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Abstract

The Bojong Rangkas Go Digital program was implemented as a community empowerment
initiative for bag craftsmen SMEs in Bojong Rangkas Village, Ciampea District, Bogor
Regency, who face limitations in digital marketing. Although these SMEs have stable
production capacity, most still rely on conventional sales methods due to low digital literacy
and the absence of strong brand identity strategies. To address these challenges, the program
adopted a participatory approach through digital literacy training, the development of SME
persona strategies, and the utilization of User Generated Content (UGC) by the local
community. The activities were conducted in September 2025, involving 18 SME partners,
students as facilitators, and local communities as digital content supporters. The results showed
significant improvement in the use of social media as a promotional tool, with all SMEs
successfully creating or optimizing their business accounts. The craftsmen were also able to
produce simple product photos and videos, and compose promotional narratives aligned with
their brand identities. Furthermore, the involvement of the local community in generating UGC
expanded the marketing reach and increased consumer engagement. In conclusion, the
combination of digital literacy, SME persona strategies, and UGC proved effective in
strengthening the competitiveness of Bojong Rangkas bag SMEs. This program not only
enhanced the technical skills of craftsmen but also fostered the creation of a sustainable
community-based digital marketing ecosystem.
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INTRODUCTION

Bojong Rangkas Village, Ciampea District, Bogor Regency, has great potential in the bag
craft sector with the existence of 18 artisan MSMEs that have been operating for more than ten
years on average. The production capacity that is able to reach more than 200 bags per month
shows that these MSMEs have a stable production base while making a real contribution to the
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local economy. The existence of the business also absorbs the labor of the village community
and 1s fully supported by the village government which places bag crafts as part of the strategy
to improve the welfare of the residents.

However, this great potential has not been fully accompanied by adequate marketing
capabilities. The survey results show that only about 50% of MSME:s use digital platforms to
market products, while most still rely on traditional methods such as direct sales. The lack of
digital literacy and skills in utilizing social media causes the market reach of local bag products
to be limited. This is a major challenge that has implications for low competitiveness in the
midst of digital market dynamics.

In addition, public participation in supporting digital-based marketing is also still low. In
fact, the opportunity to take advantage of User Generated Content (UGC)—such as photos,
videos, and product reviews—is huge. UGC not only serves as an authentic, cheap, and
effective means of promotion, but also has the potential to open up new revenue opportunities
for people as digital content creators. The low digital literacy and the lack of optimal
community-based marketing strategies are at the heart of partner problems.

Based on these conditions, the Bojong Rangkas Go Digital activity is designed as a
solution to improve the competence of bag craftsmen through strengthening the MSME Persona
strategy and the use of UGC by local communities. The MSME Persona strategy allows artisans
to build a strong brand personality, so that products have a distinctive image and unique selling
value. Meanwhile, digital content creation training encourages people to actively participate in
marketing while creating a community-based promotion ecosystem.

The purpose of this Bojong Rangkas Go Digital activity is to increase the capacity of bag
craftsmen to utilize digital technology more optimally, especially in the marketing aspect.
Through digital literacy training, artisans are expected to be able to understand and use social
media and other online platforms as an effective means of promotion. In addition, this activity
also aims to develop an MSME persona strategy so that each business has a strong and
distinctive brand identity, so that it is easier to recognize and able to compete in a wider market.
Not only stopping at strengthening branding, this program also encourages the use of User
Generated Content (UGC) as one of the community-based marketing strategies. By involving
the community as digital content creators, this activity seeks to create a more participatory,
cheap, and sustainable marketing ecosystem. Ultimately, this program is not only aimed at
increasing product sales and expanding market access, but also to open up new economic
opportunities for the surrounding community, while supporting inclusive and competitive
village economic growth in the digital era.

