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Abstract

This community service activity is motivated by the needs of female MSME actors in Salira Village to
increase the competitiveness of amplang cracker products in the digital market. Although this product has
tremendous market potential, the challenges in using digital technology for marketing hinder product reach
and sales. This activity aims to introduce and implement effective digital marketing strategies so that
MSME actors can maximize their market potential and improve local economic welfare. The
implementation methods include initial needs assessment, digital marketing training through workshops
and practical sessions, implementation of strategies on processed fish products, and evaluation of results
using surveys and sales analysis. The activity results showed a significant increase in digital marketing
understanding and skills among MSME actors, with an average increase in turnover of 30% in the three
months after the training. In addition, establishing an online community forum strengthens support between
MSME actors. This activity increases digital marketing capacity and strengthens social networks, providing
a sustainable positive impact on local economic development.

Keywords: Digital Marketing, Amplang Crackers, Payus Fish, Women's MSMEs, E-Commerce, Local
Economic Empowerment.

INTRODUCTION

This community service activity departs from the urgent need of female MSME actors in
the Salira Village Fishing Village to optimize digital marketing strategies in marketing paylet
amplang cracker products. Although the development of digital technology has opened up
tremendous opportunities in the global marketing sector, MSME actors in this village are still
experiencing obstacles in utilizing digital platforms optimally. In line with the findings of
Munawaroh (2024), which underscores the importance of harmonising leadership, transformation,
and digital competencies to increase the competitiveness of MSMEs, this activity focuses on
empowering a digital-based economy that is relevant for the welfare of local communities.

Salira Village, as a fishing village with great economic potential, mainly through processed
fish products such as amplang crackers, faces severe challenges in market penetration. Although
this product has superior quality, ineffective marketing is the main obstacle for women MSME
actors in this village. The lack of knowledge and skills in managing digital marketing strategies
causes their products to be less known in the broader market. As a result, limited market access
and low competitiveness hinder village economic growth.

In this context, digital marketing is not just an additional tool, but a strategic instrument to
expand market reach and increase product visibility. Using digital strategies such as social media,
SEO, and e-commerce platforms such as Tokopedia and Shopee can open up new opportunities
for MSME actors in Salira Village. Chaffey and Ellis-Chadwick (2019) emphasized that
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optimising this digital strategy can increase market reach and operational efficiency, which is very
important for MSMEs in rural areas.

A review of the related literature also shows that digital transformation is essential to
maintain the competitiveness of MSMEs in this global era. Kumar and Gupta (2020) highlight that
marketing digitalization increases product visibility and simplifies operational management. Sari
and Fitriani (2021) added that a solid digital marketing strategy contributes to higher customer
engagement, while Rahman and Fajri (2021) show that digital marketing training directly impacts
the MSME market expansion. The relevance of these studies is very much in line with the context
of Salira Village.

Based on this background, this community service activity is designed to overcome the
challenges faced by women MSME actors in Salira Village through intensive training on digital
marketing. This activity aims to improve the knowledge and skills of local entrepreneurs in
utilizing digital platforms for product promotion, as well as developing effective marketing
strategies so that they can compete in an increasingly dynamic and competitive market.

METHOD

To overcome the challenges MSMEs face regarding digital marketing in Salira Village,
this community service activity is carried out through several systematic stages designed to provide
effective and practical solutions. The first stage is a needs analysis, which involves initial surveys
and interviews with MSME actors to identify the strengths, weaknesses, and specific needs of
digital marketing. The results of this analysis are the basis for designing appropriate training
modules.

The second stage is training planning. Based on the needs analysis results, the community
service team developed a training curriculum covering vital topics such as the use of social media
for promotion, the creation of engaging content, SEO (Search Engine Optimization) techniques,
and marketing strategies through e-commerce platforms. The curriculum is designed to ensure that
the training is relevant to the local context and can be easily implemented by participants.

The third stage is the implementation of training. The training was carried out through
workshops and practicum sessions involving participants directly. During the training, participants
were given theoretical material accompanied by case studies and hands-on practice using relevant
digital tools. This method ensures that participants understand the concepts and have practical
skills in implementing digital marketing strategies.

The fourth stage is mentoring and evaluation. After the training, participants received a
mentoring session to help them implement their learned strategies. During this period, the
community service team conducts field visits and provides additional guidance to ensure effective
implementation. The evaluation was carried out to assess the effectiveness of the training, by
measuring changes in participants' knowledge, skills, and impact on product marketing
performance.

