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Abstract 

The purpose of this community service activity is to help partners take advantage of social media to expand 

market share, create business brands or logos as branding in strengthening business identity which will be 

implemented in product packaging. To achieve the objectives of the activity, the approach method used is 

interview and observation. The partner in this community service activity is a donut snack entrepreneur which 

is commonly consumed by children and adults as well as for religious activities. The results of the evaluation 

with partners on community service activities are that branding and packaging have a big role because 

partners get donut orders over the phone for religious ceremonies in the local area, where the phone number is 

obtained from the product packaging. The surrounding community also gave a positive response to social 

media partners who were used for product marketing. the conclusion of this community service activity went 

well. Partners are given increased knowledge about business management strategies so that they can continue 

to exist in the modern era by looking at social conditions, target consumers, current market conditions. 

Partners are given a business logo design that can be used by partners as a business product branding in the 

future. The implication obtained by partners is that the business market share is getting wider and builds 

consumer trust so that business profits increase. 
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Introduction 

Micro Enterprises are productive businesses owned by individuals and / or individual 

business entities that meet the criteria of Micro Enterprises as regulated in this Law (Fauzi & 

Majalengka, 2020; Prianto et al., 2020). Currently, the number of MSMEs in Indonesia has 

increased significantly from year to year. According to the Central Bureau of Statistics in 

2018, it was found that small and medium enterprises in Indonesia have increased every year 

besides that BPS also said the number of Micro, Small and Medium Enterprises (MSMEs) 

reached 64 million (Ardiansyah, 2019). This figure reaches 99.9 percent of all businesses 

operating in Indonesia, so it cannot be denied that Micro, Small and Medium Enterprises 

(MSMEs) located in all regions in Indonesia are one of the main drivers of the economy 

(Ardiansyah, 2019; Prianto et al., 2020).  

Kukuh Village is a village located in Kerambitan sub-district, Tabanan Regency, Bali 

province. In Kukuh Village, there are several MSMEs, one of which is the snacks MSMEs. 

This snack MSMEs provides types of snacks such as donuts. Donuts are a popular snack or 

snack in Indonesia. Donut is a type of bread whose cooking process is fried and has a 

distinctive shape with a hole in the middle like a ring or ball-shaped (Subagjo, 2007). From 

the results of interviews with the Head of Kukuh Village and MSMEs partners for donut 
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snacks, the basic ingredients of donuts are made of wheat flour, sugar, baking powder, salt, 

eggs, butter and milk as well as the shape is made round. This processed food is very well 

known in the community, especially in Kukuh Village, both for consumption by children and 

adults as well as for religious activities. The donut production capacity of partners is quite 

varied, namely between 70-90 donuts / day. The difference in capacity can be caused by the 

amount of capital, the availability of raw materials, and the number of workers. Donuts 

produced by partners are sold at relatively cheap prices, namely Rp. 1000 - Rp. 3000 per 

fruit. The sales process is carried out by entrusting it to local stalls and local traditional 

markets. 

 

 
 

Figure 1.  Solid Discussions with Village Heads and Partners 

 

The head of kukuh village also expressed his wish and hope that MSMes in kukuh 

village, especially donut snack MSMes, have a brand that is characteristic of these MSMes as 

well as a wider market share, not only in the kukuh village area but can get out of kukuh 

village. Snack MSMes partners in running their business do not always run smoothly, one of 

the obstacles felt by this community service partner is a lack of knowledge about product 

marketing in order to increase selling value and buyer interest. Branding on the packaging is 

also still simple. The simple thing is that donuts are wrapped in clear plastic without 

including the logo of the business, which indirectly eliminates the identity of the partners and 

it is difficult to expand market share, as well as the need to add flavour variants to donuts. 

Basically, this business is quite promising if it is marketed in various schools, offices or 

snack shops in other areas. 

