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    ABSTRACT

    This community service program aims to improve digital marketing capacity for MSMEs. STIE Indonesia Banking School (IBS), in collaboration with PT Jamkrindo and PTPN I Regional 1, conducted a two-day Digital Entrepreneurship Training for MSMEs in the Goalpara Tea Plantation and Gedeh Plantation areas, Sukabumi, as well as representatives of MSMEs in South Jakarta. Participants were MSMEs, including employees approaching retirement who wanted to improve their digital-based business capacity. The activity took place for two days, on August 8–9, 2025, at the Goalpara Plantation, Cisarua Village, Sukaraja District, Sukabumi Regency. The training focused on understanding digital marketing strategies, utilizing social media, and preparing promotional content for brand strengthening and market expansion. The implementation method included interactive lectures, practicing using digital platforms, and sharing sessions with successful MSMEs. The results of the activity showed an increase in participants' knowledge in understanding online consumer behavior, utilizing marketplaces, and digital marketing planning. Funding and facility support from PT Jamkrindo and PTPN I Regional 1 also strengthened the success of the program. This training makes a real contribution to improving digital literacy and marketing skills for MSMEs, and has the potential to drive sustainable local business growth.
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INTRODUCTION


Micro,
Small, and Medium Enterprises (MSMEs) are the backbone of the Indonesian
economy. According to data from the Ministry of Cooperatives and SMEs in 2024,
the number of MSMEs in Indonesia reached more than 65 million business units,
or approximately 99.9% of the total national business actors, and they absorb
more than 97% of the workforce. However, despite their significant contribution
to Gross Domestic Product (GDP), reaching more than 61%, many MSMEs still face
serious challenges in developing their businesses, especially in the
competitive and dynamic digital era. Developments in information and
communication technology have drastically changed business patterns, yet MSMEs
in Indonesia still lack long-term business planning and conduct business conventionally
(Ferli,
2023).


According
to a 2025 survey by We Are Social and Hootsuite, more than 77% of Indonesia's
population uses the internet, and 61% of these users conduct online
transactions (Riyanto, 2025). This
phenomenon indicates that the digital market represents a significant
opportunity that has not been fully utilized by most MSMEs, especially those in
rural or plantation areas. Some of the obstacles faced by MSMEs include low
digital literacy, limited access to technology, limited understanding of online
marketing, and financial management that is not yet digitally integrated (Andriani
et al., 2024; Ferli et al., 2022; Rimadias, Wijaya, et al., 2024). In line
with the view (Kotler,
P., & Armstrong, 2020) which emphasizes that business
competitiveness in the modern era is greatly influenced by the ability to adapt
to technology and changes in consumer behavior, increasing digital capacity for
MSMEs is an urgent need and requires digital transformation (Pracoyo et al.,
2022) where based
on (Rimadias,
Saad, et al., 2024) MSMEs are proven to be able to improve business
performance through the use of technology and more effective digital marketing (Satria et
al., 2024).
The application of technology and digital strategies in business development is
something that cannot be ignored, considering that in the current era,
technology is the core of interaction between business actors and consumers, so
that special awareness and expertise are needed in utilizing digital
opportunities (Chigombe
et al., 2022).


In response
to these challenges, STIE Indonesia Banking School (IBS), in collaboration with
PT Jamkrindo and PTPN I Regional 1, held a Digital Entrepreneurship Training
for MSMEs in the Goalpara Tea Plantation and Gedeh Plantation areas, as well as
MSME representatives from South Jakarta. This activity was held for two days on
August 8–9, 2025, at the Goalpara Plantation, Cisarua Village, Sukaraja
District, Sukabumi Regency. The training materials included strategies for
starting and developing an online business (Go Digital!), digital-based
business financial management, as well as socialization of halal product
certification and the sharia perspective in digital business.


The
training was presented through interactive lectures, discussions, and sharing
sessions with successful MSMEs, so that participants not only gained theory but
also inspiration from field practice. The implementation of this training is a
concrete form of synergy between educational institutions, guarantee
institutions, and the plantation sector to encourage MSMEs to
"upgrade" through the use of digital technology. More than just
training, this activity is expected to be the beginning of a sustainable
mentoring process to form an innovative, independent, and highly competitive
MSME ecosystem. This report was prepared to document the background,
objectives, implementation, and results of the Digital Entrepreneurship
Training activity, as well as serve as a reference for planning similar
activities in the future.


