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Media, Strawberry (FGD), and hands-on training, using printed handouts, guided practice,

and short video tutorials that were also posted to a WhatsApp group for
farmers who could not attend. Nine strawberry MSME owners who came
in person took the same multiple-choice test before and after the session.
Correct answers went up from 75.8% to 100%, and the biggest jumps were
on two questions: which platform suits photo and video content, and which
Instagram feature is used for short videos. By the end of the session,
participants had opened a business Instagram account, made a simple logo,
and produced basic product posts. All nine said the activity was useful. The
farmers now see social media as a way to reach buyers outside the village,
but they will need further mentoring on content, packaging, and branding
before they can depend less on middlemen.
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INTRODUCTION

Farming, horticulture included, is a key livelthood for rural households across
Bandung Regency (Azka et al., 2023), and Patengan Village in Rancabali District is no
exception, being known locally as a strawberry-growing area. Online marketing has
already paid off for strawberry growers elsewhere. For one organic strawberry farm in
Magelang, adding a website and Instagram to its marketing proved financially feasible
during the pandemic (Gandhi et al., 2022). Rural micro, small, and medium enterprises
(MSMEs) need a clear digital marketing strategy if they are to move past slow growth and
low sales (Sutaguna et al., 2023). A strategy of this kind can widen the market area MSMEs
reach and raise the number of customer transactions, as MSMEs in other regions have
already found (Anggraini et al., 2022; Solekah et al., 2023).
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MSMEs carry a large share of the local economy, yet many have been slow to take
up modern marketing tools. The team’s preliminary visits showed that strawberry MSMEs
in Patengan still sell at retail or through middlemen and make little use of digital marketing.
Their packaging has no label, logo, or contact details, so buyers have nothing to remember
the product by. Case studies of MSMEs that have grown in the digital era point to social
media, content, search engine optimization, and data analysis as the strategies behind that
growth (Birgithri et al., 2024). This program was set up to find and apply digital marketing
approaches that fit strawberry MSMEs in Patengan Village, so that they could compete
better and sell to a wider market.

Many MSMEs still understand and apply digital marketing poorly, and rural
MSMEs in particular have given it little attention, even though it now shapes whether they
can compete at all (Sutaguna et al., 2023; Folo & Airawaty, 2024). The growth of digital
MSMEs has also been described as an alternative route for developing national digital
entrepreneurship (Pradhani et al., 2023). Once MSMEs go online, they can sell beyond
their usual area, support the economic independence of the families who run them, and
sort out their business legality with help in applying for a business identification number
and halal certification (Solekah et al., 2023). Online platforms remove some of the limits
of distance and put products in front of more buyers. Even so, village MSMEs often find it
hard to compete with products sold through online channels, partly because they have not
yet used social media to market their goods (Sopian et al., 2023).

Digital marketing gives MSMEs a way around these barriers, since it puts their
products online and widens their reach (Rahmat & Rofi, 2022). MSMEs that make full use
of social media have also recorded clear increases in transactions and sales (Anggraini et
al., 2022). The first step toward a product identity in the online market is a simple one: a
label, a logo, and a contact number on the packaging. How digital media are used should
also depend on how digitally literate the business owners are, otherwise the marketing
message can easily go wrong (Purba et al., 2021). Training in the devices and digital tools
that let owners’ market more widely at lower cost is, for this reason, directly relevant to
their needs (Agung et al., 2022).

Patengan MSMEs have little experience with technology or with designing social
media content, which leaves them poorly placed in the digital market. Other MSMEs show
what is possible: most of the culinary MSMEs studied in Cilangkap, East Jakarta, survived
the pandemic by turning to digital marketing (Melania & Handayani, 2023). Training in
digital marketing, particularly on social media, helps MSMEs reach a wider market and
compete more effectively (Afandi et al., 2023). As competition in digital marketing and
branding grows tighter, MSMEs also need the skills to produce their own promotional
content (Dharomesz et al., 2023). Marketing and branding training followed by mentoring
1s one way to raise the competitiveness of SME products (Hidayati et al., 2018).

