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Abstract

The increasingly sophisticated technological progress in this modern era is one of the
innovations resulting from the rapid development of technology, namely online sales or digital
business. Purwosari Village is one of the villages in Laweyan subdistrict, Surakarta City, Central
Java Province, where many residents are involved in managing industrial houses. According to
Purwosari sub-district officials, the number of home industries in the village is already large,
but home industry players still carry out traditional marketing such as Word of Mouth (WoM)
and promotions using the WhatsApp application only. So far, Home Industry players still find it
difficult to use digital marketing media so not many people use it. Based on these problems,
digital marketing outreach and training was carried out, especially using the Live TikTok Shop
feature. The choice of marketing media using TikTok is because this platform is widely used by
the general public and has a TikTok Shop which is a social commerce feature with the aim of
enabling MSMEs who use this application to promote and sell products. The aim of carrying out
this Community Service activity is to optimize marketing activities for home industry digitally
so that home industry products in the Purwosari Subdistrict, Laweyan District can cover a wider
coverage not only in the surrounding area but can cover all of Indonesia. Community Service
Activities in Purwosari Village are carried out by holding outreach and training for all Home
Industry players. Based on the activities that have been carried out, Home Industry players who
do not yet have a TikTok Shop account can help manage the products produced on the platform
and understand how to market them. The result of this socialization and training is an increase
in the ability of Home Industry players to utilize the Live TikTik Shop feature and also increase
sales of goods produced by the Home Industry.
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INTRODUCTION

In the current era of modern technology, the development of digital technology in the
world, especially Indonesia, can be said to be very rapid. According to Salsabila et al. (2024)
Around 56% or 2.42 billion of Indonesia's population has internet access and half of that
number, around 2.14 billion, has used social media. The development of information technology
has a very influential impact on human life, including problems in the world of business and
marketing (Rakhmad, et al, 2023). As the digital era continues to develop in this increasingly
modern era, social media has become an important platform for companies to market their
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products (Mavilinda et al., 2021).

Rachman et al. (2022) stated that the development of digital technology has had a
major impact on the world of marketing. Companies can now utilize digital technology to
expand market reach and reach consumers more effectively. The digital era like now has
provided opportunities for business people. Many business people use digital technology as a
promotional medium to expand market reach, so they can reach more active consumers (4ji et
al, 2022). The use of social media has become an integral part of modern life in today's digital
era. Along with the development of information and communication technology, social media
has had a significant impact on various aspects of human life (Novitasari, 2022). According to
Sukendro (2023) social media is also a forum on the internet that allows users to interact,
introduce themselves, communicate with other social media users, thereby forming a social
bond between users in cyberspace or the virtual world.

The use of Social Media is one of the latest developments in digital marketing
(Hamdani, et al, 2023). According to Azhari, et al. (2022) that social media such as TikTok,
Facebook, Twitter, Instagram, and LinkedIn, have become important platforms for companies to
build their brands and market their products online. Additionally, digital technology has
enabled companies to use data and analytics to increase the effectiveness of their marketing
campaigns (Maulid, 2024). Companies can use this data to understand consumer preferences
and behavior, and adjust their marketing campaigns to be more relevant and effective. Apart
from that, digital technology has also enabled companies to develop various forms of creative
marketing campaigns that can attract consumer attention and increase engagement (Sifwah, et
al, 2024).

According to Fitriatun (2019) there are several forms of creative marketing
campaigns including content marketing, influencer marketing, and user-generated content.
However, the development of digital technology also brings challenges for companies in
managing and processing increasing amounts of consumer data. Companies must be able to
overcome this challenge by strengthening their analytical capabilities and increasing the
security of consumer data (Wahyudi, et al, 2023).

The presence of social media today is not just a platform for social interaction. Now,
social media has become one of the main pillars for business activities and digital marketing
strategies among business actors or MSMEs. In facing the growing digitalization trend, MSMEs
are required to adapt to market needs and utilize social media as one of the main strategies in
developing their business. This is the key to success for MSMEs in expanding marketing
networks and exploiting wider market potential in the ever-growing digital era (Lestari et al,
2024). According to BPS data (2023), the main location for accessing the internet is at home,
which is a preference for internet users, both in urban and rural areas. More than 95.31 percent
of internet access is carried out at home, followed by access in public places, while traveling, at
work and school.

The high internet penetration among Indonesian society not only allows MSMEs to
promote their products, but also facilitates the use of social media as a marketing strategy that
provides convenience to consumers (Afrianti, et al, 2024). In the digital era, the use of digital
marketing is not just an opportunity, but a necessity (Muhtar, 2024).

