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ABSTRACT  

This community service initiative aims to support the adaptation of 

Micro, Small, and Medium Enterprises (MSMEs) to digital marketing 

strategies, particularly within Thailand’s dynamic MSME sector. 

Recognizing the challenges and opportunities brought by digital 

transformation, this program addresses the lack of digital literacy, 

limited resources, and insufficient marketing skills that hinder MSMEs 

from fully utilizing digital platforms for growth. The project includes 

training sessions focused on digital marketing and technical skills, 

equipping MSMEs with practical knowledge to create and optimize 

social media and Google Business accounts and strategies to expand 

their market reach. Additionally, barista training on coffee brewing 

techniques is provided to enhance product quality and customer 

engagement for coffee-related MSMEs. This dual approach integrates 

technical product skills with essential digital marketing strategies, 

empowering MSMEs to meet modern market demands and drive 

sustainable economic development. The outcomes of this initiative 

align with the community service mission in higher education 

(Tridharma Perguruan Tinggi) by offering practical solutions and 

fostering international collaboration. The project demonstrates 

significant improvements in MSMEs’ digital presence, product appeal, 

and customer engagement, enhancing their competitiveness in the 

digital economy. 
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1. Introduction 

In the digital era, promotional development as part of the marketing mix strategy has 

become crucial in business and entrepreneurial growth (Imaniar & Wahyudiono, 2018). 
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The advancement of information technology has created both opportunities and 

challenges for Micro, Small, and Medium Enterprises (MSMEs) worldwide, including in 

Thailand. Digital transformation is essential for MSMEs to remain competitive and 

improve their performance in an increasingly challenging market. Digital marketing is a 

strategic choice, particularly for MSMEs with limited promotional budgets (Manalu et al, 

2019). Utilizing social media platforms such as Facebook, Twitter, Instagram, and 

websites has proven to be an effective alternative for building brand awareness, 

customer engagement, sales, and customer loyalty. Digital marketing strategies 

contribute 78% to the competitive advantage of MSMEs in product marketing, while the 

remaining 22% is influenced by other factors not analyzed in this study, such as capital 

capability, resource availability, and managerial expertise (Wardhana, 2015). However, 

many MSMEs struggle to understand and leverage digital technology due to a lack of 

technical knowledge and adequate support (Purwana et al., 2017). 

In Thailand, MSMEs play a vital role in supporting local and national economies, 

providing employment opportunities, and serving as a primary source of income for 

many communities. To strengthen their position, technical assistance is needed to help 

them utilize digital technology to enhance productivity, expand market access, and 

improve competitiveness at both local and international levels. Despite the vast potential 

of the digital era, many MSMEs in Thailand still face challenges in adapting to this 

transformation, including limited digital skills, a lack of knowledge about e-commerce 

and digital marketing, and outdated financial management practices. This community 

service initiative aims to bridge these gaps by providing practical training and guidance 

that MSMEs can immediately apply. This initiative aligns with the community service 

mission of higher education (Tridharma Perguruan Tinggi) (Mahiri & Kurnadi, 2025). 

Providing entrepreneurship training for MSMEs at Thailand’s MSME centers is expected 

to enhance academics' capabilities in applying digital-based entrepreneurship 

knowledge while fostering ongoing research on the effectiveness of digital 

transformation for MSMEs. Furthermore, this initiative supports international 

collaboration with neighboring countries, strengthening relationships through 

knowledge sharing, skill development, and resource exchange.  

With this background in mind, this community engagement program is expected to 

serve as a concrete solution for enhancing MSME competencies in the digital era while 

providing real contributions from the academic world to society, particularly in 

improving MSMEs' competitiveness and economic independence in Thailand. 

Additionally, the Faculty of Economics and Business at Universitas Islam Kebangsaan 

Indonesia (UNIKI) is currently undertaking an international community service initiative 

and has chosen Thailand as the location for this project. This decision was made because 

MSMEs in Thailand also play a crucial role in the country's economic development. The 



INTERNATIONAL REVIEW OF COMMUNITY ENGAGEMENT     137 

 

primary objective of this program is to provide barista training in coffee brewing 

techniques to enhance the unique flavors of their coffee products. The research locations 

include several of Thailand's MSME centers and souvenir centers. 

 

2. Research methods 

This community service program was conducted at Kaysorn Souvenir Shop, Hatyai, 

Thailand. The initiative was carried out by lecturers from Universitas Islam Kebangsaan 

Indonesia (UNIKI), with participants including baristas from Kaysorn, store attendants 

from the souvenir shopping center, and several MSMEs around Hatyai, Thailand. 