With this approach, the program not only focuses on improving the technical skills of
artisans, but also contributes to the achievement of the Sustainable Development Goals (SDGs),
specifically SDG 4 (quality education), SDG 8 (decent work and economic growth), and SDG
9 (industry, innovation, and infrastructure). Furthermore, this activity is also in line with the
Main Performance Indicators (KPIs) of universities, especially related to student involvement
in community service and project-based learning. Thus, through Bojong Rangkas Go Digital, it
is hoped that an independent and sustainable digital marketing ecosystem will be created, which
will not only increase the competitiveness of bag MSMEs, but also encourage more inclusive
and resilient village economic growth in the digital era
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IMPLEMENTATION METHOD

The Bojong Rangkas Go Digital community service activity will be held in September
2025 in Bojong Rangkas Village, Ciampea District, Bogor Regency. The implementation
method is designed with a participatory approach, which integrates digital literacy training,
MSME persona strategy assistance, and the use of User Generated Content (UGC) as a
community-based marketing tool. This approach refers to a digital marketing research
methodology that emphasizes the role of UGC in shaping consumer perception and purchase
intent (Filieri & McLeay, 2014; Awad & Ragowsky, 2017), as well as the digital literacy-based
MSME empowerment model that is the focus of PKM activities.

The implementation of activities is divided into three main stages. First, the preparation
stage, which includes coordination with the village government, mapping of partner MSMEs,
and the preparation of digital literacy training modules and branding strategies. Second, the
implementation stage, in the form of direct training to bag craftsmen on creating business social
media accounts, simple product photography techniques, marketing narrative preparation, and
the application of MSME personas to strengthen brand identity. At this stage, a digital content
creation workshop involving the local community was also held, with the aim of producing
UGC in the form of photos, short videos, and product reviews. Third, the mentoring stage,
namely monitoring and evaluating the implementation of digital strategies by artisans, as well
as the initial measurement of the impact of UGC on increasing consumer interaction and sales
potential.

To ensure the sustainability of the program, students are actively involved as facilitators
in training and mentoring activities. This model is in line with the Main Performance Indicators
(KPIs) of universities, which encourage students to play a direct role in project-based
community service activities. In addition, the evaluation of activities was carried out through
brief interviews, observations, and documentation of digital activities produced by participants.
This method adopts the evaluative approach used in UGC research, which assesses the
effectiveness of user-generated content in influencing consumer perceptions and attitudes
towards products (Andrian & Selamat, 2021). With this implementation design, this activity is
expected to increase the digital literacy of bag craftsmen, strengthen MSME branding strategies,
and encourage local community participation in producing UGC as a sustainable marketing
strategy (Figure 1).
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Figure 1. Implementation Method

RESULTS AND DISCUSSION

The Bojong Rangkas Go Digital activity which will be held in September 2025 has
resulted in several main achievements related to improving the competence of bag craftsmen in
Bojong Rangkas Village. The implementation of the activity involved 18 partner MSMEs who
had participated in a series of training, mentoring, and workshops on digital content creation.

The results of the training showed a significant increase in the ability of artisans to use
social media as a means of marketing. Before the activity, only about half of the participants
had an active business account on the digital platform. After the training, all participants
successfully created or optimized their business social media accounts. Participants also began
to understand basic techniques of product photography, the preparation of promotional
narratives, and the use of interactive features such as stories and reels. These findings are in
line with a study by Filieri & McLeay (2014) which emphasized that authentic content from
users can increase credibility and attract consumers' attention.

Through mentoring sessions, craftsmen are trained to develop distinctive brand
personalities according to product character and target market. Each MSME has successfully
compiled a persona profile that includes visual identity, brand values, and communication style.
The application of this strategy has been proven to help participants in differentiating their
products from competitors. For example, one of the artisans emphasized the uniqueness of the
local ethnic design as the main attraction, while the other highlighted the quality of eco-friendly
materials. This supports the concept of MSME personas as an effective differentiation strategy
in strengthening the product's position in the market.
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Figure 2. Digital marketing workshop for Bojong Rangkas bag artisans

The digital content creation workshop successfully encouraged the involvement of local
communities, especially the young generation of the village, in supporting product promotion.
Non-artisan participants are engaged as content creators who voluntarily create photos, videos,
and reviews of bag products. The content is then published on social media and receives a
positive response in the form of increased consumer interaction. These results reinforce the
findings of Awad & Ragowsky (2017) that UGC plays an important role in building consumer
trust and encouraging purchase intent. In the context of PKM, the use of UGC has proven to be
a cheap, authentic, and effective community-based marketing strategy.

The results of observations one month after the activity showed an increase in digital
engagement on the social media accounts of participating MSMEs, both in terms of the number
of followers and consumer interaction. Some participants also reported starting to receive orders
from new consumers acquired through digital promotions. In addition, a community-based
marketing ecosystem is created, where people are not only consumers, but also as promotional
agents through UGC. This is in line with the concept of participatory marketing, where
consumers and communities play an active role in strengthening the image and competitiveness
of products (Andrian & Selamat, 2021).

