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INTRODUCTION

The local culinary industry in Indonesia continues to show rapid growth, particularly in the
Micro, Small, and Medium Enterprises (MSMES) sector, which plays a crucial role in the
national economy. Competition among MSMEs is intensifying as the number of regional
specialty food products marketed to the public increases, necessitating adaptive strategies
relevant to the current digital era (Buwarda, 2022). Every MSME is required to understand
changes in increasingly selective consumer behavior, particularly in the context of technology-
based marketing. The shift from conventional promotional methods to utilizing digital
platforms is a crucial requirement for MSMEs to maintain their existence (Erintya et al., 2025).
Therefore, businesses engaged in traditional food processing must be more proactive in
implementing marketing strategies that can compete amidst increasing local and national
competition (Faidah et al., 2025).
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Changing consumer patterns, which increasingly rely on digital information, have made social
media a highly potent marketing tool. Social media serves not only as a communication channel
but also as a promotional platform capable of reaching a wide audience quickly and broadly
through various interactive features (Kholifah et al., 2021). Utilizing digital platforms helps
MSMEs strengthen product visibility while building closer relationships with consumers
through relevant content. Furthermore, social media provides businesses with the flexibility to
tailor promotional strategies to suit the characteristics of their target market (Nafif et al., 2022).
Therefore, the ability to manage social media effectively is a crucial aspect for MSMEs to
increase their competitiveness amidst modern marketing developments (Novita & Senoaji,
2022).

In addition to digitalization, product packaging also plays a strategic role in influencing
consumer purchasing decisions. Packaging serves not only as a protective barrier but also as an
identity that reflects the value and quality of the product, thus playing a role in increasing
positive perceptions of MSMEs (Nursidig & Iftayani, 2020). Consumers generally assess
product quality based on its packaging, including design, product information, and ease of use.
In an era of increasingly fierce competition, attractive and informative packaging can be a
significant differentiator, increasing product appeal in the market (Prawesti et al., 2023).
Therefore, packaging innovation is a crucial aspect in increasing MSME competitiveness and
driving sales (Purwanto et al., 2022).

Traditional food processing MSMEs in Palembang face similar challenges in marketing
regional specialties, including tempoyak. As a fermented durian product, tempoyak has the
potential to become a local culinary specialty with wider development, requiring optimal
marketing design (Rahmadani et al., 2025). The product's specific characteristics require a
marketing strategy that effectively reaches consumers while maintaining its quality and
uniqueness. Appropriate packaging, clear information delivery, and structured promotion are
crucial factors in increasing public acceptance of tempoyak (Ramdhani et al., 2023). Therefore,
MSMEs need to understand market dynamics and adapt their marketing strategies to evolving
consumer preferences (Rerungan et al., 2022).

One of the MSMEs engaged in tempoyak production in Palembang City is Tempoyak Mak
Syalu, which continues to strive to improve its marketing and product quality. Facing
increasingly fierce competition, this MSME needs to maximize the role of social media as a
promotional tool to expand market reach (Setianingsih et al., 2023). Furthermore, packaging
improvements are crucial to maintain quality, attract consumer interest, and convey a more
professional product image. Packaging innovation and marketing digitalization can be strategic
opportunities to strengthen Tempoyak Mak Syalu's position in local and regional markets
(Suprihatin et al., 2024). Therefore, analyzing the role of social media and packaging is crucial
to understanding how these two factors can increase tempoyak MSME sales in Palembang City
(Yuliana et al., 2025).

Previous research has extensively discussed the role of social media and packaging in
enhancing the marketing of MSME products. Adi et al. (2023) found that appropriately
designed promotions and packaging can increase consumer appeal to MSME products. Bahri
et al. (2023) demonstrated that packaging design and digital marketing training significantly
contributed to increased sales of MSME products in the Kapanewon Turi area. Meanwhile,
Gunadi et al. (2024) demonstrated that promotional strategies through Instagram are effective
in increasing consumer reach and interaction with MSME products marketed digitally.
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Furthermore, other studies have highlighted the importance of integrating social media and
packaging innovation in MSME marketing strategies. Faradisha et al. (2024) revealed that the
use of digital media and modern packaging innovations can strengthen product image and
attract buyers. Maharani et al. (2024) found that packaging quality has a direct influence on
increasing product sales volume for various types of MSMEs. Similar findings were also
presented by Onsardi and Mantovani (2022), who showed that the simultaneous combination
of packaging and social media marketing had a positive impact on purchasing decisions for
local coffee products.

