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 The main problem faced by MSMEs in Namo Mbelin Village 
is a lack of understanding of the importance of branding and 
low digital marketing implementation. This program aims to 
improve the ability of MSMEs to strengthen their brand 
identity through innovative promotional media and business 
digitalization. These activities include observation, 
interviews, outreach, and hands-on practice related to banner 
creation, business location registration on Google Maps, and 
digital marketing assistance. These activities have increased 
the visibility of three fostered MSMEs (Tina Catering, 
Fotocopy De'Odi, and Toko Munthe), which now have visual 
identities and digital exposure. Furthermore, these activities, 
ecoprint tote bags, used cooking oil candle making, and 
financial literacy, have also strengthened the socio-economic 
impact of the community. The resulting contribution is seen 
in the increased competitiveness of MSMEs through branding 
and sustainable digital innovation. 
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Introduction  
Branding enhancement is crucial for the sustainability of MSMEs because a 

strong brand enhances product recognition and consumer trust in both local and 
online markets. In Namo Mbelin Village, many MSMEs possess superior products 
but face limited marketing capabilities (Widyastuti et al. 2025) and market access, 
preventing local economic potential from being fully tapped. Branding 
enhancement interventions through brand identity training, product storytelling, 
and the use of digital platforms can help MSMEs build competitive advantages 
(Hutabarat et al. 2024) and support more sustainable business growth. Empirical 
research shows that the adoption of digital marketing (Risdwiyanto et al. 2025) and 
the use of online channels significantly contribute to the sustainable growth of 
MSMEs (Hutabarat, Wulandari, et al. 2025) by expanding customer reach and 
improving consumer-business relationships (Andriani et al. 2023). Therefore, this 
community service program is designed to strengthen the branding capacity of 
MSMEs in Namo Mbelin Village, enabling them to capitalize on digital 
opportunities to increase revenue  (Hutabarat 2021) and enhance business 
resilience (Bruce et al. 2023). 

The branding enhancement approach extends beyond visual elements like 
logos to internal brand orientation, customer engagement, and shared value 
creation, all of which support long-term brand performance. By empowering 
MSMEs through internal branding practices and co-creation with consumers, 
MSMEs can strengthen their product reputations and increase customer loyalty at 
the village and surrounding levels. Community service activities such as brand 
identity workshops, mentoring in creating simple digital content, and facilitating 
local marketing platforms will encourage MSMEs to implement the principles of 
brand orientation and co-creation, which have been proven to improve brand 
performance (Riza, Martiano, and Arianty 2025). Research evidence suggests that 
internal branding and customer engagement mediate the relationship between 
brand orientation and brand performance, suggesting that interventions involving 
both aspects tend to be more effective. Therefore, this program emphasizes a 
combination of technical training and a collaborative approach to foster strong and 
sustainable MSME branding (Yu 2022).  

Namo Mbelin Village, located in Namorambe District, Deli Serdang Regency, 
is one of the villages with promising economic potential. Most of the residents here 
run micro, small, and medium enterprises (MSMEs) in the culinary, trade, and 
service sectors. MSMEs are the backbone of the village economy (Hutabarat, 
Harahap, et al., 2025), but they still face various complex obstacles (Arianty and 
Masyhura 2019). One of the main problems faced is weak branding capabilities and 
minimal implementation of digital marketing strategies (Nurhayaty, Farman, and 
Wahyono 2025). Many businesses still rely on conventional promotional methods 
such as word of mouth and have not yet optimally utilized digital platforms (Arda, 
Andriany, and Manurung 2021).   
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In fact, in the era of the Industrial Revolution 4.0, digital marketing and 
branding are crucial factors in business development. Through branding, a product 
can have a strong identity and be easily remembered by consumers, while digital 
marketing provides broader reach at a relatively affordable cost. By utilizing social 
media, marketplaces, and other digital applications, MSMEs can introduce their 
products to a wider market, even beyond their local area. However, low digital 
literacy among rural communities is often a major obstacle to implementing these 
modern marketing strategies.  

The activities carried out in this activity are :  
a. Creating branding media for MSMEs. 