The public is encouraged to follow online advertising trends with tools, such as the
Keyword Tool or Google Trends, to gain effective access to target consumers. However, the ease
of digitalization brings its own challenges for MSMEs (Maupa et al, 2023). Digital skills and
internet mastery are crucial so that MSMEs can compete effectively in an increasingly
competitive market. Even though there have been training efforts, there are still many MSMEs
that are not yet optimal in implementing digital marketing techniques. This shows room for
increasing understanding and implementation of more efficient practices in digital marketing
(Lestari, et al., 2024).

Digital marketing is a promotion and market exploration tactic through online
platforms using digital media which presents several opportunities to advertise and interact
directly with potential consumers, without being bound by time and location limitations
(Saputra et al, 2023). According to Erwin et al. (2024) Digital marketing involves the use of
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electronic technology, especially information technology, to carry out all business processes,
from buying and selling transactions to interacting with customers via digital media.

TikTok is a social media that is currently popular and is used by many people,
especially the younger generation (Salsabila, et al, 2024). Based on the results of research
conducted by Business of Apps, TikTok estimates that in 2021, TikTok users will be dominated
by those aged 20 to 29 years, with a share of 35%. Users aged between 10 and 19 years are in
second place globally, accounting for 28% (Dihni, 2022). Of course this is a business opportunity
by marketing via TikTok. Using TikTok in digital marketing strategies can be an attractive
alternative to reach a wider target audience (Aji, et al., 2022).

TikTok, as a social media platform that is currently in demand by teenagers, is usually
used as a way to entertain and interact with followers and as a source of income (Amartha, et al.,
2023). This TikTok application has a live streaming feature. Live streaming is one of the many
new trends that has emerged as a result of rapid technological developments, after video stories
and video sharing which were popular on social media (Agustiani, et al, 2023).

According to Yanti et al. (2023) stated that Tiktokshop really helps entrepreneurs in
developing their business, because Tiktokshop is used by the general public and is used as a
transaction medium. The live streaming feature on the TikTok application is very useful for
entrepreneurs to market their products because it can help the TikTok account algorithm. Apart
from that, the TikTok account can be prioritized by the TikTokshop application, because TikTok
prioritizes accounts that often sell using the live streaming feature (Dewi, 2023). Although
entrepreneurs still experience obstacles in determining the right time for promotions, creating
interesting content, and interacting persuasively with audiences (Kadarisman, et al,, 2024). The
live streaming feature on the TikTok platform can help increase sales because going live can
increase buyers' sense of trust in a product being sold (Juliana, 2023).

When the author carried out his service in Purwosari Village, Laweyan District,
Surakarta City, Central Java Province. The author encountered a problem experienced by
residents in Purwosari Village, Laweyan District, namely that there are not many home industry
business actors in Purwosari Village, Laweyan District who market their products digitally on
the TikTok Shop with the aim of making them affordable to the community with wider market
potential not only around Surakarta City. but can penetrate the Indonesian market. By
marketing via the TikTok Shop application, producers can explain their products with the aim of
being seen by a wider range of potential consumers compared to conventional methods.

Therefore, the author believes that holding outreach regarding the Socialization of
Using the Live Tiktok Shop Feature can be useful in helping residents as a Marketing Method in
Increasing Home Businesses for Housewives to develop home industries in Puwosari Village,
Laweyan District, Surakarta City, Central Java Province.
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METHODS
Figure 1.
Problem discovery and problem solutions
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When discussing with home business actors and government officials from
Purwosari Village and Laweyan District, Surakarta City, the activity method used was theory
and direction to socialization participants, namely residents and home business actors, as well
as introducing and providing direction to participants as well as the impact of using the Live
TikTok feature. The shop can help home business people in Purwosari Village to develop and
the sales market share can expand and be easily reached so that it can help business people
develop their businesses to become bigger. The problems and solutions presented in this
method are as follows:

