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    ABSTRACT

    MSMEs (Micro, Small, and Medium Enterprises) play an important role in Indonesia's economy, but often face various challenges related to financial management and marketing, particularly in determining cost of goods sold and digital-based marketing. This research focuses on implementing Community Service (PKM) to provide training to business partners, Dua Putra Catering, in Sriharjo Village, Bantul, Yogyakarta. The objective is to improve understanding of simple financial accounting and digital marketing, while addressing problems faced by MSMEs regarding cost of goods sold calculations and limitations in utilizing digital technology for marketing. Through technical guidance, MSME partners are expected to calculate cost of goods sold more accurately for proper pricing and marketing strategies. Digital marketing training is expected to increase competitiveness by utilizing online platforms to expand market reach. The research method uses descriptive approach and case studies. Expected results include improved MSME performance in financial and marketing aspects to support business sustainability and growth.
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INTRODUCTION


The existence of MSMEs is crucial because it provides a
substantial contribution to meeting the economic needs of the community and is
a major factor in planning household income and expenditure budgets. According
to (Ina, 2019), MSMEs are small-scale business activities that contribute to
the movement, development, and economy of Indonesia. Financial knowledge is not only
for financial managers
but also for all levels
of society. Financial
literacy has a significant
impact on the individual, family, and overall economic level. Financial
understanding also contributes positively to the process of making better
financial decisions, not only for individuals and households but also for business
actors, including MSMEs. Law Number 20 of 2008 classifies MSMEs into three
categories: micro, small, and medium enterprises, where MSMEs have an important
role in the Indonesian economy, with sales contributions reaching 970 trillion
rupiahs in 2018, contributing 60.34 percent to the total economy, and absorbing 97.22 percent of the workforce. In addition, MSMEs have proven to be more
resilient to economic
crises, such as those that occurred in 2008 and 1997.


In Indonesia, the digitalization process during the industrial revolution 4.0 is still under extensive discussion and has only been adopted by some urban communities. . This is reinforced by Jusuf Kala's statement in Antarakalbar (Ninditya, 2025) that Indonesia still has homework, namely the incomplete implementation of the previous industrial revolution. Digitalization in the era of revolution 4.0 is marked by a robotic work system and the Internet of Things (IoT), which is currently only capable of being carried out by large companies with strong capital. This is the basis for thinking about how digitalization can be carried out for small businesses that we know as Micro, Small and Medium Enterprises (MSMEs), especially in rural areas. In the article Digital-Based Literacy Mentoring Through The Smart Reading Learning Community In Ciptodadi Ii Village, Sukakarya District stated that in Ciptodadi II Village, (Effendi et al., 2024) the average digital literacy rate is low—only 15% have good digital literacy skills. After mentoring, significant improvements occurred.Riska (2025) said that in rural areas, digital literacy is still relatively low and access to digital infrastructure is still limited.


Obstacles often faced by MSMEs include 1) low education, 2)
lack of knowledge about digital-based marketing processes, and 3) understanding
in determining the cost of production. Calculation of production costs and digital- based marketing in MSMEs has
several important interests, including


1.       Financial Accountability and
Transparency: ensuring that the business is running within budget and
identifying areas where costs can be reduced (Afifah et al., 2023; Maulana et
al., 2025)


2.      
Competitive
Pricing: helping MSMEs compete in the market without losing money.


3.      
Better Decision
Making: helping in planning product expansion or diversification.


4.      
Cost
Optimization: including price negotiations with suppliers, more efficient
workforce management, or investing in more cost-effective technology.


5.       Effective Marketing: Digital
platforms such as social media, e-commerce, and
other digital marketing tools can increase product visibility and expand the customer base.


6.      
Adaptation to
Market Changes: MSMEs can monitor market trends and consumer behavior in real
time, which help them respond quickly to changes in demand.


7.      
Increased Operational Efficiency: Automation of online marketing and sales processes can reduce the time
and effort required to manage product sales and delivery.


8.       Increased Competitiveness: Digital marketing enables MSMEs to position
their brands in front of a wider and more diverse audience.