   This activity includes creating business banners for each MSME, developing 
visual identity elements such as a simple logo, colors, and tagline, and 
aligning product visuals (Agustini and Widarti 2025) to create a more 
professional and recognizable brand image for consumers. 

b. MSME Registration on Google Maps 
   This activity includes creating a Google Business Profile for MSMEs, 

verifying the business location, adding photos, operating hours, contact 
numbers, and product categories. 

c.   Social Media Promotion Training 
   This activity includes training on creating simple content using a mobile 

phone, how to upload products to Facebook/Instagram/WhatsApp Business, 
and basic digital promotion strategies to increase engagement (Tampubolon 
et al. 2025). 

d. Creative Empowerment: Ecoprint Tote Bag Making 
   This activity involves training in creating ecoprint products using leaves or 

other natural materials, transforming these products into the brand identity 
of Namo Mbelin Village's MSMEs, developing environmentally friendly 
products with high sales value. 
This activity is expected to improve the ability of MSMEs to understand the 

basic concepts of branding. This activity is expected to enhance MSMEs' 
understanding of what branding is, why it is important, and how to build a strong 
brand identity (Wahyono et al. 2023). With this understanding, business owners 
can determine product characteristics, unique values, and how they want to be 
recognized by consumers. This provides a crucial foundation before entering a 
broader marketing strategy (Noor, Till, and Hafeez 2025). The creation of basic 
branding elements for MSMEs through banner creation, visual identity design, and 
business location registration on Google Maps provides MSMEs with a clear 
starting point for branding. Visual identity helps consumers easily recognize 
products, while Google Maps makes it easier for potential buyers to find business 
locations. These elements are crucial initial steps to enhancing the professionalism 
of MSMEs (Turyandi et al., 2025). 
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Increasing digital literacy among MSMEs. Digital training activities are 
expected to make MSMEs more familiar with and skilled in using technology, 
particularly social media and digital applications. With increased digital literacy, 
MSMEs will no longer rely on conventional marketing methods and can leverage 
technology to expand their market (Ibrahim & Aduah, 2025). MSMEs are able to 
implement basic digital marketing strategies (Risdwiyanto et al. 2025). After 
receiving training, MSMEs are expected to be able to create simple promotional 
content, upload products consistently, utilize marketplace features, and interact 
with customers effectively. The right digital marketing strategy will increase 
consumer interest and increase sales opportunities (Shi et al., 2025) 

The creation of innovative creative economy products (ecoprint tote bags). 
This activity also encourages the creation of innovative products such as ecoprint 
tote bags, environmentally friendly products with artistic value and high sales 
value. This innovation could become a new flagship product for Namo Mbelin 
Village, while also opening up additional business opportunities for the 
community (Tanjung et al., 2024). Developing a modern and adaptive 
entrepreneurial mindset. Through learning, practice, and mentoring, MSMEs and 
students are expected to develop a modern, creative, and responsive 
entrepreneurial mindset to technological change. This mindset is crucial for their 
survival and growth in the digital age (Abd Rahim et al., 2025) 

Increasing the confidence and professionalism of MSMEs in Namo Mbelin 
Village. Good branding will make MSMEs more confident in promoting their 
products, interacting with consumers, and keeping up with market developments. 
Increased professionalism will improve their business image and increase their 
chances of attracting more customers (Suriadi et al., 2022) 

 
Method  

The implementation method used a participatory approach, directly 
involving MSMEs as the primary subjects in each stage of the activity. The first 
step was to conduct initial observations and brief interviews (Hutabarat et al. 2022)  
to map the branding needs and digital literacy levels of village MSMEs. Next, a 
program socialization was conducted to introduce the objectives, benefits, and flow 
of the community service activities. The implementation team then developed 
branding and digital marketing training modules tailored to the participants' 
abilities. The training took the form of interactive workshops so participants could 
directly put the material into practice. 

Technical assistance included creating business banners, registering business 
locations on Google Maps, and training on using social media for digital 
promotion. Each MSME was guided in creating simple content, determining a 
visual identity, and implementing appropriate digital marketing strategies. 
Furthermore, training was provided on ecoprint tote bag production, an 
innovative, marketable product based on the creative economy. Evaluation was 
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conducted through assessing participants' abilities before and after the activity 
(Hutabarat et al. 2023) and monitoring the implementation of branding in their 
respective businesses. The results of the mentoring were then summarized as 
recommendations for the sustainable development of Namo Mbelin Village 
MSMEs. 