Although various previous studies have identified the importance of social media and packaging
in improving MSME marketing, there are still relevant gaps for research, especially in the
context of traditional food products such as tempoyak, which have different characteristics from
modern processed products. Research that specifically analyzes the influence of social media
and packaging on sales of tempoyak MSMEs in Palembang is still very limited, so a more in-
depth study using a narrative review approach is needed to strengthen the theoretical basis of
this research. Based on this gap, this study aims to analyze the role of social media and
packaging in increasing sales of Tempoyak Mak Syalu MSMEs. Practically, this research is
useful for MSMEs as a basis for developing more effective marketing strategies, as well as for
researchers and academics as a reference in developing studies related to digital marketing and
packaging innovation in traditional food products.

RESEARCH METHODOLOGY

This study uses a quantitative approach with a descriptive-verification research design, which
aims to examine the influence of social media and packaging on sales of MSMEs Tempoyak
Mak Syalu in Palembang City. The quantitative approach was chosen because it is able to
provide a measurable picture of the relationship between variables through statistical analysis.
The independent variables in this study consist of social media (X1) and packaging (X2), while
the dependent variable is sales (Y). This quantitative research was conducted cross-sectionally,
where data collection was carried out over a certain period to observe the actual marketing
conditions of MSMEs. Thus, this design allows the study to obtain objective findings based on
numerical data.

The research population was consumers or potential consumers of Tempoyak Mak Syalu
products in Palembang City, both those who had purchased offline and through social media.
The sampling technique used non-probability sampling with a purposive sampling method,
namely selecting respondents who fit the research criteria, such as having seen MSME
promotions through social media or having an interest in local food products. The number of
samples was set at 100 respondents, which was considered sufficient for basic statistical
analysis such as multiple linear regression. Data collection was carried out through a
questionnaire using a 1-5 Likert scale, which was distributed through Google Forms and also
directly to consumers to obtain more representative data.

The research instrument was developed based on established theoretical indicators for each
variable, and the instrument was tested for validity and reliability before being used in the
analysis. The collected data were then analyzed using descriptive statistical techniques to
describe the respondents’ profiles and their perceptions of the research variables, as well as
inferential statistics in the form of classical assumption tests and multiple linear regression
analysis to determine the effect of social media and packaging on sales. Hypothesis testing was
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conducted at a significance level of 0.05 to ensure the results obtained have a high level of
confidence. The results of this analysis are expected to provide a deeper understanding of the
effectiveness of social media and packaging in driving increased sales of MSME products
Tempoyak Mak Syalu.

RESULTS AND DISCUSSION

Results

Before conducting further analysis, this study first presents a general description of the
respondents to understand the basic characteristics of the participants involved in the study.

Table 1. Overview of Respondent Characteristics

Category Sub Category Number | Percentage (%)
(n)
Gender Man 40 40%
Woman 60 60%
Age < 20 years 10 10%
20-30 years 55 55%
31-40 years 25 25%
> 40 years 10 10%
Frequency of buying tempoyak 1 time 30 30%
2-3 times 45 45%
> 3 times 25 25%
Have you ever seen Mak Syalu's Of 78 78%
promotion on social media? No 22 22%

Based on the table above, the majority of respondents in this study were female at 60%, while
males accounted for 40%. The age group was dominated by respondents aged 20-30 years at
55%, indicating that consumers of Mak Syalu tempoyak products are mostly from the
productive age group. As many as 45% of respondents had purchased the product 2—-3 times,
indicating a level of interest and repeat purchases. In addition, 78% of respondents stated that
they had seen Mak Syalu promotions on social media, thus strengthening the relevance of the
study regarding the influence of social media on interest and sales.