Based on the previous statement, partners experienced
difficulties in managing their finances and marketing both during and after the
Covid-19 outbreak. Partners face challenges, particularly in determining the
correct production costs, which are crucial for MSMEs as they directly affect
various aspects of business performance. Accuracy in determining the cost of production is a critical
foundation for the success and sustainability of MSMEs. By calculating production costs
accurately, MSMEs can increase efficiency, make better decisions, and ensure that they remain competitive and
profitable in an increasingly competitive market.


When calculating the cost
of production, partners encounter difficulties and have not included all incurred cost
elements in detail. This leaves business owners uncertain about whether the
determined selling price can adequately cover
the incurred costs. The owner also assumes that until now the profit received is substantial because the cash
they have obtained is sufficient for business expenses and to meet household needs. However, it is actually not known for sure because the owner has not
calculated the production costs in detail
(Basyar, 2024; Pers, 2023). So the information produced is less precise and
accurate in determining the selling
price and the profit generated.


One of the factors that causes low income is that the marketing
implemented by partners is not optimal. Partners do not understand how to use
the right marketing techniques and do not have the ability to manage their
business. In addition, digital marketing
can enable MSMEs to
reach a wider market more cost-effectively and efficiently,
strengthening brand awareness and increasing consumer interaction (Hamsinah et
al., 2017; Said, 2021).


In addition, partners also experience difficulties in
conducting digital- based marketing, where
digital-based marketing has been widely
carried out by partner competitors. Digital-based
marketing is a very powerful and
important tool for MSMEs to increase
reach, optimize costs,
and build better
relationships with customers (Rokhmah & Muslihah, 2021). By
utilizing the right digital marketing strategy, partners
can increase visibility, attract
new customers, and achieve sustainable growth.
By providing support and assistance
to partners in overcoming
digital-based marketing challenges, MSMEs can build strong and mutually
beneficial partnerships and achieve
mutual success in an increasingly
digital business environment. MSMEs are an important pillar in national
economic development and are an important part of Indonesia's national economic structure. Based on data from the Ministry of Cooperatives and SMEs, MSMEs contribute more than 60% of Indonesia's Gross Domestic Product (GDP) and absorb around 97% of the total workforce (UMKM Indonesia, n.d.). MSMEs are considered more adaptive to economic changes, and are the backbone of maintaining socio-economic stability, especially during crises such as the COVID-19 pandemic.









According to Tambunan
(Andi Dzul I.N; Rifqi F.; Handika Dimas Pratama,
2023), the role of MSMEs is very strategic in creating equitable development because
they are widespread throughout the region,
including rural areas that are difficult to reach by large industrial
sectors. MSMEs also contribute greatly to poverty alleviation because they
provide informal jobs for people with basic skills. However, MSMEs in Indonesia
still face a number of structural challenges. According to (Susilo Rahayu,
2013), some of the main obstacles
faced by MSMEs include limited access to capital, low levels of financial and technological literacy, limited managerial skills, and lack of ability
to compete in the digital market. The low level of formal education and
entrepreneurship training makes most MSME actors manage their businesses conventionally,
without adequate financial records, which ultimately makes it difficult for them to determine the direction of business development.


Along with the development of technology and globalization, MSMEs are
required to transform digitally in order to be able to compete. Digital
adoption is not only on the marketing
side, but also in aspects
of production, distribution, and internal management.
Digital transformation is a must to support MSME businesses, because it
requires mentoring and ongoing training, such as by adopting digital
technology, which can bring opportunities for greater
operational efficiency and expand market reach (Setyowati, 2020; Sitompul et
al., 2025) .


Cost of Goods Sold is the total cost incurred in the
production process, including direct material
costs, direct labor,
and factory overhead.
Cost of Goods Sold helps MSMEs determine competitive selling prices and obtain healthy profit
margins (Don R.Hansen, 2014). Accurate calculation of COGS is essential
for improving operational efficiency and making better business decisions.
Inaccuracy in recording all cost elements, as experienced by MSME partner
“Dua Putra”, can cause unwitting losses and be misleading in determining
product selling prices.


