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Abstract
The impact of technological advances and globalization’s influence is strongly felt, especially
by MSME players. Designing a branding of MSME products and understanding MSMEs in the
use of digital as a medium in branding is one of the techniques in sustainable business
development. This service program provides education and training on branding and marketing
to utilize digital media through the preparation stage, implementation of activities, and
evaluation as the final stage of activities. The desired result of this activity is the creation of
product brands to increase and promote MSME products and branding recommendations to
create trademarks that can increase citizen awareness of MSME products. As well as the skills
and knowledge of MSME managers to carry out branding through the implementation of
workshops. So that it can strengthen MSME products, which of course can help business actors
expand market share, and introduce and promote products to the public and potential MSME
customers in Riang Gede village.
Keywords: Education, Training, Branding, MSMEs

INTRODUCTION

Small and Medium Enterprises (MSMEs) play a role in maintaining the wheels of the
economy. Currently, the government continues to modernize MSMEs through various
programs provided to MSMEs, including corporate capital, education, and business support
with stakeholders. (Arianto, 2019). MSMEs are retailers managed by individuals or business
entities that have the scope of micro businesses (Entrepreneurial Thinking and Skills - Hadion
Wijoyo - Google Books, n.d.).

MSMEs from Riang Gede Village have a variety of backgrounds in culinary, retail,
furniture manufacturing, and laundry. According to a survey conducted on small and medium
enterprises in Riang Gede village, there are still often residents who do not understand and do
not build product brands. Branding is a term consisting of names, symbols, and product designs
(Irawan &; Affan, 2020). MSMEs are required to carry out innovation to compete globally.
There are various methods MSMEs can compete with other MSME players, including
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improving product quality, product design and branding, using technology to market products,
and surveying customer satisfaction (Irvan, 2015).

A good product without brand packaging and a good marketing strategy is futile.
Packaging branding can also be a promotional medium to consumers, branding with oriented
characteristics becomes brain-minded for consumers. The characteristics can be logos,
packaging designs, colors, and typography (Setiawati, 2019). MSMEs in RiangGede village
face many challenges when developing branding for their products. That is, there is still a lack
of knowledge about what branding is and what its benefits are. The lack of assistance for
branding small business products and competitive advantage as an entrepreneur has not been
maximized. Due to the many problems that arise for MSME partners, it is clear that they need
guidance and education in digital/online marketing and branding the right partner goods for a
wider audience. (Coal et al., 2022)

By addressing these issues, the author conducts community service in the form of
providing information, practices, and educational activities about MSME branding to help
MSME participants understand the role of product branding in business development and sales
growth. , thus motivating MSMEs to be innovative and do good product branding. Consumers
who are satisfied with the products produced by MSME players automatically engage in word-
of-mouth marketing to other potential customers.

IMPLEMENTATION METHOD
The implementation method in this activity uses educational methods and training in the
form of direct practice on how to brand and market through the use of digital media. The stages
of educational activities that have been carried out are as follows:
1. Preparatory Stage
In the preparation stage, a visit was made to identify problems and constraints of
participants in product sales and carry out coordination in RiangGede Village to
strengthen the work program plan against the training targets in terms of MSME
owners in RiangGede Village, Tabanan Regency, Bali
2. Activity Process Stage
Providing education and training in the form of direct practice on how to brand and
market through the use of digital media.
3. Final Stage of Activities
Evaluate at the end of the activity to see an increase in the understanding of MSME
owners regarding branding and marketing procedures through digital media

RESULTS AND DISCUSSION

This community service activity has been successfully carried out for MSME actors
located in RiangGede village. The results of this activity are in the form of providing education
and training in the form of direct practice on how to brand and market through the use of digital
media. The discussion material consists of understanding branding, branding benefits, the role
of logos in branding, and product marketing with the use of social media.
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The results of this effort are expected to increase MSME product brands and increase
public awareness of MSME goods through trademark and branding advice. Micro, small, and
medium enterprises (MSMESs) managers can benefit from workshops because of the expertise
and experience they provide in the field of branding. Most micro, small, and medium enterprises
(MSMEs) start with much less money than large corporations. In addition, due to a lack of
expertise, MSMEs are often unaware of trademarks and other branding strategies. While it is
very important for consumers to have confidence in a product, not all businesses appreciate the
importance of the brand. Since most micro, small, and medium enterprises (MSMES) are
launched with a small budget, creating a brand requires relatively low costs. It is important to
have a clear idea of what will sell before starting to develop a brand.

Several things need to be considered when creating product branding, namely, unique,
attractive, and easily recognizable designs. So that later it can create a brand that is easily
recognized, spoken, and remembered by the public. MSME players must also pay attention to
the differentiating factors of the brands they have even though the products are the same, the
product brands owned by them must be different from other MSME players.

Based on the challenges faced by our partners as mentioned earlier, here are some
alternative solutions that can be provided through this work program:

1, Brand Building for Product Development and Promotion. 2, Provide training and
guidance to actors and mentors on appropriate marketing communication strategies.

The development mechanism to carry out this activity is carried out in 3 (three), namely
the brand recognition stage for products, branding strategies, and branding training. Activities
or actions for each stage are as follows:

First, the brand is an additional product identity that the factory promises to consumers
so that it can always provide the value that consumers expect from the product, as well as
differentiate it from competing products. According to Tjiptono, the brand is the company's
most important strategic asset that can create value or profit for customers and businesses.
(Tjiptono, 2014) According to Susanto & Wijanarko, a brand is a name or symbol associated
with a product or service and creates a meaning or psychological association. (Kusno, 2007).
The benefit of the brand for manufacturers is that it allows companies to more easily process or
track their products, in the form of legal protection for unique characteristics or aspects of the
product, signifying a level of quality to satisfied customers so that they can easily buy back
their products. The advantage that brands provide to consumers is that they can identify the
products they need or are looking for, save time and energy through repeat purchases and
consistent loyalty, and get the same quality even if consumers buy at different times and places.
Next, we will discuss how to build a brand, namely brand strategy. The brand is an
organization's commitment to deliver value and convey the brand concept in four dimensions:
practical, emotional, individual, and social. Many business owners are now devoting extra time
and resources to building and promoting their brands in hopes of increasing product sales. The
brand is an asset, it owns the capital and manages the strategy and performance of the business.
Third, training. To support and expedite the optimal use of branding, the training program will
continue to be delivered step by step until partners can take advantage of the strategies made.
Training and coaching are carried out in the form of making direct visits to all MSME actors.
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Figure 1. Some Examples of MSME Businesses in Riang Gede Village
Source : (Personal Documentation)

Figure 2. Education and Training Stage for MSME Actors in Riang Gede Village
Source : (Personal Documentation)
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Figure 3. Examples of Branding Results on Instagram Social Media
Source : (Personal Documentation)

CONCLUSION

As a result of the activities carried out, namely to strengthen MSME products, which can
help business actors expand the market share of MSMEs in Riang Gede village. Although at
first, they were not familiar with branding tactics, MSME players eventually played an
important role in presenting and marketing these items to the general public and potential
buyers. This community service activity can benefit MSMEs in Riang Gede Village by
providing training and mentoring for MSME actors to develop and promote products and create
product branding to increase brand awareness of their products in the community. As well as
making a brand that is the result of MSME production in Riang Gede village is more familiar
and known to the public and potential customers compared to other entrepreneurs.
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