Table 2. Descriptive Statistics of Research Variables

Variables N | Min | Max | Mean Std. Dev
Social Media (X1) 100 | 3.00 | 5.00 | 4.21 0.48
Packaging (X2) 100 | 3.00 | 5.00 | 4.30 0.52
Sales (Y) 100 | 3.00 | 5.00 | 4.18 0.56

Descriptive statistics show that all three variables have a mean value above 4, indicating that
respondents’ perceptions of social media, packaging, and sales are in the high category. A
relatively small standard deviation value (below 1) indicates that respondents’ answers tend to
be homogeneous, indicating that there is little variation in assessments for each variable.

Journal homepage: http://www.jurnal.stmikiba.ac.id/index.php/jiem



JIEM : JOURNAL INFORMATIC, EDUCATION AND MANAGEMENT
Vol 8 No 2 (2026): March - August 2026, pp. 7~15
ISSN: 2716-0696, DOI: 10.61992/jiem.v8i2.308 011

Minimum and maximum values ranging from 3 to 5 indicate that there were no extreme
assessments or very low responses in this study.

Table 3. Kolmogorov—Smirnov Normality Test

Variables N KS Statistics Mean (p-value)
Social Media (X1) 100 0.087 0.200
Packaging (X2) 100 0.094 0.200
Sales () 100 0.082 0.200

Based on the results of the Kolmogorov—Smirnov normality test, all variables had a significance
value (p-value) of 0.200, or greater than 0.05. This indicates that the data are normally
distributed, thus fulfilling one of the important assumptions for parametric statistical analysis,
including multiple linear regression. Therefore, the data are suitable for use in the next stage of
analysis.

Table 4. t-Test (Partial)

Independent Variables | t-count | Say. Information
Social Media (X1) 4.215 | 0.00 Partially significant effect
0
Packaging (X2) 5.002 | 0.00 Partially significant effect
0

The t-test results show that both independent variables, namely social media (X1) and
packaging (X2), have a significance value of 0.000 which is smaller than 0.05. Thus, both
variables partially have a significant effect on the sales of MSME Tempoyak Mak Syalu. The
t-count value is greater than the t-table indicates that the more effective the use of social media
and the better the packaging, the higher the sales level obtained.

Table 5. F Test (Simultaneous)

F-count | Say. Information
36.842 | 0.00 Have a significant effect simultaneously
0

Based on the F-test results, the calculated F-value was 36.842 with a significance level of 0.000,
which is less than 0.05. This indicates that social media and packaging simultaneously have a
significant effect on sales. This finding indicates that the combination of digital marketing
strategies and packaging quality can simultaneously increase marketing effectiveness and
impact product sales.

Table 6. Determination Coefficient Test

Model R R Square Percentage (%)
Social Media — Sales 0.531 0.282 28.2%
Packaging — Sales 0.587 0.345 34.5%
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Simultaneous (X1 & X2 — Sales) 1 0.678 |  0.460 46.0%

The coefficient of determination results show that social media partially contributed 28.2% to
sales changes, while packaging contributed a larger 34.5%. Simultaneously, both variables
contributed 46.0% to sales of MSME products Tempoyak Mak Syalu. This indicates that almost
half of the sales variation can be explained by social media and packaging, while the remainder
is influenced by other factors outside the research model.

DISCUSSION

The results of the study indicate that the use of social media has a significant influence on
increasing sales of Mak Syalu's Tempoyak products. This finding confirms that social media
plays a crucial role in building product visibility and increasing interaction with consumers, as
also explained by Gunadi et al. (2024) who found that promotional strategy training through
Instagram can increase the reach of MSME audiences. This study's findings also align with
Febriyanti and Mahadewi (2023) who stated that digital marketing is effective in driving
increased sales and customer engagement. Furthermore, Nurmasyitah et al. (2023) also
emphasized that the appropriate use of social media can improve the marketing of local products
such as candied coconut, reinforcing the indication that digitalization is a crucial element in
promoting traditional foods. These results reaffirm that Mak Syalu's digital promotional
strategy is relevant in building consumer interest and trust in tempoyak products.

In addition to social media, the results of this study indicate that packaging also has a significant
influence on sales, meaning that the design, completeness of information, and visual appeal of
Tempoyak Mak Syalu packaging are able to attract consumers' attention. This finding is
consistent with Adi et al. (2023) who emphasized that attractive packaging can improve the
image of MSME products, thus having a direct impact on increasing purchasing interest. Bahri
et al. (2023) also stated that packaging design training has been proven to increase product
selling value and provide a stronger professional impression to consumers. A similar conclusion
was obtained by Krisnawati et al. (2023) who found that improving packaging quality
significantly increased sales volume in developing MSMEs. Thus, attractive packaging design
is not only an aesthetic element, but also a visual communication tool that plays an important
role in influencing consumer purchasing decisions.

