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Community Service Program represents the practical implementation of the Tri
Dharma Perguruan Tinggi in the field of community service. The activity
conducted in Ngrogung Village, Ngebel District, aimed to address challenges
faced by Micro, Small, and Medium Enterprises (MSMES), including the limited
utilization of digital technology, lack of product development leading to weak
competitiveness, and licensing barriers that hindered business growth. The
program employed the Asset-Based Community Development (ABCD)
approach, emphasizing the utilization of local assets such as community skills,
social networks, natural resources, and MSME experience. Through mentoring
and empowerment activities, the program sought to strengthen existing
capacities to enable MSMEs to grow independently and sustainably. The results
demonstrated improved understanding among MSME participants regarding
innovation and digital transformation. They successfully adopted digital tools
such as WhatsApp Business, Instagram, Facebook Marketplace, Canva, and
Google Sites for marketing, product promotion, and online catalog development.
Additionally, several MSME actors obtained home industry food business
permits (PIRT), enhancing their legitimacy and competitiveness. The outcomes
indicated substantial progress in digital literacy, product branding, and market
expansion, with participants showing improved entrepreneurial skills, more
attractive product packaging, and early adoption of digital payment systems. This
initiative has not only fostered individual capacity development but also promoted
collective awareness of innovation as a key driver of sustainable rural economic
growth. Overall, the program contributes directly to achieving three key
Sustainable Development Goals (SDGs): SDG 4 (Quality Education) through
digital training and capacity building, SDG 8 (Decent Work and Economic
Growth) by encouraging sustainable entrepreneurship and enhancing rural
economic productivity, and SDG 9 (Industry, Innovation, and Infrastructure) by
fostering innovation and strengthening digital business ecosystems within local
communities.

INTRODUCTION

The contribution of MSMESs to the economy is very important. While in a number of cases
MSMEs face various issues such as a widening gap in business skills, creativity in promotion,
and the level of community readiness to assist in promoting business activities, the lack of
promotional skills to reach the target audience is described as the lowest position. There are
various urgent obstacles, as cited in previous studies involving the community and SMEs, that
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require mapping for sustainable interventions, as well as combinations of obstacles, as described
by (Baharuddin et al., 2024), shows an urgent need for a combination of obstacles such as
hyperactive digital creativity, hyperactive energy-draining interventions, and various other
obstacles (a combination of creativity and engagement) that are centered. There are other
reasons to argue that various approaches have exacerbated the area of social engineering.

This domain of social engineering has changed the absence of frameworks such as
sustainable relationships, social architecture, and interdisciplinary approaches to social distortion.
This creates a strong dissonance between research results and actual practice in the field and
has been observed repeatedly with the aforementioned obstacles, which are claimed to be factors
that hinder the adoption of advanced practices that are considered a level of transformation in the
field.

Its unique elements include the consolidation of digital literacy, branding, and cooperative
teaching of the MSME framework, which emphasizes cross-sectoral leadership and the need for
community support programs. This is the first program to use technology and community
engagement to enhance participatory community development, particularly in digital skills, to
transform the local development ecosystem and encourage MSME collaboration in Ngrogung
Village (Idayu et al., 2021). Given the ongoing digital transformation in the country, it is undeniable
that MSMEs in rural areas lack the necessary digital skills. Compared to urban MSMEs, rural
MSMEs are clearly unprepared in terms of digital skills. This growing gap, especially in the context
of rapid change, undermines the competitiveness of the local economy and the integrated
development of rural areas. This is the first community service model that creates the capacity for
bold business innovation and economic independence among rural small and medium enterprises
(SMEs), and it is intended to systematically empower them to participate in the digital economy
(Sarjana et al., 2022).

An illustrative example is that some business owners in the MSME sector still show a form
of helplessness when faced with the acceptance of new ideas and the use of innovation. This
condition has resulted in the low competitiveness of MSMEs, particularly in the aspects of
marketing and market access, which are increasingly shifting toward digital platforms. Based on
data from the Ministry of Cooperatives and SMEs (2024), out of a total of 65.4 million MSMESs in
Indonesia, only around 27% have utilized digital platforms for their business activities. This
indicates a significant gap in technology adoption. Research on MSME digitalization in product
marketing innovation and digital payment among home-based industries also confirms that digital
technology and payment systems have not been widely adopted, primarily due to low digital
literacy and limited access to infrastructure (Ramadhani et al., 2025).

