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Abstract. Digital transformation has driven significant changes in the marketing strategies of Micro, Small, and Medium Enterprises
(MSMEs), particularly through the use of social media as a means of strengthening online branding. However, many MSMEs still face
obstacles in the form of limited conceptual understanding of digital branding, low content production capabilities, and less than optimal
utilization of social media marketing features. These conditions have an impact on weak brand visibility and competitiveness of MSMEs
in the digital market. This study aims to analyze the role and contribution of social media marketing training programs in strengthening
MSMEs' online branding from the perspective of business actors' experiences and perceptions. This study uses a qualitative method
with a descriptive-analytical approach. The research subjects consisted of MSMEs who participated in the social media marketing
training program. Data collection techniques were carried out through in-depth interviews, observation of digital marketing activities
on MSMEs' social media accounts, and documentation of training materials and results. Data analysis was conducted thematically
through the stages of data reduction, data presentation, and drawing conclusions to identify patterns of change in understanding, branding
strategies, and digital marketing practices after the training. The results of the study indicate that the social media marketing training
program contributed positively to increasing MSMEs' awareness of the importance of digital brand identity, visual consistency and
brand messaging, and the ability to create more strategic and audience-oriented content. In addition, the training encouraged a change
in MSMEs' attitudes from conventional marketing to a more adaptive and sustainable digital approach. This study confirms that social
media marketing training is a strategic instrument in strengthening MSMEs' online branding and increasing their readiness to face digital
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economic competition.
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I. INTRODUCTION

Micro, Small, and Medium Enterprises (MSMEs) play a
strategic role in the Indonesian national economy as the
backbone of economic growth, employment, and strengthening
local economic resilience. Data shows that MSMEs contribute
more than half of the national Gross Domestic Product (GDP)
and are a dominant sector in the employment structure
(Ministry of Cooperatives and SMEs, 2023; Wicaksana et al,
2025). Despite this, MSME competitiveness remains relatively
low, particularly in the face of the dynamics of the digital
economy, characterized by increasing competition based on
technology, innovation, and brand strength(Trisninawati &
Sartika, 2024; Anisyah et al, 2025). Limited managerial
capacity, digital literacy, and modern marketing strategies
prevent many MSMEs from optimally maximizing digital
market opportunities (OECD, 2020). This situation emphasizes
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the urgent need to strengthen non-financialaspects, particulardy
online branding, to increase the sustainability and
competitiveness of MSME:s [4], [5], [6], [7].

The rapid digital transformation has driven a significant
shift in consumer behavior toward online-based purchasing
behavior, with social media serving as the primary channel for
information search, product evaluation, and purchasing
decision-making[8]. Social media is no longer merely a means
of communication but has become a strategic instrument for
building brand awareness, brand image, and customer
engagement, especially for MSMEs with limited conventional
marketing resources (Kaplan & Haenlein, 2010; Tuten &
Solomon, 2018). However, despite increasingly widespread
accessto social media platforms, many MSMEs have not been
able to utilize them in a planned and long-term manner[9].
Social media use tends to be sporadic, inconsistent, and lacking
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anintegrated branding strategy, resulting in a relatively limited
impact on brand strengthening (Dwivedi et al, 2021).
Therefore, interventions in the form of structured, contextual,
and sustainable social media marketing training programs are
urgently needed to bridge the digital capacity gap among
MSMEs and support systematic online branding strengthening.

One of the main challenges faced by MSMEs in the
digital economy ecosystem is a lack of understanding of the
concepts of online branding and digital brand positioning.
Many MSMEs still narrowly define branding as a logo,
packaging, or short-term promotional activities, without
understanding branding as a strategic process for building
brand perception, value, and differentiation in the minds of
digital consumers[10]. This limited conceptual literacy makes
it difficult for MSMEs to formulate a consistent and relevant
brand identity in the digital space, resulting in their brand
positioning being weak and easily displaced in the increasingly
competitive online marketplace (Keller, 2013; Rowley, 2004).