The findings of this study also align with previous research examining the simultaneous
integration of social media and packaging strategies. Faradisha et al. (2024) stated that the
combination of packaging innovation with the use of digital media can improve product image
and competitiveness, in line with the results of this study, which showed a significant
contribution of both variables to increased sales. Andika and Ariningsih (2023) also reinforced
these findings through research on Balinese Snacks MSMEs, where digital marketing and
packaging improvements successfully increased purchase interest and sales consistently.
Furthermore, Onsardi and Mantovani (2022) emphasized that packaging and social media
marketing simultaneously have a positive influence on purchasing decisions for local coffee
products. Furthermore, Putri et al. (2025) explained that promotions through social media
combined with attractive product packaging can increase consumer trust and purchasing
decisions. Thus, integrating these two strategies is the right step for the Tempoyak Mak Syalu
MSME to increase competitiveness and expand its market.

Although the findings of this study align with various previous studies, there are several
limitations that need to be considered. First, this study only used a sample of 100 respondents,

Journal homepage: http://www.jurnal.stmikiba.ac.id/index.php/jiem



JIEM : JOURNAL INFORMATIC, EDUCATION AND MANAGEMENT
Vol 8 No 2 (2026): March - August 2026, pp. 7~15
ISSN: 2716-0696, DOI: 10.61992/jiem.v8i2.308 013

so the generalizability of the results is still limited to the scope of Tempoyak Mak Syalu
consumers in Palembang City. Second, this study used a cross-sectional design, so it cannot
capture changes in consumer behavior in the long term. Third, the study only focused on two
independent variables: social media and packaging. However, there are other factors such as
price, product quality, and consumer loyalty that can also influence sales but were not analyzed
in this study. These limitations provide opportunities for further research to use a larger sample,
a wider range of regions, and more diverse variables to provide a more comprehensive picture
of the factors influencing MSME product sales.

CONCLUSION

This study concludes that social media and packaging have a significant influence, both
partially and simultaneously, on increasing sales of MSME Tempoyak Mak Syalu in Palembang
City. Social media has proven effective in increasing visibility and interaction with consumers,
while packaging plays a crucial role in creating an attractive visual impression and increasing
buyer confidence. When these two strategies are implemented simultaneously, a stronger
impact on sales is obtained, so that the integration of digital marketing and packaging
innovation becomes a key strategy that can strengthen the competitive position of MSME
tempoyak in the local market.

Practically, the research findings imply that the MSME Tempoyak Mak Syalu needs to optimize
its use of social media with more creative, consistent, and informative content, and to
continuously improve its packaging design and quality to strengthen its identity. Theoretically,
this research enriches the literature on digital marketing and packaging innovation in the context
of traditional products, particularly tempoyak, which has not been widely researched. This
research also confirms that the combination of digital and visual strategies plays a crucial role
in enhancing the competitiveness of MSMEs in the era of technology-based marketing.

This study has several limitations, including a sample size of 100 respondents, a focus on
Palembang City, and a cross-sectional design that cannot measure long-term changes in
consumer behavior. Future research is recommended to involve a larger sample size, cover a
wider area, and consider other variables such as price, product quality, and consumer loyalty to
obtain a more comprehensive picture. Future research could also use mixed methods or
longitudinal approaches to obtain more in-depth and accurate results.