The achievements of this activity show that digital literacy, MSME persona strategies,
and the use of UGC complement each other in increasing the competitiveness of bag MSMEs.
Digital literacy serves as the foundation of technical skills, while the MSME persona strategy
strengthens product identity. UGC then becomes a promotional channel that expands market
reach at a low cost, while increasing consumer trust through content that is considered more
authentic than conventional advertising.
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Table 1. PkM Achievements Before and After Bojong Rangkas Activities

Aspects Before the Activity After the Activity

Social Media Use +50% of artisans use social 100% of artisans use social
media media

Active Business Account Only some have active business  All participants have an active
accounts business account

Photography & Content Skills Limited, only simple Capable of creating simple
documentation product photos/videos

Branding Strategy (MSME No brand identity strategy yet Every MSME has a persona and

Persona) brand identity

Community Engagement (UGC)  Lack of involvement of the local ~ Local communities actively
community create photos, videos, reviews

Increased Consumer Interaction ~ Low consumer interaction Increase in followers &

messages through social media

Table 1 shows significant changes in the competence of bag craftsmen in Bojong Rangkas
Village after participating in the Bojong Rangkas Go Digital program. Before the activity, the
use of social media was still limited with only a small percentage of artisans having active
business accounts, branding strategies had not been built, content creation skills were still
simple, and community involvement in supporting promotions was relatively minimal.
However, after the activity was carried out, all artisans had active business accounts and were
able to use social media consistently, photography skills and product content creation increased,
each MSME succeeded in building a brand identity through an MSME persona strategy, and
the local community was actively involved in producing UGC in the form of photos, videos,
and product reviews. Another positive impact is the increase in consumer interaction, which is
shown by the increase in the number of followers and orders through digital platforms, thus
demonstrating the effectiveness of the program in increasing the competitiveness of MSMEs.

The results obtained from this program are consistent with the findings of previous
research on the role of User Generated Content (UGC) in influencing consumer perception and
purchase intent. Filieri and McLeay (2014) emphasized that user-generated content has a higher
level of credibility than content from brands, making it more effective in forming consumer
trust. Similarly, Awad and Ragowsky (2017) show that positive reviews from users can increase
purchase intent, while negative reviews can be a significant barrier. In the context of this PKM,
the involvement of local communities as content creators has been proven to strengthen the
attractiveness of MSME digital marketing because it produces authentic, cheap, and
participatory promotions. In addition, these results are also in line with Andrian and Selamat
(2021) who emphasize the importance of reducing consumer risk perception in online
transactions through the provision of relevant and reliable information. Thus, the Bojong
Rangkas Go Digital program not only improves the technical skills of artisans, but also adopts
UGC-based marketing practices that are scientifically proven to be effective in expanding
market reach and increasing the competitiveness of MSME products.

Theoretically, the results of this PKM are consistent with the literature that confirms the
influence of UGC on purchase intent (Filieri & McLeay, 2014; Awad & Ragowsky, 2017) and
the relevance of consumer risk perception in online transactions (Andrian & Selamat, 2021).
Practically, this activity shows that a community-based participatory approach is able to
strengthen MSME marketing while opening up new economic opportunities for the community
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as digital content creators.

CONCLUSION

The Bojong Rangkas Go Digital program has succeeded in achieving its main goal of
improving the competence of bag artisans in Bojong Rangkas Village through strengthening
digital literacy, developing MSME persona strategies, and utilizing User Generated Content
(UGC) by local communities. After the activity, all participants were able to use social media
as a means of marketing, have an active business account, and master basic digital content
creation skills. In addition, each MSME has managed to build a stronger brand identity, which
differentiates their products in an increasingly competitive market. The use of UGC by local
communities has proven to be effective in expanding product promotion in an authentic,
inexpensive, and participatory manner, while increasing consumer interaction and opening up
new order opportunities.

With these achievements, this activity shows that a combination of digital literacy,
branding strategies, and UGC can be an effective approach to strengthen the competitiveness
of MSMEs. Practically, the program has a real impact on increasing the marketing of bag
products, while academically, the results reinforce the literature that affirms the important role
of UGC in influencing consumer confidence and purchase intent.