Data from East Java show that out of approximately 9.78 million MSMESs, 4.6 million non-
agricultural MSMEs have adopted digital technology for marketing and financial reporting,
although the use of digital financial reporting remains limited (Radar Surabaya, 2024). Thus, even
though digital marketing training has increasingly been provided in Ponorogo (such as the
collaboration between the regional government and PT Pegadaian to train hundreds of MSMES),
technology adaptation has not been evenly distributed. This data reinforces that the digitalization
gap is indeed evident at the local level, and digital literacy and mentoring programs such as those
carried out in Ngrogung Village are highly relevant. Moreover, the use of QRIS, which has reached
93% among MSMEs in East Java, indicates that digital payment adoption has advanced faster
compared to other aspects such as branding, online catalogs, or digital financial reporting.

From a business perspective, the delay in adopting digitalization among MSMEs has
implications for their declining ability to expand market networks, improve cost efficiency, and
compete with more technology-adaptive enterprises. In fact, a report by Bank Indonesia (2024)
shows that MSMEs that adopted digital payment systems experienced an average revenue
increase of 20% within the first six months. This demonstrates the untapped potential among a
large proportion of rural MSMEs. However, previous research has tended to focus more on digital
adoption among MSMEs in urban areas, where infrastructure and access to technology are
relatively adequate (Pratama et al., 2022); (Widyastuti et al., 2023). In contrast, in-depth studies
on rural-based MSMESs remain limited. The existing research gap lies in the lack of exploration of
how socio-cultural factors, the role of local communities, and community-based mentoring
influence the level of digitalization acceptance among rural MSMEs. Some studies, such as those
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by (Baharuddin et al., 2024) and (Kosasih & Sulaiman, 2024) emphasize the importance of
combining innovation, training, and active participation, yet these have not been sufficiently
contextualized in the rural setting.

Micro and small businesses (MSMESs) in remote areas are still struggling with a “digital
divide” and facing “management” challenges. The competitiveness and productivity of MSMEs in
these regions have not yet reached optimal levels, hindered by limitations in technology, market
information, and management training. Low levels of digital literacy remain a major barrier for
rural MSMEs. Without this knowledge, they struggle to take advantage of opportunities in the
digital era, such as online sales, electronic payments, and supply chain optimization through
technology. The gap between the significant potential of MSMEs and the low adoption of digital
technologies and modern managerial practices, particularly in rural areas, prevents the growth of
local economies. Many rural business actors are not accustomed to using digital devices such as
smartphones for business purposes. Local governments must prioritize MSMES in remote areas
within national digitalization initiatives, including providing incentives for technology adoption,
subsidies for training, and access to technology-based financing. These limitations directly impact
the low utilization of social media and e-commerce as means for promoting and distributing
products. Research also shows that these constraints affect operational efficiency, access to
digital markets, and the resilience of MSMEs in facing increasingly competitive economic
environments (Rika Avista et al., 2025).

Based on this problem analysis, the program in Ngrogung Village was specifically
designed to strengthen the role of students in assisting MSMEs through a community-based
digital literacy approach. The novelty of this program lies in its integration of direct mentoring for
MSMEs with practical innovations such as the development of digital product catalogs, the use of
social media marketing, and the introduction of digital payment systems tailored to the rural
context. This program prioritizes behavioral transformation among MSME actors through the
promotion of collaborative practices, facilitation of peer-to-peer learning, and establishment of a
sustainable digital ecosystem for rural entrepreneurs, unlike numerous community service
projects that offer only brief training (Kurniawan et al., 2022).

This program stands out due to its approach of positioning students not just as facilitators,
but as co-creators in driving MSME innovations. By collaborating closely with local business
stakeholders, students have been instrumental in developing adaptive models of cooperation.
These models include digital branding strategies tailored to local resources and effective two-way
communication channels with village authorities to bolster MSME advancement. This strategy not
only ensures the transfer of knowledge but also cultivates the ability of local entrepreneurs to
independently uphold and expand their digital initiatives post-intervention.