Research conducted on Product Quality, Packaging, and Brand Image Against 

Customer Satisfaction states that brand image can be an added value for the product itself, 

because if the product has a good brand image it can attract consumers to visit or return, buy 

the product itself (Pesoth, 2015). Brand Image will not significantly affect customer 

satisfaction, but a good brand image can influence or increase customer buying interest 

(Fianto et al., 2014; Yuvita, 2019). Besides that, packaging has a significant effect on 

customer satisfaction (Antari & Wulandari, 2019). This means that an increase or decrease in 

packaging will significantly affect the increase or decrease in customer satisfaction. Because 

good packaging can provide satisfaction to customers separately, this is because the better the 

packaging of the product, the better the quality that is produced from the product. Other 

research was also carried out on Marketing Strategies through Social Media Instagram stated 

that there was an increase in sales using social media Instagram because social media is a 

powerful way to promote products and services through internet marketing (Untari & 
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Fajariana, 2018). The method is simple but has an extraordinary effect. Based on the analysis 

of the partners' conditions and the problems faced by the partners, the community service 

team focuses on helping partners use social media to expand market share, creating a 

business brand or logo as branding in strengthening business identity which will be 

implemented in product packaging. 

 

Materials and Methods  

Based on the problems that occur in the conditions of community service activity 

partners, the stages of the activity plan shown in Figure 2 are carried out. 

 

 
 

Figure 2. Implementation Method 

 

The first stage of the activity plan is carried out by visiting partners, at this stage 

holding a focus group discussion (FGD) to find out what problems are happening with the 

partners. The problem that occurs in partners is the lack of knowledge about product 

marketing so that it can increase selling value and buyer interest. Branding on the packaging 

is also still simple. Simple what is meant is that donuts are wrapped in clear plastic without 

including the business logo, thus indirectly eliminating the identity of partners and it is 

difficult to expand market share. 

After that, the second stage of activities will be carried out, namely the socialization 

of digital marketing and packaging branding as a solution to the problems found. The output 

of digital marketing socialization is that partners can make donut businesses with more than 

one variant and can use social media to increase a wider market share. Meanwhile, the output 

of the socialization about the urgency of product packaging branding is that partners have 

increased knowledge and awareness that identity in a business package is an important thing. 

In addition, design and packaging label stickers will be given according to the character of 

the partner's request. Furthermore, in the third stage, digital marketing in this case is the 

practice of socialization that has been provided with how to use social media Instagram to 

develop market share. Furthermore, in the fourth stage, the package branding plan is given 

assistance on packaging label design to make it look more attractive and in the end a 

packaging sticker will be given with a more complete partner identity. Furthermore, in the 

fifth stage, activity evaluation is carried out to see the results of the community service 
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activities given. This evaluation is done by looking at the level of sales figures in one month 

and analyzing the packaging logo function is functioning properly or not. 

 

Results and Discussion  

Currently, business owners are starting to see the cultural phenomenon of 

consumption as an opportunity for them to make a profit. Actually, consumptive behavior has 

two useful sides, namely positive and negative. For traditional people, consumptive behavior 

is considered a cultural tragedy that must be minimized. Meanwhile, for entrepreneurs and 

modern society it is considered a positive habit so as not to be left behind by the times 

(Antari & Wulandari, 2019; Were et al., 2019). This is one of the reasons for entrepreneurs to 

continue to exist in the modern world. This is what one of the partners wants in STMIK 

STIKOM Indonesia lecturer community service activities. 

Mrs Sukarini is one of the partners in the implementation of community service on 

strengthening identity through product diversification and packaging branding at her Donut 

Snack business. This identity strengthening is given so that partner businesses continue to 

exist in the modern world. In this activity, the first thing that is done is a visit and a small 

discussion to get the problems felt by the partners. On this visit the chief executive conveyed 

the objective of holding community service and gave directions on how the activity flowed. 

After conducting discussions, the chief executive and partners found an agreement to hold the 

next activity in the form of socialization of social use product diversification and packaging 

branding according to the problems experienced by partners. The socialization was held on 

November 12, 2020, Thursday in the Kukuh Village office hall. The topic of socialization 

starts from what is digital marketing and the importance of digital marketing to build a 

marketing strategy and what is packaging branding. 

 

 
 

Figure 3. Dissemination of Digital 

Marketing and Branding with Partners 

 
 

Figure 4. Digital Marketing Materials 

 

The material presented for the first time by the community service implementation 

team was about digital marketing. Previously, partners did not know about a marketing 

strategy and increasing sales through digital marketing. The chief executive tries to explain in 

an easy and understandable manner so that partners understand the meaning of digital 

marketing. In this case, digital marketing generally leads to the practice of marketing 

products from various fields using social media. When communicating with partners, namely 

Mrs. Sukarini, the chief executive gave a question to the partners about what types of social 

media the partners knew and what social media partners used the most. 

