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  Abstract 
The purpose of this paper is to explore the impact of community service activities 

in the form of product marketing digitalization on increasing the knowledge and 

skills of ME Smoothies MSME players in Bandar Lampung. This study aims to assist 

MSME players in utilizing digital media to increase competitiveness and expand mar-

ket reach. The approach used is a participatory approach through a series of activi-

ties in the form of needs analysis, intensive training, and mentoring in the use of 

digital technologies such as social media, e-commerce, and marketing software. 

This activity involves MSME participants who are actively running their busi-

nesses and is evaluated through observation, interviews. The findings show that 

this program succeeded in improving the ability of participants in managing social 

media accounts and digital platforms, creating promotional content, and register-

ing their products on food delivery services. Within one month, partners experienced 

a 30% increase in sales turnover as well as a significant increase in digital interac-

tions. This study is still limited to one MSME partner and does not include a long-

term evaluation of the sustainability of the use of digital technology. Nevertheless, 

this activity provides a real picture of the importance of digital education to im-

prove the competitiveness of MSMEs. This program directly contributes to the em-

powerment of MSMEs through applicable digitalization strategies. The results of 

the activity can be used as a training model for other MSMEs that have limited access 

to technology and marketing. This activity encourages the economic independence 

of MSME actors and strengthens the community's adaptation to technological 

changes in the digital era. This approach also strengthens the position of MSMEs 

as drivers of the local economy. 
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Introduction 
Micro business and Medium Enterprises (MSMEs) play a strategic role in Indonesia's economic growth. However, 

a challenge faced by MSMEs today is their lack of ability to adapt to the development of digital technology. ME Smoothies 

MSME in Bandar Lampung, which is engaged in the production of fruit-based healthy drinks, faces a similar problem. 

Limited knowledge and skills in digital marketing make it difficult to reach a wider market, especially in the midst of 

increasingly competitive competition. This problem is exacerbated by the reliance on conventional marketing methods 

that are no longer relevant in the digital era. 

The main challenge faced by the partners, ME Smoothies MSMEs, is their lack of understanding of the effective use 

of social media, e-commerce and other digital marketing strategies. This hinders their potential to increase sales, build 

their brand, and establish closer relationships with consumers. In this context, there is an urgent need to improve digital 

marketing skills for MSMEs players to be able to survive and thrive in the ever-changing market. 
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The main objective of this Community Service (PKM) activity is to help MSMEs ME Smoothies adopt digitalization 

in marketing their products. The approach used includes analyzing partner needs, intensive training on digital marketing, 

and assistance in applying digital-based marketing technology. Through this activity, it is hoped that partners will be able 

to understand and optimally utilize digital media to increase product visibility and expand market share. 

The literature review shows that marketing digitization contributes significantly to the success of MSMEs. Re-

search by Chaffey et al. (2019) emphasized the importance of utilizing social media in building sustainable customer 

relationships. Meanwhile, a study by Kotler & Keller (201G) shows that digital marketing strategies can increase the 

competitiveness of MSMEs in the global market. Based on this theoretical basis, this PKM activity is expected to have a 

real impact in empowering ME Smoothies MSMEs through integrated digital transformation. 

 

Method of Study 
This Community Service Activity (PKM) is carried out through several strategic stages which aims to increase 

knowledge and skills of marketing digitalization for ME Smoothies MSMEs in Bandar Lampung. The first stage is the 

identification of partner needs through interviews and observations to understand the marketing methods that have 

been used, obstacles faced, as well as the partners 

level of digital understanding. Furthermore, training materials were compiled covering the basics of digital mar-

keting, the use of social media, e-commerce platforms, digital content creation, and paid marketing strategies. Implemen-

tation was carried out through participatory training equipped with hands-on practice, followed by intensive mentoring 

for one month to help partners implement the marketing strategies that have been learned. Monitoring and evaluation 

were conducted to assess the success of the program based on the increase in social media visitors, sales conversion, and 

partners' understanding of marketing technology. The results of activities are published in a community service journal 

and dissemination is carried out through the UMKM forum as inspiration for other business actors. This approach is 

designed to sustainably empower partners with digital skills that can be used independently. 

Results and Discussion 
This community service activity succeeded in having a positive impact on increasing the knowledge and skills of 

marketing digitalization for ME Smoothies MSMEs in Bandar Lampung. The results of the training show that partners 

have an increased understanding of related to digital marketing strategies, the use of social media, e-commerce platforms, 

and registration in food delivery service applications. Prior to this activity, partners only used traditional marketing 

methods such as word-of-mouth promotion and limited distribution around the local neighborhood. After the training, 

partners began to actively utilize social media such as Instagram and WhatsApp Business to promote MSME products. 
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Conclusion 
This community service program succeeded in increasing the knowledge and skills of ME Smoothies MSMEs in 

Bandar Lampung in adopting marketing digitalization strategies. Through intensive training and mentoring, partners are 

able to utilize various digital platforms, including social media, e-commerce, and food delivery service applications such 

as GoFood, Shopee Food, and GrabFood. The results of the activities show that partners have improved their ability to 

create attractive promotional content, register products on digital platforms, and manage marketing independently. Mar-

keting digitization has proven to be able to expand market reach and increase MSME sales turnover, with sales growth 

of up to 30% in one month. However, challenges such as time constraints and advanced technical knowledge still require 

attention through further training and the provision of practical operational guidelines. This activity shows that the im-

plementation of marketing digitalization is a strategic step for MSMEs to compete in a wider market, while supporting 

local economic empowerment in the digital era. This program is expected to become a replicable model to support other 

MSMEs in Bandar Lampung and surrounding areas. 
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