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Abstract:- Herbal Academy Group Indonesia, an MSME 

in Madiun, has proliferated since 2014 with herbal 

products that are beneficial for health. After BPOM tests 

and halal certification, they faced marketing and export 

challenges. The author proposes digital marketing 

optimization to increase market reach and export 

readiness, involving students in this activity as part of 

community service. This service aims to evaluate essential 

aspects in the digital marketing of herbal MSMEs in 

Madiun, including product quality, packaging, branding, 

and SEO, to support go-digital and export market 

expansion. The results of the assessment show that 

several areas need improvement. Solutions include digital 

marketing assistance and export certification to optimize 

global market potential. Implementing the service 

involves eight months of technical assistance in digital 

marketing and export. This service involves three stages 

of validation tests: material, media, and platform. The 

validation of the material showed an excellent assessment 

with an average of 84.33%, indicating that the material 

was relevant and precise. Media tests were also positive, 

scoring the highest strategy suitability and content 

authenticity scores. The platform's validation received 

excellent ratings in all aspects, including appearance, 

features, and regulatory compliance, with an average of 

93.33%, indicating the platform's effectiveness in 

supporting Herbal MSMEs in Madiun. The application of 

technology and innovation for Herbal MSMEs in Madiun 

Regency. It covers digital marketing, SEO, e-commerce, 

and export technologies, including SCM tools and 

international databases. 

 

Keywords:- Digital Marketing, 9 Core of Marketing, 

MSMEs, Export Market. 

 

I. INTRODUCTION 

 

The development of herbal medicines has been carried 

out in Madiun due to the potential of the region to produce 

medicinal plants [1]. One of the largest is the Herbal 

Academy Group Indonesia, formed in the Kare area, Madiun 

Regency. This Herbal Academy is an MSME in Madiun 
Regency and one of the largest in terms of production scale. 

Herbal Academy was established in 2014. At that time, by 

utilizing garden products and medicinal plants, the owner 

conducted experiments on herbal medicines against several 

diseases, ranging from mild diseases such as fever and flu. 

The production process at this partner still uses a semi-

modern method since its inception, using the method of 

distillation of organic materials harvested from clove and 

garlic plantations, as well as the process of mixing various 

kinds of distillation of other materials such as galangal, 

turmeric, ginger, temulawak, kencur, telang, noni. Hundreds 
of combined ingredients will be overcome, which refer to 

previous journals on their use [2]. 
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This product was tested on a limited scale to humans on 

the MSME scale and succeeded in having a good impact on 

the diseases tested; academic testing has still never been 

carried out from 2014 to 2017, the establishment of MSMEs 

that continue to produce, but only testing by P-IRT since the 

beginning of its establishment so that the product guarantee is 

in the Ministry of Health of Madiun Regency. From 2017 to 

2020, this product was tested by BPOM and Halal Product 
Certification. At that time, the product also developed with 

various diversifications, such as products for health and 

fitness, to develop self-vitality. This product also proliferates 

due to the body's immune resistance during the COVID-19 

pandemic. When circulating, it is a health drink product under 

official government supervision [3].  

 

This product has transformed from a liquid product on a 

litre scale, successfully simplified the form in some products 

and cured diseases into a millilitre scale form that is entirely 

consumed a little but has the same effect. Also, the 
collaborated ingredients have developed to be the basis of 

collaboration with international medicinal plants such as 

telang flower, ginseng, and red ginseng [4]. In addition to 

being a product on a millilitre scale, the product also develops 

into the form of herbal pills on a production scale that is 

initially small and slowly develops through a sustainable 

production process. The form of production is varied, such as 

litre and millilitre scale of water, herbal pills, and herbal 

capsules, developing based on market needs and product 

innovations developed in the assisted communities of the 

Herbal Academy Group, which have succeeded in forming 

communities in Madiun Regency [5].  
 

The primary marketing strategy of this product is word 

of mouth; this product is seen by the community based on the 

benefits of the product on health and safety of use; this 

product has several stages in marketing during the product life 

cycle, the stages of the product start from word-of-mouth 

marketing of the community around the village, the marketing 

strategy of free health checks in the community, then 

collaborate with local doctors by developing a marketing 

affiliate system and extends to several regions in terms of 

health checks, doctor cooperation, and cooperation with 
several regional apparatus with a traditional marketing 

approach [6]. In the years following production, the 

partnership expanded in various cities with a traditional 

approach, such as in Ponorogo, Magetan, Nganjuk, Ngawi, 

Tulungagung, Kediri, Malang, Surabaya, and Mojokerto. The 

production also continues to grow; in the first year of 

production, up to 2 years, monthly production reaches 30 

litres per month, then continues to grow in the first four years, 

increasing 2x to 60 litres per month and currently has reached 

300 litres per month in production, coupled with the latest 

production of new product forms such as capsules and herbal 

pills reaching 1,000 grains per month. These MSMEs have 
increased their production capacity by reaching 1,000 litres 

and 5,000 grains per month to maintain stock reserves that 

continue to be produced by collaborating through the 

surrounding community. With the increase in production 

capacity based on the results of developing existing business 

capital, adequate market absorption must automatically be 

supported. However, the business partner community 

experiences several problems in increasing its market 

absorption capacity. Based on sales data from this productive 

community group over the past 18 months, sales have 

stagnated, as shown in the figure below [7]. 