This problem is exacerbated by MSMEs' sporadic, non-
strategic, and short-term use of social media. MSME social
media activity is generally limited to unscheduled product
promotional posts, without content planning, audience
segmentation, or clear branding objectives. As a result, social
media functions more as a digital storefront than asa strategic
tool for building brand awareness, engagement, and customer
loyalty. This situation indicates that MSMEs have not yet
optimally utilized the potential of social media as a brand-
building tool, primarily due to limited planning capacity and
strategic understanding of digital marketing (Kaplan &
Haenlein, 2010; Tuten & Solomon, 2018).

On the other hand, various social media marketing
training programs aimed at MSMEs still tend to emphasize
technical aspects, such as how to create visual content, write
captions, or run paid ads. This approach often neglects the
conceptual and strategic dimensions of branding and is rarely
accompanied by empirical evaluation of its impact on
sustainable MSME brand strengthening[11]. The lack of
research specifically evaluating the effectiveness of social
media marketing training in improving online branding
dimensions such as brand identity consistency, digital
positioning, and customer engagement indicates a significant
research gap. Therefore, scientific studies examining social
media marketing training as a strategic intervention in
strengthening MSME online branding are highly relevant and
urgent (Dwivedi et al.,2021; Chaffey & Ellis-Chadwick, 2019).

Most previous research on MSMEs and socialmedia has
focused on the direct relationship between social media
utilization and marketing performance, such as increased sales,
marketreach,and customerloyalty[12]. This approach tends to
position social media as an independent variable with a direct
impact on business performance, without emphasizing social
media marketing training programs as intervening variables
that play a role in building the strategic capacity of MSMEs.
Consequently, there is still limited empirical evidence
regarding how the training process can influence changes in the
knowledge, attitudes, and practices of MSMEs in building
sustainable online branding. This situation indicates a
significant empirical gap, particularly regarding the
effectiveness of training as a capacity-building mechanism in
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the context of MSME digital marketing (Trainor et al., 2014;
Dwivedi et al,, 2021).

Furthermore, methodologicaland conceptual gapshave
also been identified in the existing literature. Research related
to MSMEs and social media is still dominated by quantitative
approaches that rely on surveys and statistical analysis, thus
failing to deeply capture the dynamics of the learning process,
subjective experiences, and transformation of MSMEs'
branding capacity after participating in training programs.
Conceptually, studies integrating capacity building, social
media marketing training, and online branding perspectives
into a single, holistic analytical framework are still relatively
limited[13]. Yet, integrating these three concepts is crucial for
understanding MSME brand strengthening as a gradual and
contextualstrategic process, not simply a short-term marketing
outcome. This research offers novelty by positioning social
media marketing training programs as strategic instruments in
strengthening the online branding of MSMEs, rather than
merely as a means of increasing short-term, transactional
sales[14]. Unlike previous studies that generally emphasize the
direct relationship between social media use and marketing
performance, this research uses a qualitative approach to deeply
explore changes in the knowledge, attitudes, and practices of
MSME actors in building digital brand identity, consistency,
and positioning after participatingin training. Furthermore, this
research produces a conceptualmodel for strengtheningMSME
online branding based on social media marketing training that
is contextualized to the characteristics of local MSMEs[15],
thus explaining the gradualand sustainable branding capacity-
building process. The findings of this research not only enrich
the scientific body of knowledge in the field of digital
marketing and MSME development but also provide practical
contributions forpolicymakers and MSME support institutions
in designing more strategic, impactful, and long-term digital
training programs (Keller, 2013; Chaffey & Ellis-Chadwick,
2019; Dwivedi et al., 2021).

II. RESEARCH METHODS

This research uses a descriptive qualitative method to
gain anin-depth and contextualunderstanding of the processes,
experiences, and perceptions of Micro, Small, and Medium
Enterprises (MSME:s) participatingin a socialmedia marketing
training program to strengthen their online branding. The
qualitative approach was chosen because it allows researchers
to explore social phenomena holistically, particularly regarding
the dynamics of changing marketingbehavior, digital branding
strategies, and the challenges faced by MSMEs in utilizing
social media effectively. The descriptive method aims to
systematically and factually describe the training practices
implemented, participants' social media usage patterns, and
their impact on increasing brand awareness, brand image, and
online customerengagement (Creswell & Poth, 2018; Moleong,
2021).

