Advances in Community Services Research, 4(1), 2026. 65-75
DOI: https://doi.org/10.60079/acsr.v4i1.670

ISSN Online: 2985-9778

Advances in Community Services Research

This Work is Licensed under a Creative Commons Attribution 4.0 International License

.
Technopreneurship Training to Improve the Cheok for

oy o N updates
Competitiveness of Local Community Products
Subhan Subhan ** Muhammad Fadhil ? Raka Aldi Pranoto 3 Ari Susanto *
& Universitas Muslim Indonesia, Makassar, Indonesia
2,34 Universitas Muslim Indonesia, Makassar, Indonesia
Received: 2025, 11, 06 Accepted: 2025, 11, 19
Available online: 2025, 11, 20
Corresponding author. Subhan Subhan
%7 subhan.subhan@umi.ac.id
ABSTRACT
Keywords: Purpose: This study aims to describe technopreneurship strategies as an approach
technopreneurship; training; to empower small and medium enterprises (SMEs) in Padanglampe Village to
MSMEs, competitiveness of local increase the competitiveness of local products. The primary focus of the study is
products. how the use of technology can strengthen the capacity for innovation, production,

and digital-based marketing for the PKK women's group as program partners.

Sl e G Bt Research Design and Methodology: The activities were carried out through the

The author(s) declares that the Community Service Program (PkM) using participatory training methods. The
ezl s Gaindisices n e implementation included providing materials, demonstrations, hands-on
absence of any commercial or . . . . . ..

financial relationships that could practice, and mentoring on entrepreneurship, product innovation, digital
be construed as a potential conflict marketing, and simple business management.

B I EETESE: Findings and Discussion: Technopreneurship training has been proven to improve

participants’ knowledge, skills, and digital literacy. PKK members demonstrated
Copyright © 2026 The Author(s). improved abilities in product design, marketing via online platforms, and
All rights reserved. optimizing technology in the production process. This activity also strengthened
entrepreneurial motivation and opened up more competitive business
opportunities.

Implications: This program has practical implications for women's empowerment
and village economic development, grounded in local potential.
Technopreneurship training can serve as a sustainable model for village
governments, academics, and MSME communities to strengthen business capacity,
expand market access, and enhance the competitiveness of local products.

Introduction

The development of the 5.0 industrial revolution opens up great opportunities for businesses to
enter an increasingly competitive global market. Still, it also presents challenges that require every
business unit to adapt to rapid changes in the business world. Transformation towards automation,
digitization, and improved human resource competencies is an essential factor in strengthening
competitiveness and driving economic growth. However, these challenges are not easy for SMEs to
overcome due to limited resources, operational standards, and management capacity to develop
relevant solutions through appropriate technology use (Nurjanah et al., 2022). This condition creates
a significant digital divide in rural areas, including in Padanglampe Village, where the community
service program was implemented. Technopreneurship, which combines the words “technology” and
“entrepreneurship,” is presented by Tanjung et al. (2024) as a strategic approach for SMEs to increase
innovation and competitiveness. Technopreneurship is a synergistic process that combines
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technological mastery with a comprehensive understanding of entrepreneurship (Mopangga, 2015).
According to Ozbilgin (2010), in Kusumawardhany et al. (2019), technology-based entrepreneurship
integrates technology with the creative knowledge of business leaders. The appropriate use of the
latest technology can optimize the processes and results of the business units being developed.
However, the results of the PkM team’s visit showed that most of the Padeci business actors from the
Padanglampe Village PKK Team knew little about technopreneurship. Business actors still use
technology minimally, still rely on offline sales, and have not optimized their online sales. Low product
design capabilities, digital promotion, and a lack of technological literacy indicate that
technopreneurship training is urgently needed.

This phenomenon is the primary basis for developing the Technopreneurship Training program to
improve the Competitiveness of Local Products in Padanglampe Village. Technopreneurship is the
combination of the words “technology” and “entrepreneurship,” referring to the synergistic process
of combining mastery of technology with a deep understanding of entrepreneurship. According to
Ozbilgin (2010), in Kusumawardhany et al. (2019), technology-based entrepreneurship integrates
technological capabilities with the creativity of business leaders, thereby encouraging the creation of
relevant and sustainable innovations. The use of the latest technology in business development, driven
by a strong entrepreneurial spirit, enables more efficient production processes and better business
results. Empirical evidence from Kusumawardhany et al. (2019) shows that technopreneurship training
includes improving production quality, product design innovation, managerial skills development, and
technology-based marketing strategies. This approach helps local businesses transition from
traditional systems to more competitive and modern business models. Other studies also emphasize
the importance of digital marketing training as a market expansion strategy (Halim et al., 2022),
technology literacy programs to improve people’s ability to use digital devices (Hariyanto et al., 2023),
and the application of production technology to improve the efficiency of MSMEs (Zati et al., 2022).
Furthermore, research shows that developing technology-based innovation skills, digital marketing,
and e-commerce training (Abidin, 2024), as well as strengthening digital literacy and product creativity
(Junaedi & Rojali, 2024), are important components in supporting the success of local businesses.