Furthermore, the novelty is reinforced through the creation of a collective MSME network
at the village level. By linking MSME actors in joint promotion and packaging initiatives, the
program introduced a model of collaborative entrepreneurship rarely found in similar programs.
This community-driven integration of digital literacy, market access expansion, and local
leadership formation makes the program’s contribution unique, providing a replicable model for
empowering rural MSMEs in the digital economy.

IMPLEMENTATION METHOD

The community service activity was organized by Universitas Muhammadiyah Ponorogo
as one of the programs for students to serve the community through collaboration across various
disciplines and sectors within a specific period of time. The program took place for one month in
Dukuh Pule, Ngrogung Village, Ngebel, East Java. This program was implemented by sixth-
semester students as the executors of the activities, while the partners were MSME actors in
Ngrogung Village who received assistance and community service support. Village officials and
local leaders functioned as facilitators and mediators to ensure coordination and community
participation.

The method used in this community service was Asset-Based Community Development
(ABCD), which utilizes existing assets such as skills, social networks, local resources, and the
business experience of MSME actors. Thus, the assistance provided aimed to optimize and
further develop these assets so that MSMEs could grow independently and sustainably.
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The Preparation Stage involved registration, training, surveys, mapping, and program
design. Students registered according to university procedures and then participated in training
organized by LPPM and the Field Supervisor (DPL), which covered the philosophy of community
service, ethics, and communication strategies. Surveys were conducted to identify community
problems and potentials through observation and interviews, resulting in a mapping of needs and
priority issues. The work program was then designed together with the community, covering
education, social, economic, and health sectors with clear indicators of success.

The Implementation Stage included the opening of the community service, program
execution, and socialization. Students were officially deployed during the opening ceremony, and
the program was carried out with flexibility according to field needs. Internal consolidation and
socialization with the community were conducted to ensure participation and support.

The Post-Community Service Stage focused on evaluation and reporting. Evaluation was
conducted to assess the program’s achievements, followed by the preparation of individual and
group reports. The activity concluded with a presentation of results involving the university, village
government, and the local community. The withdrawal of students marked the official end of the
program, although it was expected that social relationships would be maintained beyond the
completion of the activity.
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Image 1. Implementation method

RESULTS

Community participation is one of the key determinants of the success of MSME
assistance programs in rural areas. Without the active involvement of business actors and local
stakeholders, any form of intervention will find it difficult to achieve sustainable impact. As a result,
the approach taken in the program being studied focuses on more than just providing didactic and
technical teaching materials; the goal is to promote the understanding that the success of MSMEs
is the result of the MSMESs themselves, the community, teachers, and the entire ecosystem (Zafira
& Widiyarta, 2025).

Sustained mentoring has the potential to significantly change the mindset and skills of
Micro, Small, and Medium Enterprises (MSMES). By actively participating in a rigorously designed
and structured mentoring program, participants realize that the digitization process is not a
temporary phenomenon but a critical factor for the survival and competitiveness of their
businesses in a fast-paced modern business ecosystem. Therefore, these programs aim to
ensure that participants not only gain knowledge but are also encouraged to take action and
mobilize that knowledge in their businesses (Salsabila et al., 2024).

Evidence has been documented to show that the use of appropriate mentoring techniques
coupled with active community participation has produced good results. Part of the program's
success can be attributed to the willingness of participants to continue exploring new avenues
even though they are surrounded by people with very low levels of formal education and digital
skills. It can be concluded that a community-focused approach is more likely to produce significant
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improvements for Micro, Small, and Medium Enterprises (MSMES) in rural areas by adopting a
concentrated and highly structured approach, as well as active and positive participation by
participants (Hadiyanti et al., 2024).

1. Characteristics of Activity Participants
The support initiative for micro, small, and medium enterprises (MSMEs) in Ngrogung
village has 17 participants, 14 of whom are women of working age. Most participants have a
maximum education level of junior high school. Existing business activities include traditional
foods, handicrafts, and other activities in agriculture-based industries. This illustrates that rural
MSMEs are still highly dependent on local resources but have not yet been fully developed
through modern marketing strategies.