The urgency
of this PKM activity is that MSMEs in the Goalpara plantation area within PTPN
Region 1 are still traditional and have not yet conducted online sales.
Furthermore, financial management is still simple and conservative, and they do
not yet have halal product certification. The purpose of this PKM activity is
to provide training, knowledge, and motivation to MSMEs. Goalpara Tea Plantation and Gedeh Plantation, Sukabumi and
representatives of South Jakarta MSMEs. This digital marketing training
activity is funded by PT Jamkrindo.


 


IMPLEMENTATION
AND METHODS


Socialization
of Activities


The Digital
Entrepreneurship Training program, organized by the Indonesian Banking School
(IBS) in collaboration with PT Jamkrindo and PTPN I Regional 1, was held over
two days (August 8–9, 2025) at the Goalpara Plantation in Sukabumi. The PKM
team provided information to partners regarding the purpose, objectives, and
stages of the training and mentoring. The main objective
of this activity is to increase the capacity of MSMEs in business management,
digital marketing, financial literacy, and halal certification. The core
materials provided include: Go Digital! Practical Ways to Start and Develop an
Online Business; Managing Digital-Based Business Finances; and Socialization of
Halal Product Certification and the Sharia Perspective in Digital Business. The
delivery method uses a combination of lectures, interactive discussions, and
sharing sessions with successful MSMEs. This approach is considered effective
because participants gain both theoretical knowledge and practical insights
from real-life experiences.


 


Participant
Participation Analysis


The
training participants consisted of MSMEs from Goalpara Tea Plantation and Gedeh
Plantation, as well as MSME representatives from South Jakarta. The presence of
participants from two different regions contributed to the positive dynamics of
the discussion session, which saw the exchange of experiences and insights inter-regional
business strategies. Participants' enthusiasm was reflected in their active
engagement in the Q&A session and their appreciation of the material
presented. Testimonials and feedback from participants indicate that the
training has had a significant impact on their understanding of digital
marketing and financial management. For example, a culinary MSME participant
stated that the activity opened their eyes to online promotion strategies and
improved financial record-keeping.


 


 


Pre-Test
and Post-Test Activities


            To
ensure participant understanding, Pre-Test and Post-Test activities were carried
out, the results of which showed:


1.       
Improving
insight into digital entrepreneurship management. The “Go Digital” material
successfully provides basic knowledge and practical steps for starting an
online business.


2.       
Improving
financial literacy: Digital-based financial management sessions help
participants understand the importance of recording and analyzing cash flow.


3.       
Socialization
of halal certification: Participants gain an understanding of the procedures,
requirements, and benefits of halal certification from a sharia perspective.


            This
achievement is strengthened by the existence of ongoing activities, such as
mentoring, provided by STIE IBS.


 


RESULTS
AND DISCUSSION 


The
Digital Entrepreneurship Training program, organized by the Indonesian Banking
School (IBS) in collaboration with PT Jamkrindo and PTPN I Regional 1, was held
for two days (August 8–9, 2025) at the Goalpara Plantation in Sukabumi. The
main objective of this activity was to increase the capacity of MSMEs in the
field of digital marketing. The training was delivered using a combination of
lectures, interactive discussions, and sharing sessions with successful MSMEs.
This approach was deemed effective because participants gained both theoretical
knowledge and practical insights from real-life experiences.


The
training material was explained in two stages. The first stage was an
explanation of the material "Practical Ways to Start and Develop a Digital
Business," delivered by speakers Deni Wardani, S.T., M.T.I., and Purnama
Riyanti. The second stage was an explanation of the material "Developing a
Digital Business Using the Business Model Canvas (BMC)," delivered by
speaker Santi Rimadias, S.P., M.Si.


The
training material at this stage explains practical ways to start and develop a
digital business. Starting a business in today's technological developments is
inseparable from utilizing online sales technology (Harahap
et al., 2021). Online sales can be conducted using existing marketplace
platforms such as Tokopedia, Shopee, and other providers. For fast food
businesses, you can use food delivery services like Gojek, Grab, and other
delivery services. For digital-based businesses, start by registering and
logging in to these services to open an online store. Next, list the products
being marketed with clear product data, including specifications and attractive
photos. Online business operations can be supported by an online cashier
application that records sales transactions and can also display financial
reports to monitor incoming cash flow.


Good
digital business management can support the success of a business, starting
with creating a well-designed business profile that can be published on online
platforms like Google Maps, so the public can quickly learn about your
business's name and location. Business publications can be done on social media
platforms like Instagram and TikTok as marketing tools to disseminate business
information more widely.
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Figure 1. The
first resource person provides practical material on how to start and develop a
digital business.
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Figure 2. The second speaker
provides a simulation of practical ways to start and develop a digital
business.