 

This is because community group partners experience 

limited capital to increase marketing reach. After all, the 
marketing strategy prepared from the beginning is based on 

traditional marketing approaches, which require a lot of 

human resources and financing ranging from employee 

marketing costs, transportation and accommodation, as well 

as to increase the company's reach and capabilities. The 

company's money has been primarily divided to increase 

production capacity, BPOM, and halal certification, which 

must carry out many laboratory tests. In addition to this, 

another problem faced by the partners of this community 

business group is that they are still unable to prepare the 

supply chain flow and the preparation of export documents 
and funding for buyer demand, so there are still export 

failures for several buyers who have contacted, visited, and 

discussed the demand for these products abroad, due to 

language barriers, documents, and limited production 

capabilities in preparing the supply chain flow [8]. 

 

Based on this, the author proposes community service 

activities with the title of digital marketing optimization based 

on nine core marketing strategies to support go-digital herbal 

MSMEs and export markets in utilizing the potential of the 

Madiun Regency region to increase marketing reach capacity 

with small but adequate funds through digital marketing and 
sustainable assistance, as well as through digital marketing 

can also be carried out optimizing the export market through 

assistance in the readiness of MSMEs. This activity provides 

various significant benefits, both for herbal MSMEs in the 

Madiun Regency and for the development of the local 

economy. First, this community service will increase the 

digital capacity and skills of MSME actors through intensive 

training and mentoring programs. This is important to help 

MSMEs adopt digital technology in their marketing process 

to compete more effectively in the global market [9]. 

 

II. IMPLEMENTATION METHOD 

 

In the stage of the implementation method of the 

description of the digital marketing access problem, the initial 

stage in the first 1 month consists of 3 initial technical 

guidance assistance activities, where in week 1 will focus on 

social media marketing and website marketing which will 

discuss the provision of assistance in strategic content 

creation, branding and graphic design, admin and creative 

writer and introduction to the initial stage of SEO [10], and 

also the development of digital marketing with artificial 

intelligence for the purposes of market access, data, and also 
sustainable content development and supporting product 

diversification [11], as well as assistance in creating a wix 

design developer-based website consisting of UI/UX of the 

website, website copywriting that discusses writing and 

landing pages on products and marketing, and website 

commercialization in product marketing and e-commerce 
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development in the website, and in the 3rd week, namely 

technical guidance on marketplaces and e-commerce, by 

providing technical and direct assistance on understanding the 

operations of the admin panel of various e-commerce, as well 

as e-commerce management strategies and algorithm 

understanding [12], and in the first 4th week of the month, 

namely technical guidance on digital advertising, where you 

will understand the elaboration and placement and budgeting 
strategies digital advertising, as well as daily strategies and 

arranging A/B testing on products to be carried out, and 

measuring and monitoring digital advertising programs on 

various platforms such as Facebook Ads, Instagram Ads, 

YouTube Ads, and TikTok Ads [13]. 

 

The target of the next step in the second month is 

optimization through parallel assistance, namely social media 

marketing, with the consistency of content and management 

of product social media spread across various platforms, as 

well as to increase followers, content, and interaction on 
social media marketing which is carried out to increase brand 

awareness. In addition, in the second month, the fostered 

community partners are also expected to be able to implement 

and be efficient with AI-in Marketing Strategies in content 

creation and social media marketing program optimization. 

The previous stages continued to be carried out in parallel. At 

the same time, in the third month of implementation, there 

was additional consistency in the results of the assistance, 

namely launching in the field of e-commerce and 

marketplaces, and accompanied by website launches and SEO 

development from product marketing equipped with 

copywriting [14].  
                    

They were followed by the development of the results of 

increasing the effectiveness of the e-commerce strategy every 

month, which is integrated with social media marketing and 

the development of partnership-based marketing systems such 

as distributors, resellers and affiliates. In the fourth month, in 

parallel, the previous stages were carried out simultaneously. 

Digital marketing advertising was also carried out on various 

platforms by measuring the effectiveness of the advertising 

program, such as visitor and advertising effectiveness, and 

continuous assistance related to the implementation of 
strategic advertising, as well as direct impact on brands and 

strategic content advertising. The technology guidance 

method was carried out at the beginning and continues to be 

applied in parallel in the first four months of the activity so 

that the results of this technology guidance can be measured 

and monitored correctly on the business conditions of partner 

communities from the community service implemented [15]. 