Description Category Frequency %

Gender Female 12 70%
Male 5 30%

Age 20-30 years 8 17%
31-40 years 6 47%
41-50 years 3 35%

Education Level Senior High School 15 88%
Diploma/Bachelor 2 12%

Type of Business Food & Beverage 8 47%
Handicraft 6 35%
Agriculture-based 3 17%
product

The contents of this table describe the profile of MSME participants who take part in the
mentoring program:

The findings show that the majority of MSME participants in Ngrogung Village were
women, accounting for around 70%. This phenomenon is common, as many small businesses
in rural areas particularly in the food, beverage, and handicraft sectors are driven by
housewives. Women in the village not only play the role of household managers but also serve
as the main drivers of family economic sustainability through home-based businesses.
Meanwhile, men accounted for only about 30% of participants, mostly involved in agriculture-
based enterprises or product distribution. These findings highlight a clear gender role, where
women dominate household-based production businesses, while men tend to support
distribution and agricultural production.

In terms of age, the majority of MSME actors were between 31-40 years old, making
up 47% of participants. This group can be categorized as mature and productive, generally
having experience in managing businesses, but at the same time facing challenges in
adapting to new technologies. By contrast, participants aged 20—30 years accounted for only
17%, indicating that the regeneration of rural MSME actors remains weak, as young
generations are still less involved in local enterprises. Meanwhile, those aged 41-50 years
reached 35% and were generally more established in business management but relatively
slower in adopting digital technology. This age distribution suggests that although the MSME
base is relatively strong, greater youth involvement is needed to accelerate innovation.

From an educational perspective, most participants were senior high school
graduates, representing around 88%. This mid-level education background reflects limitations
in digital literacy, where many business actors still face challenges in understanding modern
marketing concepts, utilizing technology, or managing finances through digital applications.
However, a small group of participants around 12% were diploma or bachelor’s graduates.
This group has significant potential to become agents of change in their community due to
their better understanding of innovation and digitalization. Nonetheless, their small proportion
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has not yet produced a significant collective impact in driving MSME transformation in the
village.

Regarding business types, MSMEs in Ngrogung Village were still dominated by the
food and beverage sector, with 47% of participants engaged in producing local snacks. These
products hold market potential both within and outside the village, but are still managed
traditionally. The next significant sector was handicrafts, accounting for 35% of participants.
Handicraft products have great opportunities to grow, especially if combined with digital
marketing strategies. Meanwhile, about 17% of participants were engaged in processed
agricultural products, such as farm produce processed into consumables. The dominance of
locally based traditional businesses confirms that while the development potential of MSMEs
in Ngrogung Village is high, it requires interventions in the form of technological innovation,
marketing strategies, and capacity building to compete in wider markets.

Overall, the characteristics of MSME participants in Ngrogung Village reveal a very
distinctive profile: female-driven, in their productive age, with a mid-level educational
background, and dominated by traditional, locally based enterprises. This represents both
challenges and opportunities. On the one hand, low digital literacy and the dominance of
traditional businesses significantly hinder MSME development. On the other hand, the strong
involvement of women and the solid base of home-based businesses provide substantial
social capital to drive change if supported by the right mentoring strategies.

Program Achievement Data

The assistance program was carried out through various activities, including digital
literacy training, branding support, product design development, and social media—based
marketing simulations. From these activities, several key outcomes were recorded.

Indicator N Minimum Maximum Mean De\?it:t-ion
Attenda_nce in 17 60% 100% 82% 0.12
training
Digital literacy 17 20 35 2.8 0.15
skills ' ' ' '
Branding 17 1 4 3.2 0.9
improvement ' '
Online catalog 17 0% 70% 45% 0.18
usage .
Sales growth 17 0 20% 8% 0.6

after program

The implementation of MSME assistance in Ngrogung Village showed important
achievements in terms of participation, skill improvement, and impact on sales. In terms of
training attendance, the average participation rate reached 82%. This indicates relatively high
enthusiasm from the community, although not all participants were able to attend every
session. Factors influencing absenteeism included daily business operations, household
responsibilities, and limited time. Nevertheless, this level of attendance can be categorized as
good and reflects the community’s interest in learning and adapting.

Regarding digital literacy, evaluation results showed that most participants fell into the
intermediate level. They started to grasp basic tech skills like using instant messaging apps,
communicating through social media for their business, and getting familiar with online catalog
features. However, more advanced skills—such as optimizing social media, managing
business accounts, and designing digital content—are still not fully mastered. This shows that
the program helped open the door to basic understanding, but ongoing mentoring is needed
to help MSME owners reach a higher level of expertise.