The program was implemented through training sessions utilizing two main 

methods: 

1. Lecture on the importance of digital marketing 

The lecture method was used to explain the significance of digital marketing for the 

growth of MSMEs, particularly in enhancing promotional activities. This session 

included real-life examples of MSMEs that successfully leveraged digital platforms to 

promote their businesses (Yosepha, 2021). Through this session, participants were 

expected to recognize the importance of digital marketing in today's business 

landscape. 

2. Hands-on practice and digital account setup tutorial 

The training continued with a hands-on practice session, where participants were 

guided in creating accounts on digital platforms, specifically Google Business, and 

business accounts on social media platforms like Instagram. The tutorial explained 

how to optimize various features available on these platforms to support their 

marketing strategies. 

Additionally, the training featured a special session on coffee brewing techniques 

designed to attract customers. Coffee-related MSMEs were trained in selecting high-

quality coffee beans and brewing techniques that produce optimal flavors (Mutia et al., 

2022). This session was combined with coffee marketing strategies, including how to 

create engaging content showcasing the brewing process and the uniqueness of their 

coffee products on digital platforms. The implementation steps are below: 

1. Coordination with partners 

The initial step involved coordinating with partners to arrange the schedule, select 

the location and determine the participants for the training. During this preliminary 

meeting, the goal was to finalize the most suitable venue, date, and time to ensure 

effective material delivery. MSME representatives also designated the most 
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appropriate employees to participate, including sales personnel, marketing staff 

representatives, and MSME owners. 

2. Preparation for training and counseling 

This stage included preparing lecture materials, arranging speakers, and compiling 

printed materials for distribution to participants. Additionally, logistical preparations 

were made, such as checking and setting up the venue, preparing attendance lists, 

refreshments, and event backdrops. 

3. Lecture session implementation 

The first session consisted of a lecture on the importance of digital marketing, 

delivered by one of the team members. This session lasted approximately 30 minutes 

and was followed by a Q&A segment. 

4. Hands-on practice and tutorial session 

The second session involved a practical tutorial on effectively creating and managing 

accounts on Google Business and Instagram. This session lasted approximately 60 

minutes and was led by the proposing team members. 

5. Activity report compilation 

The final step was preparing a comprehensive activity report covering all aspects of 

the training program. 

 

3. Results 

This community service activity was conducted on October 17, 2024. The results 

achieved through this program included coordination with MSMEs, followed by a joint 

visit to the location with the community service team. The participants, particularly the 

baristas and storekeepers in the souvenir and accessories center, enthusiastically 

welcomed the initiative (Figure 1).   

The team then provided a socialization session on the importance of digitalization 

for MSMEs in the current digital era. The solutions offered through this community 

service activity are as follows:   

1. Training on utilizing digital marketing for product promotion   

The training focused on using digital marketing to promote MSME products, 

accompanied by examples of successful MSMEs that have effectively leveraged 

digital marketing. This training aimed to address MSMEs' challenges, particularly in 

enhancing their understanding, skills, and knowledge of digital marketing to 

maximize product promotion (Supriyanto, 2022) and boost MSME productivity 

(Dwijayanti et al., 2020). 
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2. Tutorial on creating and optimizing digital media accounts   

Participants received tutorials and hands-on practice creating accounts on digital 

platforms such as Google Business and social media like Instagram (Susanti, 2018). 

MSME owners were trained to set up and optimize their accounts on these platforms 

to expand market reach and enhance promotional efforts. The community service 

team also provided sample Google Business and Instagram accounts as references 

that MSMEs could further develop.   

 

 
Figure 1. The community service team 

 

3. Training on coffee brewing techniques 

The Faculty of Economics and Business at UNIKI community service team 

collaborated with lecturers from the State Islamic University of North Sumatra to 

conduct coffee brewing training for baristas in the local souvenir and snack center. 

This initiative was undertaken because coffee is an internationally recognized 

beverage consumed across all social classes. Therefore, in addition to digital training, 

MSMEs were also given specialized training in coffee brewing techniques, including 

selecting high-quality coffee beans, brewing methods, and presentation styles 

(Figure 2).   
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By acquiring these skills, MSMEs are expected to enhance their product appeal 

through superior coffee taste and quality, which can be effectively promoted on digital 

platforms to attract more consumers. However, the key to serving high-quality coffee 

lies in selecting the best coffee beans, as the marketing of coffee products has its 

dynamics (Rosiana, 2020). The quality of the coffee beans influences the taste of brewed 

coffee (Juliadi et al., 2021; Mutia et al., 2022).   

Large cafes and restaurants are willing to pay premium wages for skilled baristas who 

can craft unique and high-quality coffee. The creative industry related to coffee 

processing has also seen significant growth in recent years (Handini, 2020). 