 

III. RESULTS 

 

A. Analysis of Existing Conditions from Partners 
This analysis aims to identify aspects that require special 

attention and improvement to support go-digital efforts and 

the expansion of the export market of herbal MSMEs. The 

evaluation was carried out using the Likert scale to assess 

several critical criteria, such as product quality, packaging, 

branding, social media management, SEO, and other aspects 

that play a role in digital marketing strategies. The assessment 

results from the three validators will be integrated to provide a 

comprehensive overview of the existing conditions and 

provide a basis for recommendations for necessary 

improvements. This community service is essential to 

understanding the current position of herbal MSMEs in 
Madiun Regency and the steps that need to be taken to 

optimize the potential of digital marketing in supporting 

sustainability and business growth. 

 

TABLE I.  PARTNER NEEDS ANALYSIS 

No. Criteria Assessed Total Score Percentage (%) Criteria 

1 Quality of herbal products 13 86.67 Very Good 

2 Product packaging 11 73.33 Good 

3 Product branding and identity 11 73.33 Good 

4 Social media management 10 66.67 Good 

5 Digital marketing content 12 80.00 Good 

6 SEO usage on websites 10 66.67 Good 

7 Utilization of e-commerce 11 73.33 Good 

8 Data-based marketing strategies 10 66.67 Good 

9 Customer data analysis 11 73.33 Good 

10 Customer relationship management 10 66.67 Good 

11 HR training and development 12 80.00 Good 

12 Product innovation 13 86.67 Very Good 

13 Adaptability to new technologies 10 66.67 Good 

14 Online transaction security 12 80.00 Good 

15 Logistics management 10 66.67 Good 

16 Partnerships and collaborations 12 80.00 Good 

17 Access to local and international markets 13 86.67 Very Good 

18 Customer satisfaction levels 12 80.00 Good 

19 Compliance with regulations and standards 11 73.33 Good 

20 Marketing campaign effectiveness 12 80.00 Good 
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The analysis of the existing conditions of herbal MSME 

partners in Madiun Regency shows that the quality of herbal 

products gets a high score, with a total score of 13 and a 

percentage of 86.67%. These quality products are essential in 

digital marketing strategies, as explained by [16], which states 

that good product quality can increase the competitiveness of 

MSMEs in the global market. Product packaging and 

branding obtained a score of 11 with a percentage of 73.33%, 
indicating that there is still room for improvement. According 

to [17], innovations in packaging and branding can increase 

product attractiveness in a competitive market. The 

management of social media and digital marketing content is 

also quite good, with scores of 10 and 12, respectively. 

However, further improvements are needed to achieve 

maximum effectiveness. The use of SEO in websites and 

data-driven marketing strategies received a score of 10 with a 

percentage of 66.67%, indicating a good understanding of the 

importance of SEO, but its implementation can still be 

improved. [18] states that SEO and proper data analytics can 
improve digital marketing performance. Customer data 

analysis and customer relationship management scored 11, 

with a percentage of 73.33%, indicating a reasonable effort, 

although further improvement is needed. 

 

Human resource training and development, product 

innovation, and new technology adaptation showed 

outstanding results, with scores of 12 and 13, respectively and 

80.00% and 86.67%, respectively. [19] states that innovation 

and human resource development are critical factors in the 

success of MSMEs. The security of online transactions, 

logistics management, and partnerships are valuable but can 

still be improved. Market access and customer satisfaction 
showed outstanding results, supported by community service. 

[20] which states the importance of logistics management and 

transaction security in increasing customer satisfaction.  

Herbal MSMEs in Madiun Regency are already on the right 

track in optimizing digital marketing and utilizing technology 

to increase competitiveness and market expansion. 

 

B. Media Validation Questionnaire 

This media expert test was carried out by validators who 

are experts in their fields to provide advice and assessment on 

the development of Digital Marketing Optimization media 
Based on 9 Core of Marketing Strategies to Support Go-

Digital Herbal MSMEs and Export Markets in the Utilization 

of Regional Potential of Madiun Regency so that it can be 

known that the learning materials developed have met the 

valid or loam category. The data of the material test 

assessment can be seen in Table 3. 

 

TABLE II.  MEDIA TEST EVALUATION DATA 

No. Criteria Assessed Total Nilai Percentage (%) Criteria 

1 Relevance to the local target market 12 80 Very Good 

2 Effectiveness in increasing brand awareness 13 87 Good 

3 Ability to increase sales 12 80 Very Good 

4 Suitability with digital marketing strategy 15 100 Very Good 

5 Visual quality and aesthetics of content 11 73 Good 

6 User Engagement 11 73 Good 

7 Authenticity of content 15 100 Very Good 

8 Readability and clarity of information 12 80 Good 

9 Responsiveness to user feedback 11 73 Good 

10 Frequency and consistency of content updates 14 93 Very Good 

11 Use of the latest technology and features 13 87 Very Good 

12 Integration with social media platforms 13 87 Very Good 

13 Measurement and reporting of results (analytics) 15 100 Very Good 

14 Speed and quality of customer support services 12 80 Good 

15 Innovation in marketing campaigns and strategies 13 87 Very Good 

16 Compliance with marketing rules and regulations 15 100 Very Good 

17 Security and privacy of user data 12 80 Good 

18 Ease of navigation and user experience (UX) 11 73 Good 

19 Attractiveness and uniqueness of content 15 100 Very Good 

20 Suitability with company goals and vision 12 80 Good 

 