With regard to market opportunities, current target users or consumers tend to like 

something new seeing the social conditions of the times. Consumers usually see Instagram as 

a way to get prices, information, photos related to new things, especially the culinary world. 
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Instagram is the most competitive social media widely used, namely equal to 74.1%. 

Potential to generate sales getting higher by exploiting various types of digital media has 

characteristics and advantages on its features. So that it can it is said that it is getting higher 

the use of digital media is getting high level of sales (Ayuni et al., 2019). Basically, the 

purpose of providing socialization about digital marketing is that the use of social media as a 

marketing tool offers attractive advantages. Among them are helping business users improve 

their image by managing good relationships with customers, thereby increasing sales and 

reducing costs for retaining customers. Another advantage, sellers can easily interact with 

customers via social media and can build trust to share services with customers. Having a 

good relationship with customers is very helpful for the seller in many ways so that it can 

provide profit for the business (Alfajri et al., 2019). The next activity is about providing 

packaging branding to build identity, build community trust and increase the selling power of 

donut snacks. The purpose of this branding is one of the most beneficial things for business 

actors. Strong branding will make customers trust a product more and foster a sense of 

loyalty in a product. 

The design that can be an option for partners can be seen in Figure 6. The plastic mica 

box that will be used for packaging donut snacks measuring 8x8 cm. In the previous 

packaging, the partner only used ordinary plastic and did not include the business identity. 

 

 

 
Figure 5. Product logo 

 
 

Figure 6. Donut Packaging With a Flavor 

Variant 

 

This community service activity also requires an evaluation in providing outreach and 

assistance. Evaluation of activities is carried out by looking at the level of numbers from the 

results of partners' knowledge skills before and after the socialization and seeing sales figures 

in one month and analyzing the function of the packaging logo to function properly or not. 

On the graph shown in the figure 7 shows the level of ability of socialization 

participants before and after socialization about social media, branding and packaging. Prior 

to the socialization, the participant's ability level was 50%, while after the socialization the 

participant's ability increased to 93%. This shows that the socialization activities have been 

carried out well and the ability of socialization participants has increased. Branding and 

packaging have a big role because Mrs. Sukarini got her donut order by telephone for 

religious ceremonies in the local area, where the telephone number was obtained from the 

product packaging. 
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Figure 7. Improving The Ability Of 

Socialization Participants 

 
 

Figure 8. Sales Figures Rate 

 

The graph shown in the figure 8 shows the level of sales figures over a period of 1 

month. From this graph, it can be explained that the level of sales every week has increased, 

this is because currently partners already have their own branding and packaging as a 

business identity. The surrounding community also gave a positive response to social media 

partners who were used for marketing. Partners also expressed their gratitude because there 

had been an increase in sales which indirectly provided profit to the business. In addition, 

partners are very happy to get additional knowledge about social media, branding and 

packaging that can provide a positive aura towards the progress of their business. Activities 

run well, smoothly and are felt to provide benefits to partners in addition to knowledge but 

also in the form of building identity, building consumer trust and increasing the selling power 

of donut snacks. 

 

Conclusion  

Based on descriptions and explanations of the socialization and assistance of donut 

snack business partners on social media, branding and packaging, a conclusion can be drawn 

that this community service activity is going well. Partners are given increased knowledge 

about business management strategies so that they can continue to exist in the modern era by 

looking at social conditions, target consumers, current market conditions. After being given 

knowledge about the role of social media, branding and packaging in developing a donut 

snack business, a business logo design is also given that can be used by partners as branding 

for future business products. All things given are aimed at expanding market share and 

building consumer trust so that later operating profits will increase. Suggestions that can be 

given are the sustainability of activities. Not only social media, branding and packaging, but 

also from partners expecting a marketing strategy such as e-commerce user training that can 

provide benefits to facilitate communication between producers and consumers, expand the 

reach of potential consumers with a wide market, and simplify the sales and purchase 

process. 
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