1. The impact of using the Live TikTok Shop feature in helping expand the sales network for
home businesses in Purwosari Village, Laweyan District
2. The solution is how to use the Live TikTok Shop feature as creatively as possible so that
consumers are interested in buying goods offered by household business actors in
Purwosari Village, Laweyan District, Surakarta City, Central Java Province
e Implementation Method
In this service activity several methods are used, namely:
1. Providing digital materials to home business actors in the Purwosari Village area, Laweyan
District, Surakarta City, Central Java Province
2. Introducing the Live TikTok Shop feature as a marketing medium for promoting business
products
3. Providing training to business actors in creating market places and TikTok Shops accounts
which are currently becoming a trend in business promotion media
4. Provide an understanding of how to manage the market in the TikTok Shop application
Stages of education
¢ Implementation Flow
A. Target Audience
The main targets of this service activity are small and medium home business actors in the
Purwosari Village area, Laweyan District, Surakarta City, Central Java Province, as well as the
general public who need.
B. Implementation of Activities:
1.) Preparation Phase
The activities that will be carried out in the preparation stage are as follows:
a.) Conduct a survey of the targets in this service activity
b.) Make proposals and complete the administration of permits for places or community
service locations
c.) Create modules or materials that will be delivered to targets or target audiences
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d.) Determine the time and media needed to carry out the activity.
2.) Implementation of Activities
After all permits and equipment preparation have been completed, service activities are carried
out. Home business actors are involved in preparing this service activity, starting from
obtaining permits, making modules, to preparing everything. This service activity is divided into
several sub-activities, namely:
a) This survey was conducted to make it easier for service participants to carry out
activities.
b) Carry out activities directly for household business actors
c) Assessing the results of activities.
3.) Make reports related to activities
a) Making an Initial Report An initial report is created to describe the results achieved
during service activities
b) Report Revision The report is changed if an error occurs
¢) Making the Final Report The final report is made after revising the initial report so that
the results are better

RESULT AND DISCUSSION
The following is a series of community service activities that have been carried out:
a. Opening and introduction providing socialization material
b. Providing material through an introduction to what the TikTok Shop Application is,
marketing the Live TikTok Shop Feature to home business people in the Purwosari Village
Area
c. Introducing the internet as a communication and promotional medium
d. Introducing how to market using TikTok Shop
e. Teaches how to create and manage a TikTok Shop account.
When the author carried out his service in Purwosari Village, Laweyan District,
Surakarta City, Central Java Province. The author found problems experienced by the
community, namely the lack of knowledge and information regarding the use of digital
marketing for home industry players which resulted in residents of Purwosari Village not using
it properly and correctly and also how to maximize the use of digital marketing for home
industry players in Purwosari Village. Efforts to Optimize Digital-Based Home Industries
through the Live TikTok Shops Feature in Increasing Community Digital Business is one of the
breakthroughs that can create jobs and realize a Sustainable Economy in Purwosari Village,
Laweyan District, Surakarta City, Central Java Province

To increase the success of digital promotions through the Live TikTok Shop Feature,
ongoing assistance will be provided. then assess the promotional efforts carried out by Home

Industry players. The benefits obtained (Outcome) from the results of this activity are:

Table 2. Benefits of Community Service Activities

No. Parameter Conditions Before Community Conditions After Community
Service Service
1. Quantity of Because the types of products | Due to increasing customer
Products sold have not changed, the | demand, the number of products
number of products sold is still in | has increased
accordance with sales standards
2. Types of Sales standards still apply to the | The types of products sold are
Products types of products sold increasing, and participants have
started to develop new products
3. Knowledge Many participants don't know | Participants already have the ability
how to implement and create an | to implement and create sales plans
online sales plan online
4. | Product Quality | The products sold by participants | Product quality has improved
remain of the same quality as the | considerably, and participants are
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standard products usually sold improving product quality to enable
them to provide the latest
innovations.

5. Total Turnover | Transaction volume did not | The number of sales is increasing
experience a substantial increase, | because participants sell offline and
as observed throughout the | online, so many buyers come from
community service outside the Pangkah sub-district

area

6. Ability Participants have no knowledge | Participants are already proficient
or experience using online sales | and are starting to use online sales
applications applications

CONCLUSION

Based on the explanation above, it can be concluded that this Community Service

Activity increases the insight of residents around Purwosari Village in knowing that its

implementation can maximize the use of digital marketing for home industry players in

Purwosari Village, although there are several things that still need to be improved for the

progress of the community in Purwosari. Optimal implementation of digital product marketing

for the Home Industry by utilizing the Live TikTok Shop feature in improving digital business.

Society currently still has many obstacles such as:

1. Community service given to Home Industry business actors in the Purwosari Village area has
a positive impact on those who take part. This is proven by increasing knowledge, skills and
quality of products, number, type and turnover, management capabilities, profits and
number of new entrepreneurs.

2. The lack of knowledge and information regarding the benefits of digital marketing for home
industry players has resulted in digital marketing using the Live TikTok Shop feature in
Purwwosari Village not being utilized properly and optimally.

3. The role of the local government is very beneficial in helping and supporting improving
marketing for local home industry players
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