The media validation test on the digital marketing 

strategy based on the 9 Core of Marketing Strategies to 

support Go-Digital Herbal MSMEs and the export market in 

utilizing the potential of the Madiun Regency region gave 

positive results. Several essential criteria assessed by the 

validators showed excellent ratings with high percentages, 

indicating that the implemented strategy has been in line with 

expectations. The criteria for conformity with the digital 

https://doi.org/10.38124/ijisrt/IJISRT24OCT633
http://www.ijisrt.com/


Volume 9, Issue 10, October – 2024                              International Journal of Innovative Science and Research Technology 

ISSN No:-2456-2165                                                                                                https://doi.org/10.38124/ijisrt/IJISRT24OCT633 

  

 

IJISRT24OCT633                                                              www.ijisrt.com                    981 

marketing strategy received a perfect assessment from the 

validators. The three validators provide the maximum value, 

resulting in a total value of 15 and a percentage of 100%. This 

shows that the digital marketing strategy has been aligned 

with the principles of effective digital marketing, as explained 

in Community Service [21]. The alignment of the strategy 

with the principles of digital marketing is essential to achieve 

optimal results. In addition, the authenticity of the content 
also received an excellent rating, with a total score of 15 and a 

percentage of 100%. Validators consider that the content 

produced is unique and can build trust and high engagement 

from the audience. [22] Content authenticity is a critical factor 

in digital marketing that can increase consumer loyalty and 

strengthen brand image. 

 

The measurement and reporting of results also received 

a perfect rating from the validators, with a total score of 15 

and a percentage of 100%. This shows that using analytics 

tools to measure campaign success and create comprehensive 
reports aligns with the expected standards. According to [23], 

analytics in digital marketing allows for better and more 

efficient decision-making based on accurate data. Conformity 

with marketing rules and regulations recorded another perfect 

score with a total score of 15 and a percentage of 10 0%. This 

shows that the strategy used has complied with all applicable 

regulations, both locally and internationally, thus avoiding 

potential legal and ethical issues that could be detrimental to 

the company. [24] explained that compliance with marketing 

regulations is critical to ensure sustainable business 

operations and be free from legal sanctions. 

 

The attractiveness and uniqueness of the content also 

received an excellent rating, with a total score of 15 and a 
percentage of 100%. Validators assess that the content attracts 

the audience's attention and provides unique added value, 

distinguishing the product from its competitors. [25] 

Emphasizes that the uniqueness of content is essential in 

attracting attention and keeping consumers interested in the 

long term. 

 

C. Platform Validation Test Questionnaire 

The expert test of this platform validation was carried 

out by validators who are experts in their fields to provide 

advice and assessment on the development of Digital 
Marketing Optimization Materials Based on 9 Core of 

Marketing Strategies to Support Go-Digital Herbal MSMEs 

and Export Markets in the Utilization of Regional Potential of 

Madiun Regency so that it can be known whether the learning 

materials developed have met the valid category or not.  

 

TABLE III.  PLATFORM TEST DATA 

No. Criteria Assessed Total Nilai Percentage (%) Criteria 

1 User-friendly display 14 93.33 Very Good 

2 Ease of navigation 13 86.67 Very Good 

3 Speed of access 14 93.33 Very Good 

4 Compatibility with various devices 11 73.33 Good 

5 Completeness of features 15 100 Very Good 

6 Platform security 13 86.67 Very Good 

7 Ability to integrate with analytical tools 13 86.67 Very Good 

8 Availability of technical support 12 80 Good 

9 Quality of displayed content 14 93.33 Very Good 

10 Branding consistency 13 86.67 Very Good 

11 SEO effectiveness 13 86.67 Very Good 

12 Clarity of product information 15 100 Very Good 

13 Customer interaction capability 13 86.67 Very Good 

14 System reliability 14 93.33 Very Good 

15 Flexibility in customizing appearance 12 80 Good 

16 Compliance with marketing strategy 15 100 Very Good 

17 Effectiveness of digital marketing campaigns 14 93.33 Very Good 

18 Regulatory compliance 15 100 Very Good 

19 Positive impact on sales 13 86.67 Very Good 

20 Customer satisfaction 15 100 Very Good 

 

The results of the platform validation test for digital 

marketing strategies based on 9 Core of Marketing Strategies 

conducted to support Go-Digital Herbal MSMEs and the 

export market in Madiun Regency show an excellent 

assessment from the validators. The platform's user-friendly 

appearance, ease of navigation, and access speed were rated 

very well, with a percentage above 86%, in line with findings 

[26] on the importance of an intuitive user experience. Feature 
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completeness, clarity of product information, consistency of 

branding, clarity of product information, SEO effectiveness, 

ability to interact with customers, and reliability of the system 

all received maximum scores, with a percentage of 100%, 

demonstrating the platform's commitment to providing 

holistic solutions [18]. Technical aspects such as platform 

security, integration with analytics tools, and availability of 

technical support are also rated very well, with a percentage 
above 80%, reflecting the platform's readiness to support 

technical and analytical needs [27]. Regulatory compliance 

and positive impact on sales also received high ratings, with a 

percentage of 100%, indicating that the platform is effective 

in marketing and complies with applicable legal standards 

[28]. 