 

  
 

Figure 2. Coffee brewing training for baristas 

 

4. Discussion 

The implementation of digital marketing as an MSME marketing strategy in today's era 

significantly impacts the success and growth of MSMEs (Jannatin et al., 2020). In addition 

to benefiting regions with ecotourism, the presence of MSMEs can have a considerable 

influence (Suryana & Burhanuddin, 2021), as visitors to a particular area often seek 

unique local MSME products as souvenirs (Firdaus & Tutri, 2018). The relationship 

between MSMEs and tourism appeal is undeniable (Aswadi et al., 2018; Aswadi et al., 

2019; Hasan et al., 2023; Fathoni, 2020; Mutia et al., 2018), forming an inseparable 
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combination (Khalida & Fauji, 2020). Additionally, the role of government cannot be 

overlooked in developing MSMEs, as government regulations play a crucial role in 

accelerating MSME growth in a region (Fauziyah & Mahara, 2022).   

Similar to the community service program conducted by our team, visiting a new 

region naturally leads people to seek references for unique local delicacies, which 

MSMEs often provide in the form of snacks, accessories, and other specialty products 

(Rutynskyi & Kushniruk, 2020). However, in today’s digital era, utilizing social media and 

digital advancements for MSME promotion is essential to increase their visibility and 

ensure that potential customers know their presence (Niem et al., 2021).    

     

5. Conclusion 

A strong understanding of digitalization is crucial for MSMEs in today's digital era, as it 

opens opportunities for accessing broader markets, increasing product visibility, and 

competing more effectively. By leveraging digital technologies such as social media, e-

commerce, and other digital marketing platforms, MSMEs can optimize promotional 

strategies, improve customer interactions, and enhance sales and customer loyalty. 

Digitalization also enables MSMEs to operate more efficiently in business management 

and financial record-keeping, significantly boosting their competitiveness in the 

increasingly tight global market. With a solid grasp of digitalization, MSMEs can better 

navigate modern challenges and seize new opportunities for sustainable growth.   

Furthermore, business risks that may arise at any time in managing MSMEs must be 

carefully considered, making risk management an essential aspect of business 

operations. MSME entrepreneurs must be aware of and understand the risks most likely 

to occur. Risk management is not solely the responsibility of MSMEs but also involves 

corporations (such as banks and insurance companies), the government, and other 

relevant institutions (Cahyati et al., 2022). One of the key business risks MSMEs face is 

the impact of natural disasters, which can be mitigated through insurance companies to 

cover potential financial losses caused by such events. 

 

Disclosure statement 

The authors declare that there is no conflict of interest regarding the publication of this paper. 

 

ORCID 

Khairul Aswadi  https://orcid.org/0000-0003-3832-6447  

Mai Simahatie  https://orcid.org/0009-0000-4843-8923  

 

 

https://orcid.org/0000-0003-3832-6447
https://orcid.org/0009-0000-4843-8923
https://orcid.org/0000-0003-3832-6447
https://orcid.org/0009-0000-4843-8923


142 M. SIMAHATIE ET AL. 

 

References 

Aswadi, K., Mutia, R., Mardhani, M., & Elidar, E. (2018). Gerakan OVOP di Kota Banda Aceh. Jurnal 

Manajemen dan Keuangan, 7(2), 199-199. https://doi.org/10.33059/jmk.v7i2.916  

Aswadi, K., Elidar, E., Amiruddin, A., Hasan, I., & Mardhani, M. (2019). The Characteristics of 

Creative Industries In Banda Aceh, Indonesia: An Overview. In Prosiding SEMDI-UNAYA 

(Seminar Nasional Multi Disiplin Ilmu UNAYA) (Vol. 3, No. 1, pp. 741-750).  

Cahyati, S. C. A., Thai, K., Carline, L., Mutiara, H., & Syahara, E. (2022). Pengaruh Penerapan 

Manajemen Risiko Bisnis Pada UMKM Nj Thai Boba. YUME: Journal of Management, 5(3), 

409-418. https://doi.org/10.37531/YUM.V5I3.3253  

Dwijayanti, K., Azizah, N., Sa, M., & Jepara, U. (2020). Peningkatan Produktivitas UMKM Kopi Muria 

melalui Pelatihan Pengolahan Kopi. J-ABDIPAMAS (Jurnal Pengabdian Kepada Masyarakat), 

4(2), 163–172. https://doi.org/10.30734/J-ABDIPAMAS.V4I2.671  

Fathoni, I. (2020). Analisis Daya Tarik Budidaya dan Pengolahan Kopi untuk Pengembangan 