According to (Mulyadi, 2015), HPP consists of three main components,
namely: (1) Direct raw material costs, (2) Direct labor costs, and (3) Factory
overhead costs. These three elements are very important in calculating accurate
total production costs, which in turn determines business efficiency and
selling price determination strategies. For MSMEs, understanding HPP is very important because errors in its
calculation can cause losses, both directly and indirectly. When business
actors set selling prices that are too low without knowing all production
costs, profit margins become unrealistic or even cause losses (Kasmir, 2017).


Calculating COGS is also crucial in preparing business financial reports,
particularly profit and loss statements. COGS can serve as the basis for budget planning, determining selling price strategies, projecting profits, and analyzing MSME efficiency. This information aids in both short-term and long-term decision-making (Dida Farida, winda ningsih, windi A., Resmi, 2024; Farida et al., 2024; Hermi et al., 2025; ika wahyuni, hasnawati h., 2023). One study showed that the MSMEs they studied did not include equipment depreciation costs in their COGS calculations. As a result, the calculated production costs were lower than those calculated using the full costing method, which includes both variable and fixed overhead costs. This meant profits appeared higher than they actually were (D.R.Anggreani, 2020).









One simple method that can be used by MSMEs is the full costing method,
where all production costs, both fixed and variable, are taken into account.
This method is suitable for small businesses that do not yet have a complex
accounting system, but still want to produce financial reports that are close
to the operational reality of their business (Don R.Hansen, 2014).


Financial literacy is an important
aspect that influences the success of small business management. Financial
literacy refers to an individual's understanding of financial concepts and
risks, and the ability to apply this knowledge in financial decision-making (OECD, 2016). In article entitled
"Transformation of Indonesian MSMEs Through Financial Literacy"
(Basyar, 2024), financial literacy is
no longer an option for Indonesian MSMEs—but rather a necessity in facing a complex and challenging economic era.
Therefore, if the financial literacy of MSMEs is low, it will impact on making inappropriate
business decisions, especially in terms of budgeting, cost control, and cash
flow management. This often causes MSMEs to be unable to identify whether their
business is actually making a profit or simply covering operational costs. Therefore, training and assistance in
preparing financial reports and COGS are urgent matters.


According to (O.S.Mitchell, 2014), small business actors who have high
financial literacy tend to be wiser in making business
decisions, avoid excessive debt, and are able to assess
business risks better. Conversely, low financial literacy can lead to failure
in preparing financial reports, errors in calculating costs, and difficulty in
determining a fair selling price.


Many MSMEs record transactions manually and in an overly
simplistic manner. As a
result, the resulting information is unreliable, as it's difficult to identify
critical components like cash flow and cost of goods manufactured. This leaves
business owners without a comprehensive picture of their financial condition,
and this simplistic record-keeping results in a lack of data that can support
business decisions (Achadiyah, 2019).


One effective solution to improve MSME financial literacy is
through ongoing education and mentoring, which not only focuses on basic
financial theory, but also on the practice of recording daily transactions, preparing
simple profit and loss reports, and calculating COGS and profit
projections (A.I.Rachmawati, 2018).


Digital marketing is more effective
and cost-effective, especially for MSMEs with limited capital (Ellis-Chadwick, 2019). Rokhmah
& Muslihah (2021) explained that digital
marketing can expand
market reach, increase
interaction with customers, and allow business actors to adjust strategies based on real-time data and feedback. However, most MSMEs, especially in rural areas, are still unable to utilize digital marketing optimally due to limited knowledge, skills, and access to technology. In the context of MSMEs, digital marketing is an increasingly relevant strategy because it provides access to a wider market at a relatively low cost compared to conventional marketing (P. Kotler & K.L.Keller, 2016).









According to Strauss
(2016), digital marketing allows small businesses to reach specific and measurable consumer segments directly. By
utilizing digital analytics, MSMEs can understand consumer behavior, shopping
patterns, and the effectiveness of their marketing campaigns in real time. Social
media such as Instagram, Facebook, and TikTok are
not only places for promotion, but also media for building customer communities
and strengthening brand loyalty. According to K.Prasetyo (2022), MSMEs who
actively use social media and e- commerce tend to experience significant increases in sales and competitiveness.