 

D. Social Media Marketing Technology Guidance 

 

 
Fig. 1. Implementation of Social Media Marketing 

Technology Guidance 
 

The results of the discussion of social media marketing 

technology guidance showed a significant increase in the 

understanding and skills of participants in managing 

marketing on social media. This training helps herbal MSMEs 

master effective strategies to create engaging content, use the 

right hashtags, and analyze performance metrics to increase 

engagement and sales. Participants learned the importance of 

branding and actively interacting with consumers through 

Instagram, Facebook, and TikTok platforms. This training 

provides theoretical knowledge and hands-on practice that 

allows participants to apply the techniques they have learned 
effectively. This tech guidance also emphasizes the 

importance of consistency in content posting and how to 

leverage the features of social media platforms for promotion. 

This training empowers MSMEs to optimize their digital 

marketing potential, expand market reach, and prepare for 

international expansion through social media. 

 

 

 

 

 

E. Website Marketing Technology Guidance 

 

 
Fig. 2. Implementation of Website Marketing Technology 

Guidance 

 

The results of the website marketing technology 

guidance discussion showed that participants gained a deep 

understanding of the importance of a responsive and user-

friendly website. This training helps herbal MSMEs improve 

the look and functionality of their websites, making them 

more attractive and accessible to users. Participants were 

taught about effective web design, intuitive navigation, and 

integrating e-commerce features to increase online sales. 

Additionally, this training provides insights into website 
performance analysis using tools such as Google Analytics, 

which allows MSMEs to monitor and evaluate their 

marketing strategies in real time. This technology guidance 

also emphasizes the importance of SEO (Search Engine 

Optimization) to improve website visibility on search engines, 

which can help MSMEs reach more potential customers. 

Overall, this training has succeeded in increasing the capacity 

of MSMEs to utilize websites as an effective digital 

marketing tool, expanding market reach, and preparing them 

for expansion into export markets. 

 
F. Marketplace / E-Commerce Technology Guidance 

 

 
Fig. 3. Implementation of Marketplace / E-Commerce 

Technology Guidance 
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The results of the discussion of Marketplace/E-

Commerce technology guidance showed positive 

developments in the ability of participants to utilize e-

commerce platforms. This training equips herbal MSMEs 

with knowledge of effectively using Tokopedia, Shopee, and 

Bukalapak marketplaces to increase sales. Participants learn 

about inventory management, product listing optimization, 

competitive pricing, and the use of promotional features 
provided by the platform. The training also emphasizes the 

importance of providing good customer service and 

responding quickly to questions or complaints, positively 

impacting reviews and ratings. In addition, participants were 

taught about effective marketing strategies in the marketplace, 

including the use of paid advertising and SEO techniques 

specific to e-commerce platforms. As a result, herbal MSMEs 

are more prepared and confident in using the marketplace as 

their primary sales channel to compete in the digital market 

and expand their domestic and international market reach. 

 
G. International Technology Guidance SEO and Website 

Marketing Export 

 

 
Fig. 4. Implementation of International Technology Guidance 

for SEO and Website Marketing Export 

 

The results of the discussion of International 

Technology Guidance on SEO and Website Marketing Export 

show a significant increase in the readiness of herbal MSMEs 

to penetrate the international market. The training equips 

participants with knowledge of effective international SEO 

techniques, including global keyword selection, multilingual 
content optimization, and SEO analysis tools. Participants 

learned about the importance of an SEO-friendly website 

structure and how to optimize elements such as meta tags, 

headers, and URLs to attract international traffic.  

 

 

 

 

 

 

 
 

In addition, the training also highlights the importance 

of understanding cultural differences and market preferences 

in different countries for marketing strategy adjustment. This 

technology guidance helps herbal MSMEs understand how to 

leverage Google Analytics and other SEO tools to monitor the 

performance of their websites globally, as well as adjust 

strategies based on the data obtained. Overall, this training 

successfully increased the capacity of MSMEs to utilize 
international SEO and website marketing techniques to 

expand their market reach to the global level, maximize 

export potential, and optimize their digital presence in the 

international market. 

 

H. Digital Advertising Export Technology Guidance 

 

 
Fig. 5. Implementation of Digital Advertising Export 

Technology Guidance 

 

The results of the discussion on digital advertising 

export technology guidance showed an increase in the ability 

of participants to design and execute effective digital 

advertising campaigns for the international market. This 

training equips herbal MSMEs with knowledge of various 

digital advertising platforms, including Google Ads, 

Facebook Ads, and Instagram Ads, and how to take advantage 
of the advanced features offered by these platforms. 

