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Abstract: One of the micro businesses in Lubuk Alung Subdistrict, Lubuk Alung District is a boiled corn business.
This business actor still does not have a good marketing strategy to increase turnover. They do not have social
media for promotion and online delivery applications. They just wait for consumers to come shopping.

The purpose of the implementation of PKM activities in the micro-business partner group of boiled corn products
in Kenagarian Lubuk is to improve the ability of Partners in terms of: 1) online marketing through social media
and online delivery applications, 2) effective marketing strategies. This is useful in order to increase the turnover
of partner businesses.

The approach method offered to solve partner problems is to conduct training and mentoring. Training by
providing the latest marketing strategies and techniques both through social media and online delivery
applications so that sales increase and income also increases. Training will be conducted by instructors who are
experienced in marketing, entrepreneurship and culinary. Training will be attended by 2 groups of Partners,
namely: Partner 1 with 5 members, and Partner Group Il with 5 members. The methods used in training are in
the form of lectures, discussions, questions and answers, practice, guidance and monitoring evaluation. Guidance
and monitoring of the results of the training that has been carried out. Mentoring is carried out by guiding the
technical implementation of how to do marketing using social media applications, online delivery applications
and effective marketing strategies,

Participants gain knowledge about: a) Turnover Increase Strategies, b)Marketing strategy, c) On-Line Marketing
and d)Marketing and Cooperation with On-Line Delivery Applications. From this activity, participants will be
able to apply it in their daily business activities. Thus, it is hoped that these new prospective entrepreneurs will
be able to develop their businesses and succeed through the development of entrepreneurial activities.
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. Introduction

In recent years, the development of digital technology has changed the marketing landscape significantly
[1-2]. One of the biggest changes is the emergence of social media as an effective marketing platform for various
types of businesses, including large companies to MSMEs (Micro, Small and Medium Enterprises). The number
of social media users continues to increase significantly every year, be it platforms such as Facebook, Tik-Tok,
Instagram, Youtube, Twitter, LinkedIn and so on. These social media have become an important part of everyday
life for billions of people around the world for communication, social and business. Thus, social media provides
broad access to reach potential audiences [3-5].

Modern consumers tend to spend more of their time on social media, whether to research, interact with
brands, or shop online. A strong presence on social media platforms allows brands to connect with consumers at
various points in their purchasing journey. Social media platforms offer a high ability to target ads to very specific
audiences based on demographics, interests, behaviors, and geographic locations. This allows businesses to
potentially reach people who are more likely to be interested in their products or services [7-9].

Social media allows direct interaction between brands and consumers through comments, direct
messages, and other interactive features [10-12]. This allows brands to listen to consumer feedback, answer
questions, respond to complaints, and build closer relationships with their audiences. Social media platforms
provide a variety of analytical tools that allow businesses to easily track the performance of their campaigns. They
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can view metrics such as the number of impressions, engagement, clicks, and conversions to evaluate the
effectiveness of their marketing strategies and make necessary adjustments.

One of the MSMEs in Lubuk Alung Subdistrict, Lubuk Alung District is a boiled corn micro-business.
This boiled corn business is one of the typical snack food products in this area. This micro-business is quite
potential in terms of sales because it is located along the Padang - Bukittinggi highway so that many drivers stop
to buy. Not a few drivers and other general public buy this boiled corn, especially on weekends Saturday - Sunday.
On weekends almost every outlet from the seller is visited by buyers, their average turnover ranges from IDR
400,000 - IDR 700,000. However, on weekdays it only reaches IDR 200,000 - IDR 400,000 per day (Survey,
March 2024). From interviews conducted with boiled corn business actors (partners), their turnover is actually
still relatively low. They said that their average potential turnover on weekends is IDR 700,000 — IDR 1,000,000
while on weekdays it is between IDR 400,000 — IDR 700,000 (Table 1).