Although there are obstacles in digital marketing, namely the lack of
digital skills, limited human resources, and ignorance of algorithms and
consumer behavior in the digital world (Kurniawan, F. D., & Fauziah, 2014).
Practical and ongoing digital marketing
training and mentoring
has been proven to help rural MSMEs increase
product visibility, expand markets, and boost profits. Best practices also
integrate digital marketing with inventory management systems, digital
payments, and online ordering—supporting comprehensive operational efficiency (Hamid et al., 2025; Prakoso, A. G.; Ulum, O. K.; Fandika, R.; Hasanah,
T.; Ilham, R.; Ahidin, U.; Sudaryana, 2023).The main challenges for MSMEs in
entering the industrial era 4.0 include:


1.  
Lack of technological and digital literacy,


2.  
Dependence on manual processes,


3.  
Limited funds for technology investment,


4.  
Low awareness of the importance of digital innovation.


On the other hand, digitalization can actually be a great opportunity for
MSMEs to increase efficiency, expand
markets, and strengthen competitiveness. It is important for MSMEs to start adapting
gradually to technology, starting from the use of simple financial
applications, online ordering systems, to social media-based digital
marketing. PKM assistance as carried out in this project is a
concrete step in bridging the gap between
MSMEs and industrial technology 4.0.







IMPLEMENTATION
AND METHODS


The implementation of Community Service (PKM) is aimed at micro
businesses that are developing in Mojohuro, Sriharjo Village, Imogiri District,
Bantul Regency, Yogyakarta, namely Dua Putra Catering. This business is a
culinary business that serves daily catering and for events. This business has
great opportunities in the culinary market in the city of Yogyakarta and its
surroundings. Unfortunately, Dua Putra Catering's business opportunities have
not been balanced with good
calculations of production costs and
digital-based marketing.


The research method used is a descriptive method, namely using a description of the situation or event (Sugiyono, 2019). The stages of implementing PKM are as follows:


1.      
Planning


a)     
Prepare a proposal,


b)     Observe the partner's background and conditions experienced by the partner,


c)     
Analyze the partner's business
process,


d)    
Prepare the activity implementation time,


e)     
Prepare equipment and supplies, and


f)      
Prepare the PKM activity
implementation team.


 


2.      
Implementation


a)      Observing the condition of Partner
MSMEs, from the calculation of production costs and digital-based product
marketing that has been carried out,


b)     Identifying and formulating problems that occur in Partner
MSMEs.


c)      Evaluating the results of
observations, interviews, and data collection obtained, then comparing them
with theories, and


d)     Conclude weaknesses after carrying
out the identification stage and implementing the preparation of digital-based
production cost and marketing budgets for Partner MSMEs.


 


3.      
Production cost calculation techniques


a)     
Determining direct material costs, direct labor costs, factory
overhead costs


b)    
Calculating production costs


c)     
Determining digital marketing processes







RESULTS AND DISCUSSION


The implementation of Community Service (PKM) activities at
Dua Putra Catering has succeeded in achieving several main objectives that were
expected. This success can be seen from the significant changes in the way partners run their businesses, both in terms of financial
management and marketing strategies.


1.      
Improved Financial Management


a)      After attending the training, Dua
Putra Catering can now calculate the Cost of Goods Sold (HPP) more accurately.
Partners have been able to identify and separate
previously uncalculated costs,
such as direct labor costs and factory overhead. This
allows them to set product selling prices more accurately and competitively, which has a positive impact on profit
margins.


b)    
Partners can also
create more transparent and accountable financial reports, making it easier to
make strategic decisions in business management.


2.       Improvement of Digital-Based Marketing


a)      Before the PKM activity, Dua Putra
Catering had not utilized digital marketing to its full potential. After participating in the
training, partners are now able to manage their social media accounts
better. They actively post their products on platforms
such as Instagram and Facebook, and utilize e-commerce to introduce their
products to a wider market.


b)     Partners have also implemented more
structured and effective digital marketing strategies, such as the use of paid
advertising and content marketing to attract a larger audience.


 


3.       Increased Sales and Operational Efficiency


a)      As product visibility increased
through digital marketing, Dua Putra Catering
began to see an increase
in sales. In addition, their operational
management became more efficient thanks to more accurate
production cost calculations, allowing
them to optimize
resource usage and reduce
waste.