Although previous studies have shown the effectiveness of technopreneurship training, there are
important gaps in both empirical and theoretical contexts. First, most studies focus on urban areas or
industrial centers, leaving little evidence on the implementation of technopreneurship in rural MSME
communities such as Padanglampe, which have distinct socio-economic characteristics. Second,
previous studies have highlighted technical aspects such as digital marketing, capacity-building, and
product innovation, but have not comprehensively examined the integration of technological literacy
and business management skills with the dynamics of village-level MSME actors. Third, previous studies
have not evaluated how the process of continuous mentoring shapes the internalization of
technopreneurship practices to improve the tangible competitiveness of local products. In addition,
the real gaps identified in Padanglampe, such as limited knowledge of technology use, limited digital
promotion skills, and a need for product design assistance, have not been addressed in previous
studies. This indicates the need for a study that can fill these empirical gaps by highlighting the specific
context of Padanglampe Village as the location for implementing community empowerment-based
technopreneurship training.

This research offers novelty by presenting an integrated technopreneurship training model
specifically designed for the context of MSME actors in Padanglampe Village, which has not been deeply
explored in previous studies. The research approach focuses on strengthening the capacity of business
actors through intensive training, continuous mentoring, and the practical use of technology for
product design, marketing, and business management. This program also emphasizes the active
involvement of partners at every stage, from data collection and training implementation to post-
activity business development, which distinguishes it from training models in previous studies. Based
on the identified gaps, this study aims to analyze and implement technopreneurship training as a
strategy to enhance the competitiveness of local products in Padanglampe Village, while also making
a theoretical contribution to the importance of technopreneurship in strengthening the village
economy and empowering MSMEs.
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Literature Review

Technopreneurship Training

Technopreneurship training is an educational and capacity-building process that integrates
technological capabilities with entrepreneurial principles through a structured, practical approach.
This training not only provides a theoretical understanding of technology utilization but also develops
the practical skills needed to build digital businesses. In the context of vocational education,
technopreneurship training is seen as an important foundation for producing graduates who can
innovate and compete in the digital age. Hidayat et al. (2019) emphasize that technopreneurship
learning contributes significantly to entrepreneurial learning outcomes by combining learning
readiness with mastery of technology-based knowledge, resulting in participants who can combine
creativity and technical skills. This approach creates a learning environment that encourages
participants to discover new ideas, apply technology in solving business problems, and evaluate
business opportunities. This aligns with the view of Nurhayati et al. (2020), who found that
technopreneurship intentions can be increased through entrepreneurship learning that emphasizes the
interaction between technology and real business practices. Therefore, technopreneurship training
does not focus solely on technology, but also on developing innovative and adaptive mindsets highly
relevant to modern market competition.

Technopreneurship training is also understood as the process of transforming technological
knowledge into entrepreneurial skills that can be directly applied in business development. Effective
training programs usually include material on product innovation, the application of digital technology,
and the use of online platforms for marketing. A study by Leuwol et al. (2022) describes how
technopreneurship training for the younger generation can increase their understanding of how to use
digital devices to develop more creative business ideas. In addition, the training does not focus solely
on product creation but also on building confidence, basic management skills, and improving
participants' communication skills as prospective technology-based entrepreneurs. Padmasari et al.
(2021) emphasize the importance of training through social media and branded content in shaping
technopreneurs who can effectively utilize digital channels, especially for students who are the
program's target audience. This shows that technopreneurship training must align with the ever-
evolving developments in communication and information technology. Furthermore, technology-based
training programs generally integrate theory and practice, enabling participants not only to understand
the concepts but also to operate digital applications, design content, and develop relevant branding
strategies. In the context of education, this approach aligns with the technopreneurship model
introduced by Wardana et al. (2022), which emphasizes strengthening digital capacity as an integral
part of modern entrepreneurship development.