Agrowisata di Desa Babadan Banjarnegara. Jurnal Kawistara, 10(3), 310. https://doi.org/ 

10.22146/KAWISTARA.42975  

Fauziyah, N. K., & Mahara, A. (2022). Strategi Komunikasi Pemerintah Kabupaten Bener Meriah 

dalam Pemasaran Kopi Gayo dan Pemberdayaan Masyarakat. Academic Journal of Da'wa 

and Communication, 3(2), 129-152. https://doi.org/10.22515/AJDC.V3I2.5600 

Firdaus, F., & Tutri, R. (2018). Potensi Pengembangan Ekowisata di Nagari Kotobaru, Kecamatan 

X Koto, Kabupaten Tanah Datar, Sumatera Barat. Jurnal Kawistara, 7(2), 144. 

https://doi.org/10.22146/KAWISTARA.13570  

Handini, Y. D. (2020). Pengembangan Industri Kreatif Kafe Kopi Dalam Meningkatkan Sektor 

Pariwisata di Kabupaten Bondowoso. Journal of Tourism and Creativity, 4(1), 73. 

https://doi.org/10.19184/JTC.V4I1.14557  

Hasan, A., Nurhasanah, N., Mardhani, M., & Aswadi, K. (2023). Creative Industries And Regional 

Economic Growth: Time Series Evidence From Aceh, Indonesia. Journal of Economics 

Education and Entrepreneurship, 4(2), 74-80. https://doi.org/10.20527/jee.v4i2.8312   

Imaniar, D., & Wahyudiono, A. (2018). Strategi Pengembangan dan Bauran Pemasaran Potensi 

Komoditas Kopi dalam Rangka Penguatan Pasar Produk Pertanian Secara Integratif dengan 

Sektor Pariwisata di Kabupaten Banyuwangi. Journal of Applied Business Administration, 

2(2), 206–217. https://doi.org/10.30871/JABA.V2I2.1120  

Jannatin, R., Wardhana2, M. W., Haryanto, R., Pebriyanto, A., & Banjarmasin, P. N. (2020). 

Penerapan Digital marketing Sebagai Strategi Pemasaran UMKM. Jurnal IMPACT: 

Implementation and Action, 2(2), 119–130. https://doi.org/10.31961/IMPACT.V2I2.844  

Juliadi, D., Muzaifa, M., & Fadhil, R. (2021). Kajian Literaratur Perkembangan Produk Olahan Kopi 

Arabika Gayo dengan Metode Penyeduhan Espresso. Jurnal Ilmiah Mahasiswa Pertanian, 

6(4), 462–466. https://doi.org/10.17969/JIMFP.V6I4.18324  

Khalida, L. R., & Fauji, R.  (2020). Analisis Strategi Bisnis pada Kedai Kopi Limasan Karawang. Jurnal 

Manajemen & Bisnis Kreatif, 5(2), 1–11. https://doi.org/10.36805/ MANAJEMEN.V5I2.1026  

https://doi.org/10.33059/jmk.v7i2.916
https://doi.org/10.37531/YUM.V5I3.3253
https://doi.org/10.30734/J-ABDIPAMAS.V4I2.671
https://doi.org/%2010.22146/KAWISTARA.42975
https://doi.org/%2010.22146/KAWISTARA.42975
https://doi.org/10.22515/AJDC.V3I2.5600
https://doi.org/10.22146/KAWISTARA.13570
https://doi.org/10.19184/JTC.V4I1.14557
https://doi.org/10.20527/jee.v4i2.8312
https://doi.org/10.30871/JABA.V2I2.1120
https://doi.org/10.31961/IMPACT.V2I2.844
https://doi.org/10.17969/JIMFP.V6I4.18324
https://doi.org/10.36805/%20MANAJEMEN.V5I2.1026


INTERNATIONAL REVIEW OF COMMUNITY ENGAGEMENT     143 

 

Mahiri, E. A., & Kurnadi, E. (2025). Towards stunting-free villages and independent MSMEs: 

Synergy of nutrition education, MSME assistance, and community empower-

ment. International Review of Community Engagement, 1(1), 65–84. https://doi.org/ 

10.62941/irce.v1i1.93  

Manalu, E. M. B., Saleh, K., & Saragih, F. H. (2019). Analisis Pemasaran Kopi Arabika (Caffea Arabica) 

(Studikasus: Desa SitinjoII, Kecamatan Sitinjo, Kabupaten Dairi). Jurnal Agriuma, 1(2), 36. 

https://doi.org/10.31289/AGR.V1I2.2840  

Mutia, R., Aswadi, K., Amiruddin, A., Hasan, I., & Mardhani, M. (2018). Identifying of Creative 

Industries through OVOP Movement : An Empirical Evidence from Aceh , Indonesia. 