 
Results and Discussion  

The results obtained from this activity are : 
a. The implementation of branding enhancement activities for MSMEs in Namo 

Mbelin Village has yielded significant results, particularly in enhancing 
business actors' understanding of the importance of brand identity. Through 
workshops and direct mentoring, participants were able to recognize 
branding elements such as logos, colors, slogans, and product characteristics. 
Most MSMEs that previously lacked a visual identity now have more 
professional business banners. Creating banners helps MSMEs become more 
easily recognized by customers around the village. This change demonstrates 
an increased awareness of the importance of brand image for business 
sustainability (Sholikha et al., 2025). 

 

 
Figure 1. Group Photo with the Children of Namo Mbelin Village and the 

Results of the Ecoprint Bags 
 
b. Improving visual identity, another success is the increase in digital literacy 

among MSMEs in using social media as a promotional tool. The training 
provided enabled participants to understand how to create simple content, 
upload products attractively, and utilize basic promotional features on digital 
platforms. Some MSMEs have even begun regularly posting business 
activities and product promotions. Registering business locations on Google 
Maps also makes it easier for customers to accurately find MSME addresses. 
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This is an important first step in expanding market reach online (Dendi et al. 
2024). 

 
 

Figure 2. UMKM Socialization and Creation of Google Maps UMKM De'odi 
Fotocopy 

 
  

Figure 3. UMKM Socialization and Creation of Google Maps for Munthe 
Shop UMKM 
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Figure 4. UMKM Socialization and Creation of Google Maps for Tina 
Catering UMKM 

 
c. This activity also resulted in a product innovation in the form of ecoprint tote 

bags, which serve as a form of empowerment for the village community's 
creative economy. The ecoprint training process successfully attracted 
participants' enthusiasm because the product was not only environmentally 
friendly but also had a high sales value. MSMEs were able to produce tote 
bags with unique motifs that reflect the village's local character. This product 
has the potential to become a new commodity that can be marketed both 
offline and online. This innovation is expected to increase income while 
strengthening Namo Mbelin Village's image as a creative village (Asriati, 
Wardani, and Thoharudin 2025). 

 

Figure 5. Ecoprint Bag Making Process 
 
d. Overall, the results of the activity show that improved branding has a 

significant impact on the self-confidence and professionalism of MSMEs. 
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Participants feel better prepared to promote their products and develop their 
businesses independently through the use of digital technology. The 
mentoring provided also fosters a more modern (Hutabarat et al. 2023) and 
adaptive entrepreneurial mindset to technological developments. This activity 
encourages positive collaboration between the community, students, and 
educational institutions. Thus, this program provides a sustainable 
contribution to strengthening the local economy of Namo Mbelin Village 
(Hazudin et al. 2025). 

 
Figure 6. De'odi Fotocopy UMKM Banner Installation Process 

 
e.  The marketing communication skills of MSMEs have improved in explaining 

their product advantages to consumers. Prior to the training, most businesses 
were unable to convey product value compellingly. After the training, they 
were able to create clearer, more informative, and customer-focused product 
descriptions. This ability was evident in their product presentations during 
the final evaluation session. This improvement is a crucial asset for MSMEs in 
building strong relationships with consumers. (Phokwane and Makhitha 
2023) 

 
Figure 7. Process of Installing the Munthe Shop UMKM Banner 
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f. This activity also has a social impact in the form of a growing sense of 

togetherness and collaboration among MSMEs in Namo Mbelin Village. 
Through interactions during the training, participants shared their business 
experiences and marketing strategies. This gave rise to new networks that 
enabled them to create joint promotions or product collaborations. This 
collaborative atmosphere strengthened local economic solidarity as a 
foundation for creative village development. The sustainability of this 
collaboration is expected to be a long-term strength for the village's MSMEs 
(Emmywati 2025) 

