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ABSTRACT

The COVID-19 pandemic that has lasted for two years has shaken several
important sectors in Indonesia. Not only the health sector, but the economic
sector was also significantly affected. SMEs in Indonesia will have the same
opinion. One of those affected is MSME Anne Klappertaart. This micro,
small and medium enterprise is located in Lippo Karawaci, Tangerang.

MSME owners feel the need to increase sales by utilizing digital , namely KEYWORDS
social media. Therefore, the KKN-PPM team helped optimize the digital MSME;
activation of social media and e-commerce platforms from MSMEs. The Digital Activation;
KKN-PPM team also explained the use of content that had been planned and Social Media;
created. This is done so that MSME owners can use the content in the future. E-Commerce

The results of this activity are brand guidelines, content templates for
Instagram feeds and stories, and Shopee accounts. In addition, our team also
provides video tutorials that can be viewed again by MSME owners.

This is an open-access article under the CC-BY-SA license

1. Introduction

The COVID-19 pandemic that occurs globally in all countries has an impact and influence that is
severely felt [1]. In Indonesia, the COVID-19 pandemic has lasted for almost 2 years which has had an
impact on all sectors, including the economic sector which is the foundation of society [2]. MSMEs are
one sector that has a special position for the economic sector affected by the COVID-19 pandemic [3]-
[6]. MSMEs were an important contributor to GDP (Gross Domestic Product) in 2019, where MSMEs
contributed 60% of GDP and also contributed 14% to total national exports [7]-[10]. The COVID-19
pandemic caused almost all MSMEs to experience a sales decline of 36.7% due to no sales, while 26%
experienced a sales decline of more than 60%. Therefore, MSMEs have a big role in the national
economic growth [11]—[14]. According to data obtained from the Ministry of Cooperatives, as many as
163,713 MSME actors (Micro, Small and Medium Enterprises) were affected by the COVID-19
pandemic. According to data from the Ministry of Cooperatives and Small and Medium Enterprises
(2020), MSMEs in Indonesia have a very large number, which is an estimated 65 million MSME actors
in Indonesia in 2020 [15]—[20].

The rapid development and transmission of the Covid-19 virus has made the government implement
the PSBB (Large-Scale Social Restrictions) policy or also known as the new normal which makes people
have to adapt to the conditions that occur, but this policy has a direct impact on the activities of MSME
actors [21]. This is because MSMEs are usually directly related to buyers or consumers, but because of
this policy, it has become an obstacle for MSMEs as well as a challenge to adapt in the new situation for
MSMEs [22]—[24]. For this reason, the COVID-19 pandemic has forced MSME actors to think about
how to keep their business going and growing during the COVID-19 pandemic or what is called the
new normal condition [25].

The development of the digital world during the industrial revolution 4.0 provided benefits for all
human activities, including marketing and business activities. A solution for MSMEs to be able to
continue to develop and survive in the new normal conditions due to the COVID-19 pandemic is the
use of digital utilization [26]—[30]. With the COVID-19 pandemic and the current digital era, MSMEs
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are required to be able to prepare themselves in creating new things through the use of new technology
[31]. By using digital media or digital use, it can support MSMEs marketing in the realm of branding,
sharing, and promotion for a business. One of the means for business owners or MSMEs is the use of
social media as one of the ways used to enter the digital market because the restrictions on activities that
occur make people use digital technology more than conventional ones [32]—[34].

The number of internet users as a form of technological development is very influential in the
economic world at this time, especially business opportunities for business actors and MSMEs due to
the convenience it gets [35]—[37]. Utilization of social media in digital marketing could be implemented
by the use of the Instagram platform as one of the social media used by MSMEs [8]—[10], [38]. It has
been proven that Instagram is able to increase consumer brand awareness. In addition to using social
media, business actors or MSMEs can also use marketplace or e-commerce such as Shopee as an online
marketing tool to develop and maintain their business[3], [38], [39]. Based on the Kadata Insight Center
(KIC), that 77% of MSMEs assess that the marketplace has a fairly important role for product
marketing, so that MSMEs can survive during the current COVID-19 pandemic [7], [40]—[44]. The
number of businesses in Indonesia, 99%, majority are dominated by MSMEs, where as previously
stated, 64.2 million business actors and 37 million MSMEs in Indonesia are managed by women [45]. It
can be said that women also have a big role in national development in the economic field in particular.
With the development of technology, it becomes a challenge for women as business actors or MSMEs
as they are required to be ready to face various rapid dynamic changes. However, the lack of
understanding of MSMEs towards digital marketing and the use of social media is a problem for
MSMEs. As many as 13% of MSMEs in Indonesia have just taken advantage of the digital market based
on data obtained from Bank Indonesia.

This challenge was felt by one of the MSMEs, namely Anne Klappertaart, which is a home-based
business that was established in 2018 and is engaged in the food sector. Mrs. Anne as the perpetrator or
owner of MSME Anne Klappertaart from Tangerang admitted that sales from her business were only
through her closest relatives and colleagues and no further marketing process was carried out for her
business. Mrs. Anne also admitted that it was difficult to do digital activation for her business because
she did not really understand the use of information and communication technology. However, there is
hope for Mrs. Anne to be able to use information and communication technology better. Seeing this
situation, we as students are moved to contribute efforts as a form of community service to help Mrs.
Anne as an MSME actor to advance her business. Through this effort, we also hope that Anne
Klappertaart's MSMEs in the future can participate in efforts to recover the Indonesian economic
sectof.

