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 Thisistudy is a form ofievaluation of activitiesicarried out byesmall clothing 

business owners in RW 02 TlogomasMMalang with the aim ofeidentifying 

problems, causes and finding solutions. Aftereobtaining informationefrom 

sources oreinformants who were contacted that; in general,enamely 55% 

since June 2024 haveenot had an impact on increasing sales, then 25% 

saidethere was an increase inesales while 15% said sales were relatively stable 

andethere were 5% whoeexperienced a decrease inesales results. The main 

cause of theeproblem faced is the lackeof ability to utilize 'landingepages', 

namely 60%, and only 30% caneutilize the media and 10% onlyetry and 

doenot use 'landing pages' as a medium forepromotion. Theseeresults 

certainlyeneed to be followed up, namely by providing maximumetraining for 

the use of 'landingepages' for the small business owners in question. 
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1. INTRODUCTION 

Smallaand MediumEEnterprises (SMEs) are independenteproductive economic enterprises carried outeby 

individuals or groups or businesseentities. Usually, SMEs are mostly managed by individualseand involve families 

(Ahrnadi, 2021). In addition, SMEs play a roleein providingeemployment, creatingenew marketseand innovation, 

important players in theedevelopment of localeeconomic activities and empowering communities, as welleas their 

position as majoreplayers in economic activities in various sectors (Wickham, 2019). 

Therefore, SMEseneed specialeattention and areesupported by accurate information, so that there is a targeted 

businesselink between small andemedium business actors and elements of business competitiveness, namelyemarket 

networks (Anggraini & Supriynto. 2019). The information technologyerevolution has changedethe world of marketing 

in recent years. Marketing communicationemethods that wereepreviously traditional and conventional have nowebeen 

integrated intoethe digital world (Ascharisa, 2018). 

Digitaleinformation technologyewhich is used as a means, infrastructure and facilities thenethe ability of owners 

oremanagers to manage aebusiness, is a phenomenon that is still hoteto study. Figure11, shows thatethe change 

fromeoffline to online marketing is theebiggest way in the Covid-19econditions, so it canebe said thatethe need to 

survive in increasinglyetight competition cannot be separatedefrom digital information technology. Regarding 

informationefrom the results of thisestudy, the way out is to replace or createenew productseor businesses. 

Digitalemarketing, which usuallyeconsists of interactiveeand integrated marketing, facilitates interaction 

betweeneproducers, market intermediaries andepotential consumers. On the oneehand, digital marketingemakes it 

easierefor business peopleeto monitor and provide all the needs and desires of potential consumers, on the other hand, 

potential consumers can also search for and obtain product information simply by browsing cyberspace, making the 

search process easier (Chaffey, 2015). Small and medium business actors should also start utilizing digital media as 
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one of their product marketing efforts so that consumers are moreefamiliarewith the products produced by these SMEs. 

The use of digital technology-basedemarketing concepts (digital marketing) gives SMEs hope to develop into centers 

of economicepower. Social media is a digital marketing tool that is easiest to use in developing SMEs. In fact, social 

media is a doorway for SMEs to communicate with millions of people about products while creating new marketing 

(Nairnah et al., 2020). 

Digitalemarketing, which usually consists of interactive andeintegrated marketing, facilitates 

interactionebetween producers, market intermediaries, and potential consumers. On the one hand, 

digitalemarketingemakes it easier forebusiness people to monitor and provide all the needseand desires of potential 

consumers, onethe other hand, potential consumers can also search foreand obtain product informationesimply by 

browsing the internet, making the search processeeasier. Buyerseare now increasingly independent in making 

purchasing decisionsebased on their searcheresults. 

Digitalemarketing can reach all people whereverethey are without any geographical or time limitations. Users 

in marketingeonline, namely throughesocial media or social networks. The available socialenetworks sometimes 

haveedifferent characteristics. Some are for making friendsesuch as Facebook,eInstagram, Line, andesome are 

specifically for finding and building relationshipsesuch as those offered by Linkedin. 

Moreepersonal media such as e-mail (electronicemail) areealso available. From the various platforms mentioned 

above, businesseactors can alsoeutilize personal website media (Oktafiyani & Rustandi, 2018). According to 

Magratheand McCormick, online sellers can visually conveyebrands, personalities, and producteidentities through 

visual design stimuli. Byedoing so, they are able to impacteconsumers' emotional responses, behaviors, reactions, and 

hedonic experiences (Kim & Lennon, 2020). Based on the background of the problemeabove and to clarify theemain 

discussion in the implementation of thiseactivity, the following problemsecan be formulated: Lack of knowledge in 

marketingeproducts and/or serviceseonline, especially using 'landing pages', considering that the use of socialemedia 

accounts is a priorityeproblem faced. 

 

2. LITERATURE REVIEW 

Theeconcept of selling is theeidea that consumers willenot buy enough of a company's products unlessethe 

company undertakes large-scaleesales and promotional efforts (Kotler & Keller, 2014). Selling is a process by 

whichethe needs of buyers and the needs of sellers areemet, throughethe exchange of informationeand interests 

(Lupiyoadi, 2015). Selling is theescience and art of influencingeindividuals carriedeout by sellers to persuade others 

to be willing to buy theegoods or servicesethey offer (Patria, 2020). 