The biggest success came In the area of branding. According to assessment results,
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participants scored an average of 3.2 out of 4 the highest among all measured areas. They
improved their skills in upgrading product packaging, creating logos that better reflect their
brand, and strengthening their business identity. Many MSMEs managed to modernize the
look of their products, making them more appealing and up-to-date, which helped boost their
market competitiveness. This shows how effective the branding training was and how easily
MSME owners, even those with little previous experience in modern visual design, could apply
what they learned.

However, the use of online catalogs stayed fairly low, with only about 45% of
participants adopting them. Most of the resistance came from older MSME owners who
preferred traditional methods like selling directly at local markets or to loyal customers.
Factors such as limited tech skills, lack of confidence in using digital apps, and worries about
the risks of online transactions also played a big role in slowing down the adoption of digital
catalogs. On the other hand, younger business actors began experimenting with digital
catalogs to expand their market reach.

In terms of sales growth, the program generated a positive but modest impact. On
average, sales increased by 8% after the intervention. This reflects a direct effect of the
program, although still relatively small compared to existing market potential. The increase
was mainly observed among MSMEs that quickly adopted branding strategies and became
active in social media promotion, while those less engaged with digitalization did not yet
experience meaningful sales improvement.

Field data also revealed behavioral changes in marketing practices. Three MSMEs
began regularly using social media platforms (WhatsApp Business and Instagram) to promote
their products, with two of them gaining an average of 10—15 new customers per month.
Additionally, one MSME that received assistance in creating a digital logo and product
packaging reported a 20% increase in sales within two months. These findings illustrate that
although not all participants immediately adopted technology, digital literacy—based
interventions have triggered an initial transformation in business management.

Overall, the results of the assistance program demonstrate that it successfully
provided a foundation for improving digital literacy and branding among MSME actors. The
most significant achievement was in business identity development, while online catalog
adoption remained low due to age, education, and conservative attitudes. Although average
sales growth was only 8%, these results confirm that the program has strong potential to
generate greater impact if implemented on a continuous basis with more intensive
approaches.

3. Dynamics of the Mentoring Process

During the mentoring process, the outcomes indicated significant changes, both in the
economic behavior of MSME actors and in the social dynamics of the community. Initially,
most business owners were hesitant to use digital technology, assuming that social media
and online catalogs were only relevant for large-scale enterprises. However, after participating
in a series of training sessions, there was a notable shift in both understanding and behavior.
Several MSME actors began to market their products through social media, create simple
online catalogs, and expand their customer base beyond their immediate surroundings. This
achievement is particularly important as it signifies a transition from traditional marketing
practices to the utilization of more modern digital technologies (Renaningtias et al., 2024).
Furthermore, the success of this program is in line with the emergence of local leaders among
MSME program participants. These leaders not only guide small teams in using online
catalogs, but also act as peer motivators. The emergence of these local leaders has changed
how new leadership emerges and has led to a growing consensus that collaboration and
cooperation are the way to advance MSME growth (Susanti et al., 2025).

These are some of the proven facts: With the help of the MSME cooperative
framework, significant progress has been made. In Ngrogung Village, business actors have
collaborated to increase the competitiveness of local goods. This includes cooperative
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marketing, packaging design, and marketing strategies through e-commerce. These activities
are collaborations that have been proven to bring meaningful change because of the coaching
program, changing the acceptance and practice of norms and behaviors of ‘community spirit’.
This change, in itself, proves the success of the program in mobilizing the community at the
grassroots level. Of course, more effort is still needed to achieve economic sustainability for
MSMEs in Ngrogung Village, but this coaching program has proven to improve marketing and
produce new local leaders who understand digital networks and local cooperatives, as well
as local cooperative networks (Pamuiji et al., 2025).

The impact of this program in the economic field, although real, remains narrow and
superficial. The implementation of advanced and innovative branding and digital marketing
strategies by several MSMEs has resulted in an increase in sales of around 8%. And even
though this is, at best, truly minimal, it illustrates a trend that, with more entrepreneurial efforts
towards the digital technology domain, can produce more positive results. Moreover,
improvements in product packaging and brand identity have made MSMEs in Ngrogung
Village more prepared to compete in both local and regional markets. This impact serves as
an important foundation for advancing innovation-based economic independence, reaffirming
that the success of the program should be measured not only by the skills imparted but also
by the tangible outcomes in strengthening the competitiveness of MSMEs within the
community economy. (Krismajayanti et al., 2025).