Data collection was conducted through in-depth
interviews, participant observation, and document analysis,
including training materials, MSME social media content, and
program evaluation reports. Interviews were conducted with
MSMEs, training facilitators, and mentors to explore
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perceptions, experiences, and changes in digital competency
experienced after participating in the training. The data
obtained were analyzed using thematic analysis techniques
through the stages of data reduction, data presentation, and
conclusion drawing to identify key patterns relevant to
strengthening the online branding of MSMEs. Data validity
was maintained through triangulation of sources and methods,
thus ensuring high credibility and providing a comprehensive
empirical picture of the effectiveness of socialmedia marketing
training programs for MSMEs (Miles, Huberman, & Saldafia,
2014; Sugiyono, 2022).

III. RESULT AND DISCUSSION

Improving MSMEs' Conceptual Understanding of Online
Branding

Improving MSMEs' conceptual understanding ofonline
branding was a key finding from the social media marketing
training program. Before participating in the training, most
MSME:s tended to view digital marketing activities solely as a
means of product promotion and short-term sales increases.
However, after the tracess aimed at building brand value,
differentiation, and sustainable relationships with consumers.
This finding aligns with the view that digital branding focuses
not only on products but also on shaping brand perceptions and
experiences in the digital space (Kotler, Kartajaya, & Setiawan,
2021).

The most significant change in understanding was seen
in theirmastery of the basic concepts ofbrand awareness, brand
identity, and brand image. Training participants began to
understand that brand awareness relates to the level of
consumer recognition of a brand, while brand identity refers to
the identity intentionally constructed by businesses through
brand symbols, values, and messages. Brand image, on the
other hand, is understood as the consumer perception formed
through repeated interactions with a brand on social media.
This conceptual understanding encourages MSMEs to be more
aware that content uploads directly impact public perception of
their brands (Aaker, 1997; Keller, 2013).

Furthermore, the training contributed to MSMEs'
increased awareness of the importance of visual consistency in
building a digital brand identity. Participants began to
understand that consistent use of logos, colors, typography, and
visual styles across various social media platforms serves as an
identity marker that makes it easier for consumers to recognize
a brand. Visual consistency is perceived as an indicator of a
business's professionalism and credibility, which ultimately
influences consumer trust. This finding strengthens the
argument that consistent visual elements are a crucial
foundation for an effective branding strategy in a competitive
digital environment (Kapferer, 2012; Wheeler, 2018).

In addition to visual aspects, training participants also
experienced an increased understanding of the importance of
consistent brand storytelling in digital communications.
MSMEs began to realize that a clear, authentic, and relevant
brand narrative aligned with the business's values can

strengthen emotional bonds with audiences[16]. A consistent
narrative helps convey the brand's uniqueness, its background,
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and the value it offers to consumers. This awareness
demonstrates a shift from purely informative promotional
communications to more persuasive and meaningful
communications (Fog, Budtz, & Yakaboylu,2010; Lundqvist et
al., 2013).

Furthermore, research findings indicate a shift in the
mindset of MSMEs from transaction-oriented marketing to
relationship- and engagement-based marketing. Training
participants began to understand that the success of digital
branding is measured not only by sales volume, but also by the
level of interaction, engagement, and long-term relationships
with consumers. Social media is understood as a two-way
dialogue space that enables MSMEs to build closeness, trust,

and customer loyalty through active responses| 1 7], interactive
content, and personalized communication (Brodie et al., 2011).
This paradigm shift strengthens the position ofonline branding
as a business sustainability strategy for MSMEs in the digital
economy era. With increased conceptual understanding of
branding, MSMEs become more strategic in designing content,
maintaining identity consistency, and building ongoing
engagement with their audiences. These findings confirm that
social media marketing training not only improves technical
skills, but also forms a more mature and adaptive branding
mindset to the dynamics ofdigital consumerbehavior (Tuten &
Solomon, 2020; Kotler et al., 2021).

The Impact of Training on Strengthening MSMEs' Online
Branding

Social media marketing training has been proven to have
a significant impact on strengthening MSMEs'online branding,
particularly in increasing brand awareness and digital
visibility[ 18]. After participating in the training, MSMEs
demonstrated improved skills in strategically utilizing social
media platforms through content selection, posting timing, and
the use of supporting features such as hashtags and interactive
visual formats. This increased frequency and quality of brand
exposure contributed to increased brand recognition among
digital audiences. This finding aligns with the view that social
media is a key instrument for building broad and sustainable
brand awareness, especially for small businesses with limited
conventional promotional resources (Keller, 2013; Tuten &
Solomon, 2020).