Figure 8. Tina Catering UMKM Banner Installation Process 
  
 
Conclusion 

Branding enhancement activities for MSMEs in Namo Mbelin Village have 
successfully increased business owners' understanding of the importance of brand 
identity in building competitiveness. The training and mentoring provided helped 
participants identify brand elements that need to be developed. Through this 
understanding, business owners were able to identify product characteristics that 
differentiate them from competitors. This change laid the foundation for MSMEs to 
improve their business image. Thus, branding has become a key aspect that village 
MSMEs are beginning to pay attention to. This program also improves the digital 
literacy of MSMEs, particularly in utilizing social media for business promotion. 
Businesses are able to create simple, engaging content and upload it consistently. 
Registering business locations on Google Maps has made it easier for customers to 
find rural MSMEs. This demonstrates that digitalization can expand marketing 
reach in a practical way. This increase in digital literacy is crucial for future 
business development. 
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The ecoprint tote bag product innovation has successfully added a new 
dimension to the development of the community's creative economy. This product 
boasts a unique visual appeal and a selling point that can increase the variety of 
village products. The participants' active participation demonstrated high 
enthusiasm for environmentally friendly production methods. This innovation has 
the potential to become a new flagship product for Namo Mbelin Village. Thus, 
this activity supports the development of a creative economy based on local 
potential.   This activity successfully increased the professionalism and confidence 
of MSMEs in running their businesses. Business owners demonstrated greater 
awareness of maintaining the quality of their product displays and how they 
promote them. Their marketing communication skills also improved after 
participating in the training. They were able to explain product advantages in a 
more structured and convincing manner. These changes positively impacted the 
overall image of MSMEs. 
 
 
References  
Abd Rahim, Lina Nadia, Nur Atiqah Zakiyyah Ramlee, Nor Fazalina Salleh, and 

Nini Hartini Asnawi. 2025. “The Evolution of Entrepreneurial Mindsets in the 
Digital Age.” Advances in Business Research International Journal 11 (1): 31–43. 

Agustini, Triana, and Widarti. 2025. “Implementasi Strategi Pemasaran Dan 
Pembukuan Penjualan Bagi Pelaku Umkm Di Kota Palembang Provinsi 
Sumatera Selatan.” Batara Wisnu Journal: Indonesian Journal of Community 
Services 5 (1): 444–52. https://doi.org/10.53363/bw.v5i1.385. 

Andriani, Dewi, Mutia Arda, Lila Bismala, and Muhammad Fitri Rahmadana. 
2023. “Factor Analysis of Entrepreneurship Ecosystem to Develop 
Comprehenship Entrepreneurship Skills.” International Journal of Professional 
Business Review: Int. J. Prof. Bus. Rev. 8 (11): 15. 

Arda, Mutia, Dewi Andriany, and Yayuk Hayulina Manurung. 2021. “Peningkatan 
Kapasitas Entrepreneurship Melalui Pelatihan Kewirausahaan Bagi Tenant.” 
In Prosiding Seminar Nasional Kewirausahaan, 2:8–15. 

Arianty, Nel, and Masyhura Masyhura. 2019. “Strategi Pemasaran Susu Kedelai 
Dalam Upaya Meningkatkan Pendapatan Keluarga.” In Prosiding Seminar 
Nasional Kewirausahaan, 1:257–64. 

Asriati, Nuraini, Sandra Fitria Wardani, and Munawar Thoharudin. 2025. 
“Development of Creative Economy through Participatory Rural Appraisal 
(PRA) in Sedayung MSMEs.” Jurnal Ilmu Sosial Dan Humaniora 14 (1): 80–89. 

Bruce, Emmanuel, Zhao Shurong, Du Ying, Meng Yaqi, John Amoah, and 
Sulemana Bankuoru Egala. 2023. “The Effect of Digital Marketing Adoption 
on SMEs Sustainable Growth: Empirical Evidence from Ghana.” Sustainability 
15 (6): 4760. https://doi.org/10.3390/su15064760. 

Dendi, Dendi, Tami Septiani, Intan Putri, Nanda Syukerti, and Poppy Suryanti. 



96 
 

2024. “The Uses of Google Maps in Digital Marketing For Small and Medium 
EnterpriseS (SMEs) In Sukamaju Village, Pesisir Barat District, Lampung.” 
Journal of Public Relations and Digital Communication (JPRDC) 2 (1): 26–34. 

Dogra, Pallavi, and Arun Kaushal. 2023. “The Impact of Digital Marketing and 
Promotional Strategies on Attitude and Purchase Intention towards Financial 
Products and Service: A Case of Emerging Economy.” Journal of Marketing 
Communications 29 (4): 403–30. 

Emmywati, Emmywati. 2025. “Rural Women Empowerment Strategy In The 
Digital Era To Promote A Sustainable Creative Economy.” Jurnal Bina Bangsa 
Ekonomika 18 (1): 846–56. 