Furthermore, technopreneurship training significantly contributes to the development of micro,
small, and medium enterprises (MSMEs) by increasing digital literacy and innovation capabilities.
Effendy & Veri (2024) show that technopreneurship has a significant effect on MSME development by
helping business actors leverage technology to expand markets and increase competitiveness. Through
training, business actors are equipped to use digital tools such as product design applications, e-
commerce platforms, and other production support technologies, enabling them to add value to their
products. In addition, technology-based entrepreneurship education is also considered relevant in the
context of national digital transformation. The study by Rauf et al. (2025) highlights how
entrepreneurship education and digital transformation provide new opportunities for people to
improve their business capabilities amid rapid technological developments. At the student and youth
level, e-commerce and social media marketing training initiated by Nihayah et al. (2022) shows that
participants can understand digital marketing concepts and apply technology as an effective
promotional medium. Thus, technopreneurship training serves as a strategic platform that strengthens
individuals' readiness to face the demands of the digital market while fostering a sustainable
technology-based entrepreneurial ecosystem. This shows that technopreneurship training is not only
relevant but also urgent to implement across various community groups, given the important role of
technology in increasing business independence and competitiveness in the digital era.
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Competitiveness

Competitiveness is the ability of an organization, business, or economic entity to maintain a
superior position in a competitive environment by creating higher value than its competitors. This
concept describes the extent to which a business unit can adapt to market changes, improve product
quality, and sustain continuous innovation. Majid et al. (2023) explain that competitiveness is not only
about internal strengths such as product quality, management skills, and production efficiency, but
also about the ability to respond to external dynamics, such as consumer preferences and
developments in digital technology. This understanding is reinforced by Tresna & Nirmalasari (2022),
who emphasize that competitive strategies are closely related to a business's ability to build
sustainable competitive advantages post-pandemic, especially as markets become increasingly open
and rapidly changing. In the context of MSMEs, competitiveness is an important indicator for measuring
a business's ability to survive and grow amid economic pressures and resource constraints. Therefore,
competitiveness is not measured solely by a product’s physical attributes, but also by a business's
readiness to compete in the modern business ecosystem.

Competitiveness is also understood as the result of a consistent innovation process and the use of
technology in business operations. Susanti et al. (2023) show that digital transformation can improve
MSME performance by enabling business actors to expand market access and accelerate service
delivery. This finding aligns with Rahmadi & Indrawijaya (2024), who state that product innovation is
one of the main drivers of competitiveness, especially when businesses combine creativity with
adequate human resource competencies. Maria & Nurkhalida (2024) also emphasize the importance of
innovation capabilities in enhancing the competitiveness of local products, because without systematic
innovation, MSMEs will find it challenging to maintain the relevance of their products in an increasingly
competitive market. This concept not only highlights innovation in product form but also in production
processes, packaging, and the use of digital distribution channels. At the macro level, the
competitiveness of innovation-based MSMEs not only affects business success but also drives regional
economic growth. Therefore, innovation is positioned as the foundation for long-term business
competitiveness.

In addition to being influenced by innovation and technology, competitiveness is also closely
related to the managerial strategies implemented by business actors in facing the era of digital
disruption. Syairozi & Azizah (2025) emphasize that implementing adaptive management strategies
can strengthen MSME competitiveness, especially when businesses can read changes in the business
environment and quickly adjust internal processes. This includes the ability to manage resources,
improve service quality, and restructure operations to be more efficient and responsive to market
needs. Analysis by Tresna & Nirmalasari (2022) also shows that business recovery after the pandemic
is greatly influenced by business actors' ability to implement measurable strategies, including
strengthening managerial aspects to build solid competitiveness. Therefore, the concept of
competitiveness is not only understood as the result of business performance, but as a continuous
process that requires adaptation, innovation, and strengthening of managerial capacity. Overall, the
literature emphasizes that competitiveness is a multidimensional construct influenced by innovative
capabilities, technology utilization, and managerial strategies aligned with market developments. The
combination of these internal and external factors shows that competitiveness results from a dynamic,
integrated process across all aspects of business management.

Local Products

Local products are produced by a region’s community, utilizing local resources, skills, and cultural
identity, thereby reflecting distinctive characteristics that set them apart from products of other
regions. This concept is rooted in the utilization of local potential, including natural resources, local
wisdom, and cultural values, which constitute a region's competitive advantage. Kurniawansyah et al.
(2025) explain that local products are not only a symbol of regional identity but also a driving force
for the community's economy, as they leverage local assets to support business development. In
addition, Bastian (2020) emphasizes that cultural globalization opens opportunities for local products
to gain a larger market share, as global consumers are increasingly attracted to products that
represent authentic culture. In this context, local products are not only seen as economic commodities
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but also as representations of social and cultural identity that can strengthen a region’'s image at the
national and international levels. Awareness of cultural and aesthetic value is the main reason why
local products can be beautiful in modern markets.