DISCUSSION
1. Active Participation of MSME Actors and Local Authorities

In the field, although students had invited MSME actors and neighborhood leaders (RT)
to participate from the very start of program design, many RT offices and some MSME
participants did not respond actively. Invitations sent repeatedly often received no reply, and
discussions over proposals were frequently met with passivity from the RT. Such conditions
clearly hinder coordination, mobilization of community members, and the expected
effectiveness of the program (field findings).

Theoretically, this situation accords with Community Participation Theory and
Empowerment Theory, which emphasize that genuine empowerment and sustainable
outcomes are deeply tied to local ownership, not just external intervention. According to
Arnstein's Ladder of Citizen Participation (Arnstein, 1969, with contemporary applications) and
subsequent literature on participatory development, the absence of active local stakeholders
(such as community representatives and local business figures) may lead to programs
retaining a top-down approach and being short-lived. Recent studies back this assertion; for
instance, research in Sidoarjo indicates that the quality of leadership, effectiveness of
communication strategies, and levels of education play significant roles in determining the
extent of rural community involvement in planning endeavors (Taurista & Choiriyah, 2024).
The study " Penerapan Leadership Digital di UMKM Kota Bandung" illustrated that
empowering local UMKM leaders with digital leadership abilities enhances their capability to
involve and rally colleagues, thereby boosting community engagement in initiatives (Syafei et
al., 2025).

To begin with, program design issues appear to require changes in event scheduling,
schedule communication, communication patterns from abstract expressions of grief, and
event implementation, which may indeed involve local RTs and leaders at a later stage to the
level of detail offered in informal visits rather than formal written invitations. Second, there may
be a need to ‘develop’ local digital leaders or MSME participants. These local digital leaders
or MSME participants serve as liaisons between students/programs and RTs and local
governments. These local champions can help maintain engagement long after external
facilitators withdraw. Finally, from a theoretical-practical perspective, these constraints
illustrate the ‘gap’ that links the need to develop ‘capacity’ and the need for resources while
being sensitive to governance and social structures. Rural MSME programs need to integrate
frameworks that are responsive to local decision-making, constructive feedback, and collective
accountability. Otherwise, even the best-planned programs will not be able to withstand local
commitment.
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2. Improvement in Digital Competence / Digital Literacy of MSMEs

As a result of basic digital tool training, micro-entrepreneurs in Ngrogung village showed
improvement in the use of social media, basic online catalogs, and cash management
applications. However, significant disparities in capability emerged: younger participants or
those with higher educational backgrounds adapted more quickly, while older business actors
continued to need more intensive guidance. These findings show that digital literacy isn’t just
about having access to technology; it's also heavily influenced by factors like age, education
level, and previous learning experiences, which aligns with what recent studies have found.

Theoretically, these findings align with several grand theories. The Technology
Acceptance Model (TAM) shows that how easy people think a technology is to use and how
useful they believe it is play a big role in whether they decide to adopt it. The varying levels of
adoption among participants reflect how digital literacy influences these perceptions.
Additionally, Rogers’ Diffusion of Innovation Theory (2003) helps explain how the “early
adopters” among MSMEs in Ngrogung—maostly younger actors—play a role in influencing the
wider group. Recent studies in Indonesia confirm that peer influence and incremental learning
are critical for sustaining digital transformation in MSME communities. From a learning
perspective, Constructivist Learning Theory reinforces that skills are best internalized when
knowledge is built through practice and contextual experience, rather than one-way instruction
(Kahveci 2025).

From a practical perspective, this means digital literacy programs can't just depend on
one-time or top-down training alone. Instead, they must be iterative, adaptive, and highly
contextualized. The effectiveness of both individual counseling and group seminars is
demonstrated by the Ngrogung instance, especially when peer mentors possess digital
literacy. This not only accelerates the transfer of skills but also fosters social ownership of
knowledge within the community. Moreover, tailoring training methods for different
demographic segments simplified modules for older participants and advanced sessions for
younger ones can address the learning gap more effectively.