In an early discussion, the head of the Patengan Village Tourism Awareness Group
(Kelompok Sadar Wisata, Pokdarwis) told the team that the harvest is usually sold to
middlemen or retailed nearby. Strawberries are not sold in bulk or shipped to other regions,
because marketing is minimal and social media has not been used to find new customers.
Packaging is basic: freshly picked strawberries go into plastic boxes with no label at all.
Training in social media and e-commerce has been shown to raise MSME owners’
knowledge of online marketing (Gusman & Rahman, 2022). The case for this shift grows
as consumption habits change and as most Indonesian MSMEs remain outside the digital
ecosystem (Pujiastuti et al., 2023). During the COVID-19 crisis, going digital was the factor
that did most for MSME resilience (Wibowo, 2023). This program was meant to narrow
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that gap by teaching the owners about digital marketing, branding, and better product
packaging, in line with the view that digital marketing strategies can strengthen the
competitiveness of local MSMEs (Maria et al., 2024).

IMPLEMENTATION METHOD
Location, Time, and Participants

Preparation for this program started in May 2025. It was coordinated by the Institute
for Research and Community Service (LPPM) of Persada Indonesia Y.A.I University as
part of the 6th Collaborative Community Service Program, which involved 67 Indonesian
universities and 140 lecturers and students split into 19 groups by topic and local need. In
August 2025, three coordination meetings were held on Zoom with the 140 lecturers and
students and 50 Patengan residents. The residents included strawberry and bandrek coffee
MSME owners, members of the Family Welfare Movement (PKK), Pokdarwis members
and homestay owners, integrated health post (Posyandu) cadres, community health center
(Puskesmas) staff, preschool and kindergarten teachers, and members of the village youth
organization (karang taruna). The on-site activity took place in Patengan Village,
Rancabali District, Bandung Regency, on 12 and 13 September 2025. The village is about
183.5 km by road from Persada Indonesia Y.A.I University (Figure 1). This article reports
on Group 4, which worked with the strawberry MSME owners of Patengan Village.
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Figure 1. Route and distance from Persada Indonesia Y.A.I University to Patengan Village,
Rancabali District, Bandung Regency

Materials and Tools

Group 4 printed handouts on marketing through Instagram and made three short,
simple videos that the strawberry MSME owners could follow and keep practicing with
after the visit. The team also brought presentation materials, an attendance list, pre-test
and post-test questions, and a feedback sheet for participants to rate the activity.
Implementation Stages

The program ran in stages. Before the visit, a Focus Group Discussion (FGD) was
held on Zoom with the 140 lecturers and students and 50 villagers, and several strawberry
MSME owners were interviewed individually. Group 4 also met on its own to prepare the
documents and materials. Throughout these early discussions, the team stayed in contact
with Ms. Iis, who described conditions on the ground. The observation stage covered the
strawberry gardens, the harvest, and packing. What the team saw was a very simple route
from packing to sale. The fruit was sorted by ripeness and size and then packed in clear
containers with no logo, contact number, or label of any kind.
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The implementation stage consisted of a briefing followed by practice, in which
participants learned to set up a basic Instagram account and to film short videos for
Instagram Reels. The team gave more time to practice than to lecturing, since problem-
based learning that uses social media has been shown to improve learners’ product
marketing skills (Sopiansah et al., 2023). The nine strawberry MSME owners who attended
in person took the pre-test at this stage. The videos were then sent to Ms. Fatimah, who
forwarded them to the WhatsApp group of owners who could not come. For monitoring
and evaluation, the team kept in touch with the owners, especially Ms. Fatimah and Ms.
Iis, to follow up on making Reels, writing hashtags, and adding labels to the packaging.

RESULTS AND DISCUSSION
Partner Profile

The partners were people who own strawberry gardens, trade strawberries, or do both
in Patengan Village, Rancabali District, Bandung Regency. Their businesses are run the
traditional way and do not yet have names. Their workers are neighbors and other local
residents who have spare time and help with picking and packing.
Briefing on the Importance of Digital Marketing

The handouts were printed in large type, one slide per sheet, so participants could
read them without difficulty. Team members sat right next to the participants so they could
talk and practice together. The room was dim, and the team and participants took turns
lighting it with their phone flashlights. The pre-test and post-test used the same multiple-
choice questions so that any change in understanding would show. After the pre-test, the
material was explained using slides printed one by one on A4 paper and handed to each
participant, who could ask questions at any point.

For the nine strawberry MSME owners, the percentage of correct answers rose on
every item, as shown in Table 1.