The development of local products requires the strengthening of added value through innovation,
quality, and appropriate branding strategies. Aslichah et al. (2025) show that local product branding
strategies can improve consumer perceptions of product value and quality, underscoring the
importance of MSME players understanding how to create a strong brand identity. Research by
Farahdiansari et al. (2024) adds that branding training for MSMEs has been shown to improve producers’
ability to package and promote their products, thereby making them more competitive in the market.
Kurniawan et al. (2025) reinforce this finding by explaining that both local and international consumers
increasingly choose products with a story, unique qualities, and a connection to the culture and
character of their region of origin. This shows that the strength of local products lies in their
differentiation, driven by cultural uniqueness and the ability of business actors to innovate in design,
packaging, and marketing strategies. The development of local products also involves increasing
productivity and strengthening quality standards to enable them to compete with large industrial
products. In addition, Asri et al. (2024) note that developing local products based on village potential
enables MSMEs to leverage their region's comparative advantages, such as natural resources or specific
cultural motifs, to strengthen competitiveness.

Thus, strengthening quality and identity are central to the sustainability of local products. Local
products cannot thrive without structured assistance, education, and empowerment efforts to improve
the capacity of business actors. Ilmiah & Hariyana (2023) found that branding assistance and the
application of marketing strategies have been proven to help MSMEs increase product visibility and
expand market penetration.

In addition, local products are also greatly influenced by the community's ability to manage village
resources productively. Kurniawansyah et al. (2025) emphasize that the development of local products
based on natural and cultural resources should be carried out sustainably to not only increase income
but also preserve local wisdom. In the context of the creative economy, Bastian (2020) shows that
local products have great potential to penetrate global markets when business actors combine cultural
values with contemporary innovation. This shows that local products are not only traditional but can
also develop into high-quality modern products through technological adaptation and creativity. The
combination of local potential, digital innovation, and strengthening the capacity of business actors is
the primary foundation for developing local products that can compete sustainably in the modern
market. Therefore, the literature emphasizes that local products result from a multidimensional
process involving culture, innovation, resources, and managerial strategies to produce superior
products that are not only economically valuable but also reflect the community's socio-cultural
identity.

Research Design and Methodology

The method used to implement this community activity program is to present material using
PowerPoint slides on technopreneurship, from basic understanding to the use of various technology
applications that partners can use to develop their products, thereby increasing their competitiveness.

The methods used in this community service activity include lectures, discussions, and question-
and-answer sessions related to the material presented by the PkM team. Under the program agreed
with the partners, a plan is needed that includes implementing activities and evaluating the
community service program (PkM). The plan for the implementation of activities and program
evaluation is as follows:

1. Months 1-2
Activity Implementation Plan
a. Preparation for the activities to be carried out includes:
1) Socialization to partners, namely Mrs. PKK “Padeci” of Padanglampe Village, through
village officials, in this case, the Secretary of Padanglampe Village.
2) Appointing one partner as field coordinator to facilitate communication during the
activity, in this case, the secretary of Padanglampe Village;
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3) Meeting with partners, members of partner groups, to discuss the training program
schedule and agree upon with the activity implementation team;

4) Conducting program outreach to partners who will participate in the targeted activities
15-205

5) Preparing technopreneurship materials and applications to be used by partners;

2. Months 3-4
Training provision:

1) Assistance and training where the implementation team will act as facilitators in carrying out
activities developed together with partners. With an introduction to materials related to
digital finance, accompanied by hands-on practice.

2) The assistance and practices offered by the training implementation team to partners will be
considered. Once approved, the following activities will proceed.

3) Activity Evaluation: After completing the training activities from the entire program series,
participants will be invited to discuss/share and ask questions to determine the extent of
their knowledge.

3. Months 5-6
The participation of partners in the overall implementation of the program is expected to
enable them to maximize the results of the training, thereby providing benefits and business
development opportunities that increase their competitiveness.

Findings and Discussion

Implementing Team Structure
The structure of the Community Service Activity (PkM) Implementation Team for the Assisted
Village in this activity consists of an implementation team of 2 (two) people. The following is the
structure of the implementation of this service activity:

Table 1. Implementation Team Structure

Tasks in Community Service

Implementing Team Position Field of Expertise Activities
. - Training, Counseling, and
1 Subhan, SE., M.Ak Chairman Accounting .\
Report Writing
2 Dr. Muhammad Fadhil, SE., MM Member Management Training, ~ Counseling,  and

Report Writing

Type of Activity, Time, and Place of Activity

This Community Service (PkM) activity in the assisted village was carried out with the involvement
of the PKK group from Ma'rang Subdistrict, Padanglampe Village, Pangkep Regency, as the primary
partner in implementing the program. The entire series of activities took place on Thursday, October
16, 2025, from 10:00 a.m. to 12:00 p.m. WITA. The activities were held at the Padanglampe Village
Office Hall, Pangkep Regency, which was chosen as the venue because it is a strategic village facility
easily accessible to all participants. The narrative of these activities describes the implementation
of PkM in a structured, effective manner that aligns with the local community's needs.

Target Community Participants
Participants in the Community Service Program (PkM) for assisted villages are a group of women
from the PKK (Family Welfare Movement) in Padanglampe Village, Pangkep Regency.