Participants learn about the importance of market 

segmentation and proper audience targeting to achieve 

optimal results. They are also taught how to create engaging 

and relevant ad content and effective bidding strategies to 

maximize advertising budgets. In addition, the training 

highlights the importance of analyzing ad performance using 

analytics tools, which help MSMEs monitor the performance 

of their campaigns and make necessary adjustments to 

improve results. Overall, this technology guidance has 

successfully empowered herbal MSMEs to utilize digital 

advertising as an effective tool in expanding their market 
reach to a global level, increasing product visibility, and 

driving increased sales in export markets. 
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I. Networking Technology Guidanc 

 

 
Fig. 6. Implementation of Networking Technology Guidance 

 

The discussion results on networking technology 

guidance showed significant progress in the ability of 

participants to build international networks. This training 

helps herbal MSMEs understand the importance of 

networking with Trade Attachés (Atdag) in various countries 

to support their market expansion. Participants were taught 

how to effectively establish communication and cooperation 
with Atdag and take advantage of information and 

opportunities provided by trade representatives abroad. The 

training also provides insight into export procedures and 

regulations and how to use government support to access 

international markets. In addition, this technology guidance 

emphasizes the importance of building a strong and 

sustainable relationship with Atdag, including attending 

international trade events, exhibitions, and trade missions. 

Overall, this training succeeded in increasing the capacity of 

MSMEs to utilize global trade networks to expand their 

market reach, optimize export strategies, and increase the 
competitiveness of Madiun Regency herbal products in the 

international market. 

 

IV. CONCLUSION 

 

The community service "Digital Marketing Optimization 

Based on 9 Core of Marketing Strategies to Support Go-

Digital Herbal MSMEs and Export Markets in Utilizing the 

Potential of the Madiun Regency Region," it can be 

concluded that the digital marketing strategy implemented has 

excellent potential to increase the competitiveness and 

sustainability of Herbal MSMEs in Madiun Regency. Based 
on the analysis and evaluation carried out, several key 

conclusions can be drawn: First, using 9 Core Marketing 

Strategies in digital marketing has been proven effective in 

increasing the visibility and accessibility of Herbal MSME 

products in the digital market. By leveraging a well-integrated 

digital platform, MSMEs can expand their markets locally 

and internationally, supporting business expansion and 

growth efforts. Second, applying technology and innovation 

in digital marketing strategies significantly contributes to 

Herbal MSMEs' productivity. Through data analytics and 

targeted content strategies, MSMEs can optimize their 

marketing campaigns, improve operational efficiency, and 

respond to market needs more quickly and precisely.Third, 

the positive impact is limited to the individual level of 

MSMEs and strengthens their contribution to the regional 

economy. By developing local potentials, such as Madiun's 

typical herbal products, MSMEs create added value for their 

products, expand local employment, and increase community 

income. 
 

ACKNOWLEDGMENT 

 

We thank the Directorate General of Higher Education, 

Research, and Technology of the Ministry of Education, 

Culture, Research, and Technology for funding the 2024 

community service scheme with contract number 

087/E5/PG.02.00/PM. NEW/2024. 

 

REFERENCES 

 
[1]. N. Rachma and A. S. Umam, “Pertanian Organik 

Sebagai Solusi Pertanian Berkelanjutan Di Era New 
Normal,” J. Pembelajaran Pemberdaya. Masy., vol. 1, 
no. 4, p. 328, 2021, doi: 10.33474/jp2m.v1i4.8716. 

[2]. A. Fatchiya, S. Amanah, and Y. I. Kusumastuti, 
“Penerapan Inovasi Teknologi Pertanian dan 
Hubungannya dengan Ketahanan Pangan Rumah 
Tangga Petani,” J. Penyul., vol. 12, no. 2, p. 190, 2016, 
doi: 10.25015/penyuluhan.v12i2.12988. 

[3]. M. Apriyanto, K. N. S. Fikri, and A. Azhar, “Sosialisasi 
Konsep Lahan Pertanian Pangan Berkelanjutan Di 
Kecamatan Batang Tuaka, Kabupaten Indragiri Hilir,” 
PaKMas J. Pengabdi. Kpd. Masy., vol. 1, no. 1, pp. 08–
14, 2021, doi: 10.54259/pakmas.v1i1.24. 

[4]. M. M. Djibran, P. Andiani, D. P. Nurhasanah, and M. 
M. Mokoginta, “Analisis Pengembangan Model 
Pertanian Berkelanjutan yang Memperhatikan Aspek 
Sosial dan Ekonomi di Jawa Tengah,” J. Multidisiplin 
West Sci., vol. 2, no. 10, pp. 847–857, 2023, doi: 
10.58812/jmws.v2i10.703. 

[5]. G. G. R. W. Wattie and Sukendah, “Peran Penting 
Agroforestri Sebagai Sistem Pertanian dan 
Perkebunan,” J. Ilmu Pertan. dan Perkeb., vol. 5, no. 1, 
pp. 30–38, 2023. 

