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ABSTRACT

Currently MSME sector can be seen in everyday life, starting from face to face
directly or through digital media. The digital era has changed people's social
activities increasingly with the emergence of various digital social media, and
the social media is a gathering place for individuals and groups who are active
and communicate with each other, and has been a strategic part of a business's

product. Ngerangan village is currently known as the forerunner village of KEYWORDS
angkringan, and beginning in mid-2021 through the Village Enterprises MSME;
Ngerangan Jaya will develop the Ngerangan Tourism Village by utilizing the Ngerangan Jaya;
potential of each hamlet area, there are several MSME products and businesses Social Media;
produced are assist by the Village Enterprises Ngerangan Jaya. Based on the Community Service

situation analysis and interviews with the management of the Village
Enterprises Ngerangan Jaya, the Ngerangan Tourism Village has several
problems, one of the problems of this tourist village is the lack of understanding
of residents about the use of information technology in tourism development
which plays a role in providing information. From the analysis of the situation,
the purpose of this activity is to equip and provide training to active members
of MSME in each hamlet in Ngerangan Village to utilize social media as a means
of digital marketing. This community service activity was carried out in
Ngerangan Village, Bayat District, Klaten Regency by the Politeknik
Manufaktur Ceper Community Service Team.

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

1. Introduction

The Indonesian government through the Indonesian Ministry of Cooperatives and SMEs in 2017 [1],
[2] stated that the number of MSME:s [3]—[6] had a market of around 99.99% of the total business units
nationally, with the total absorption of labor nationally reaching 97%. Currently, sales and marketing
activities in the MSME [7]—[9] sector can be seen in everyday life, starting from face to face directly or
through digital media with a variety of goods being sold.

At present we live in the digital era, and the internet is a global information disclosure network using
various types of media communication. Apart from that, as a developing country, Indonesia is currently
experiencing the development of the Internet of Things or loT [10]-[14] since the introduction of the
industrial revolution 4.0 as a benchmark for the development of information technology and social. The
presence of information disclosure and the development of IoT [15]—[17] are currently changing people's
lives, one of which is changing product marketing strategies through digital marketing. Through the world
of the internet, information in various fields will be netted in one media globally. This wider network
directly affects the strategy in marketing practices, so that every community connected in one media
becomes the object of marketing. The digital era has changed people's social activities increasingly with
the emergence of various digital social media [1], [18], [19], social media [20]-[22] is a gathering place
for individuals and groups who are active and communicate with each other. Since its inception, social
media has been a strategic part of a business's product or service marketing target.
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Ngerangan village is currently known as the forerunner village of angkringan with most of the
population working as akringan traders spread across Indonesia. Beginning from being known as the
forerunner village of angkringan, in mid-2021 Ngerangan Village through the Village Enterprises
Ngerangan Jaya will develop the Ngerangan Tourism Village by utilizing the potential of each hamlet
area. There are several [23], [24] products and businesses produced by several hamlets of Ngerangan
Village which are assist by the Village Enterprises Ngerangan Jaya, including banana chips from pisang
village, wedang seruni and moringa steamed cake from herbal village, soy sauce from soybean village, tiwul
gubug restaurant from kamung tiwul, kremes catfish rice from catfish village, sauce pecel seasoning from
pecel village, blangkon crafts from blangkon village.

Based on the situation analysis and interviews with the management of the Village Enterprises
Ngerangan Jaya, the Ngerangan Tourism Village has several problems, one of the problems of this tourist
village is the lack of understanding of residents about the use of information technology in tourism
development which plays a role in providing information. Using of technology to provide information or
what can be called digital marketing can take advantage of social media [1], [25]-[27]. Information
provided through social media is usually in the form of documentation or photos and video, so as to attract
attention to fellow users of each of these social media. Reviewed from the analysis of the situation, the
contribution of this activity is to equip and provide training to active members of MSME (Assist by Village
Enterprises Ngerangan Jaya) in each hamlet to utilize social media as a means of digital marketing for
MSMEs [25], [27], [28], so that can overcome the analysis of the situation found. This community service
activity was carried out in Ngerangan Village, Bayat District, Klaten Regency by the oliteknik Manufaktur
Ceper Community Service Team.