The last stage is the formation of a support network. In this stage, community networks
and online forums are formed to allow participants to share experiences, overcome obstacles
together, and continue to gain support. This network aims to strengthen the MSME community
and ensure the sustainability of digital marketing efforts that have been carried out.

By following these stages, it is hoped that MSME actors in Salira Village can overcome
their marketing constraints, increase the visibility of processed fish products, and finally expand
their market significantly.
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RESULTS AND DISCUSSION

Activity Results
The implementation of this community service activity focuses on developing digital marketing
for processed fish MSMEs in Salira Village. The results obtained can be categorized in several

main aspects:

1.

Improving Digital Marketing Knowledge and Skills The training provided an in-depth
understanding of various digital marketing techniques, such as SEO, marketing through
social media, and e-commerce strategies. Before the training, participants did not
understand search engine optimization and digital marketing strategies. After the training,
there was a significant improvement in their knowledge. Post-training evaluations showed
that 80% of participants can now better design effective marketing campaigns, with a better
understanding of social media algorithms and SEO techniques. This knowledge allows
them to create more engaging and relevant content and improve their product’s ranking in

search results.

R ;_" T
KKM 22 DESA SALIRA
SEMINAR &
kelti

WORKSHOP UMKM 2024
farketing Strategi ‘ T E

gun UMKM (

::::::

Figure 1. Digital Marketing Training and Workshop

Implementation of Digital Marketing Strategies After the training, participants began to
apply various digital marketing techniques. The use of social media, such as Instagram and
Facebook, to promote products such as payus amplang crackers, shredded stingrays, fish
nuggets, and fish rolades, has shown positive results. Increased product visibility on online
platforms impacted sales, with reports of an average increase in turnover of 30% in the first
three months after training. Using digital marketing techniques such as paid advertising
and content marketing also helps attract new consumers and expand market reach.
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Figure 2. Products After Implementing Digital Marketing

3. Establishment of Support and Community Networks One of the significant results of
this activity is establishing an online community forum where MSME actors can share
experiences, challenges, and marketing strategies. The forum not only serves as a
communication channel, but also as a platform for support and collaboration. Participants
reported that the forum helped them solve marketing problems and get constructive
feedback from their peers. This community has strengthened the sense of solidarity and
cooperation among MSME actors, increasing their capacity to face market challenges
collectively.
Discussion

The results of this activity show the positive impact of digital marketing training on the
development of MSMEs in coastal villages. The improvement of digital marketing knowledge and
skills is in line with the literature that shows that practical digital training can increase the capacity
of MSMEs to compete in the global market (Monday, 1999). The ability of participants to
understand and apply SEO and social media marketing techniques facilitates a significant increase
in the visibility of their products. These findings are consistent with research by Herlina and
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Setiawan (2020) which highlights the importance of understanding digital marketing techniques
in improving small business performance.

The reported increase in sales after implementing digital marketing strategies also supports
the theory that digital marketing can expand market reach and improve product accessibility
(Susanti & Hamid, 2020). Research by Rahman and Fajri (2021) shows that an excellent digital
marketing strategy can significantly increase sales performance. In this case, using social media
and digital marketing techniques helps MSMEs in Salira Village to penetrate a broader market,
increasing their competitiveness.

Establishing support networks and communities shows that social collaboration and
community support can facilitate problem solving and business growth. This aligns with the theory
that social networks are an essential source of support and knowledge sharing for small
entrepreneurs (Purnomo & Kurniawan, 2019). An active community forum allows MSME actors
to help each other, share information, and strengthen their ability to face marketing challenges.

Overall, this activity emphasizes the importance of digital marketing training and
community support in improving the performance of MSMEs. These results provide practical
guidance for similar interventions in other communities and underscore the critical role of digital
education in local economic development. This experience shows that with the proper support and
the implementation of effective digital strategies, MSMEs in coastal villages can overcome
marketing challenges and achieve more tremendous success.

Fish Cracker Production in Salira Village

Women's empowerment in fish cracker production in Salira Village shows positive results.
The use of paylet fish as the main ingredient has resulted in fish cracker products that are
increasingly known at the local level and starting to penetrate the broader market. Increasing
production from 20 kg to 35 kg per day is one of the indicators of the success of the training and
mentoring program provided to MSME actors.