[6]. G. Gunawan, A. V. S. Hubeis, A. Fatchiya, and D. 
Susanto, “Dukungan Penyuluhan dan Lingkungan 
Ekternal terhadap Adopsi Inovasi dan Keberlanjutan 
Usaha Pertanian Padi Organik,” Agriekonomika, vol. 8, 
no. 1, p. 70, 2019, doi: 
10.21107/agriekonomika.v8i1.4951. 

[7]. K. A. Pontoan, Y. A. Merung, G. Kelana, and M. R. 
Lengkong, “Peningkatan Kapasitas Petani pada Masa 
Pandemi COVID-19 Melalui Pelatihan Manajemen 
Keuangan & Pemasaran Digital,” COMSERVA  
Indones. J. Community Serv. Dev., vol. 1, no. 5, pp. 
178–186, 2021, doi: 10.36418/comserva.v1i5.28. 

[8]. K. Fadhli, M. Khomsah, R. G. Pribadi, and K. 
Firmasyah, “Pemberdayaan Masyarakat melalui 
Sosialisasi Pemanfaatan Pupuk Organik Padat Kohe 
Kambing dan Agens Hayati Mikoriza sebagai Alternatif 
Pertanian Berkelanjutan,” Jumat Pertan. J. Pengabdi. 
Masy., vol. 2, no. 2, pp. 64–70, 2021. 

[9]. A. Seran and W. Taena, “Tingkat Penerapan Teknologi 
Pertanian dan Strategi Pengembangan Budidaya 
Bawang Merah (Allium cepa. L) di Desa Tes 
Kecamatan Bikomi Utara Kabupaten Timor Tengah 
Utara,” Agrimor, vol. 4, no. 3, pp. 29–33, 2019, doi: 
10.32938/ag.v4i3.671. 

 

https://doi.org/10.38124/ijisrt/IJISRT24OCT633
http://www.ijisrt.com/


Volume 9, Issue 10, October – 2024                              International Journal of Innovative Science and Research Technology 

ISSN No:-2456-2165                                                                                                https://doi.org/10.38124/ijisrt/IJISRT24OCT633 

  

 

IJISRT24OCT633                                                              www.ijisrt.com                    985 

[10]. K. Still, J. Huhtamäki, M. Isomursu, J. Lahti, and K. 
Koskela-Huotari, “Analytics of the Impact of User 
Involvement in the Innovation Process and its 
Outcomes. Case Study: Media-Enhanced Learning 
(MEL) Service,” Procedia - Soc. Behav. Sci., vol. 46, 
pp. 1740–1746, 2012, doi: 
10.1016/j.sbspro.2012.05.370. 

[11]. J. R. Saura, D. Ribeiro-Soriano, and D. Palacios-
Marqués, “Setting B2B digital marketing in artificial 
intelligence-based CRMs: A review and directions for 
future research,” Ind. Mark. Manag., vol. 98, no. 
August, pp. 161–178, 2021, doi: 
10.1016/j.indmarman.2021.08.006. 

[12]. Y. G. Wibowo, “Analisa Literasi Digital Usaha Mikro, 
Kecil, Menengah (UMKM) Makanan Islami Dalam 
Kemasan,” J. Manaj. Dan Bisnis Indones., vol. 7, no. 1, 
pp. 127–134, 2021, doi: 10.32528/jmbi.v7i1.5072. 

[13]. D. Wulandari, H. P. Prayitno, P. H. Wijayati, A. 
Basuki, A. Gunawan, and A. B. Syafruddin, 
“Evaluation of the Success Level of the Matching Fund 
Program in Supporting MSME Business Development 
in Sustainable Villages,” Kurd. Stud., vol. 12, no. 1, pp. 
3579–3595, 2024, doi: 10.58262/ks.v12i1.254. 

[14]. Y. K. Dwivedi et al., “Setting the future of digital and 
social media marketing research: Perspectives and 
research propositions,” Int. J. Inf. Manage., vol. 59, no. 
July 2020, p. 102168, 2021, doi: 
10.1016/j.ijinfomgt.2020.102168. 

[15]. L. Matosas-López, “The management of digital 
marketing strategies in social network services: A 
comparison between American and European 
organizations,” J. Open Innov. Technol. Mark. 
Complex., vol. 7, no. 1, pp. 1–17, 2021, doi: 
10.3390/joitmc7010065. 

[16]. I. F. Setiyaningrum, S. Walyoto, S. Suryati, and Z. D. 
Rizqiana, “Sosialisasi Digital Marketing Bagi Pelaku 
Umkm Produk Pertanian Di Desa Purworejo, Sragen,” 
Transform.  J. Pengabdi. Masy., vol. 2, no. 2, pp. 215–
224, 2021, doi: 10.22515/tranformatif.v2i2.3909. 