Table 1. Pre-test and post-test results of the digital marketing training participants (n = 9)

. Pre-test (%  Post-test (% Increase
No Question Item Correct) Correct) (points)
Definition of digital marketing 78% 100% +22
2 Most effective social media for visual 67% 100% +33
content (photos and videos)
3  Instagram feature for creating short 67% 100% +33
videos that often go viral
4  Function of the hashtag (#) in Instagram 78% 100% +22
posts
5  Most effective type of content for 89% 100% +11
attracting buyers on Instagram
Average 75.8% 100% +24.2

Source: Processed pre-test and post-test data, 2025

All nine participants answered every post-test question correctly, so the average share
of correct answers went from 75.8% in the pre-test to 100% in the post-test. The largest
gains, 33 percentage points each, were on the questions about which platform suits photo
and video content and which Instagram feature is used for short videos. This is consistent
with Anggraini et al. (2022), whose social media mentoring raised MSME transactions and
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sales. During the pre-test, some participants asked those with personal Instagram accounts
for the answers. After reading the handouts and watching the short videos, however, they
understood the ideas much better. More than nine people attended, but the test results
reported here cover only the nine strawberry MSME owners who were present in person.
The others were Group 4 members and residents who came to listen.
Training on Creating an Instagram Account for Patengan Village MSMEs

The Instagram session began with the second video, which walked participants
through opening an account with a mobile phone and phone number. The team chose this
route because the owners almost never use laptops for their business. The team then
showed them how to make short promotional videos that display branding elements such
as a logo. By the end of the session, participants had created a business Instagram account
for their strawberries. The team also used a short feedback form to find out whether
participants found the activity useful. It had two multiple-choice questions that were easy
to answer. Table 2 summarizes the responses.

Table 2. Participant feedback on the community service activity (n = 9)
No Question Item Yes No

1  The community service activity on digital marketing through 100% 0%
Instagram was useful

2 Willing to receive assistance or consultation on managing the 100% 0%
Instagram account in the future

Source: Processed feedback form data, 2025

Every participant said the session on using Instagram to promote strawberries was
important and useful. All of them also agreed to stay in contact so the team could help
grow the account’s followers, mainly through tips on content, Reels, and hashtags that
might help posts go viral. This follow-up matters because the owners’ digital literacy is still
limited. The session also changed how participants saw social media. They had used it
mostly for entertainment, and they left knowing it could help their business, whether
through their phone’s camera and video functions or through free design tools such as
Canva.

Constraints in the Field

A few problems came up in the field. During the pre-test, some participants asked
others for answers even after being told to rely on their own knowledge. More people
turned up than the nine strawberry MSME owners, because neighbors joined the training
and signed the attendance list. Group 4 gave them printed handouts and sent them the
video tutorials by personal WhatsApp message. One more finding stood out. Owners who
already had personal social media accounts had never opened a separate account for their
business, so their products were barely promoted. The reason is that middlemen buy most
of the harvest anyway, even though they pay less than the market price. Persuading owners
that social media is worth the effort 1s a task that later programs can pick up. Figure 2
shows the training session.
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CONCLUSION AND RECOMMENDATIONS

The program in Patengan Village showed that strawberry MSME owners still
struggle to use digital technology to market their products. Their digital literacy is low,
their products carry no branding, and they depend on middlemen to sell the harvest.
Through the briefing, training, and mentoring, participants learned what digital marketing
and product branding involve and how social media, and Instagram in particular, can help
them sell more. Correct answers rose from 75.8% in the pre-test to 100% in the post-test.
Participants also became more aware that their businesses need to adapt to digital
channels, and they produced a business Instagram account and simple product content.

A follow-up program with intensive training and regular mentoring would help the
owners learn to produce creative content, use e-commerce features, and manage a business
account. Strawberry MSMEs in Patengan Village should also build a clear brand identity
with a logo, packaging labels, and a product tagline. The local government can help by
providing facilities, promoting agrotourism, and assisting with business permits such as the
Business Identification Number (Nomor Induk Berusaha, NIB) and halal certification.
Simple design applications such as Canva should continue to be introduced, together with
ongoing digital literacy training and support for processed products such as strawberry
dodol, so that Patengan strawberries can be sold outside the region.
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