Ginting, Loli Gunali. 2024. “Increasing Msmes’ Visibility Through Digitalization: 
Effective Strategies With Banners And Google Maps.” Simbisa Community 
Empowerment 1 (1). 

Hazudin, Siti Fahazarina, Nurul Izzati Ahmad Hisni, Mohd Aidil Riduan Awang 
Kader, Mohamad Fazli Sabri, and Nurul Nadia Abd Aziz. 2025. “Linking 
Digital Leadership and Entrepreneurial Success for Development of Women-
Owned Businesses in Rural Malaysia: Entrepreneurial Resilience as a 
Mediator.” Journal of Enterprising Communities: People and Places in the Global 
Economy. 

Hutabarat, Metyria Imelda. 2021. “Rasio Keuangan Mempengaruhi Profitabilitas 
Pada Bank Persero Di Bursa Efek Indonesia.” Journal Of Management, 
Accounting, Economic and Business 02 (02): 25–38. 

Hutabarat, Metyria Imelda, Edy Firmansyah, Saleh Sitompul, Petrus Loo, Nirwana 
Dewi Harahap, and Febri Yanto Zai. 2022. “Meningkatkan Kesadaran Kaum 
Muda Dengan Memahami Penghasilan Tidak Kena Pajak Bagi Siswa SMA 
Swasta Indonesia Membangun Medan.” Bima Abdi: Jurnal Pengabdian 
Masyarakat 2 (1): 40–48. https://doi.org/10.53299/bajpm.v2i1.126. 

Hutabarat, Metyria Imelda, Subur Harhap, Ika Wulandari, and Nelly Ervina. 2025. 
“Analisis Sistem Informasi Akuntansi, Kualitas Laporan Keuangan, Dan 
Efektivitas Pengambilan Keputusan Terhadap Kinerja UMKM.” El-Mal: Jurnal 
Kajian Ekonomi & Bisnis Islam 6 (1): 119–28. 
https://core.ac.uk/download/pdf/153523699.pdf. 

Hutabarat, Metyria Imelda, Junaidi Junaidi, and Saleh Sitompul. 2023. “Pelatihan 
Perhitungan Harga Pokok Produksi Bagi Usaha Raja Burger Dan Kebab.” 
Joong-Ki : Jurnal Pengabdian Masyarakat 2 (2): 386–91. 
https://doi.org/10.56799/joongki.v2i2.1663. 

Hutabarat, Metyria Imelda, Tetty Widiyastuti, Duffin, and Nelly Ervina. 2024. 
“Analysis of the Influence of the Ability to Prepare Financial Reports, 
Financial Literacy and Financial Inclusion on the Financial Performance of 
MSMES.” Ilomata International Journal of Tax and Accounting 5 (2): 519–34. 
https://doi.org/10.61194/ijtc.v5i2.1170. 

Hutabarat, Metyria Imelda, Ika Wulandari, Nurhanimah, Mohd.Ideal Kurniawan, 



 

97 
 

and A Oktoberia. 2025. “Pelaku UMKM Perempuan Di Kota Medan Provinsi 
Sumatera Utara Buka Kegiatan Kongres Wanita Indonesia ( KOWANI ) Expo 
Dan Hari Kebaya Nasional.” Indo-Fintech Intellectuals: Journal of Economics and 
Business 5 (2): 4962–72. 

Ibrahim,  Masud, and  Elizabeth Wetania Aduah. 2025. “Digital Literacy, Digital 
Intelligence and Small and Medium Enterprises’ (SMEs) Sustainability: The 
Mediating Role of Digital Technology Usage.” Information Development, May, 
02666669251335001. https://doi.org/10.1177/02666669251335001. 

Noor, Nor Azila Mohd, Brian Till, and Khalid Hafeez. 2025. “Differentiation 
Strategies in Competitive Markets.” Copyright© 2025 Eurasian Research 
Institute, 184. 

Nurhayaty, Ety, Fanji Farman, and Dwi Wahyono. 2025. “Pengaruh E-Commerce , 
Digital Marketing , Pengetahuan Kewirausahaan Terhadap Minat 
Berwirausaha Generasi Z Di Jakarta.” Jurnal Kajian Ekonomi & Bisnis Islam 6 (5): 
1687–97. 