Table 1
Average Turnover Obtained by Boiled Corn Micro Business Actors
In the Lubuk Alung Sub-district, Lubuk Alung District

Information Price Potential
Normal Weekend Ordinary day Potential
(Rp/Day) (Rp/Day) (Rp/Day) Weekend (Rp/Day)
Turnover 200,000 - 400,000 400,000 — 700,000 400,000 - 700,000 700,000 — 1,000,000

Source: Interview with Several Traders (March 2024)

This problem is due to the marketing strategy of boiled corn entrepreneurs in Lubuk Alung Subdistrict,
Lubuk Alung District that has not been maximized. Many boiled corn entrepreneurs have not utilized marketing
through social media. They have difficulty using social media because they are not yet accustomed to using it
such as Facebook, Tik-Tok, Instagram, Twitter, WhatsApp, Line, Youtube and so on. Even 25% of the 27 boiled
corn outlets in the area do not have social media accounts, be it Facebook, Tik-Tok, Instagram and others. In fact,
the use of social media for product marketing is currently one of the keys to the success of a business [13-15].
Moreover, currently there are also product marketing applications with online delivery applications such as GoJek
and Grabs. Therefore, the marketing strategy of this business must be improved because if it relies on the old
method, namely just waiting for buyers to come, of course the product turnover will not increase [16-19]. In
addition, most of the people of West Sumatra, especially Padang Pariaman Regency and Lubuk Alung Subdistrict,
currently have cellphones and are connected to the internet. So they will use this media to shop for this boiled
corn.

Figure 1
Interview with Partners Regarding Marketing Strategies That Have Been Implemented So Far and
Several Other Problems

Based on these conditions, it is necessary to carry out a Community Activity Program (PKM) related to
online marketing strategies for micro-entrepreneurs of boiled corn in Lubuk Alung District. This is important to
follow and answer the challenges of the current era which is already in the digital era. All business actors must be
able to utilize online marketing, both through social media and online application marketing so that their
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businesses can continue to develop well. Increasing the ability of online business actors is expected to lead to an
increase in their turnover in the future.

Figure 2
Interview with Partners Regarding Partner Business Turnover and
Several Other Problems

Partner Issues

From the results of the survey and interviews with partners, it can be identified the problems currently faced by
partners and which must be resolved, including:

1. Business turnover is still not optimal.

2. Still limited knowledge and skills in terms of good product marketing.

3. Do not yet have the knowledge and skills to promote products on social media.

4. Do not have marketing knowledge and cooperation with online delivery applications.

Il.  Method

The approach method offered to solve partner problems is to conduct training (marketing strategies,
marketing with social media, and marketing with online delivery applications) and mentoring. The training will
be conducted by instructors who are experienced in marketing, entrepreneurship, and culinary. The training will
be attended by 2 groups of Partners, namely: Partner 1 with 5 members, and Partner Group Il with 5 members.
The methods used in the training are in the form of lectures, discussions, questions and answers, practice,
demonstrations, guidance and mentoring.
The training will be conducted in several stages as follows:
1) Preparation: Meeting with the Head of Lubuk Alung Village and the Head of Partners | and Il to agree on the

schedule and location for the implementation of the activity.

2) Preparation of training materials by instructors.
3) Implementation of training activities (September — October 2024).
4) Mentoring and monitoring evaluation of the results of the training that has been carried out.
The problem-solving framework in this activity can be seen in the following image:
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The problem that Impact of Activities
faced by Partners: 1. Increase business
1. Business turnover is noff turnover to be more
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2. Do not have 2. Have knowledge
knowledge and skills Training and and skills in
about marketing Mentoring marketing strategies
strategies 3. Have knowledge
3. Don't have the and skills related to
knowledge to promoting products
promote products on on social media
social media 4. Have the ability to
4. Have no working cooperate with
knowledge with online delivery
online delivery applications
applications
Figure 3

Problem Solving Framework

Partner Participation in the implementation of PKM
Partner participation in the implementation of PKM is as follows:

arwdE

Providing information about partner business condition data

Attending training conducted by resource persons

Supporting the implementation of training activities

Actively coordinate with PKM activity implementers

Willing to be monitored and evaluated in the implementation of activities

Evaluation and Monitoring
Evaluation and monitoring are carried out in the following ways:

1.
2.
3.

4,

Attendance at activities is carried out using an attendance list.

Motivation to participate in activities is carried out using a questionnaire.

Improving knowledge and skills in the field of marketing, marketing strategies and online marketing is done
by using a questionnaire.

After the training activities are completed, every 1 month as needed, mentoring, visits, and monitoring and
evaluation will continue to be carried out to PKM partners to ensure the success and implementation of the
training results.

1. Results and Discussion

In the PKM activity of online marketing strategies for micro-entrepreneurs of boiled corn in Lubuk Alung District,
there were 4 materials presented by the resource persons, namely:

1

2

3

Turnover Increase Strategy. This material was delivered by Mrs. Ariusni, SE, M.Si from the Development
Economics Study Program, Faculty of Economics, Padang State University.

