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 Efforts to use various social media applications to support not only 
friendship but for business marketing not only in cities but even in 
remote villages today have become something very phenomenal. To 
answer this problem, how to be digital is developed for community 
marketing, especially in urban areas, we have obtained several 
scientific evidence from various sources; it is hoped that we will 
specialize in publications that were released in the last year, 
considering the development of digital applications and their 
involvement in supporting human activities and business 
governance. As well as private. After getting the amount of data, we 
then analyzed it under increasing in-depth evaluation, deep 
integration, and concluding, which, in essence, is getting valid 
findings to answer the problems of this study. After a series of studies 
and discussion of the results, the development of social media for 
various marketing with exciting applications has attracted many 
business people in cities and families to get additional income. Thus 
these findings should be helpful for policy-making academics, even 
for related research studies to be carried out in the future. 
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INTRODUCTION 
Because it has been proven that social media is used to increase the progress of business marketing 
strategies, much research has been done on social media technologies and platforms (Van der Ploeg 
et al., 2017). Utilizing social media to improve marketing strategies is very important for business 
people. Consumers are more open to marketing messages on social media because it allows them to 
participate more and promote products from more perspectives. Social media is a tool that allows 
businesses to communicate with customers in a fun and easy way. To utilize digital marketing at 
scale, businesses must be able to modify the way they connect with customers. One of the obstacles 
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that must be overcome to improve product marketing is the traditional and very straightforward 
marketing strategy for small businesses that rely on additional customer data. This is because word-
of-mouth marketing can help businesses, eventually turning into Brand Identification or a unique 
mark for a product or service. Since digitalization and social media are familiar concepts, even for 
people living in rural areas, the advantages of marketing products through digital marketing and 
social media also present opportunities for small businesses. Based on that, we want to add to the 
marketing knowledge base by developing social media-based marketing applications to improve 
rural families extra incomes (Massey, 2019).  

The opportunities above must be utilized by small business owners in rural areas, including 
household catering businesses. Therefore, digital marketing activities are needed through the 
owner's Social Media to increase product recognition for this catering business. Social media is 
essential for spearheading the marketing of small-scale economic activities because, apart from being 
cheap, it is easy to do (Glaub et al., 2014). Through social media, small business owners will quickly 
update the goods or services offered to potential customers. In addition, small business owners can 
carry out promotional activities through social media anytime and anywhere; the chances of 
successful promotion through social media are also relatively high because currently, social media 
users in Indonesia reach 191.4 million or nearly 73 percent of Indonesia's total population. Posting 
business activities and catering products on suitable social media will attract new customers and 
make existing customers more loyal because they always get positive information from catering. 
Business activities benefit significantly from developing this information technology (Widyanti & 
Mahfudz, 2020).  

According to Joy et al., (2012) the business world's information requirements are met at 
lightning speed promptly and precisely. Product branding can also be accomplished by creating 
social media posts that pique potential buyers' interest and ultimately lead to their purchase. 
According to Porth et al., (2019) when people see an advertisement for a particular product, they will 
be encouraged to try it by purchasing it instead of making it themselves. Marketing on social media 
significantly impacts customer loyalty, product knowledge, and awareness. Customers will be 
willing to pay a higher price when an item, product, or service is identified as unique. Indonesia's 
most popular social media platforms are YouTube, WhatsApp, Facebook, Instagram, and Twitter. 
According to a survey by the Global Web Index (GWI), YouTube, WhatsApp, Instagram, Facebook, 
and Twitter are Indonesia's most widely used social media platforms. It is anticipated that this 
community service project will educate rural catering businesses on the significance of digital 
marketing via social media to increase product marketing and, ultimately, business income (Ukpere 
et al., 2014). Because of this, Micro, Small, and Medium-Sized Enterprises (MSMEs) must also be able 
to use digital marketing to keep and grow sales. During the current pandemic, business actors, 
notably Micro, Small, and Medium Enterprises (MSMEs), must employ various strategies, such as 
digital marketing, to ensure business continuity. This was made worse by the Covid-19 pandemic, 
which caused people in Java and Bali to have an Emergency Community Activity Limitation (PPKM) 
policy from July 3 to July 2021 (Enforcement, 2021). This forced people to lessen their social 
interactions. This community service project is necessary to understand and explain the significance 
of digital marketing, which rural small and medium-sized enterprises (MSMEs) require in pandemic 
and post-pandemic conditions to remain competitive with other business actors. Social media is the 
most straightforward application of digital marketing for business owners. Catering establishments 
in rural areas and other businesses can use this community service project to advertise their goods 
on social media appealingly and straightforwardly (Agriculture et al., 2010).  

According to data from the Republic of Indonesia's Ministry of Social Affairs, there are 
approximately 5,000 to 8,000 orphanages in the country, but the government runs only one percent. 
The Al-Madina Surabaya Foundation (YAS) was chosen for its innovative approach to empowering 
orphans (Ostrom et al., 2021). The education, social, religious, and entrepreneurship programs at the 
Al-Madina Foundation are all excellent. The KidsPreneur program is the flagship of the independent 
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Al-Madina Surabaya Foundation. The KidsPreneur Center program teaches children about 
entrepreneurship from a young age. For a product to be successfully sold in entrepreneurship, it is 
necessary to have a marketing strategy. A marketing strategy is an effort to increase a product's sales, 
whether a service or a product, by using specific plans and strategies. Every business needs to have 
its marketing plan. They market their products the same way as the Foundation we visited by selling 
them in the neighborhood where they live and leaving them in school canteens. If they only market 
their products by leaving them in school canteens, there is still no product promotion (Shaturaev & 
Bekimbetova, 2021).  