REFERENCE

Adi, HP, Pujianto, A., Zukhruf, AA, Octaviano, B., Rhamadhan, BF, Falah, F., & Agustina,
RD (2023). Marketing strategies regarding promotion and packaging in MSMEs.
Community Empowerment Journal, 1 (4), 178-184.
https://journal.yudhifat.com/index.php/cej/article/download/32/22

Andika, AW, & Ariningsih, NWM (2023, November). Implementation of marketing strategies
through digital marketing and packaging as an effort to increase sales of Ibu Wayan's
Balinese snack UMKM in Penatih Village . Proceedings of the National Community
Service Seminar (SENEMA), 2(2), 785-789. https://e-
journal.unmas.ac.id/index.php/seminarfeb/article/download/7944/5822

Bahri, B., Sari, NP, & Alamsyah, F. (2023). Packaging design and digital marketing training to
increase sales of MSME products in Kapanewon Turi. As-Sidanah: Journal of
Community Service, 5 Q), 15-31.
https://journal.ibrahimy.ac.id/index.php/assidanah/article/download/2522/1692

Journal homepage: http://www.jurnal.stmikiba.ac.id/index.php/jiem


https://journal.yudhifat.com/index.php/cej/article/download/32/22
https://e-journal.unmas.ac.id/index.php/seminarfeb/article/download/7944/5822
https://e-journal.unmas.ac.id/index.php/seminarfeb/article/download/7944/5822
https://journal.ibrahimy.ac.id/index.php/assidanah/article/download/2522/1692

JIEM : JOURNAL INFORMATIC, EDUCATION AND MANAGEMENT
Vol 8 No 2 (2026): March - August 2026, pp. 7~15
ISSN: 2716-0696, DOI: 10.61992/jiem.v8i2.308 014

Buwarda, S. (2022). Optimizing marketing through brand packaging and e-commerce as online
promotional media for Roti Nakku. Ib0MAS ATIM: Journal of Community Service, 1 (1),
44-51. https://journal.atim.ac.id/index.php/ibmas/article/download/166/130

Erintya, PO, Rahayu, AASY, Wulandari, Y., & Rubiyatno, R. (2025). Expansion of marketing
through social media platforms at Usaha Dua Putri Pakel, Pringombo, Rongkop,
Gunungkidul, Special Region of Yogyakarta. Journal of Community Service, 3 (2), 386—
394,
https://jurnalpengabdianmasyarakatbangsa.com/index.php/jpmba/article/download/2207
/1645

Faidah, HN, Rahmasari, ID, Dwi, S., Zulfaizah, S., Alif, SN, Kartika, T., & Indrawan, R.
(2025). Developing Kicimpring Cipondok MSMEs through design, innovative
packaging, branding optimization, and online sales. Journal of Community
Empowerment, 3 (1), 8-18.
https://ejurnal.suaninstitute.org/index.php/JUPEMAS/article/download/118/78

Faradisha, FE, Sholikhah, A., Laiya, IT, Hanum, FA, Nurrahma, I., & Chilmi, HR (2024).
Modern marketing strategy of Baso Aci Qiara Porong: Packaging innovation and use of
digital media. Economic Empowerment: Journal of Community Service, 2 (2), 59-66.
https://jurnal.stiekma.ac.id/index.php/PkM/article/download/203/136

Febriyanti, NKR, & Mahadewi, KJ (2023). Utilization of digital marketing to increase coffee
sales in Biaung Village. Journal of Community Service in Teacher Training and
Education (JPM-IKP), 6 (1), 1-5.
https://trilogi.ac.id/journal/ks/index.php/jpmikp/article/download/1627/800

Gunadi, K., Jonathan, C., & Handojo, A. (2024). Promotion strategy training through Instagram
social media for the Ojicstore food packaging MSME. Jurnal Pengabdian Masyarakat
Bangsa, 2 (5), 1827-1830.
https://repository.petra.ac.id/21196/1/Publikasil 88004 10840.pdf

Iswari, F., Putri, MTG, & Nuriyanti, W. (2023). Designing packaging, logo, and social media
content as a form of promotion for the MSME "Warung Bu Riri". Darma Cendekia, 2 (1),
83-92.
http://www.jurnal.prismasejahtera.com/index.php/darmacendekia/article/download/43/4
2

Kholifah, A., Saputra, DA, Sanjaya, E., Sari, I., Suhendriani, S., & Muflihati, 1. (2021).
Mentoring MSMEs Peyek Bu Eswati Panggungroyom Patidengan: Packaging design and
sales through social media. Journal of Community Empowerment, 9 (2), 210-217.
https://scholar.archive.org/work/o304b22wfvf6xj7ioe5bnizac4/access/wayback/http://ju
rnal.uinsu.ac.id/index.php/PEMAS/article/download/9377/4955

