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Abstract.

The rapid advancement of digital technology has transformed the way
micro, small, and medium enterprises (MSMEs) operate, particularly in
tourism destinations where market competition increasingly depends on
digital visibility and business innovation. However, many
community-based tourism enterprises continue to face challenges related to
digital literacy, branding capability, and the effective utilization of digital
platforms. This community engagement program was implemented to
strengthen the digital entrepreneurial capacity of the Loh-Loh Cem-Cem
MSME located in Penglipuran Tourism Village, Bali, through an
integrated digital literacy and entrepreneurship approach. The program
was conducted during the International Community Service (ICS) 2
activities from 29 June to 2 July 2026 using a participatory approach that
combined Focus Group Discussions, workshops, hands-on training,
mentoring, and continuous evaluation. The intervention focused on digital
branding, social media optimization, business storytelling, visual identity
development, and practical implementation of digital marketing strategies.
The results demonstrated substantial improvements in participants’
digital literacy, branding competence, confidence in utilizing digital
platforms, and understanding of sustainable digital entrepreneurship. The
MSME successfully adopted a more professional product identity,
enhanced its promotional content, and expanded its readiness to access
broader digital markets. Community participation throughout the
implementation process contributed significantly to the sustainability of
the program by encouraging local ownership and collaborative learning.
The novelty of this program lies in integrating social digital
entrepreneurship, digital branding, and sustainability values within a
tourism-based community empowerment framework, providing a practical
model that can be replicated in other community-based tourism

destinations.
Keywords: Community empowerment; Digital branding; Digital literacy,
MSMEs; Social digital entrepreneurship.
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I. INTRODUCTION

Digital transformation has changed how micro, small, and medium enterprises compete,
communicate with customers, and expand their markets. For tourism-based MSMEs, digital
capability is especially important because business visibility increasingly depends on social media,
online information, visual content, and customer engagement. Digital literacy therefore functions
not only as a technical skill but also as a strategic capability that supports innovation, adaptability,
and business performance (Lu et al., 2024; Raharjo et al., 2024; Valdez-Juarez et al., 2024).

Tourism MSMEs often possess strong cultural and product value but face limitations in
branding, content creation, and digital marketing. Previous studies show that digital marketing can
improve customer reach, business performance, and market competitiveness when supported by
adequate knowledge, consistent branding, and organizational readiness (Jayawardena et al., 2024;
Sharma & Sharma, 2024; Sharabati et al., 2024).

This condition was also identified in the Loh-Loh Cem-Cem MSME in Penglipuran Tourism
Village, Bali. The product has strong cultural value as a traditional Balinese herbal beverage, yet its
digital promotion, visual identity, and product storytelling had not been developed optimally.
Marketing activities were still largely dependent on direct tourist purchases and word-of-mouth
promotion.

The challenge was not limited to the use of digital platforms. The MSME also needed a clearer
brand identity that could communicate authenticity, natural ingredients, Balinese culture, and local
wisdom. Strong branding is important because it enables tourism MSMEs to transform local
uniqueness into recognizable and competitive market value (Shi & Xiao, 2024).

Studies have also shown that digitalization, innovation, and sustainability are closely related to
the performance of tourism MSMEs. Digital transformation becomes more effective when it is
integrated with business identity, innovation, community participation, and sustainable practices
(Purnomo & Purwandari, 2025; Zufiiga-Collazos et al., 2025).

However, many community empowerment programs still focus mainly on technical training,
such as social media use, without sufficiently integrating cultural branding, sustainability
storytelling, and social entrepreneurship. This creates a gap between digital skill development and
the ability of local enterprises to communicate their cultural and social value.
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engagement team of the 2nd International introducing the Social Digital Entrepreneurship
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Community Service (ICS 2) program at program framework for the Loh-Loh Cem-Cem
Penglipuran Tourism Village, Bali. MSME.

Recent evidence further suggests that strengthening entrepreneurship in the digital era requires
more than technical digital competence. Digital literacy, entrepreneurial agility, and digital
entrepreneurship education jointly play a significant role in improving entrepreneurial readiness and
the capacity to adapt to rapidly changing business environments (Swaramarinda et al., 2025).
Therefore, community empowerment initiatives should integrate entrepreneurial capability
development with digital literacy and branding strategies to create sustainable competitive
advantages for local MSME:s.