Review of Achievements
Community service activities through technopreneurship training in Padanglampe Village, in
partnership with the PKK women's group, have significantly improved technology-based
entrepreneurial capacity. This training involved PKK women actively developing the potential of local
products, including agricultural goods, processed foods, and traditional crafts. Participants were
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provided with training in the basics of entrepreneurship, product innovation, basic financial
management, and digital marketing strategies appropriate to the current digital era.

The tangible results of this activity are reflected in the participants' increased ability to create
and manage independent businesses based on local potential. The PKK mothers began to apply
product innovations and utilize digital marketing to expand their product markets. In addition, the
community service team produced a Local Potential-Based Entrepreneurship Module that can serve
as a sustainable reference for community and village officials in fostering small businesses,
strengthening economic independence, and improving family welfare in Padanglampe Village.

This activity received a positive response from the community and the village government, who
hope that similar programs can continue to be implemented to sustainably build and strengthen the
competitiveness of local products. This technopreneurship training has effectively increased the
digital and business capacity of PKK mothers, encouraging the growth of more innovative, adaptive
micro-businesses. This is a strategic step toward women's empowerment and rural economic
development, grounded in local potential.

Benefits of Community Service Activities for partners and the community (outcome)

In implementing this activity, PKK mothers in Padanglampe village successfully increased their
capacity to develop local products through technology and innovation. This activity successfully
equipped participants with knowledge about product innovation, modern business management, and
digital marketing strategies relevant to current market conditions. The tangible results of this training
included the emergence of innovative products from villagers that became widely known through
digital marketing, as well as the development of more professional, market-oriented businesses.

In addition, this activity contributed to strengthening women's economic empowerment and the
development of micro, small, and medium enterprises (MSMEs) in the village area. Through this
training and mentoring, participants improved product quality, expanded market reach, and
enhanced the competitiveness of local products at the regional and national levels. In fact, this
activity has increased family income, reduced dependence on imported products, and promoted the
overall economic sustainability of the village.

Documentation of Community Service Activities

o 7
pm%M}

1 1Wq§k

] AL

(&I =
Figure 1. The Head of the Commumty Service Team is presenting the material
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Figure 2. Sharing session, discussion, and question and answer session

Activity Evaluation

The evaluation of community service activities began with careful planning, including identifying
the needs of PKK partners and developing training materials relevant to local potential and
technological developments. During the preparation stage, intensive coordination was carried out
with village officials and PKK groups to ensure active participation and smooth logistics. The process
of socialization to the village community was also carried out to introduce the objectives and benefits
of the activities, thereby generating enthusiasm among participants.

During implementation, training was conducted interactively through lectures, discussions,
hands-on practice, and digital technology for product development and marketing. Participants
gained knowledge about product innovation, business management, social media utilization, and
digital marketing strategies appropriate to current market conditions. Assistance was provided during
training to ensure participants’ understanding and to help them apply their knowledge in their
businesses.

A post-implementation evaluation found that this activity increased PKK members'
entrepreneurial capacity and the quality of local village products. There was an increase in product
innovation, more attractive packaging, and the ability to market products digitally, which expanded
the market. Despite obstacles such as limited access to technology and capital, the participants were
enthusiastic, and the training had a positive impact on community economic empowerment. The
evaluation recommendations suggest continuous mentoring and improvements to the technological
infrastructure to achieve more optimal and sustainable training outcomes.

Problems and Obstacles

In implementing technopreneurship training for PKK mothers in Padanglampe Village, several
problems and obstacles were encountered. Namely, the varying levels of digital literacy among
participants posed a challenge, as some PKK mothers still found it difficult to understand the new
technologies introduced.

Second, motivation and resistance to change were also obstacles.

Some participants are still accustomed to traditional business methods and need time to adapt
to the concept of technology-based entrepreneurship. Differences in educational backgrounds and
abilities also affect the speed of participants’ understanding, so the training must be conducted with
a more personalized and intensive approach. Finally, capital and resource constraints also limit the
development of participants' businesses after training, especially in terms of investment in product
innovation and digital marketing.

Overall, these obstacles can be overcome through follow-up support, increased access to
technology, and strengthened socialization and guidance on the importance of adopting digital

72


https://doi.org/10.60079/acsr.v4i1.670

Advances in Community Services Research, 4(1), 2026. 65-75
DOI: https://doi.org/10.60079/acsr.v4i1.670

technology to improve business competitiveness. Continuous support from the village government
and related institutions is essential to ensure the success and sustainability of technopreneurship
development in Padanglampe Village.

Conclusion

The implementation of the Technopreneurship Training program to Improve the Competitiveness
of Local Products in Padanglampe Village provides a comprehensive overview of the urgency of
strengthening technological literacy and digital entrepreneurship skills among business actors,
especially PKK women, as key partners. From the series of activities, it can be summarized that this
training addresses partners’ basic needs by helping them understand the concept of technopreneurship
and its application in technology-based business development. This program also emphasizes that
targeted educational interventions can improve participants' understanding of product innovation,
digital marketing strategies, and the use of technology in daily business activities.