2. Method

Method in this activity is cartied out by providing assistance, explanations, and direct practice of
making e-commerce or social media activations. This method lasts for 7 days.

a.  Planning

Our plan of activities:

1. Making brand guidelines that are used as instruction to clearly display brand identity.

2. Create design templates for posts on Instagram in the form of feeds and how to use them.
3. Activate shopee accounts along with sufficient tutorials for using shopee accounts.

4. Suggest using Instagram Ads to expand reach.

b. Implementation

For a period of 7 days we have created a Whatsapp group with MSME owners to facilitate
communication. The activities we carry out are:

1. Coordination with MSME owners regarding brand guidelines which already contain logos, logo
mockups, color palettes, fonts, elements, product photo moodboards, and visual design
moodboards that will later be presented to MSME actors (Mrs. Anne).
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2. Posting Instagram feeds and stories according to the design theme that is already in the brand
guidelines.

3. Shopee account activation along with video tutorials on how to use it.

4. Explains the use of Instagram ads in the form of video tutorials that are shown to MSME
actors (Mrs. Anne).

c. Evaluation

After carrying out the implementation stage, there was an evaluation from MSME actors (Mrs.
Anne), namely

1. A change in the logo or a revision. Mrs. Anne asked to add the word "homemade" to the logo
that we had made, she wanted the product to stick with the homemade title and be a fresher
product.

2. MSME actor (Ms. Anne) admitted that she had difficulty using the shopee platform, from this
evaluation we made a video tutorial on how to use it and save it in a google drive folder so that
it can be accessed by her anytime and anywhere.

The rest of the SMEs (Mrs. Anne) have agreed to the plans made by our group.

3. Results and Discussion

The output of this activity is divided into two. Namely the implementation stage and the
sustainability stage. The implementation of sustainability activities and preparations is carried out in a
span of two weeks starting from January 18, 2022 to February 1, 2022. Several programs which have
been prepared to support the empowerment of MSMEs Anne Klappertaart are as follows.

a.  Preparation of Brand Guidelines

It is felt that its presence is important for MSMEs, brand guidelines are one of the things that
MSMEs Anne Klappertaart does not yet have. brand guideline is important because it functions as the
identity of MSMEs themselves. brand guideline compiled consist of a logo, logo explanation, color
palette, fonts, moodboatds, both product photos and designs, moodboard elements, as well as mockups

for the implementation of the brand guidelines themselves.
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Fig. 1. Brand guideline

b. Instagram Social Media Activation

Anne Klappertaart already has an Instagram account before. However, the content owned is only
limited to product photos. There is no complete information about the product or SMEs themselves.
Therefore, the Instagram social media activation stage is carried out. This activity includes social media
activation activities such as consistently posting content, tidying up the profile display, adding
information that consumers feel is needed, and applying brand guidelines to every existing post.
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Fig. 2. Instagram activation

c.  Shopee e-commerce activation

In an effort to expand a wider market share, MSME Anne Klappertaart tries to expand sales through
e-commerce. Shopee was chosen as an e-commerce because it has features that make it easier for both
customers and sellers to place food orders. MSME Anne Klappertaart can use features such as pre-
orders and delivery options within the city using Go-Send. This feature is necessary because the
products offered by Anne Klappertaart are food products that are prone to damage, so they require
certain handling in terms of shipping.

“

@ Anne Klsppertasrt >

Fig. 3. E-commerce activation

d.  Suggestions for Using Instagram Ads

The activities that we carry out do not last long. At the marketing stage, Anne Klappertaart's
MSMEs cleatly need further handling of what we have done. There needs to be special handling in
terms of marketing Anne Klappertaart's MSME products. However, we trecommend Anne
Klappertaart's MSMEs to do Instagram Ads. That is a feature provided by Instagram where MSMEs
can expand awareness of selected Instagram audiences towards the MSME brand Anne Klappertaart.
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e. Making Google Drive

All outputs produced by the group have been entered into google drive which can be directly
accessed by Mrs. Anne. The output is in the form of brand guidelines, post templates, video tutorials,
and others. Initially, this Google Drive was created with the aim of accommodating photos of products
that the group would create content for during the activity.

4. Conclusion

The KKN-PPM activities that have been carried out for approximately two weeks can be considered
successful. The main problem for MSME owners is about managing digital marketing and our group
has succeeded in developing MSME-owned social media and activating the Shopee platform as a means
of selling.social media interface fresh to attract more customers. The group also succeeded in making
brand guidelines MSMEguide for advancing content creation in the future to make it more presentable
and focused. In addition, MSME Anne Klappertaart can start selling using the Shopee application which
is already active and increase sales in the future. After carrying out the activity, the group also made
several video tutorials on using templates, using shopee accounts, and Instagram ADS. The group hopes
that all the activities and knowledge that have been provided can be useful for Anne Klappertaart's
UMKM in the future in order to develop business, especially in the use of digital marketing.
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