Salesevolume is theenumber of productsesold in a workeperiod or business activity to determine theecompany's 

loss or profit inedetermining theecompany's break even (Kotler & Keller, 2014). Sales volume is aneeffort to create a 

leveleor measure of society to buy goods or services. Volume is theesize, quantityeand weight (Lupiyoadi, 2015). Sales 

volumeeanalysis is an in-depth study of saleseproblems, net of the company's profit and loss statement 

(operationalereport), so managementeneeds to analyze the total sales volume and alsoethe volumeeitself. Digital 

marketingeallows businesses to achieve certain communication goalseusing the internet. DistributionIInformation: 

Providing complete and detailedecompany product information is oneeof the important purposes of using a website 

(Firmansyah, 2021). Socialemedia, such as Facebook, is a common medium for digitalemarketing efforts. Social media 

platformsesuch as Instagram, WhatsApp, Twitter, and so on allehave unique features thateallow businesses to promote 

and sell their products andeservices. Theeuse of technology in marketing is very important for smallebusinesses 

toesurvive (Alford & Page 2015). 

Ineaddition to buildingebrand recognition, digitalemarketing canealso be used to determine which socialemedia 

platforms to use as well as developemessages and decide on various promotionalestrategies (Oktafiyani and Rustandi 

2018). Thus,tthe business will be able to functioneoptimally. There must be a separateeidentity for each SME activist 

to distinguish it fromeothers. Definingeindividual or groupeidentity can be done in various ways (Saudah & Adi 2018). 

Whenea smallebusiness has access to the internet, is active on socialemedia, and is able to expand e-commerce 

capabilities, it generally reaps the financial,eemployment,einnovation, and competitiveebenefits that accompany these 

activities. Many SMEs, on theeother hand, have noteadopted new technologies. especially when it comes to 

digitalemedia (Naimah et al., 2020). Aneintegrated interactive marketing approachethat brings togethereproducers, 

customers, and the market as a whole is known as digitalemarketing. By using a planethat utilizes technology, 

companies will be able to moreeeasily reachetheir target market (Sasa et al., 2021). 

 

3. METHODOLOGY 

Thisestudy is an Evaluation of CommunitySService Activities (EK-PKM) which was carried out on February 

15, 2024 in RW 02 Tlogomas,MMalang City. At that time, a Routine Meeting of the RW 02 TlogomasMManagement 

was also held (the author is the treasurer of RW 02 Tlogomas). Thiseactivity was attended by severalesmall business 
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people. The number of representativesefrom smallebusiness groups who attended was 7 people. To overcome 

theeproblems thateoccur, it is necessary to share knowledge in introducing digital marketingrethrough the useeof 

landing pages. 

Thisestudy is an evaluation of theeresults of the activities thatehave been carried out as published in;  Journal 

of Software Engineering and Simulation 10(8):43-46, DOI:10.35629/3795-10084346. In this activity, "theeaudience 

also gets an introduction and training in digitalemarketing through theeuse of landingepages. The introductory material 

given to the audienceeincludes the understanding or definition of digital marketing, the benefits of digitalemarketing". 

Alsoethe advantages of using digital marketing, the understanding or definition of landingepages, how landingepages 

work, the main function of landingepages, types of landingepages, examples of landing pages, and sites that provide 

landingepages, for training, theeaudience is explained about how to create a landingepage using the Canva 

onlineeapplication. Fromethis community service activity, "the audience gets an overview of digitalemarketing and 

landingepages that can help in the product marketing process, the audience is also able to create landing pages 

independently". Theefollowing is someedocumentation of the implementation of community service activities, as 

presented in theefollowing picture. 

 

   

 
 

Figure 1. Landing page socialization activities related to digital marketing 

 

Theeaudience gets aneoverview of "digitalemarketing and landingepages that can help in the product 

marketingeprocess, the audience is alsoeable to create landing pages independently". Several important materialseare 

presented to theeaudience as presented in the following image. Theeexistence of a landing page, "caneincrease the 

effectiveness and efficiency of digitalemarketing strategies, whether in termseof time, energy, or cost". Customers are 

onlyepresented with relevanteinformation related to products/services, and if they are interestedethey can 

immediatelyeclick on the CTA buttonethat has been provided. Justeimagine, "if you still do it manually,ehow much 

time,eenergy, and cost do you have to spend if youewant to educate customerseone by one". of courseethis is very 

ineffective andeinefficient. 

 

4. RESULTS AND DISCUSSION 

Businesseis aneorganization thatesells goods oreservices to consumers or other businesses, to makeeaeprofit. 

Historically, theeword businessecomes from the English word business, fromethe basic wordebusy whichemeans 

"busy" inethe context of individuals, communitieseoresociety. Inethe sense, busyedoing activitieseand work that 

generates profit. Businesses areeformed to make a profiteand increase the prosperity of their owners. Ownerseand 

operators of a businesseare rewarded according to the time, effort, or capital theyeprovide. However, noteall 

businessesepursue profits like this, for example cooperativeebusinesses that aim to improveethe welfare of all their 

members or government institutions thateaim to improve the welfare of the people. 

