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Abstract: This community service activity aims to enhance the digital literacy  Article History:
capacity and marketing innovation of micro, small, and medium enterprises  Received: 19-03-2026
(MSMEs) in supporting the sustainability of local businesses in Bobosan  Reviewed: 21-04-2026
Village, North Purwokerto District, Banyumas Regency. The program was  Accepted: 30-04-2026
initiated in response to the low level of digital literacy among MSME actors,  Published: 20-05-2026
limited use of social media and marketplace platforms, and a lack of innovation

in marketing strategies, all of which have constrained market reach and business

competitiveness. The implementation methods included digital literacy training,

digital marketing strategy workshops, assistance in the use of social media and  Key Words:
marketplaces, and simulations of digital content creation, conducted in stages  Digital Literacy;
ranging from needs identification to monitoring and evaluation. Evaluation  Digital Marketing;
instruments included pre-test and post-test questionnaires, observation sheets,  Mentoring; Business
and participant feedback forms to assess changes in knowledge, skills, and  Sustainability.
attitudes. The data were analyzed using descriptive quantitative techniques by

comparing participants’ conditions before and after the program. The results

showed measurable improvements among participants, with understanding of

digital marketing increasing by approximately 35%, ability to use digital

platforms by 30%, and skills in creating digital content by 25%. Participants

also began implementing digital marketing strategies in their businesses. In

addition, partners responded positively to the program, stating that the materials

were easy to understand, the activities were beneficial, and their digital

knowledge and skills had improved. This activity was further supported by

participants’ enthusiasm, internet access, and practical learning materials,

although challenges remained in the form of limited technological capabilities

and implementation time. Overall, the findings indicate that the community

service program effectively enhanced the digital literacy capacity and marketing

innovation of MSMEs while encouraging the adoption of digital marketing to

support the sustainability of local businesses.
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Introduction

In this community service activity, it departs from the reality that MSMEs are an
important pillar in the local economy, including in the Purwokerto area, especially Bobosan
Village, North Purwokerto District, Banyumas Regency, which has quite high MSME-based
economic activities with the dominance of the culinary, processed products, and trade sectors.
However, the development of an increasingly digitized business environment requires a
transformation in business management, especially in the aspects of digital literacy and
marketing innovation. Digital transformation has become a key factor in increasing business
capacity, where digital literacy serves as the main prerequisite for technology adoption, the
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use of digital platforms, and improving the managerial ability of MSMEs in facing digital-
based competition (Kraj¢ik et al., 2023); (Anugrahwati et al., 2024). In this context, digital
literacy is not only limited to the technical ability to use devices, but also includes the ability
to search for information, conduct digital marketing, and data-based decision-making
(Priambodo et al., 2024); (Andika et al., 2021). Therefore, strengthening digital literacy is
very important to increase productivity, operational efficiency, and the competitiveness of
MSMEs in the digital economy era (Aini et al., 2024); (Putri et al., 2023). This condition
shows that digital capacity development is no longer an option, but a strategic need for the
sustainability of MSME businesses. Thus, this community service activity is present as a
response to the increasingly inevitable demands of digital transformation in the modern
business ecosystem.

The main problems faced by partners in this activity are the low digital literacy of
MSME actors, limitations in the use of social media and marketplaces, and lack of innovation
in marketing strategies which have an impact on limited market reach and low business
competitiveness. Based on the results of the need assessment through observations,
interviews, and group discussions, it was found that approximately 80% of MSME actors
already own smartphones; however, their use is still limited to personal communication such
as messaging and social media browsing. Only about 25% of participants have used social
media for business purposes, and less than 20% have utilized marketplaces as a sales channel.
In addition, around 70% of MSME actors do not yet understand basic digital marketing
strategies, including content creation, branding, and online customer engagement. These
findings indicate a significant gap between the availability of digital technology and the
ability of MSME actors to utilize it effectively for business development. Therefore,
strengthening digital literacy and marketing innovation is essential to improve market access,
business competitiveness, and sustainability of MSMEs in the digital era. This condition is in
line with the findings of the literature which states that the level of technology adoption in
MSMEs still varies and tends to be low due to limited digital literacy, human resource
capabilities, and access to training and digital infrastructure (Tambunan & Busnetti, 2024);
(Andika et al., 2021). In addition, obstacles in digital literacy cause MSMEs to be unable to
optimally utilize the potential of social media and marketplaces as an effective marketing
tool. In fact, various studies show that digital marketing through social media and
marketplaces can increase brand awareness, expand market reach, and increase MSME sales
if done in a structured manner and based on the right strategy (Katuuk et al., 2023);
(Elizabeth, 2022). Thus, the gap between digital potential and the actual capabilities of
MSME actors is a fundamental problem that needs to be addressed immediately through
systematic intervention.