 


The
second stage of training material, namely developing a digital business using
the Business Model Canvas (BMC), which explains a simple business management
framework that can be used by MSMEs to design and evaluate how a business is
run (Carter
& Carter, 2020). The Business Model Canvas (BMC)
contains 9 (nine) components, including customer segments, value propositions,
channels, customer relationships, revenue sources, key resources, key
activities, and key partners (Pamekas
et al., 2019; Rimadias, 2024; Schwatz, 2024). The
material is delivered using a two-way communication approach, where training
participants are free to express opinions and ask questions related to the
material.
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Figure 3. The third resource
person provides material on developing a digital business using the Business
Model Canvas (BMC)


 


Following
the presentation on developing a digital business using the Business Model
Canvas (BMC), the training participants were divided into several groups. Each
group was asked to select a business unit owned by one of its members. They
then analyzed the Business Model Canvas (BMC) of their chosen business unit.
The results of each group's BMC analysis were then presented to the entire
training audience.
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Figure
4. Business Model Canvas (BMC) Presentation by Training Participants


 


Participants
took a test on digital marketing material. Based on the pretest and posttest
results, there was a significant increase in participant knowledge of 20%, with
85% of participants experiencing an increase in test scores. The evaluation of
the digital marketing-based MSME empowerment community service activity,
conducted using a survey, showed that 75% of participants were satisfied with
the activity and interested in further activities. A summary of the benefits
experienced by participants and the further materials expected by participants
can be seen in Table 1.


Table 1. The Activity Participant Survey
Results





 
  	
  Benefits of the
  activity

  
  	
  Advanced Material

  
 

 
  	
  The
  passion to start a business

  
  	
  Navigating
  digitalization efforts in rural areas

  
 

 
  	
  Increase
  knowledge in business

  
  	
  How
  to advertise on Google

  
 

 
  	
  Planning
  the future of business

  
  	
  E-commerce
  applications

  
 

 
  	
  Increasing
  insight into entrepreneurship with Digital

  
  	
  More
  specifically, digital entrepreneurship and facilitated business capital

  
 

 
  	
   

  
  	
  How
  to do business in places that are difficult for the general public to reach

  
 







 


On the last
day of the training, all the resource persons and training participants
gathered together to take photos as proof of documentation of the training
activities.
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Figure 5. STIE Indonesia Banking School
(IBS) in collaboration with PT Jamkrindo and PTPN I Regional 1 successfully
held a Digital Entrepreneurship Training aimed at Micro, Small, and Medium
Enterprises (MSMEs) for two days, on August 8–9, 2025, at the Goalpara Plantation,
Cisarua Village, Sukaraja District, Sukabumi Regency, West Java.


 


CONCLUSIONS AND
RECOMMENDATIONS


The main
conclusions of this PPM activity are as follows.



 	A
     Community Service (PKM) activity conducted by the Indonesian Banking
     School (IBS) in collaboration with PT Jamkrindo and PTPN I Regional 1 has
     significantly contributed to improving the capacity and digital literacy
     of MSMEs in the Goalpara and Gedeh plantation areas of Sukabumi.
     Twenty-five MSME participants, the majority of whom operate in the
     culinary sector, have traditional businesses that have not yet optimally
     utilized digital technology.

 	The
     training was conducted through two main stages, namely: (1) training on
     “Practical Ways to Start and Develop a Digital Business” which emphasized
     the use of marketplaces, social media, and applications to support
     business operations and finances; and (2) training on “Developing a
     Digital Business Using the Business Model Canvas (BMC)” which helped
     participants understand business models in a structured manner through the
     nine main elements of the BMC. The interactive lecture method, discussion,
     simulation, and group practice were proven effective in increasing
     participants’ understanding.

 	Evaluation
     results from pretests and posttests showed an increase in participants'
     knowledge of approximately 20%, with 85% of participants experiencing an
     increase in their understanding scores. Furthermore, satisfaction survey
     results indicated that 75% of participants were satisfied and interested
     in participating in follow-up activities, particularly those related to
     business digitalization in rural areas, digital advertising, and the use
     of e-commerce platforms. This demonstrates that the PKM activities not
     only provided knowledge but also increased participants' motivation and
     readiness to develop digital-based businesses.

 	Overall, this
     PKM activity successfully improved the insight, skills, and confidence of
     MSMEs in managing and developing their businesses digitally. Going
     forward, similar activities are expected to continue through ongoing
     mentoring programs to ensure consistent implementation of digital
     marketing and MSME business planning, contributing to increased
     competitiveness and sustainability of local businesses.
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