[17]. G. Dash, K. Kiefer, and J. Paul, “Marketing-to-
Millennials: Marketing 4.0, customer satisfaction and 
purchase intention,” J. Bus. Res., vol. 122, no. October 
2020, pp. 608–620, 2021, doi: 
10.1016/j.jbusres.2020.10.016. 

[18]. I. Daud et al., “The effect of digital marketing, digital 
finance and digital payment on finance performance of 
indonesian smes,” Int. J. Data Netw. Sci., vol. 6, no. 1, 
pp. 37–44, 2022, doi: 10.5267/J.IJDNS.2021.10.006. 

[19]. L. Zhang and E. Erturk, “Potential lessons from 
Chinese businesses and platforms for online networking 
and marketing: An exploratory study,” Soc. Sci. 
Humanit. Open, vol. 6, no. 1, p. 100274, 2022, doi: 
10.1016/j.ssaho.2022.100274. 

[20]. M. Rusdi, “Pengaruh Marketing Mix Terhadap 
Keputusan Konsumen Berbelanja pada Pasar Modern 
Carrefour Panakkukang Square Di Kota Makassar,” J. 
Mirai Manag., vol. 6, no. 2, pp. 122–136, 2020, 
[Online]. Available: 
https://journal.stieamkop.ac.id/index.php/mirai. 

[21]. B. Muslim, “Pelatihan Pembuatan Pestisida Alami Bagi 
Petani Padi di Sindang Barang,” J. Pengabdi. Masy. 
Indones., vol. 2, no. 6, pp. 663–670, 2022, doi: 
10.52436/1.jpmi.657. 

[22]. A. Kusmareza Adim, A. Diniati, A. Pramiyanti, R. 
Nuraeni, I. P. Putri, and N. Rina, “Lokakarya Literasi 
Digital Marketing & Pendampingan E-Industri Untuk 
Ikm Unggulan Kab. Bandung,” Pros. Konf. Nas. 
Pengabdi. Kpd. Masy. dan Corp. Soc. Responsib., vol. 
6, pp. 1–8, 2023, doi: 10.37695/pkmcsr.v6i0.1964. 

 

 

[23]. T. S. Polan, K. A. Pontoan, Y. A. Merung, P. Studi 
Agribisnis, and F. Pertanian Unika De La Salle 
Manado, “Empowering Youth To Drive Regeneration 
In The Agricultural Sector,” COMSERVA (jurnal 
Penelit. dan Pengabdi. masyarakat), vol. 1, no. 1, pp. 1–
9, 2021, doi: 10.36418/comserva.v1i1.95. 

[24]. T. Intan, B. Revia, and A. Erwita, “Peningkatan daya 
saing produsen minuman herbal melalui pembuatan 
konten kreatif media sosial berbasis pemasaran e-
marketing,” J. Komun. Prof., vol. 3, no. 2, 2019, doi: 
10.25139/jkp.v3i2.1982. 

[25]. S. Ningtyas, R. T. Asmono, L. Nurlaela, I. Kurniati, and 
J. Nasri, “Pelatihan Pengenalan Digital Marketing 
Pemasaran Produk Pertanian Di Kelurahan Kali Abang 
Tengah,” Swadimas  J. Pengabdi. Kpd. Masy., vol. 1, 
no. 01, pp. 27–34, 2022, doi: 
10.56486/swadimas.vol1no01.242. 

[26]. S. Barykin et al., “The complexity of digital marketing 
methodology implementation in air passenger 
transportation: The case of Russia,” Transp. Res. 
Procedia, vol. 63, pp. 695–702, 2022, doi: 
10.1016/j.trpro.2022.06.064. 

[27]. A. V. Matokhina, A. V. Kizim, D. E. Skvaznikov, A. A. 
Aleshkevich, V. P. Malikov, and D. A. Kravchenko, 
“Development of the Intelligent Platform of Technical 
Systems Modernization at Different Stages of the Life 
Cycle,” Procedia Comput. Sci., vol. 121, pp. 913–919, 
2017, doi: 10.1016/j.procs.2017.11.118. 

[28]. A. Rangaswamy, N. Moch, C. Felten, G. van Bruggen, 
J. E. Wieringa, and J. Wirtz, “The Role of Marketing in 
Digital Business Platforms,” J. Interact. Mark., vol. 51, 
pp. 72–90, 2020, doi: 10.1016/j.intmar.2020.04.006.  

https://doi.org/10.38124/ijisrt/IJISRT24OCT633
http://www.ijisrt.com/

	I. INTRODUCTION
	II. IMPLEMENTATION METHOD
	III. RESULTS
	A. Analysis of Existing Conditions from Partners
	B. Media Validation Questionnaire
	C. Platform Validation Test Questionnaire
	D. Social Media Marketing Technology Guidance
	E. Website Marketing Technology Guidance
	F. Marketplace / E-Commerce Technology Guidance
	G. International Technology Guidance SEO and Website Marketing Export
	H. Digital Advertising Export Technology Guidance
	I. Networking Technology Guidanc

	IV. CONCLUSION
	ACKNOWLEDGMENT
	REFERENCES