The urgency of this community service activity is even stronger when it is associated
with the need for the sustainability of MSME businesses in the face of increasingly
competitive and digital-based economic dynamics. Digital literacy and marketing innovation
not only play a role in improving short-term business performance, but also contribute to
business resilience and the long-term sustainability of the local economy. The literature
shows that digital literacy functions as an enabler in digital transformation, which ultimately
has an impact on improving business performance and sustainability through expanding
market access, operational efficiency, and adaptability to changing business environments
(Yuniar et al., 2023); (Suleman & Talib, 2024). In addition, marketing innovation through
digital marketing and creative content development is also an important factor in increasing
competitiveness and strengthening the position of MSMEs in the digital market (Widyo et al.,
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2023); (Dewi et al., 2023). However, some studies have also shown that the impact of digital
marketing on business sustainability can vary depending on the context of the sector and
region, so a contextual and needs-based approach is needed (Fitri & Halik, 2023); (Haryati et
al., 2024). Therefore, this community service activity is very relevant to answer the need to
increase the digital capacity of MSMEs contextually in the Purwokerto area, with a structured
training and mentoring approach.

The main goal of this community service activity is to increase the capacity of digital
literacy and MSME marketing innovations in supporting the sustainability of local
businesses, with specific objectives including increasing understanding of digital marketing,
improving digital platform use skills, and developing digital-based marketing strategy
innovations. To achieve this goal, this activity is designed in the form of digital literacy
training, digital marketing strategy workshops, assistance in the use of social media and
marketplaces, and simulations of digital content creation. This approach is in line with the
literature recommendations that emphasize the importance of integrated training and
mentoring programs to improve digital literacy and MSME marketing capacity (Priambodo et
al., 2024; Andika et al., 2021). In addition, this program also adopts a multi-channel digital
marketing approach by utilizing social media as a means of branding and marketplace as a
means of transactions, which has proven effective in expanding the MSME market (Katuuk et
al., 2023; Widyo et al., 2023). Thus, this activity is not only educational, but also applicable
and results-oriented that can be directly implemented by MSME actors.

Method

The method of implementing community service activities is designed in a systematic
and participatory manner by referring to the needs of partners and the findings of the need
assessment which show low digital literacy and limitations in the use of digital marketing by
MSME actors. The design of the activity integrates several forms of intervention, namely
counseling (digital literacy training), workshops (digital marketing strategies), role-
play/simulation (digital content creation and practice of using social media and
marketplaces), as well as counseling or direct assistance in the implementation of digital
marketing. This approach is in line with the literature that emphasizes that MSME capacity
building requires a combination of conceptual training and hands-on practice so that digital
literacy can be translated into effective operational and marketing capabilities (Priambodo et
al., 2024); (Andika et al., 2021); (Katuuk et al., 2023).

The participants of the activity are 15 MSME actors in Bobosan Village, North
Purwokerto District, Banyumas Regency. The participants were selected using purposive
sampling and are members of a local MSME association, with inclusion criteria including: (1)
actively running a micro or small business, (2) owning a smartphone, and (3) having limited
experience in using digital marketing. Most participants represent micro and small
businesses with business management characteristics that are still simple and experience-
based, so they require an applicative and contextual learning approach.. The stages of
implementing activities consist of five main stages, namely:

1) Preparation and identification of needs through observation, interviews, and group
discussions.

2) The implementation of digital literacy training to improve basic understanding.

3) Digital marketing strategy workshop to deepen technical and strategic capabilities.

4) Assistance in the implementation of the use of social media and marketplaces as well
as simulations of digital content creation.
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5) Monitoring and evaluation to assess program outcomes and sustainability.

The evaluation instruments used in this activity include pre-test and post-test
questionnaires to measure participants’ knowledge improvement, observation sheets to assess
practical skills during training and mentoring, and participant feedback forms to evaluate
satisfaction and perceived usefulness of the program. The data analysis technique used is
descriptive quantitative analysis by comparing the results of pre-test and post-test to identify
the level of improvement in participants’ digital literacy and marketing skills. The results are
presented in percentage form to show measurable changes after the intervention.