Krisnawati, H., Wicaksono, DA, Kasidi, K., Mashadi, MA, & Arjuna, Y. (2023). Optimizing
sales through improving product packaging quality in developing MSMEs in Cerme
Village. Aspirasi: Publication of Community Service and Activity Results, 1 (5), 159-
166. https://journal.aspirasi.or.id/index.php/ASPIRASI/article/download/430/460

Maharani, B., Pratama, EN, Hulu, LN, & Alfarezi, MH (2024). The influence of product
packaging on increasing product sales. Istikhlaf: Journal of Islamic Economics, Banking
and Management, 6 (2), 119-132.
https://ejurnal.iaiyasnibungo.ac.id/index.php/istikhlaf/article/download/692/494

Nafif, F., Puspaningsih, P., Larasati, NG, Andriani, S., Suci, LR, Aminnudin, M., & Jumaiyah,
J. (2022). Innovation in packaging and marketing of Rumah Sehat Barokah MSME
products in Bantrung Village. Nahdlatul Ulama Islamic University of Jepara, 5 (2).
https://pdfs.semanticscholar.org/4103/0e99b7af5965113cc4bc4fd12d817962cc13.pdf

Journal homepage: http://www.jurnal.stmikiba.ac.id/index.php/jiem


https://journal.atim.ac.id/index.php/ibmas/article/download/166/130
https://jurnalpengabdianmasyarakatbangsa.com/index.php/jpmba/article/download/2207/1645
https://jurnalpengabdianmasyarakatbangsa.com/index.php/jpmba/article/download/2207/1645
https://ejurnal.suaninstitute.org/index.php/JUPEMAS/article/download/118/78
https://jurnal.stiekma.ac.id/index.php/PkM/article/download/203/136
https://trilogi.ac.id/journal/ks/index.php/jpmikp/article/download/1627/800
https://repository.petra.ac.id/21196/1/Publikasi1_88004_10840.pdf
http://www.jurnal.prismasejahtera.com/index.php/darmacendekia/article/download/43/42
http://www.jurnal.prismasejahtera.com/index.php/darmacendekia/article/download/43/42
https://scholar.archive.org/work/o3o4b22wfvf6xj7ioe5bnizac4/access/wayback/http:/jurnal.uinsu.ac.id/index.php/PEMAS/article/download/9377/4955
https://scholar.archive.org/work/o3o4b22wfvf6xj7ioe5bnizac4/access/wayback/http:/jurnal.uinsu.ac.id/index.php/PEMAS/article/download/9377/4955
https://journal.aspirasi.or.id/index.php/ASPIRASI/article/download/430/460
https://ejurnal.iaiyasnibungo.ac.id/index.php/istikhlaf/article/download/692/494
https://pdfs.semanticscholar.org/4103/0e99b7af5965113cc4bc4fd12d817962cc13.pdf

JIEM : JOURNAL INFORMATIC, EDUCATION AND MANAGEMENT
Vol 8 No 2 (2026): March - August 2026, pp. 7~15
ISSN: 2716-0696, DOI: 10.61992/jiem.v8i2.308 15

Novita, D., & Senoaji, F. (2022). The role of branding and packaging in the sale of
contemporary banana chips in Surabaya. Journal of Community Service and Technology
Application, 1 (1), 30-36. https://ejurnal.itats.ac.id/adipati/article/download/2586/2100

Nurmasyitah, N., Hasby, H., & Seprianto, S. (2023). Utilizing social media and packaging
strategies to increase the marketing of candied coconut. JPPM (Journal of Community
Service and Empowerment) : 411-416.
https://jurnalnasional.ump.ac.id/index.php/JPPM/article/viewFile/11591/6267

Nursidig, C., & Iftayani, I. (2020). Packaging training and online marketing assistance for
MSME Yangko Anindita Purworejo. Proceeding of The URECOL , 99-104.
http://download.garuda.kemdikbud.go.id/article.php?article=3030152

Onsardi, O., & Mantovani, SB (2022). The influence of packaging and social media marketing
on purchasing decisions for ground coffee in Tanah Hitam village. Journal of Human
Capital Management and Business (JMMIB) 3 (2), 157-165.
https://jurnal.imsi.or.id/index.php/immib/article/download/115/103