Nevertheless, challenges remain, especially in terms of marketing and distribution. Capacity
building efforts must continue to be carried out to ensure the sustainability and growth of MSMEs
in this sector.
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Figure 3. The Process of Making Amplang Crackers

Quality Improvement and Product Diversification

Product diversification efforts are an essential step in increasing the competitiveness of fish
crackers in Salira Village. In addition to the flavor variants that have begun to be developed, the
next step is to create products using more attractive and environmentally friendly packaging. This
quality improvement is expected to increase consumer interest and provide added value that can
lift the product's image in the market.

Figure 4. Amplang Crackers

Challenges in Marketing and Distribution

Despite the increase in production, MSMEs in Salira Village face obstacles in reaching a
broader market, especially with digital marketing and distribution infrastructure limitations. Most
businesses still rely on traditional marketing; only a small percentage have started leveraging
digital platforms to expand their reach. Improving the ability in digital marketing is one of the
strategic steps that must be taken.

Efforts to Strengthen MSMEs in Fish Crackers in Salira Village
To strengthen fish cracker MSMEs in Salira Village, several strategic efforts can be made:

1. Capacity Building Training and Technical Assistance: To ensure businesses can implement
better production standards, continuous assistance is needed. Technical training focusing
on fish processing, financial management, and efficient packaging will increase the
competitiveness of products. For example, training related to halal certification and food
product quality standards can be an added value in the market.

2. Partnership Network Development: One way to strengthen MSMEs is to build a solid
partnership network. Collaboration with the government, financial institutions, and the
private sector can help business actors access capital, technology, and a broader market. In
addition, partnerships with e-commerce or logistics companies can facilitate the
distribution of products to different regions, even outside the island.

3. Adoption of Digital Technology: Improving digital skills for MSME actors is essential in
answering the challenges of the modern market. According to research from Hidayat and
Santoso (2021), MSME actors who adopt digital platforms have a 60% greater chance of
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increasing sales than those who still use conventional methods. Therefore, training in
utilizing social media and e-commerce platforms such as Tokopedia, Shopee, and
Bukalapak is essential to expand marketing reach.
4. Access to Financing and Capital: Access to financial resources is critical to ensuring the
sustainability of MSMEs. Local governments can actively facilitate access to financing
through the people's business credit program (KUR) or through cooperation with
microbanks. In addition, funding digital-based through fintech can provide an alternative
more accessible to MSME actors, especially in remote areas such as Salira Village.
5. Value-Added Product Development: Adding value to fish cracker products through
developing derivative products and process innovation is essential to increase
competitiveness. For example, they are processing fish crackers into snacks with a modern
touch, or more premium packaging. By utilizing innovations like this, products can be
marketed in the local market and to more exclusive markets, such as large supermarkets or
export markets.
6. The Active Role of the Government and Non-Governmental Organizations: Government
support through regulations that facilitate the development of MSMEs, such as simplifying
business licensing and broader market access, will be constructive in strengthening
MSMEs in Salira Village. In addition, non-governmental organizations (NGOs) can
provide sustainable assistance, both in terms of technical and marketing network
development.
7. Promotion and Branding Programs: Focused promotional programs and the development
of branding of Salira Village fish cracker products can increase the attractiveness in the
market. These products can gain wider recognition through social media, digital campaign
strategies, and participation in MSME product exhibitions. Support from relevant agencies
in holding exhibitions and festivals of local products is also an effective way to introduce
paylet cracker products to a broader audience.
Women's Empowerment and Its Impact on the Local Economy

Women's empowerment through the production of fish crackers not only provides a direct
economic impact in the form of increased income, but also strengthens the role of women in
community development. Women's involvement in the productive sector opens up opportunities
for them to contribute more to economic decision-making at the household and community levels.
This ultimately improves family welfare and strengthens the socio-economic structure of the
village.

CONCLUSION

Women's empowerment through fish cracker MSMEs in Salira Village shows excellent
potential in improving the economic welfare of households and village communities in general.
However, significant challenges need to be overcome, especially related to access to technology,
marketing, and capital. Efforts to strengthen MSMEs through training, digitalization, and access
to better resources will significantly impact business sustainability and the competitiveness of fish
cracker products from Salira Village.
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