Result and Discussion

The implementation of community service activities began with the process of
preparation and identification of needs carried out through observation, interviews, and group
discussions with MSME actors in Bobosan Village, North Purwokerto District, Banyumas
Regency. Based on this process, it was found that most MSME actors still have limitations in
digital literacy, especially in the use of social media and marketplaces as marketing tools, and
do not have a structured digital marketing strategy. These initial findings are supported by the
pre-test results, which show that the average participant score was 45 out of 100, indicating a
low level of understanding of digital marketing concepts and practices. After the
implementation of training, workshops, and mentoring, there was a significant improvement
in participants' knowledge and skills. The post-test results showed an increase in the average
score to 85, indicating a substantial improvement in digital literacy and marketing
understanding.

Table 1. The Result of Pre-test and Post-test

Indicator Pre-test Post-test Improvement
Understanding of digital marketing 45 85 +40
Ability to use social media 50 80 +30
Content creation skills 40 75 +35

In addition to knowledge improvement, the results of mentoring activities also show
concrete outputs in the use of digital platforms.
Table 2. Digital Platform Utilization Outcomes

Output Indicator Total
New Instagram business accounts 15
Marketplace stores created (Shopee) 10
Participants actively posting content 12

These results indicate that the program not only improves theoretical understanding
but also successfully encourages participants to implement digital marketing practices in their
businesses. This condition is in line with the literature that states that the level of technology
adoption in MSMEs still varies and is influenced by digital literacy factors, human resource
capabilities, and access to training and infrastructure support (Tambunan & Busnetti, 2024);
(Andika et al., 2021); (Kraj¢ik et al., 2023). In addition, digital literacy is understood not only
as the technical ability to use devices, but also includes the ability to search for information,
conduct digital marketing, and data-driven decision-making (Priambodo et al., 2024);
(Andika et al., 2021). Therefore, the results of this need identification are the basis for
designing activities that are applicable and in accordance with the conditions of the partners.
This preliminary data also shows that most MSMEs still rely on conventional marketing with
limited market reach, so interventions focused on digital capacity building are needed. Thus,
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the initial stage of activities provides a clear foundation for the implementation of more
targeted programs based on real needs in the field.

Furthermore, the implementation of digital literacy training is carried out to improve
participants' basic understanding of the concept and practice of using digital technology in
business activities. The training material includes the introduction of social media,
marketplaces, and the basic principles of digital marketing that are relevant to the needs of
MSMEs. The results of the activity showed that after participating in the training, participants
began to understand the concept of digital marketing as well as the function of social media
and marketplaces in expanding market reach. This increase in understanding can be seen
from the ability of participants to identify digital platforms that can be used for marketing and
understand the basic ways to use them. These findings are in line with the literature that states
that digital literacy is a major enabler in the adoption of technology and digital transformation
of MSMEs, which has an impact on increasing operational and managerial capacity (Krajcik
et al., 2023); (Aini et al., 2024); (Putri et al., 2023). In addition, digital literacy training also
provides a foundation for participants to develop more complex skills in digital marketing.
These results show that increasing digital literacy can be the first step in encouraging the
digital transformation of MSMEs. Thus, digital literacy training acts as a foundation in

increasing participants’ readiness to participate in the next stage of activities.
- & ’g\. ~ NilA CRiSPY Tj i

/’ - £
Figure 1. The resource person presented the material
The next stage is focused on a digital marketing strategy workshop which aims to
deepen participants' technical and strategic skills in managing digital-based marketing. In this
activity, participants were introduced to the concept of digital marketing which includes
content creation, branding, and the selection of platforms that are in accordance with business
characteristics. The results showed that participants began to understand the importance of
quality content and branding strategies in attracting consumer attention and increasing sales.
In addition, participants also gained an understanding of the different functions of social
media as a means of branding and marketplaces as a means of transactions. This finding is in
accordance with the literature that states that digital marketing plays a role in increasing
brand awareness, expanding market reach, and improving MSME sales performance through
the use of digital platforms (Katuuk et al., 2023); (Elizabeth, 2022). In addition, the
effectiveness of digital marketing is highly dependent on the quality of content, branding
consistency, and the right channel selection (Widyo et al., 2023); (Dewi et al., 2023). Thus,
this workshop provides a deeper understanding of digital marketing strategies that can be
applied by participants in their businesses.
The implementation of implementation assistance is an important stage in ensuring
that the knowledge gained by participants can be applied directly in business activities. In this
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stage, participants are accompanied in the use of social media and marketplaces and simulate
digital content creation. The results of the activity showed that participants began to be able
to use digital platforms independently, including in creating promotional content and
managing social media accounts and marketplaces. In addition, participants also began to
implement digital marketing strategies in their businesses, which was shown through the
activities of using digital platforms during the mentoring process. These findings are in line
with the literature that emphasizes the importance of practice-based approaches and
mentoring in increasing the effectiveness of digital technology adoption in MSMEs (Dewi et
al., 2023); (Andika et al., 2021). In addition, the mentoring process also provides an
opportunity for participants to overcome the obstacles faced in the use of digital technology.
Thus, the mentoring stage plays a role in connecting theoretical knowledge and real practice
in digital marketing.
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Figure‘zi. Participants are participating in community service activity

