

Notebook Fig. 3 

Fig. 3. Planning activities 

Table 3 Temporary Work Program

No Assets or 
Potential Owned 

Problems Faced Temporary Activity Program 
Plan 

Planned Parties 
to be Involved 

1. Personal assets of 
angkringan micro 
and small business, 
Cak Al. 

One of the impacts of 
increasing Covid-19 
cases in Ponorogo 
Regency is the 
implementation of 
emergency PPKM, so 
that buyers or 
consumers decline. 
Therefore, in addition 
to selling offline, an 
online marketing 
strategy is needed, 
namely through social 
media Instagram and 
Facebook. 

1. Prepare the angkringan menu. 
2. Disseminate marketing strategies 

through social media Instagram and 
Facebook. 

3. Assist in assisting selling offline. 
4. Socializing financial management 

applications to make it easier for 
business owners to view profit and 
loss charts. 

5. Holding workshops on online 
marketing strategies by utilizing 
technological advances in the form of 
available social media. 

The owner of the 
angkringan business, 
Cak Al, Mrs. Siti 
Zulaikah, the local 
community, the head 
of RT 03 and the 
village head and his 
staff. 
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3.1.3. Third Week 

Table 4 Third Week 

Stage Purpose Activity Tools/Media Proof 
Define The implementation of work 

programs prepared with the 
community.. 

Assist in preparing angkringan 
menus, assisting with and 
developing Instagram, Facebook 
and financial management 
accounts, as well as helping to 
market angkringan menus offline 
and online. 

Smartphones, 
notebooks, as 
well as tools 
and materials 
for making 
angkringan 
menus 

Fig. 4 
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Fig. 4. Planning activities

3.1.4. Fourth week 

Table 5. Fourth Week

Stage Purpose Activity Tools/Media Proof 
Reflection and 
Follow Up Plan 

To find out to what extent the 
work program that has been 
prepared with the community 
has brought about change. 

Observe 
ongoing 
activities and 
make reports. 

Notebook Journal article reports, daily 
journals (LoogBook) and 
video documentation. 

4. Conclusion 
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