  
    [image: Figure 1. Introduction and training activity]
    
  



The implementation of PKM activities at Dua Putra Catering is carried out by prioritizing a structured and
sustainable approach. The following are the stages and details of the
implementation of PKM activities:


1.       Time of
Implementation of PKM Activities


b)     The activities are carried out within
three months, starting from February to April 2024. This program
is designed to provide intensive
guidance to partners so that
they can immediately implement what they have learned in the training.


 


2.       Place of Implementation of PKM Activities


c)      PKM activities were carried out at
Dua Putra Catering, located in Mojohuro, Sriharjo Village, Imogiri District,
Bantul Regency, Yogyakarta. The training was carried out at the partner's
location with the aim of making it easier for them to directly practice the
material provided at their place of business.


 


3.       Implementation Method


d)     Training is conducted through
direct practice, with intensive assistance from the PKM team. Partners are
given a basic understanding of calculating HPP, followed by simulations that
allow them to apply the theories they have learned. In addition, partners
are also given training on digital marketing, which includes creating social media accounts, managing content, and introducing e-commerce.


4.       Evaluation and Monitoring


e)      After the training, periodic
evaluations are conducted to measure the extent to which partners can implement the results of the
training in their business activities. The PKM team also conducts monitoring
and mentoring to ensure that partners can overcome obstacles that may arise after
the training.
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The main objective of implementing this PKM activity
is to empower partner
businesses to be more independent, competitive, and sustainable in facing increasingly dynamic market challenges,
especially in the context of increasingly
developing digitalization. The following are the goals to be achieved through this
activity:



1.       Financial Skills Improvement


f)       With
more structured production cost calculation training,
partners can gain a better
understanding of finance and can make smarter decisions in running
their business. The long-term goal is for partners to be able to
manage finances independently, without relying on outside parties.


2.       Digital Marketing Enhancement


g)      One
of the main goals is to introduce
and optimize digital
marketing for partner
businesses. Through digital marketing, partners can develop their wider market
reach, both locally and internationally, at a more efficient cost. This is
expected to increase sales volume and strengthen their brand awareness in the
culinary market.


3.      
Sustainability and Business Growth


h)     Through this program, it is expected
that Dua Putra Catering will not only be able to survive in market competition, but also be able to develop
sustainably. By optimizing financial management and digital marketing, partners can reduce the risk of loss and increase the profitability of their
business in the long term.



  
    [image: Figure 3. Products produced by partners]
    
  



Outputs Achieved
from the Community
Service Program (PKM)


The outcomes
of this PKM initiative can be identified in several key aspects:


1.       Enhancement of Partners’
Knowledge and Skills


The partner
successfully developed a more accurate understanding of cost of production
calculations and acquired practical competencies in managing digital marketing
strategies more effectively.


2.      
Documentation and Dissemination


Another significant output involves the documentation of PKM activities, which is prepared for publication in a community service
journal. In addition, a video record of the training process and the partner’s
achievements has been produced and will be disseminated through YouTube as a
means of broader knowledge sharing.


3.      
Strengthening of Competitiveness


By optimizing
the use of digital marketing, Dua Putra Catering has gained a stronger
competitive advantage, enabling the business to expand its reach to both local
and global markets.


Furthermore, the program has generated several
additional outcomes, namely:


1.      
Media coverage and mass media publications.


2.      
Intellectual Property
Rights (IPR) registration.


3.      
A
scholarly article for academic dissemination.







CONCLUSIONS AND RECOMMENDATIONS


Based on the implementation of activities that have been
carried out, it can be concluded that Partners can start implementing
production cost calculations and making budget plans, optimizing social media
and e-commerce platforms to introduce their products to a wider market, and
also diversifying products. Through this research, it is expected to be more focused on implementing financial
management, expanding marketing through digital platforms, and also
diversifying products.


The  subsequent  agenda  for  this 
PKM  initiative  includes 
several  strategic activities aimed at sustaining and strengthening the partners’ capacity, namely:


1.      
Advanced financial management training.


2.      
Enhancement of digital marketing
practices and the integration of e-
commerce platforms.


3.      
Product development and business
diversification initiatives.


4.      
Training on human resource management and leadership development.
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Figure 2. Provide products that support the running of partner business
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