This research and community service activity has strategic value for both the development of
science and community empowerment practices. From an academic perspective, this study reinforces
the discourse on the importance of technopreneurship in overcoming the digital divide that occurs
among micro-scale business actors in rural areas. This approach makes an original contribution by
combining practical training, mentoring, and sustainable capacity building in the local context of
Padanglampe Village. Practically and managerially, this activity implies that increasing MSME
competitiveness can be achieved through mastery of product design, technology-based innovation,
and targeted digital marketing strategies.

In addition, partnerships between village governments, academics, and MSME communities are key
to the sustainability of these empowerment efforts. However, this study has several limitations that
should be noted. The training activities lasted only briefly and involved only one group of partners, so
the findings cannot be generalized to all village MSMEs. Limited technological infrastructure and
internet networks also posed challenges in optimizing the training results.

Based on this, further research is recommended to increase the number of participants, extend
the duration of assistance, and include longitudinal evaluations of business performance indicators.
Future research can also develop a hybrid training model that combines face-to-face and digital
methods, making it more adaptable to partners' needs and technological developments. Thus, the
results of this study can serve as a starting point for developing a more comprehensive and sustainable
technopreneurship program.

References

Abidin, M. M. Z. (2024). Pemberdayaan Masyarakat Desa Kampung Logam Ngingas Waru Sidoarjo
Melalui Pelatihan Program Digital Marketing Berbasis E-Commerce. Jurnal Pengabdian Inovatif
Masyarakat, 1(1), 41-43. https://doi.org/10.62759/jpim.v1i1.75

Aslichah, A., Asir, M., Herdiyanti, H., & Prayana, |. K. W. D. (2025). Edukasi Branding Produk Lokal
Sebagai Strategi Pemasaran Berkelanjutan Bagi UMKM. Community Development Journal :
Jurnal Pengabdian Masyarakat, 6(3 SE-Articles), 4775-4779.
https://doi.org/10.31004/cdj.v6i3.48386

Asri, E. V., Heltina, D., Azhari, A. A., Panjaitan, Z. N., Putri, N. A., Soleha, E., & Maysandy, L. (2024).
Peningkatan Daya Saing UMKM Desa Kerta Jaya melalui Implementasi Pelatihan Digital Marketing
dan Pengembangan Strategi Branding Produk. Jurnal Abdidas, 5(5), 631-638.
https://doi.org/10.31004/abdidas.v5i5.1019

Bastian, T. P. (2020). Empowering Local Product Through Cultural Globalization. Journal of Social
Political Sciences, 1(3 SE-Articles). https://e-journal.unas.ac.id/jsps/article/view/20

Effendy, G. R., & Veri, J. (2024). Pengaruh Technopreneur Terhadap Pengembangan untuk
memperluas pasar , meningkatkan efisiensi , dan memperkuat inovasi produk atau jasa
menjalankan bisnis . Padahal , teknologi dapat menjadi katalisator bagi pertumbuhan dan di
Indonesia . Penelitian ini be. Indo-MathEdu Intellectuals Journal p-ISSN:, 5(6), 7388-7397.
https://doi.org/10.54373/imeij.v5i6.2200

Farahdiansari, A. P., Ramadani, F. D., Anggraini, A. M., & Saputra, L. W. (2024). Pelatihan Product
Branding UMKM Untuk Peningkatan Potensi Lokal Desa Hargomulyo Kecamatan Kedewan.

73



https://doi.org/10.60079/acsr.v4i1.670
https://doi.org/10.62759/jpim.v1i1.75
https://doi.org/10.31004/cdj.v6i3.48386
https://doi.org/10.31004/abdidas.v5i5.1019
https://e-journal.unas.ac.id/jsps/article/view/20
https://doi.org/10.54373/imeij.v5i6.2200

Advances in Community Services Research, 4(1), 2026. 65-75
DOI: https://doi.org/10.60079/acsr.v4i1.670

Martabe: Jurnal Pengabdian Kepada Masyarakat, 7(4), 1278-1282.
https://doi.org/10.31604/jpm.v7i4.1278-1282

Halim, B. N., Sa’diyah, A., Fauzi, N. I., Fauzi, U. S.,; Al Khadziq, M. F., Amalia, M., Solikhah, K.,
Fagih, A., Awaliyah, S. M., & Irawati, W. (2022). Pelatihan digital marketing sebagai media
pemasaran produk lokal umkm di desa gadingrejo. Community Development Journal: Jurnal
Pengabdian Masyarakat, 3(2), 609-615. https://doi.org/10.31004/cdj.v3i2.4044