For MSME artisans, it is necessary to maintain consistency in managing social media
accounts, updating content regularly, and continuing to develop creativity in promoting digital-
based products.

1. For local communities, involvement in producing UGC can be expanded into new
business opportunities, such as creative content creation services or collaborations to
promote local products.

2. For village governments and companion institutions, similar programs can be continued
with the support of digital facilities and advanced training to maintain the sustainability
of the marketing ecosystem.

3. For universities, this activity can be a service model that integrates the role of lecturers
and students in digital literacy-based community empowerment, while strengthening
the achievement of Key Performance Indicators (KPIs).

Thus, the sustainability of collaboration between artisans, communities, village
governments, and universities is key to ensuring that this program can have a long-term impact
on increasing the competitiveness of MSMEs and inclusive economic growth in Bojong
Rangkas Village.

Acknowledgement

The author expressed his gratitude to the Ministry of Education, Culture, Research, and
Technology (Kemendikbudristek) through the Directorate of Research, Technology, and
Community Service (DRTPM) for funding support through the BIMA Grant for the Student
Creativity Program (PKM) in 2025. This support has enabled the implementation of the Bojong
Rangkas Go Digital program as an effort to improve the competence of Bojong Rangkas Village
bag craftsmen in the use of digital literacy, MSME persona strategies, and User Generated

1425



Content (UGC). Gratitude was also expressed to the Bojong Rangkas Village Government, bag
artisans, local communities, and students of Ibn Khaldun University Bogor who have actively
participated in this activity.

REFERENCES

Almohaimmeed, B. (2019). The Effects of Social Media Marketing Antecedents on Social
Media Marketing, Brand Loyalty and Purchase Intention: A Customer Perspective.
Journal of Business & Retail Management Research.
https://doi.org/10.24052/jbrmr/v13is04/art-13.

Andrian, A., & Selamat, F. (2021). The influence of consumer’s perceived risk on consumer’s
online purchase intention in Indonesia. Advances in Social Science, Education and
Humanities Research, 655, 669-676.

Awad, N. F., & Ragowsky, A. (2017). Establishing trust in electronic commerce through online
word of mouth: An examination across genders. International Journal of Electronic
Commerce, 21(3), 293-317.

Colicev, A., Kumar, A., O’Connor, P., 2019. Modeling the relationship between firm and user
generated content and the stages of the marketing funnel. Int. J. Res. Mark. 36, 100-116.
https://doi.org/https://doi.org/10.1016/j.ijresmar.2018.09.005

Colicev, A., & O'Connor, P. (2020). How Social Media Impacts Brand Value: The Mediating
Role of Customer Satisfaction. , 13, 82-96. https://doi.org/10.35692/07183992.13.1.8.

Dwi Pratiwi, W., 2021. Creative Planning in Place Identity, Local Distinctiveness, and Social
Media Users: Cultural Tourism Destination of Setu Babakan, Jakarta. Adv. Soc. Sci.
Educ. Humanit. Res. 602, 151-159.

Filieri, R., & McLeay, F. (2014). E-WOM and accommodation: An exploratory study on
consumer behaviour. International Journal of Hospitality Management, 36, 405-412.

Geng, R., & Chen, J. (2021). The Influencing Mechanism of Interaction Quality of UGC on
Consumers’ Purchase Intention — An Empirical Analysis. Frontiers in Psychology, 12.
https://doi.org/10.3389/fpsyg.2021.697382.

Hair, J., Hollingsworth, C.L., Randolph, A.B., Chong, A.Y.L., 2017. An updated and expanded
assessment of PLS-SEM in information systems research. Ind. Manag. data Syst. 117,
442-458.

Henseler, J., Ringle, C.M., Sarstedt, M., 2015. A new criterion for assessing discriminant
validity in variance-based structural equation modeling. J. Acad. Mark. Sci. 43, 115-135.
https://doi.org/10.1007/s11747-014-0403-8

Ibrahim, B., Aljarah, A., Hayat, D., & Lahuerta-Otero, E. (2022). Like, comment and share:
examining the effect of firm-created content and user-generated content on consumer
engagement. Leisure/Loisir, 46, 599 - 622.
https://doi.org/10.1080/14927713.2022.2054458.

Kartika, T., & Pandjaitan, D. (2023). Electronic Word-of-Mouth and Social Media Marketing
on Brand Image and Purchase Intention. Jurnal Ilmiah Manajemen Kesatuan.
https://doi.org/10.37641/jimkes.v1113.2162.