Digitalebusiness or also callededigital business using 'landingepages' is the most sophisticated businessetoday 

which is expected to continueeto grow every year and will increase sharplyeover time (Aagard, 2019). Digitalebusiness 
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here iseonline business. Digital business or onlineebusiness is a realebusiness that useseinternet media. Digital business 

is a business thateuses technology as an advantage ineinternal and external operations (Alford & Page, 2015). Figure 

2 is presentedeas a solution to building a digital business that is runeonline, its marketeshare will certainly be wider. 

Unlimited market, without time limits, consumersewithout hierarchy and can be doneeanywhere as long as there is an 

internet network. Building a digitalebusiness is not easy, many digital businesses have goneebankrupt or been acquired 

by other digitalebusinessmen. Building a business in the digitaleera has challenges that requireeinsight and its own 

abilities. Digital business startseright, the next processewill be easier and will achieve the best results. Digital 

businessethat utilizes advances in digitaletechnology to create business opportunities andesolutions. 

Therefore, stepseare needed; 1). Need to provide in-depthetraining for digital business landingepages, so that 

they knoweand understand better; 2). Need to get used to being familiar with digitalebusiness landingepages in running 

and supporting business activities; and 3). Need to recruiteworkers or employees whoehave the ability to implement 

digital business landingepages. 

Aneimportant step for digitalebusiness, entrepreneurship thinks and acts to be oriented towards technology and 

informationesystems. Forebeginners and even strong digital entrepreneurs, theyemust have broad insighteinto 

technology (Berman, 2012). Digital business including 'landingepages' has also seen a shift in purchasing power; each 

department now pushesethe applications that best suit their needs, rather than relying on IT to drive change (Manuti, 

2018).  

 

 
Figure 2. Solution to solve the problem Digital Marketing, Landing Pages  

For Small Businesses 

 

The termedigital economy waseintroduced by Don Tapscott in 1995 through hisebook entitled ThedDigital 

Economy: Promise and Peril in the Age of NetworkedeIntelligence. Theedigital economy is an economiceactivity 

based on digital internetetechnology (Yoo et al., 2012). The digitaleeconomy is also known as the internet economy, 

webeeconomy, digital-based economy, neweeconomy knowledge, or new economy. Theedigital economy era or 

neweeconomy era emerged when organizations began to marry ITeproductivity from asseteresources with knowledge 

from human resources to reacheglobal cross-border transactions in theeform of a connected economy. 

Severaledigital businessemodels have emerged in the digitaleeconomy. Open markets are digitaletransactions 

that are open to everyoneedirectly in the form of peer-to-peer. Revenue is derivedefrom wagesereceived (Chaffey, 

2015). Examples are e-auctions such as e-Bay. Aggregationseare e-tailer companiesethat collecteseveral producers and 

offer their products to customers. Revenueeis derivedefrom advertising and sales. Examples are online storeseLazada, 

Zalora, andeBhineka. Portalseoffer services and content searches,enews, e-mail, chateand others. Revenue is 

derivedefrom advertising and subscription fees. Exampleseare Yahoo.com,eGoogle.com. Content providers are 

information providersesuch as newspaperseand magazines. Revenue is derived from advertising and subscriptionefees. 

Examples areeDetik.com andeViva.co.id. Electronic brokers are electronic intermediariesefor 

conductingetransactions. Revenue is derived from advertising andetransaction fees. Exampleseare Agoda.comeand 

Etrading.com. Service providers areesellers of services, notegoods, online. Revenue is derived from the sale of their 

services. Examples are Lawinfo.com and Xdrive.com. Community providers are sites that provide a placeefor certain 

groups, such as hobbyists or certain professions, to meet. Revenue is generated fromeadvertising and membershipefees. 
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Consistenterealization of digitalebusiness ideas willeshow results within a semester. The progress of 

digitalebusiness within sixemonths shows aneincrease, then the business can be developed. Preferably,ethe expansion 

of digitalebusiness is carried out step by step to stabilize the businesseand minimize theeoccurrence of businesselosses 

or financial and non-financial business risks. Inestarting a digitalebusiness, thereeare several important points to 

support businessegrowth in the digital era, includingeoptimizing the use of social networks, conducting 

onlineepromotions andecreating e-commerce websites that attracteconsumers. 

 

5. CONCLUSION 

Digitalizationeis a marketereality andewe must follow it. Digitalization has changed various aspects of 

businesseactivities (digitaleinnovation) includingebusiness processes, management, collaboration in 

informationeexchange, marketing,einteraction between business actors in theeecosystem, the need forehuman 

resources to supportebusiness as an impact of the use of digitaletechnology. Technology is notethe only determinant 

of the success of a digital business. How to use digitaleelements andetechnology in business is a decision made by the 

humanemind. Humanseare the driverseand controllers of change. Humans are managers of knowledge so that itehas 

economicevalue for business. Humans are assets (investments), notejust resources thatewill generateevalue and 

competitive advantages forebusinesses inethe digitaleera. 
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