Therefore, this community engagement program applied an integrated social digital
entrepreneurship approach combining digital literacy, local branding, content creation, and
sustainability storytelling. The program was implemented through observation, discussion, practical
training, mentoring, and evaluation involving the MSME owner, lecturers, students, and community
stakeholders.

The program aimed to strengthen the digital literacy, branding capability, and digital marketing
readiness of the Loh-Loh Cem-Cem MSME. It also supported SDG 4 through community learning,
SDG 8 through MSME development, and SDG 17 through collaboration between universities and
local communities.

II. METHODS

This community engagement program was conducted during the International Community
Service (ICS) 2 on 29 June - 2 July 2026 at Penglipuran Tourism Village, Bangli Regency, Bali,
involving Loh-Loh Cem-Cem MSME as the community partner. The program adopted a
Participatory Action Research (PAR) approach, emphasizing active collaboration between the
university team and community members in identifying problems, implementing solutions, and
evaluating outcomes. PAR is widely recognized as an effective approach for community
empowerment because it encourages participation, shared learning, and sustainable capacity
building (Chevalier & Buckles, 2023; Pain et al., 2024).

Figure 3 Welcoming session by the Manager of Penglipuran Tourism Village.
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The implementation consisted of five sequential stages. The first stage involved preliminary
observation and needs assessment to identify challenges related to digital literacy, branding, product
promotion, and digital marketing practices. The second stage was conducted through a Focus Group
Discussion (FGD) with the MSME owner to prioritize existing problems and formulate appropriate
intervention strategies.
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Figure 4 Workshop on the preparation of the traditional Loh-Loh
Cem-Cem herbal beverage conducted by the MSME owner.

The third stage comprised interactive training and practical workshops focusing on digital
branding, visual identity, product storytelling, content creation, and the utilization of digital
marketing platforms. The fourth stage involved mentoring and direct assistance, enabling
participants to apply the developed branding concepts and promotional content to their business
practices. Finally, the fifth stage consisted of reflection and evaluation to assess participants’
understanding, engagement, and adoption of the proposed digital marketing strategies.

The effectiveness of the program was evaluated using participatory observation, interviews,
documentation, and reflective discussions with the partner. Qualitative data were analyzed
descriptively by comparing the partner's conditions before and after the intervention, particularly
regarding branding quality, digital literacy, promotional content, and readiness to utilize digital
platforms. This descriptive evaluation approach is commonly applied in community engagement
research to assess capacity development and behavioral change within community-based programs
(Islam et al., 2024; Sharma & Sharma, 2024).

The overall implementation framework is presented in Figure 5.
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COMMUNITY ENGAGEMENT IMPLEMENTATION FRAMEWORK

‘ 282

o Q
)

S
&)

&

1. NEEDS , 2.FOCUS GROUP . 4. MENTORING & \, 5. EVALUATION &
ASSESSMENT DISCUSSION (FGD) ASSISTANCE REFLECTION
|
» Preliminary observation » Discuss and priaritize Digital literacy training ® Assist in branding # Participatory
and field visit existing problems _ - development observation
i | Digital branding and B
* Identify challenges # Explore needs and wvisual identity ® Supportp . FTViews with
related to digital expectations content creation participants
i i Product storytedin N
Ll::;‘i‘nbrdndmg e ® Formulate intervention r *® Guide digital o:Pomm ot
9 strategies together Content creation for implementation activities and outputs
= A i 2l B social media
r:hrze partner needs » Develop acthvity plan R . aR:gti:l on otlstc?ﬂm:ds
and context and agreement Digital marketing consiltationand 300 oa
» Determine priority platforms utilization prabier sohiing ® Plan for sustainability
issues and follow-up
Lot 4 104/ 105

_________________ 2.2 Active Participation of MSME Owner, Students,  _ _ _ _ _ _ _ __ ______

M Lecturers, and Community Stakeholders

Figure 5 Community Engagement Implementation Framework
II1. RESULT AND DISCUSSION
3.1 Initial Condition of the Partner

The initial observation identified several challenges faced by the Loh-Loh Cem-Cem MSME
before the implementation of the community engagement program. Although the product possessed
strong cultural value as a traditional Balinese herbal beverage, its digital marketing practices were
still limited. Promotional activities mainly relied on direct tourist purchases and word-of-mouth
recommendations, while social media utilization, visual branding, and digital storytelling had not
been systematically developed.