Prawesti, AFW, Christyanti, A., Sari, AN, Cahyani, SA, & Achmad, ZA (2023).
Implementation of digital branding and packaging assistance for the Omah Dayang
MSME. Indonesian Journal of Community Service, 5 (2), 85-96.
https://ejournal.unimman.ac.id/index.php/pengabmas/article/download/303/312

Purwanto, H., Sidanti, H., Setiawan, HSH, & Sujianti, AS (2022). Labeling, packaging, and
digital marketing of MSMEs in Madiun for Walik Tofu Chips. JPM (Journal of
Community Empowerment, 7 (1), 818-824.
https://ejournal.unikama.ac.id/index.php/jpm/article/download/6802/3506

Putri, JA, Rahayu, E., & Hardiani, WAA (2025). The influence of promotional packaging
through social media and product variations on consumer purchasing decisions: a case
study of Niten Jamu Semarang. Journal of Management Vision , 8 (1), 1-14.
https://juris.id/file-3486-loyalitas-konsumen-packaging-promosi-sosial.pdf

Rahmadani, G., Yuwono, T., & Rachmawati, I. (2025). Packaging and digital marketing
training to increase sales of Cilacap Agricultural MSME products. Mepokondau:
Integrated Community Service Journal : 36-44.
https://ejournal.azizahanarcenter.org/index.php/mepokondau/article/download/42/24

Ramdhani, D., Agustianti, R., Alti, RM, Asri, YN, & Wulandari, 'Y (2023). Assisting MSMEs
in creating innovative packaging for mustofa potatoes and optimizing sales. Indonesian
Journal of National Service (JPN), 4 (3), 696-701.
https://journal.stmiki.ac.id/index.php/jpni/article/download/481/343

Rerungan, GI, Claudio, C., Pablo, E., Kevin, E., Sandarinding, E., & Pasulu, I. (2022).
Counseling on packaging design and social media digitalization for bead artisans.
Nusantara: Journal of Community Service, 2 (1), 87-91.
https://prin.or.id/index.php/nusantara/article/download/2538/2323

Setianingsih, W., Hafizhoh, FR, Saputri, MD, & Suyatno, A. (2023). The effect of TikTok live
streaming and green packaging on increasing sales of Branijaya gamis. Proceedings of
the National Seminar on Law, Business, Science and Technology, 3 (1), 289-299.
https://ojs.udb.ac.id/HUBISINTEK/article/download/2673/1951

Suprihatin, H., Pramitasari, DA, & Hasanah, A. (2024). Packaging innovation and digital
marketing for MSMEs. Amal IImiah: Journal of Community Service, 5 (2), 254-263.
http://amalilmiah.uho.ac.id/index.php/journal/article/download/205/79

Yuliana, Y., Agnestisia, R., Saputra, RR, & Pasaribu, MH (2025). Branding, packaging, and
digital marketing assistance increase sales of stingless bee honey in Tuwung Village.
Journal of Appropriate Technology for Community Services, 6 (1), 11-19.
https://journal.uii.ac.id/JATTEC/article/download/35734/17521

Journal homepage: http://www.jurnal.stmikiba.ac.id/index.php/jiem


https://ejurnal.itats.ac.id/adipati/article/download/2586/2100
https://jurnalnasional.ump.ac.id/index.php/JPPM/article/viewFile/11591/6267
http://download.garuda.kemdikbud.go.id/article.php?article=3030152
https://jurnal.imsi.or.id/index.php/jmmib/article/download/115/103
https://ejournal.unimman.ac.id/index.php/pengabmas/article/download/303/312
https://ejournal.unikama.ac.id/index.php/jpm/article/download/6802/3506
https://juris.id/file-3486-loyalitas-konsumen-packaging-promosi-sosial.pdf
https://ejournal.azizahanarcenter.org/index.php/mepokondau/article/download/42/24
https://journal.stmiki.ac.id/index.php/jpni/article/download/481/343
https://prin.or.id/index.php/nusantara/article/download/2538/2323
https://ojs.udb.ac.id/HUBISINTEK/article/download/2673/1951
http://amalilmiah.uho.ac.id/index.php/journal/article/download/205/79
https://journal.uii.ac.id/JATTEC/article/download/35734/17521