Marketing strategy. This material was presented by Mrs. Vidyarini Dwita, SE, MM, Ph.D from the
Management Department, Faculty of Economics, Padang State University.

On-Line Marketing. This material was delivered by Mr. Muhammad Hafiz, SE, CEO of Witbox (Digital
Marketing Company in Padang City).https://www.instagram.com/ahmadhafizdd/
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Figure 4
Instagram Account of Digital Marketing Company in Padang City

4 Marketing and cooperation with online delivery applications. This material was delivered by Winda

Arynti.  Winda Arynti is an influencer on the Food Blogger account wnda.arynti
(https://www.instagram.com/wnda.arynti/)

wnda.arynti and 4 others
Original audio

/‘D wnda.arynti Jaguang abuih ko lamak bana di makan salamo
- perjalanan @ @ 3

#mangulek
#minanglipp
#referensiminangkabau
1w

E alcapitano99 Yo boneh jaguang uni winday & o
v Reply

@ hasnahputry93 Itu di padang kunik namo kampuang nyo tu -
sanak

iw 3likes Reply See translation

® Qv [N}

® Liked by ahmadhafizdd and 1,108 others
August 10

@ Addacomment

Figure 5
Padang City Food Blogger Instagram Account

The results achieved in the implementation of the PKM activity of online marketing strategy for micro-
entrepreneurs of boiled corn in Lubuk Alung District can be seen from the high participation of participants.
Participants who attended this activity were 10 people (Attachment 1). The large number of participants who
attended this activity was due to the high participation of Mitra members, especially prospective new
entrepreneurs to gain knowledge from this activity and the active socialization of this activity by the head of Mitra
members. Here is the link or url of the PKM activity video: https://www.instagram.com/p/C-xMm5CyTZX/

As with the level of participant attendance above, the motivation of prospective entrepreneurs to participate in
this activity is as follows:

a. Prospective entrepreneurs want to gain knowledge about: a) Turnover Increase Strategies, b) Marketing
strategy, c) On-Line Marketing and d) Marketing and Cooperation with On-Line Delivery Applications. From this
activity, participants will be able to apply it in their daily business activities. Thus, it is hoped that these new
prospective entrepreneurs will be able to develop their businesses and succeed through the development of
entrepreneurial activities.
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b. All invited participants were present at the location where the training was held. These participants had
arrived one hour before the event started.

c. Participants paid close attention to the speakers in explaining the materials presented to them and there was
high enthusiasm from the participants to ask questions and discuss.

d. The curiosity of the participants is very high. This can be seen from the many participants who asked the
speakers so that the speakers were also very enthusiastic in responding to the questions.

e. The participants were very enthusiastic and excited about this activity so that most of the participants wanted
this training to continue in the future.

Social Media Accounts of Boiled Corn Entrepreneurs
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IV.  Conclusion and Suggestions

The conclusions that can be drawn from the PKM activity of online marketing strategies for micro-entrepreneurs
of boiled corn in Lubuk Alung District are:

1.

Participants gain knowledge about: a) Turnover Increase Strategies, b) Marketing strategy, ¢) On-Line
Marketing and d) Marketing and Cooperation with On-Line Delivery Applications. From this activity,
participants will be able to apply it in their daily business activities. Thus, it is hoped that these new
prospective entrepreneurs will be able to develop their businesses and succeed through the development of
entrepreneurial activities.

Participants gain knowledge about how to organize marketing strategies properly.

Participants gain knowledge about the meaning, goals, and strategies of online product marketing, as well as
how to create advertisements on social media.

Participants gain knowledge on how to create collaboration with online delivery applications.

Participants gain knowledge about increasing marketing access which will increase partner income.
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The suggestions put forward in this regard are:

1.

Aspiring new entrepreneurs must be fully aware thatknowledge about: a) Turnover Increase Strategies, b)
Marketing strategy, ¢) On-Line Marketing and d) Marketing and Cooperation with On-Line Delivery
Applications. Thus the business that will be run can operate well and can achieve the targets that have been
set.

Partner members need to practice and apply the materials that have been presented so that the business or
enterprise they are running becomes even better so that it can improve family welfare.

More intensive training and coaching is needed in the future so that prospective new entrepreneurs can
continue to improve their knowledge and skills in business. In addition, good small business management
will be able to improve the quality of life of the families of prospective new entrepreneurs.
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