Furthermore, the product packaging and promotional media had not fully reflected the unique
identity of Loh-Loh Cem-Cem as a traditional beverage originating from Penglipuran Tourism
Village. Similar conditions are commonly experienced by tourism-based MSMEs, where limited
digital capability and branding reduce market competitiveness despite having products with high
local value (Lu et al., 2024; Sharma & Sharma, 2024).

3.2 Program Implementation

The community engagement program was implemented through five integrated stages: (1)
needs assessment, (2) Focus Group Discussion (FGD), (3) digital literacy and branding workshop,
(4) mentoring, and (5) evaluation. The participatory approach enabled the partner to actively
identify business challenges, develop branding concepts, and practice digital content creation based
on their actual business needs.

The workshop covered digital branding, product storytelling, visual identity, social media
content development, and the use of digital marketing platforms. Participants were encouraged to
translate the cultural identity of Loh-Loh Cem-Cem into consistent branding messages that
emphasize authenticity, local wisdom, and sustainability. Participatory training combined with
practical mentoring has been shown to enhance the adoption of digital marketing among MSMEs
by improving both technical competence and business confidence.

3.3 Program Outcomes

The implementation produced several positive outcomes. The partner demonstrated improved
understanding of digital branding principles, stronger awareness of visual identity, and greater
confidence in using digital media for business promotion. Practical mentoring also enabled
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participants to produce more consistent promotional content aligned with the characteristics of the
product.

Figure 6 Dissemination session of community Figure 7 Collaborative networking among
engagement outcomes during the International participants following completion of the
Community Service (ICS 2) program International Community Service (ICS 2)
program

In addition, the MSME developed a clearer product identity by integrating local culture, natural
ingredients, and sustainability values into its branding strategy. These improvements are consistent
with previous studies showing that digital literacy and branding capability contribute to stronger
competitiveness and business sustainability among MSMEs (Valdez-Juarez et al., 2024; Sharabati et
al., 2024).

Tabel 1 Comparison Before and After Program Implementation

Aspect Before After
C Limited understanding of Improved understanding of digital
Digital literacy . . .
digital marketing marketing concepts
) Product identity not yet More consistent brand identity
Branding ) .
consistent reflecting local values
Promotional ) ) Digital promotional content
. Conventional promotion
media developed
Product Not systematically Cultural and sustainability narratives
storytelling communicated incorporated

High fid in utilizing digital
Digital readiness | Limited ighiet contidenice n utihizing Qg
platforms

3.4 Discussion

The findings indicate that strengthening digital literacy alone is insufficient to improve MSME
competitiveness. Greater impact was achieved when digital literacy was integrated with branding
development, product storytelling, and direct mentoring. This integrated approach enabled the
partner to connect local cultural identity with digital communication strategies, thereby increasing
the value proposition of the product.

These findings support previous research indicating that digital transformation in SMEs should
combine technological capability, innovation, and organizational readiness rather than focusing
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solely on technology adoption (Valdez-Judrez et al., 2024; Zuniga-Collazos et al., 2025). Likewise,
studies on tourism SMEs emphasize that branding and digital marketing become more effective
when they communicate authentic local experiences and cultural uniqueness (Shi & Xiao, 2024).

The implementation also demonstrated the importance of participatory community
engagement. Active involvement of the MSME owner throughout problem identification,
decision-making, and practical implementation fostered stronger ownership of the adopted
innovations, increasing the likelihood of sustaining digital marketing practices beyond the
completion of the program. Participatory approaches have consistently been reported to strengthen
community empowerment and improve the long-term adoption of digital innovations among
MSMEs.

IV. CONCLUSION

The community engagement program successfully strengthened the digital literacy and
branding capacity of the Loh-Loh Cem-Cem MSME in Penglipuran Tourism Village through an
integrated social digital entrepreneurship approach. The participatory implementation encouraged
active involvement of the partner in identifying business challenges, developing branding strategies,
and applying digital marketing practices.

The program improved participants’ understanding of digital branding, enhanced promotional
content development, and increased confidence in utilizing digital platforms for business
promotion. Integrating local cultural identity with digital storytelling also contributed to
strengthening product differentiation and market readiness.

This study demonstrates that community empowerment programs become more sustainable
when digital literacy is combined with branding development, mentoring, and community
participation. The proposed model offers a practical reference for universities and other institutions
implementing community engagement activities aimed at strengthening the competitiveness of
tourism based MSMEs.
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