International Conference on Economic and Social Science (ICON-ESS). 

https://doi.org/10.4108/eai.17-10-2018.2294212 

Mutia, R., Aswadi, K., Mardhani, M., Nasir, N., Rizka, R., & Zulfikar, Z. (2022). Do the Price and Taste 

Matter to Coffee Drinkers? Jurnal Mahasiswa Akuntansi Samudra, 3(3), 145-149. 

https://doi.org/10.33059/jmas.v3i3.5958  

Niem, L. D., Anh, L. V., & Duyen, H. T. K. (2021). An evaluation of international tourist’s expectations 

and experiences of the coffee festival of Buon Ma Thuot City, Vietnam. Journal of 

Environmental Management and Tourism, 12(6), 1645–1654. https://doi.org/10.14505/ 

JEMT.V12.6(54).20  

Purwana, D., Rahmi, R., & Aditya, S. (2017). Pemanfaatan Digital Marketing Bagi Usaha Mikro, 

Kecil, Dan Menengah (UMKM) Di Kelurahan Malaka Sari, Duren Sawit. Jurnal Pemberdayaan 

Masyarakat Madani (JPMM), 1(1), 1–17. https://doi.org/10.21009/JPMM.001.1.01  

Rosiana, N. (2020). Dinamika Pola Pemasaran Kopi pada Wilayah Sentra Produksi Utama di 

Indonesia. Jurnal AGROSAINS Dan TEKNOLOGI, 5(1), 1. https://doi.org/10.24853/JAT.5.1.1-

10  

Rutynskyi, M., & Kushniruk, H. (2020). Annales universitatis mariae curie-sk lodowska lublin-

polonia. Annales Universitatis Mariae Curie-Sklodowska. Sectio B, 75, 87–113. 

https://doi.org/10.17951/B.2020.75.0.87-113  

Supriyanto, A. (2022). Pelatihan Digital Marketing pada UMKM Uliq Food di Kecamatan Bae 

Kabupaten Kudus. Journal of Community Service and Empowerment, 3(1), 38–46. 

https://doi.org/10.32639/JCSE.V3I1.80  

Suryana, A. T., & Burhanuddin, B. (2021). Pengaruh Kompetensi Kewirausahaan terhadap Kinerja 

Usaha UMKM kopi: Sebuah tinjauan teoritis dan empiris. Jurnal AGRISEP: Kajian Masalah 

Sosial Ekonomi Pertanian Dan Agribisnis, 20(01), 117–128. https://doi.org/10.31186/ 

jagrisep.20.01.117-128 

Susanti, N. (2018). Perancangan E-Marketing UMKM Kerajinan Tas. Simetris: Jurnal Teknik Mesin, 

Elektro Dan Ilmu Komputer, 9(1), 717–722. https://doi.org/10.24176/SIMET.V9I1.2042  

Wardhana, A. (2015). Strategi digital marketing dan Implikasinya pada Keunggulan Bersaing UKM 

di Indonesia. In Seminar Nasional Keuangan Dan Bisnis IV (Vol. 4). 

Yosepha, S. Y. (2021). Determinan Penggunaan Media Sosial, Kreativitas dan Pelatihan Terhadap 

Pengembangan Usaha Mikro Kecil dan Menengah (UMKM) Coffee shop di Kota Bekasi. 

https://doi.org/%2010.62941/irce.v1i1.93
https://doi.org/%2010.62941/irce.v1i1.93
https://doi.org/10.31289/AGR.V1I2.2840
https://doi.org/10.4108/eai.17-10-2018.2294212
https://doi.org/10.33059/jmas.v3i3.5958
https://doi.org/10.14505/%20JEMT.V12.6(54).20
https://doi.org/10.14505/%20JEMT.V12.6(54).20
https://doi.org/10.21009/JPMM.001.1.01
https://doi.org/10.24853/JAT.5.1.1-10
https://doi.org/10.24853/JAT.5.1.1-10
https://doi.org/10.17951/B.2020.75.0.87-113
https://doi.org/10.32639/JCSE.V3I1.80
https://doi.org/10.31186/%20jagrisep.20.01.117-128
https://doi.org/10.31186/%20jagrisep.20.01.117-128
https://doi.org/10.24176/SIMET.V9I1.2042


144 M. SIMAHATIE ET AL. 

 

Jurnal Manajemen, 11(2), 165–181. https://doi.org/10.30656/JM.V11I2.3878 

https://doi.org/10.30656/JM.V11I2.3878