In addition to increased visibility, the training also
improved MSMEs' brand image in the digital space. Businesses
began to project a more professional brand identity through
visual consistency, a planned communication style, and clearer

and more credible product information presentation[18]. This
professional image plays a crucial role in building positive
consumer perceptions of the quality and seriousness of the
business. Previous research has shown that a strong and
visually consistent brand image can enhance perceived value
and differentiate MSMEs from competitors in an increasingly
crowded digital marketplace (Kapferer, 2012; Wheeler, 2018).
Another notable impact is increased trust and credibility in the
eyes of consumers. Informative, transparent, and responsive
content to customerinquiries creates an impression of openness
and reliability. MSMEs that actively interact and respond
quickly to customer comments or messages are perceived as
more trustworthy than passive accounts. This reinforces the
argument that trust is a key component of digital branding,
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especially in the context of online transactions where face-to-
face interaction is minimal (Kotler, Kartajaya, & Setiawan,
2021).

Social media marketing training also resulted in
increased customer interaction and engagement. Training
participants were able to design content that was more
interactive and relevant to audience needs, thus triggering an
increase in likes, comments, shares, and inquiries. This high
level of engagement indicates a more active and participatory

relationship between MSMEs and their consumers[12]. From
a digital marketing perspective, engagement is seen as a key
indicator of branding success because it reflects consumers'
emotional and cognitive involvement with the brand (Brodie et
al., 2011).

Furthermore, sustained increases in engagement provide
an early indication of increased consumer purchase intention.
Intense interactions and positive consumer experiences on
social media contribute to the formation of positive attitudes
toward the brand, which subsequently influence purchasing

decisions[15]. Although increased sales are not always
immediate, research findings indicate an increase in purchase
intention, reflected in increased inquiries regarding products,
pricing, and availability. This supports the view that digital
branding serves as an initial bridge to sales conversion (Keller,
2013; Kotler et al., 2021). In the medium term, social media
marketing training also contributes to building customer
loyalty. Consistent brand communication, responsive
interactions, and the presentation of valuable content encourage
consumers to continue following and interacting with MSME

accounts[ 19]. This loyalty is reflected in repeated engagement,
informal recommendations, and consumers' tendency to choose
the same brand for subsequent purchases. These findings
confirm that training not only impacts the technical aspects of
marketing, but also strengthens long-term relationships
between MSMEs and customers through sustainable online
branding strategies (Lemon & Verhoef, 2016; Tuten &
Solomon, 2020).

Social Media Content Strategy Changes Post-Training

The post-training social media content strategy change
was marked by a shift in content types to more varied and
strategically valuable content, encompassing informative,
educational, storytelling, and promotional content. Prior to the
training, MSME content tended to be sporadic and dominated
by direct promotions without providing added value to the
audience. The digital marketing training encouraged business
owners to understand that informative and educational content
plays a crucial role in building brand credibility, while
storytelling serves to strengthen the emotional bond between
brands and consumers. This approach aligns with content
marketing theory, which emphasizes value creation as the
foundation of long-term customer relationships (Pulizzi, 2014;
Kotleret al., 2021).

In addition to diversifying content types, the training
also contributed to the implementation of more structured
content planning principles through the use of a content
calendar. A content calendar allows MSME:s to systematically
organize the frequency, themes, and objectives oftheir posts, so
that marketing activities are no longerreactive but strategic and
ongoing. Consistent content planning has been shown to
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increase the stability of'a brand's presence on social media and
strengthen brand recall in the minds of audiences (Ashley &
Tuten, 2015). With a content calendar, MSMEs can align
marketing messages with specific moments, such as sales
seasons or relevant digital trends. Another significant change
was seen in the adjustment of brand communication styles to
suit the characteristics of the target audience. Post-training,
MSMEs began to consider demographic, psychographic, and
digital behavior aspects of their audiences when designing
communication messages. The language used became more
personal, persuasive, and contextual, thereby increasing user
engagement. This approach aligns with the concept of
audience-centered communication, which emphasizes that
message effectiveness depends heavily on the alignment
between brand character and audience expectations (Fill &
Turnbull, 2019).