3. Adoption of Innovation (Branding, Online Catalogs, Social Media)

Visual identities, packaging, and logos have evolved over the years. Entrepreneurs of
micro, small, and medium-sized enterprises (MSMESs) have begun improving their product
presentations to appeal to a wider clientele. Furthermore, several entrepreneurs have started
to use online catalogs and social media platforms to introduce their products more widely.
However, resistance remains among some MSME actors, particularly older groups, who are
reluctant to adopt these innovations due to concerns about maintaining accounts or promoting
products consistently. This hesitancy reflects generational differences in adapting to dynamic
digital systems.

Roger (2003) has explained the theory of Innovation Diffusion well, describing how the
adoption of innovation is influenced by factors such as relative advantage, ease of use, ease
of trial, and visibility. In practice, as shown, innovation is adopted more quickly through practical
illustrations, success stories, and peer activities than when explained in abstract terms. This
emphasizes the understanding that innovations that can be tried and seen tend to encourage
adoption within a community (Purwanta et al., 2025). Conceptually, this is a case that illustrates
the need to create perceived usefulness and ease of use, which are fundamental to the
Technology Acceptance Model (TAM). This case also echoes the Technology Acceptance
Model (TAM), particularly perceived ease of use and perceived usefulness, which are critical
determinants of the adoption rate of digital brands and promotions by micro, small, and medium
enterprises (MSMESs). Recent evidence from Indonesia shows that peer influence and
experiential learning are strong motivators for digital adoption in MSMEs (Andika et al, 2021).

In practical terms, these observations offer a number of implications. First, facilitators need
to balance the emphasis on lectures over time spent on experiential learning activities such as
social media roles, digital catalog writing, and step-by-step online demonstrations. What is
needed is support, such as online discussion groups or ongoing training, to ensure that
innovations are sustainable. Innovation must endure beyond the KKN program. Success in
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branding and digital marketing serves as motivation for peers who are still hesitant. By adopting
such innovations, a business is able to maintain and develop the entire community. This is
because innovation from micro, small, and medium enterprises is quite common among
businesses.

4. Improvement of Business Performance (Sales and Market Reach)

The latest assessment showed a small but consistent increase in sales, along with a
wider presence on social media and digital platforms. Several MSMEs successfully expanded
their product sales beyond their local areas, receiving new orders through WhatsApp and
online catalogs. This reflects a meaningful shift in how they market and distribute their
products, moving beyond traditional local, face-to-face methods (Nipo et al., 2024).

The findings basically line up with Teece’s (2007) Dynamic Capabilities Theory, which
says that organizations—including MSMEs—need to build the ability to adapt, reorganize, and
respond to changes in their environment to keep growing. Digitalization is a key skill that helps
MSMEs quickly seize new market opportunities. Specifically, productivity improvements
guided toward endless innovation show that even small improvements to a change are far
more beneficial than an all-or-nothing approach that often harms small businesses dealing with
internal and external constraints (Arjang et al., 2024). Sales growth, in particular, that is gradual
and sustainable, is crucial in Market Sapping, the first stage of the journey towards resilience
and then sustainable dominance, also referred to as Market Drought. This document explains
how, even with the best efforts, MSMEs are bound to realize better sales and wider
geographical spread, at certain points, thanks to social networking sites, WhatsApp, and online
catalogs. This reflects the extraordinary shift that has occurred in sales and distribution from
local and physical to the hyper-digital era. In this context, the recipe from the Dynamic
Capabilities Theory proposed by Teece (2007) is very useful. It is the ability to grow in
complexity, which, alongside the ability to transform, is more than enough for the dominant
growth of MSMES, as is the case. This document also emphasizes the transformation of the
digital shift as the most transformative enabling framework for capturing MSMESs on the right
side of the digital divide.

The capabilities possessed by companies, accompanied by very different internal and
external environments, make them more precise in their strategies, in addition to more
profitable strategic choices and repositioning for new and small companies, using a foundation
of new and gradual change. In summary, a gradual increase in the volume of new sales
transactions is fundamental to ensuring sustainable competitiveness and the survival of
companies in the market.

In practice, it has been found that business actors who use advanced digital tools are no
longer considered best practice. In marketing activities, entrepreneurs want to implement a
sustainable marketing strategy with customer silviculture. Marketing, analysis of the
effectiveness of social media interactions, and ‘special client’ administration must be carried
out continuously and sustainably to achieve meaningful growth. Not only is it necessary, but it
is also very creative to increase product variety and innovative packaging to enhance the
competitiveness of MSME products in the global market. This structure must begin with
collecting feedback, and within that system, entrepreneurs must revisit the basis and system
used for sales control. By spending enough on budget strategies, the workforce's responses
can be synchronized for joint revision. On the other hand, the company can then accept the
workforce that has been jointly determined.