Hariyanto, H., Susanti, P. A., Hadjaat, M., Wasil, M., & Susilawati, A. D. (2023). Meningkatkan literasi
teknologi di masyarakat pedesaan melalui pelatihan digital. Jurnal Abdimas Peradaban, 4(2),
12-21. https://doi.org/10.54783/ap.v4i2.24

Hidayat, H., Tamin, B. Y., Herawati, S., Khairul, K., & Syahmaidi, E. (2019). The contribution of
technopreneurship, scientific learning, and learning readiness to entrepreneurship learning
outcomes in higher vocational education. Jurnal Pendidikan Vokasi, 9(1), 21-32.
https://doi.org/10.21831/jpv.v9i1.20466

Ilmiah, I., & Hariyana, N. (2023). Pendampingan dan Penerapan Branding Produk sebagai Strategi
Pemasaran UMKM “Rempeyek Mak Sri.” Jurnal Pengabdian Kepada Masyarakat Nusantara, 4(3),
1627-1634. https://doi.org/10.55338/jpkmn.v4i3. 1163

Junaedi, S. R. P., & Rojali, R. (2024). Penguatan ekonomi kreatif lokal melalui pelatihan
kewirausahaan digital di komunitas masyarakat. https://doi.org/10.34306/adimas.v5i1.1132

Kurniawan, C. R., Fadhillah, D. H., Paramita, F. I., Jannah, F. N., Elfandi, M. I. N., & Rahmawati, N.
(2025). KONSUMSI PRODUK LOKAL SEBAGAI WUJUD CINTA TANAH AIR. Jurnal Intelek Insan
Cendikia, 2(6), 12173-12186. https://jicnusantara.com/index.php/jiic/article/view/3881?utm

Kurniawansyah, K., Pamungkas, B. D., & Ardayensy, M. (2025). Strategi Meningkatkan Keunggulan
Daya Saing Produk UMKM Di Kabupaten Sumbawa Melalui Kapabilitas Pemasaran Dan Orientasi
Pasar. Samalewa: Jurnal Riset & Kajian Manajemen, 5(1), 134-146.
https://doi.org/10.58406/samalewa.v5i1.2052

Kusumawardhany, P. A., Iswadi, H., Dewi, A. D. R., & Widjaja, M. E. (2019). Strategi
Technopreneurship: Peningkatan Daya Saing Produk Unggulan Daerah Trawas, Mojokerto.

Leuwol, N. V., Manuhutu, M. A., Gaspersz, S., Uktolseja, L. J., & Solissa, F. (2022). Pelatihan
Technopreneurship Bagi Generasi Muda Di Era Digital, Kepada Pelajar Katekisasi Di Jemaat GKI
Kasih Perumnas, Tahun Ajaran 2021-2022. J-DEPACE (Journal of Dedication to Papua
Community) Jurnal Pengabdian Masyarakat, 5(1), 8-14.
https://doi.org/10.34124/jpkm.v5i1.107

Majid, A., Faizah, E. N., Ekonomi, F., & Lamongan, U. M. (2023). Analisis Strategi Pemasaran dalam
Meningkatkan Daya Saing UMKM. MELATI: Jurnal Media Komunikasi Ilmu Ekonomi, 40(2), 52-63.
https://doi.org/10.58906/melati.v40i2.130

Maria, V., & Nurkhalida, L. (2024). Analisis Faktor-Faktor Yang Dapat Mempengaruhi Inovasi Umkm
Dalam Meningkatkan Daya Saing Produk Lokal. MASMAN : Master Manajemen, 2(2), 01-07.
https://doi.org/10.59603/masman.v2i2.378

Mopangga, H. (2015). Studi kasus pengembangan wirausaha berbasis teknologi (technopreneurship)
di Provinsi Gorontalo. TRIKONOMIKA: Jurnal Ekonomi, 14(1), 13-24.
https://doi.org/10.23969/trikonomika.v14i1.587

Nihayah, A. Z., Musolichah, T., & Rifqi, L. H. (2022). Pelatihan E-Commerce Dan Social Commerce
Untuk Meningkatkan Kompetensi Tecnopreneurship Pada Siswa SMK Badan Pusat Statistik
mencatat pengangguran di Indonesia pada Februari. GERVASI: Jurnal Pengabdian Kepada
Masyaraka, 6(3), 647-663.