Utilization of social media features also increased post-
training, particularly in the use of hashtags, reels, and

stories[20]. Hashtags were used more strategically to increase
content reach, while reels and stories were leveraged to present
short, dynamic, and easy-to-consume visual content. Studies
show that short video-based content has higher engagement
rates than static content, especially among younger social
media users (Dessart et al., 2020). Optimizing these features
demonstrates MSMEs' increasing digital literacy in utilizing

social media platform algorithms [21].

In addition to the creative aspect, the training also
improved MSMEs' ability to utilize analytical insights as a
basis for evaluating content strategies. Data such as reach,
interaction rates, and audience profiles began to be used to
assess content effectiveness and determine improvement

strategies[ 13]. This data-driven approach enabled MSMEs to
make more rational and measurable decisions in digital
marketing. Consistent use of social media analytics has been
shown to improve brand performance and the efficiency of
marketing communication strategies (Tafesse & Wien, 2018).
Overall, the changes in social media content strategy following
the training reflected a shift from an intuitive approach to a
more professional, planned, and data-driven approach. This
transformation not only improved content quality but also
strengthened MSMEs' brand identity and competitiveness in
the digital space. By integrating content diversity, systematic
planning, relevant communication, and utilizing social media
features and analytics, MSMEs have a greater opportunity to
build sustainable brands amidst increasingly fierce digital
economic competition (Kotler et al., 2021). ining, participants
demonstrated a more comprehensive understanding that online
branding is a long-term strategic pro

I'V.CONCLUSIONS

The results of the study indicate that the social media
marketingtraining program positively contributed to increasing
MSMEs' awareness of the importance of digital brand identity,
visual consistency and brand messaging, and the ability to
develop more strategic and audience-oriented content.
Furthermore, the training encouraged a shift in MSMEs'
attitudes from conventional marketing to a more adaptive and
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sustainable digital approach. This study confirms that social

media
strength

marketing training is a strategic instrument in
ening MSMEs' online branding and increasing their

readiness to face the competition in the digital economy.

(1]

(2]
(3]

(4]

(5]

(6]

(7]

(8]

(9]

[10]

OPEN|

REFERENCES

G. D. A. Wicaksana,I.G. Y. Pratama,l. G. Bagus, B.
Baruna, And Y. Suprihatin, “Room Of Civil Society
Development Strengthening Digital Branding Capacity
Of Culinary Msmes In Denpasar Through Community-
Based Coaching Clinic,” Vol. 4, No. 4, Pp. 633-646,
2025.

T. Trisninawati And D. Sartika, “Digital Literacy
Model To Improve The Marketing Skills Of Micro
Small , And Medium Enterprises Women With A
Community-Based Educational Approach,” Vol. 10,
No. 2, Pp. 807-815,2024.

A. N. Anisyah, C. Fransisca, H. Nabillah, N. Y. Pohan,
And I. S. Dewi, “Empowering Women And Youth
Through Entrepreneurship And Msme Training Based
On Digital Marketing In Rural Communities,” Vol. 1,
No. 3, Pp. 101-106, 2025.

L. Asnur, N. Jalinus, A. Faridah, T. Apra, R. D.
Ambiyar, And F. Utami, “Video-Blogs ( Vlogs ) -
Based Project : A Meta Analysis,” Vol. 14, No. 5, Pp.
1553-1557,2024.

S. Hariyadi, T. A. Santosa, And B. P. Sakti,
“Effectiveness Of Stem-Based Mind Mapping
Learning Model To Improve Students ’ Science
Literacy In The Era Of Revolution,” Jurnal Penelitian
Pendidikan Ipa,Vol. 9, No. 10,Pp. 791-799,2023, Dot
10.29303/Jppipa.V9il10.5125.

D. Dewanto, H. M. Wantu, Y. Dwihapsari, T. A.
Santosa, And I. Agustina, “Effectiveness Of The
Internet Of Things (Iot)-Based Jigsaw Learning Model
On Students’ Creative Thinking Skills: A- Meta-
Analysis,” Jurnal Penelitian Pendidikan Ipa, Vol. 9,
No. 10, Pp. 912-920, 2023, Doi:
10.29303/Jppipa.V9i10.4964.