Phokwane, Legodi Cedric, and Khathutshelo Mercy Makhitha. 2023. “The Effects 
of Marketing Communication Strategies on the Performance of Small and 
Medium Enterprises (SMEs) in Polokwane.” Journal of Global Business and 
Technology 19 (1): 131–50. 

Risdwiyanto, Andriya, Djoko Wijono, Diana Anggraini Kusumawati, Etty Sri, and 
Putri Ana Nurani. 2025. “Urgensi Pemasaran Digital Bagi Pelaku UMKM Di 
Wilayah Kabupaten Sleman Provinsi DIY.” Jumas : Jurnal Masyarakat 04 (02): 6–
11. 

Riza, Ferdy, Martiano Martiano, and Nel Arianty. 2025. “Smart Quality Control 
Berbasis IOT Untuk Peningkatan Mutu Pengemasan Makanan Kering Di 
Umkm Te-Man Pospera Kampung Kurnia Belawan.” Prioritas: Jurnal 
Pengabdian Kepada Masyarakat 7 (02): 59–65. 

Shi, Zhun, Kemeng Cao, and Xinghua Yao. 2025. “The Impact of Digital Marketing 
Campaign Strategies on Consumer Buying Intention.” Tehnički Vjesnik 32 (3): 
819–29. 

Sholikha, Nikmatus, Rudi Nurdiansyah, Muhammad Nursyamsu Alhafidh, Ryan 
Wajdy Hamas, Ri’syad Salman Alfarisyi, and Corin Saila Rizqi Toyyibah. 2025. 
“Empowering MSMEs through Visual and Digital Transformation: 
Strengthening Branding and Technology-Based Market Access.” Jurnal 
Pengabdian Masyarakat Bhinneka 4 (2): 1554–65. 

Suriadi, Jadi, Moh Mardiyana, and Bobby Reza. 2022. “The Concept of Color 
Psychology and Logos to Strengthen Brand Personality of Local Products.” 
Linguistics and Culture Review 6 (on): 839–56. 

Tampubolon, Amy Septrina, Dwi Wahyono, Ersanti, Ratna Ayu Pawestri Kusuma 
Dewi, and Evi Meidasari M. 2025. “PKM : Pentingnya Manajemen Pemasaran 
Bagi Pelaku UMKM.” Journal of Social Work and Empowerment 4 (3). 

Tanjung, D, A Kriswantriyono, Y L Purnamadewi, D Suhardjito, and Y P 



98 
 

Wulandari. 2024. “The Roles of Innovations for Village Development in Rural-
Urban Linkages in West Java Province.” In IOP Conference Series: Earth and 
Environmental Science, 1359:12056. IOP Publishing. 

Turyandi, Itto, Rizky Zakaria, Abdul Malik Rahman Kasim, Yundha Destianty, 
Dela Nawa Aprilianti, Maisa Nidalatifah, and Dzysmi Nurani Fatimah. 2025. 
“Rebranding And Digitalization As Drivers Of Sme Growth: Evidence From 
Baso Prapatan, Cikidang Village.” Jurnal Dialektika: Jurnal Ilmu Sosial 23 (2). 

Wahyono, Dwi, Gregorius Jarot Windarto, Anto Tulim, Yayuk Suprihartin, and 
Taryana. 2023. “Pengaruh Komunikasi Pemasaran, Kepercayaan Dan 
Kepuasan Terhadap Loyalitas Pelanggan Pada Marketplace Shopee.” JEMSI 9 
(5): 1983–90.  

Widyastuti, Niken, Bambang Sugeng Dwiyanto, Nuralam, Jemadi, and Sri Ekanti 
Sabardini. 2025. “Pentingnya Strategi Pemasaran Bagi Pelaku UMKM Di 
Wilayah Kabupaten Bantul Provinsi DIY Niken.” Jumas : Jurnal Masyarakat 04 
(02): 12–17. 

Yu, Zhifang. 2022. “Mediating Role of Customer Value Co-Creation and Internal 
Branding Between Brand Orientation and Brand Performance: Moderating 
Effect of Enterprise Innovative Capabilities-Evidence From Agri Product 
Users.” Frontiers in Psychology 13 (July). 
https://doi.org/10.3389/fpsyg.2022.938225. 

 
 