Nurhayati, D., Machmud, A., & Waspada, |. (2020). Technopreneurship intention: Studi kasus pada
mahasiswa dipengaruhi entrepreneurial learning. Jurnal Ekonomi Pendidikan Dan
Kewirausahaan, 8(1), 79-92. https://doi.org/10.26740/jepk.v8n1.p79-92

Nurjanah, R., Surhayani, S., & Asiah, N. (2022). Faktor Demografi, Literasi Keuangan, Sikap Keuangan
Terhadap Perilaku Pengelolaan Keuangan Pada Umkm Di Kabupaten Bekasi. Jurnal Akuntansi
Bisnis Pelita Bangsa, 7(01), 1-16. https://doi.org/10.37366/akubis.v7i01.431

Padmasari, A. C., Rostika, D., Permana, F. C., & Hidayatulloh, F. (2021). Pengaruh Technopreneur
Terhadap Pengembangan Usaha Kecil Dan Menengah (UKM) Geraldo. 3, 445-452.
https://doi.org/10.31960/caradde.v3i3.644

Rahmadi, A. R., & Indrawijaya, S. (2024). Pengaruh Inovasi terhadap Daya Saing Usaha Mikro dengan
Kompetensi Pegawai Usaha Mikro sebagai Mediasi. Jurnal Manajemen Terapan Dan Keuangan,
13(01), 166-178.

Rauf, R., Raheni, C., Tovan, T., Mardia, Setiawan, L., & Rodliyatun, M. (2025). Entrepreneurship
education and digital transformation, opportunities and challenges in Indonesia. 7740.
https://doi.org/10.24294/jipd.v8i12.7740

Susanti, E., Mulyanti, R. Y., & Wati, L. N. (2023). MSMEs performance and competitive advantage:

74


https://doi.org/10.60079/acsr.v4i1.670
https://doi.org/10.31604/jpm.v7i4.1278-1282
https://doi.org/10.31004/cdj.v3i2.4044
https://doi.org/10.54783/ap.v4i2.24
https://doi.org/10.21831/jpv.v9i1.20466
https://doi.org/10.34306/adimas.v5i1.1132
https://doi.org/10.58406/samalewa.v5i1.2052
https://doi.org/10.34124/jpkm.v5i1.107
https://doi.org/10.58906/melati.v40i2.130
https://doi.org/10.59603/masman.v2i2.378
https://doi.org/10.23969/trikonomika.v14i1.587
https://doi.org/10.26740/jepk.v8n1.p79-92
https://doi.org/10.37366/akubis.v7i01.431
https://doi.org/10.31960/caradde.v3i3.644
https://doi.org/10.24294/jipd.v8i12.7740

Advances in Community Services Research, 4(1), 2026. 65-75
DOI: https://doi.org/10.60079/acsr.v4i1.670

Evidence from women’s MSMEs in Indonesia. Cogent Business & Management, 10(2), 2239423.
https://doi.org/10.1080/23311975.2023.2239423

Syairozi, M. I., & Azizah, L. N. (2025). Enhancing SME Competitiveness Through the Implementation
of Strategic Management Based on Local Business Innovation. Jurnal Ilmiah Manajemen
Kesatuan, 13(5), 3627-3638. https://doi.org/10.37641/jimkes.v13i5.3781

Tanjung, A., Hasibuan, I. T., Khotima, N., & Suwandi, S. (2024). Pengembangan Model Kewirausahaan
Berbasis Teknologi (Technopreneurship) Di Era Bisnis Online. Wawasan: Jurnal Ilmu Manajemen,
Ekonomi Dan Kewirausahaan, 2(1), 163-173. https://doi.org/10.58192/wawasan.v2i1.1515

Tresna, P. W., & Nirmalasari, H. (2022). Competitive Advantage Strategy For SMEs Post-COVID-19
Pandemic Strategi Keunggulan Bersaing Bagi UMKM Pasca Pandemi COVID-19. Aliansi : Jurnal
Politik, Keamanan Dan Hubungan Internasiona, 2021(December 2021), 395-399.
https://doi.org/10.24198/aliansi.v0i0.43294

Wardana, Heriyati, N., Oktafiani, D., Valentian, T., & Gaol, L. (2022). Importance of Technology-
based Entrepreneurship in the Education. 7(1), 1-10. https://doi.org/10.33021/firm.v7i1.1565

Zati, M. R., Murdhiani, M., Basrin, D., & Ardianti, D. A. (2022). Pelatihan Teknologi Produksi Untuk
Meningkatkan Daya Saing UKM Terasi Kota Langsa. Selaparang: Jurnal Pengabdian Masyarakat
Berkemajuan, 6(1), 431-435. https://doi.org/10.31764/jpmb.v6i1.7796

75


https://doi.org/10.60079/acsr.v4i1.670
https://doi.org/10.1080/23311975.2023.2239423
https://doi.org/10.37641/jimkes.v13i5.3781
https://doi.org/10.58192/wawasan.v2i1.1515
https://doi.org/10.24198/aliansi.v0i0.43294
https://doi.org/10.33021/firm.v7i1.1565
https://doi.org/10.31764/jpmb.v6i1.7796