Khwaja, M., Mahmood, S., & Zaman, U. (2020). Examining the Effects of eWOM, Trust
Inclination, and Information Adoption on Purchase Intentions in an Accelerated Digital

1426



Marketing Context. Inf., 11, 478. https://doi.org/10.3390/infol11100478.

Kwong-Kay, K., 2013. Partial Least Squares Structural Equation Modeling (PLS-SEM)
Techniques Using SmartPLS. Mark. Bull. 24, 1-32.

Leung, X. Y., Bai, B., & Stahura, K. A. (2015). The impact of social media content on consumer
engagement: Evidence from Facebook. International Journal of Information
Management, 35(6), 766-773.

Mathur, S., Tewari, A., & Singh, A. (2021). Modeling the Factors affecting Online Purchase
Intention: The Mediating Effect of Consumer’s Attitude towards User- Generated
Content.  Journal of Marketing Communications, 28, 725 - 744,
https://doi.org/10.1080/13527266.2021.1936126.

Moore, T.A.B. and M.T., 2014. Hoyle CFA Chapter. Confirmatory Factor Anal. 1-38.

Mayrhofer, M., Matthes, J., Einwiller, S., & Naderer, B. (2019). User generated content
presenting brands on social media increases young adults’ purchase intention.
International Journal of Advertising, 39, 166 - 186.
https://doi.org/10.1080/02650487.2019.1596447.

Nosita, F., & Lestari, T. (2019). The Influence of User Generated Content and Purchase
Intention on  Beauty  Products. = Economics of Networks eJournal.
https://doi.org/10.35609/jmmr.2019.4.3(2).

Rahaman, M., Hassan, H., Asheq, A., & Islam, K. (2022). The interplay between eWOM
information and purchase intention on social media: Through the lens of IAM and TAM
theory. PLoS ONE, 17. https://doi.org/10.1371/journal.pone.0272926.

Royle, J. and Laing, A., 2014. The Digital Marketing Skills Gap: Developing a Digital Marketer
Model for the Communication Industries. Int. J. Inf. Manage. 34, 65-73.

Saura, J. R., Palos-Sanchez, P., & Cerda Suarez, L. M. (2017). Understanding the Digital
Marketing Environment with KPIs and Web Analytics. Future Internet, 9(4), 76.
https://doi.org/10.3390/f19040076

Sarstedt, M., Ringle, C.M., Hair, J.F., 2017. Partial least squares path modeling: Basic concepts,
methodological issues and applications. Partial Least Squares Path Model. Basic
Concepts, Methodol. Issues Appl. 197-217. https://doi.org/10.1007/978-3-319-64069-3

Sultoni, M.H., Sudarmiatin, Hermawan, A., Sopiah, 2022. Digital marketing, digital
orientation, marketing capability, and information technology capability on marketing
performance of Indonesian SMEs. Int. J. Data Netw. Sci. 6, 1381-1388.
https://doi.org/10.5267/j.1jdns.2022.5.013

Suryani, A., & Purwanegara, M. S. (2019). Pengaruh Electronic Word of Mouth (e-WOM)
terhadap Citra Merek dan Minat Beli (Studi pada Online Shop Hijab Instagram di Kota
Malang). Jurnal Administrasi Bisnis (JAB)|, 6(3).

Tirunillai, S., & Tellis, G. (2014). Mining Marketing Meaning from Online Chatter: Strategic
Brand Analysis of Big Data Using Latent Dirichlet Allocation. Journal of Marketing
Research, 51, 463 - 479. https://doi.org/10.1509/jmr.12.0106.

Winarno, K., & Indrawati, 1. (2022). IMPACT OF SOCIAL MEDIA MARKETING AND
ELECTRONIC WORD OF MOUTH (E-WOM) ON PURCHASE INTENTION. Jurnal
Aplikasi Manajemen. https://doi.org/10.21776/ub.jam.2022.020.03.15.

1427



Zahara, Z., Ikhsan, Santi, ILN., Farid, 2023. Entrepreneurial marketing and marketing
performance through digital marketing capabilities of SMEs in post-pandemic recovery.
Cogent Bus. Manag. 10, 1-19. https://doi.org/10.1080/23311975.2023.2204592

1428