I. Ichsan, Y. Suharyat, T. A. Santosa, And E. Satria,
“Effectiveness Of Stem-Based Leaming In Teaching
21 St Century Skills In Generation Z Student In Science
Leamning: A Meta-Analysis,” Jurnal Penelitian
Pendidikan Ipa,Vol. 9, No. 1, Pp. 150-166,2023, Doi:
10.29303/Jppipa.V9il.2517.

I. N. T. Sutaguna, B. Rahayu, And A. Y. Rukmana,
“Implementation Social Media Marketing
Implementation In Msmes,” Vol. 1,No. 3,Pp. 140-150,
2023.

S. Helmi, S. Ariana, And I. Sn, “Digital Marketing As
An Effort To Increase Sales Of Msmes In Bandung
Regency,” Vol. 4, No. 2, Pp. 145-156,2025.

O. A. Supriadi, R. Sumarlin, And T. R.Deanda, “Social
Media Training As A Tool For Branding And
Promotion Of Msmes In Banjarsari Village,” Vol. 6,

ACCESS

(11]

[12]

[13]

[14]

[15]

[16]

[17]

(18]

[19]

(20]

(21]

No. 4, Pp. 937-940, Doi:
10.29303/Ujcs.V6i4.1268.

D. F. Karya, R. R. Mardhotillah, And M. Y. Anshori,
“Go Digital ! Empowering Msmes In Kragan Village ,
Sidoarjo To Enhance Digital Marketing Skills,” No.
July, 2025.

R. A. Prayoga, G. Wijaya, N. Fitriyah, A. Wicaksono,
And E. Wahyono, “Strengthening Digital Capital On
Social Media For Collective Social Action In Micro ,
Small , And Medium Enterprises ( Msmes ),” Vol. 10,
No. 1, Pp. 1-14,2024.

R. Retno, D. Asih, E. R. Indriyarti, D. Octaviani, And
W. R. Sari, “Improving Digital Marketing Proficiency
For Msmes Via Community Engagement: A Case
Study Of Islamic,” Vol. 9, No. 2, Pp. 36-46, 2025.

A. Umar, “Improving The Business Performance Of
Smes Through Digital Marketing Training,” Vol. 12,
No. 8, Pp. 279-293, 2020.

G. Lunarindiah, F. Rahayu, W. Puspitasari, And M.
Ramadhanti, “Optimization Of Digital Business
Communication For Msmes: Strategies To Build
Brand And Customer Loyalty,” No. 1,Pp. 63-73,2025.
K. Merinda, P. F. Krissanjaya, M. H. Basri, And R.
Apriansyah, “Systematic Literature Review : Digital
Marketing Strategy And Its Impact On Msme Growth
In Indonesia,” No. Icemab, 2025.

R. Tresnasari, “Increasing Msme Performance
Through Institutional Strengthening ,
Entrepreneurship , And Digital Marketing,” Vol. 4, No.
1,Pp. 11-17,2023.

M. Nurhasanah, S. Ameliasari, A. I. Iskandar, And F.
Andria, “Strategy For Strengthening Msmes
Capabilities : Implementation Of Digital Marketing As
A Means Of Promotion And Commercialization Of
Business Products In The Kencana Village Of Bogor
City,” Vol. 4, No. 4, Pp. 310-320,2023.

K. Oktarina Et Al., “Meta-Analysis: The Effectiveness
Of Using Blended Learning On Multiple Intelligences
And Student Character Education During The Covid-
19 Period,” International Journal Of Education And
Curriculum Application, Vol. 4, No. 3, Pp. 184-192,
2021.

M. R. Aulia, E. Hendrayani, And M. Rizki, “The
Development Of The Partnership Program And
Business Performance : In Terms Of Communication
Behavior And Social Networks Of Msmes,” Vol. 14,
No. 1, Pp. 159-174, 2024, Doi:
10.33168/Jsms.2024.0110.

R. B. Setiawan, “Digital Marketing Management
Training As An Effort To Strengthen The
Competitiveness Of Msmes In Kota Pari Village ,
Serdang Bedagai,” Pp. 782—790.

2025,


http://u.lipi.go.id/1506003984
http://u.lipi.go.id/1506003019