The monitoring and evaluation stages are carried out to assess the results of activities
and identify the level of achievement of program objectives. Based on the data obtained, the
activity showed that participants experienced an increase in understanding and skills in digital
marketing, and began to implement digital strategies in their businesses. In addition, the
results of the evaluation showed that participants responded positively to the activity, stating
that the material was easy to understand, the activity was useful, and improved digital
insights and skills. This data is also supported by documentation of activities in the form of
photos, videos, and training materials that show the overall implementation of the program.
In addition, the evaluation also noted the existence of supporting factors such as participants'
enthusiasm, adequate internet access, and applicable materials, as well as inhibiting factors
such as limited technological capabilities and implementation time. These findings are in line
with the literature that states that the success of the MSME digitalization program is
influenced by internal and external factors, including human resource capacity, technology
access, and environmental support (Kraj¢ik et al., 2023); (Uli & Anggraini, 2024). Thus, the
monitoring and evaluation stage provides an overview of the results of activities and factors
that affect the implementation of the program.
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Figure 3. Product graphic design

Overall, the results and discussion of the activities showed that the approach used,
namely a combination of training, workshops, and mentoring, was able to gradually increase
the capacity of digital literacy and MSME marketing innovation. Each stage of the activity is
interrelated and contributes to achieving the program's objectives, from the identification of
needs to implementation and evaluation. These findings are in line with the literature that
emphasizes the importance of an integrated approach in MSME capacity building programs,
which includes ongoing training, practice, and mentoring (Priambodo et al., 2024); (Katuuk
et al., 2023); (Kraj¢ik et al., 2023). In addition, this activity also shows that digital literacy
and digital marketing innovation are important factors in improving the ability of MSMEs to
face competition in the digital era. Thus, the results of this activity provide an overview of the
effectiveness of the community service activity program in increasing the digital capacity of
MSMEs and supporting the sustainability of local businesses.

Conclusion

This community service activity shows that the program implemented has succeeded
in increasing the digital literacy capacity and marketing innovation of MSME actors, as
evidenced by measurable improvements in participant performance. The results indicate that
the average participant score increased from 45 in the pre-test to 85 in the post-test, reflecting
a significant improvement in digital marketing understanding. In addition, the ability to use
social media increased by 30%, and digital content creation skills improved by 25%. The
main findings show that before the activity, MSME actors had limitations in the use of digital
media and did not understand digital marketing strategies in a structured manner. After the
implementation of the program, participants were able to use social media and marketplaces,
understand digital marketing concepts, and improve their ability to create digital content and
begin applying it in their businesses. This is also supported by the practical outcomes, where
15 participants successfully created new Instagram business accounts, and 10 participants
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established marketplace stores. The direct benefits of this activity were felt by partners, who
stated that the activities were useful, the material was easy to understand, and able to improve
digital insights and skills in supporting business marketing activities.

Recommendation

For community members, especially MSME actors, it is recommended to continue to
use social media and marketplaces consistently and follow follow-up assistance so that the
digital skills that have been acquired can continue to develop. Local governments are
expected to strengthen support through facilitating continuous training, providing access to
digital infrastructure, and forming MSME digital communities as a forum for collaboration
and sharing of good practices. Educational institutions can play an active role by developing
a community service activity program based on local needs that integrates training,
workshops, and mentoring on an ongoing basis and involves students in program
implementation. For practitioners and service teams in the future, it is recommended to
prepare training materials that are more adaptive according to the level of ability of the
participants, as well as extend the duration of the mentoring to ensure that the implementation
runs optimally. In addition, for the sustainability and replication of programs in other
communities, it is important to conduct periodic monitoring and evaluation as well as
documentation of activities as a reference, so that this program model can be applied in other
regions with adjustments to local characteristics and partner needs.
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