5. Social Change and Internalization (Awareness, Local Leadership, Sustainable
Collaboration)

The social transformation emerging from the Ngrogung Village MSME program reflects a
deep internalization of digital awareness, collaboration, and shared leadership among
participants. MSME actors began to coordinate product packaging, joint marketing, and online
catalog creation, shifting from independent entrepreneurs to members of a cooperative,
innovation-driven community (Santoso et al., 2025). This collective participation strengthened
social capital and created informal digital leaders who sustained peer mentoring and knowledge
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exchange beyond the program period. Theoretically, this aligns with Social Capital Theory and
Community Empowerment Theory, which emphasize trust, cooperation, and local ownership as
the basis for sustainable transformation (Nugroho et al. 2025). Practically, such internalization
indicates that technological change becomes meaningful only when supported by local networks
and cultural acceptance turning digital literacy into a shared social norm and ensuring the
continuity of community-driven innovation even after external facilitators withdraw.

The integrated findings across all five discussion points demonstrate that the community
service program effectively supports SDG 4 (Quality Education), SDG 8 (Decent Work and
Economic Growth), and SDG 9 (Industry, Innovation, and Infrastructure). The program’s
emphasis on digital literacy and contextualized mentoring represents a form of inclusive and
lifelong education, in line with SDG 4, as it enhances human resource capacity through
participatory learning and peer-based knowledge transfer. By fostering continuous education and
skills development, the initiative contributes to empowering rural communities to adapt to digital
transformation sustainably (Arjang et al., 2024; Kosasih & Sulaiman, 2024)..

In relation to SDG 8 and SDG 9, the program stimulates local economic growth and
innovation through digitalization, entrepreneurship, and infrastructure strengthening. MSME
actors who adopted digital tools and social media marketing demonstrated increased productivity,
broader market access, and improved competitiveness key indicators of sustainable economic
empowerment under SDG 8. Meanwhile, the establishment of digital business ecosystems and
innovation networks at the village level reflects the realization of SDG 9, as it promotes industry
development based on technology, creativity, and local collaboration. Altogether, these outcomes
show that the community service initiative in Ngrogung Village embodies the synergy between
education, innovation, and inclusive economic growth as the foundation for achieving sustainable
rural development (Sucipto et al., 2025).

CONCLUSIONS

Despite the challenges, the results of the community service program that assists micro,
small, and medium enterprises in Ngrogung Village are positive. The goal is to improve digital
literacy and the use of technology in business branding and marketing. A number of micro, small,
and medium enterprises practice the use of social media as a promotional tool, digital catalog,
logo, and social media marketing. Networking, social market development, and the phenomenon
of social change and the emergence of local social leaders among young entrepreneurs who
support their peers and provide leadership, advocacy, and mentorship, help us in the further
sustainability of this program's social development.

Not everything went as smoothly as it seems. Minimal participation from neighborhood
leaders (RT) hindered effective coordination. At the same time, some MSME actors were hesitant
and unfamiliar with digital tools, resulting in slow adoption. Differences in age and varied
educational backgrounds have caused some participants to understand the training materials
differently. These challenges highlight the need for extra strategies to improve the overall results.

Several recommendations can be drawn for the improvement of the work in community
service to address these problems. In the planning process, RTs and village authorities need to
be included in addressing coordination issues. This will encourage collective ownership and social
support. Second, the skills gap and digital divide can be addressed by implementing peer
mentoring. This means that more experienced MSMEs will take on the role of local tutors to help
bridge the knowledge, education, and generation gaps. When there is hesitation to embrace new
technology, a gradual approach should be taken. This can start with the simple digitization of
product catalogs and basic WhatsApp Business features. It is advisable to formally establish
MSME associations at the village level, a measure that should be backed by local governmental
policies and resources including complimentary digital training, internet connectivity, and
engagement with digital marketplaces. With these improvements, community service efforts in
Ngrogung Village will not only overcome current challenges but also create a stronger foundation
for MSMEs to grow on their own, become more competitive, and make a real difference in the
village economy.
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