2. Method

This training activity was carried out on Friday, October 22, 2021 face-to-face at the Ngerangan
Village Hall, Bayat District, Klaten Regency, the location of Google Maps is shown in Fig. 1 (coordinate
-7.80219013701364, 110.68570182331717) by applying the health protocol discipline according to the
procedures recommended by the government. This activity was attended by the village family welfare
development group which represented each hamlet and was active in activities. In this briefing and
training, 2 sub-activities were carried out, namely photography techniques and technical use of social
media which were guided by the community service team. After carrying out this training activity, the
community service team carried out monitoring and assistance through effective communication using
the WhatsApp android-based social media application by forming a special monitoring and mentoring

group.
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Fig. 1. Location of Google Maps Ngerangan Village Hall, Bayat District, Klaten Regency.
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3. Results and Discussion

The community dedication activity began with the opening session of the event, as a convey of the
aims and objectives of the activity to the participants who took part in the event, which is shown in Fig.
2. After the convey of the aim and objectives, the community dedication team presented a program
presentation which was divided into two sub-programs, shown in Fig 3, i.e. the digital marketing system
through social media [29], [30], and photography techniques as documentation supplies for the purposes
of social media content.

(b)

Fig. 2. Program Event: (a) Opening Session, (b) Presentation Program Digital Marketing and
Photography Techniques

In the presentation of the subprogram on digital marketing, the team provided information about
changes in marketing strategies that were previously carried out conventionally, now slowly shifting
digitally. In addition, this presentation also provides information about the advantages of digital
marketing, by taking referrals based on references, i.e.:

a)  Social media is an easy way to find out more about the customers

b)  Social media helps search target consumers more effectively

c)  Social media help find new consumers and expand target market

d) Developing target market and one step ahead from competitors

e) Social media can help increase website visitors and search engine ranking
f)  Share information faster with social media

g)  Social media helps generate list of new potential customers

h)  Closer to consumers through social media

i) Social media increases brand awareness and promotion with minimal cost

After explaining the advantages of marketing using social media, the team gave examples of social
media platforms that are usually used and accessed by many people for digital marketing such as Instagram
and Facebook. To further complement the marketing strategy with digital marketing, other application
accounts are needed. as support, i.e. google maps, and linktree.

Using google maps locations, routes, and travel times can be monitored via a draggable map. In a
digital marketing strategy using Google Maps, it can support customers or potential customers to find
product locations. While the linktree is an application service used as a link path to another link that is
more numerous. In this digital marketing service program, the use of Linktree provides link information
for Instagram addresses, Facebook addresses, Google Maps links, contact number links, and other links
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in one link display. This makes it easier for customers or potential customers to contact partners, so the
partners are easier to know and reach digitally.

Utilization of social media as digital marketing in providing information which is usually in the form
of documentation or photos, so as to attract the attention of fellow users of the media, the documentation
must have good and unique quality to attract the attention of customers. Utilization of social media as
digital marketing in providing information which is usually in the form of documentation or photos, so
as to attract the attention of fellow users of the media, the documentation must have good and unique
quality to attract the attention of customers. In the second sub-program, training and mentoring are
carried out in applying basic photography techniques, participants can be creative in documenting photos.
This activity is a provision for participants to apply it in social media accounts as a medium for promoting

MSME products.

In photography, lighting technique is the most influential factor in the results of photo documentation,
as shown in Figure 3a, lighting is required when doing indoor photography, besides that Fig. 3 also shows
the technique of using a plain background, this is intended so that the main object can be seen in focus
clear. In addition to using a plain background, this background can also be combined with other objects
to add interest in photo documentation, this is shown in Fig. 3(b), which is one of the photos taken by
participants add the flowers around the product.

(a) (b)
Fig. 3. Photography Technique: (a) Lighting Technique, (b) Photos Taken by Participants

Through these two subprograms, it is hoped that they can be a good provision for participants to apply
it as digital marketing as a means of promoting MSMEs. In addition, the service team directly develops
social media accounts that are currently widely used, namely Instagram Fig. 4(a) and Facebook Fig. 4(b)
which are then carried out with assistance and evaluation through at Whatsapp groups.

4. Conclusion

The community dedication activities have been carried out with representatives of participants from
each hamlet. Activities carried out directly at the Ngerangan Village Hall have included a digital marketing
material debriefing program and a photography technique program. It is hoped that after carrying out the
activities of these 2 sub-programs, participants will directly become provisions for the promotion of
MSMEs managed by the Ngerangan Tourism Village through the Village Enterprises of Ngerangan Jaya.
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Fig. 4. Social media account : (a) Instagram, (b) Facebook
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