It is evident from the issues above that technology has advanced rapidly; consequently, we 
require a media that can assist and provide information rapidly. The public is currently favoring 
digital marketing as a marketing medium to support their various activities. Because the global 
marketing trend has shifted from conventional/traditional (offline) to digital/modern (online), this 
is exceptionally beneficial for producers and consumers. This digital marketing strategy will be more 
effective in the future because potential customers can easily find all information about products and 
conduct transactions at any time—in real-time—through internet-based social media (Kaufhold et 
al., 2020). Using various tools, such as social networks, makes promotional activities and market 
research more straightforward with digital marketing. Additionally, digital marketing does not care 
about being restricted by time or location. The authors want to share information through websites 
and applications that aim to make it easier for customers to access without time limits in order to 
make the most of digital developments.  

 Because this is where MSMEs can live, income is significant. The income here has yet to be 
maximized despite the efforts made. In addition, the arrival of the well-known epidemic, Covid-19, 
at the beginning of 2019 was a disaster that resulted in the income of MSMEs becoming unstable and 
even significantly decreasing (Temenggung et al., 2021). The micro, small, and medium enterprises 
(MSMEs) sector has a large workforce and offers opportunities for growth and competition with 
large capital-intensive businesses. MSMEs have undoubtedly demonstrated their existence by being 
able to endure and function as economic cogs during the current crisis. However, MSMEs face 
several issues, including a lack of scientific and technological expertise, human resources, and 
limited working capital. The existence of MSMEs contributes to the reduction of poverty, the creation 
of jobs, the reduction of unemployment, prosperity, and the development of national character. 
Globalization's empowerment of MSMEs has intensified competition in the face of global challenges. 
To remain competitive through product and service innovation, this must be done. In addition, to 
compete with the foreign goods that flood Indonesia, human resources, technology, and marketing 
expansion need to be strengthened once more. 

 Fortunately, MSMEs can still transact virtually thanks to the social media technology of 
WhatsApp and Shopee. WhatsApp and Shopee were chosen as the social media platforms for this 
study because they not only have a large number of users from all walks of life but also because the 
marketing process can be made as appealing as possible to pique the interest of customers, as 
opposed to Twitter, Telegram, or other platforms that make it difficult for small and medium-sized 
businesses (SMEs) to be noticed, the consumer (Farsi, 2021). Based on the explanation above, how 
vital is the importance of developing digital application-based marketing embedded in various 
social media, which, among other things, aims to increase income for families in rural areas? So far, 
many have raised the issue of the ease and effectiveness of using social media for additional business 
development and other urban community activities. This means that very little data uses social 
media applications to develop income for families in rural areas. This follows that almost all areas 
have been reached by telecommunication facilities where urban people and rural community 
families enjoy the internet. So we want to get scientific evidence released from various data sources 
to prove the assumptions and problems that we raise in this part of the study (Hart, 2018). 
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RESEARCH METHOD 
We design this study in a descriptive qualitative manner where we obtain supporting data through 
online searches of several data sources related to the effectiveness of using social media, especially 
in the context of increasing business marketing in rural areas (Morgenstern et al., 2021). So that a 
positive value is created for the media. Rural society. After collecting the data, we conduct an 
analysis involving some coding of the data, the name of the organization, and the data, and checking 
the data from the conclusions, of course through interpretation, to see if the findings match the issues 
we raise (Osborne, 2013). We target publications that were released ten years behind due to the 
phenomenon of Technology, especially social media, which is no longer a matter of friendship, but 
has become one of the vital service business supports, especially in terms of marketing and ordering 
and other information. After carefully reviewing it under a phenomenological approach, we design 
this report in a descriptive qualitative design, such as a literature review where we start with 
problem formulation, search, and data collection, then analysis, and end with a final report 
(Simmons et al., 2016). 

RESULTS AND DISCUSSIONS 
Media social and business marketing in rural 
Attitudes towards the use of social media according to our findings, rural retailers have a favorable 
attitude about using social media for business purposes (Shareef et al., 2019). They realized social 
media's importance in recruiting and maintaining clients of all ages. Furthermore, rural shops saw 
social media as a straightforward, low-cost way to promote goods or services to new and existing 
customers. Advertisements in local newspapers and radio, as well as conventional media, were 
critical, as was establishing ties and networks with company stakeholders and customers (Katz, 
2016). This research indicates that small rural shops have utilized social media to extend their official 
and informal business networks. For example, they communicated with clients using social media 
sites such as Twitter and Facebook. These and their customers' networks enabled them to reach out 
to new customers and share product and business information. Networks have fostered social capital 
building through information sharing, reciprocal and supportive actions (such as liking, 
recommending, and writing favorable reviews), and relationship development. 

Furthermore, interviewees identified many benefits of social media interactions with 
corporate stakeholders. They could obtain resources for creating promotional content due to these 
networks, which also allowed them to save money on social media marketing efforts. Networks also 
benefited rural shops in pursuing enhanced competitiveness and trend tracking. Social Media 
Difficulties Participants reported low satisfaction with the technologies and little integration despite 
using social media (Turow, 2010).  

Most participants were required to thoroughly evaluate social media integration into a 
comprehensive set of company goals and utilize it for personal engagement with clients (Cartwright 
et al., 2021). The study's rural retailers needed a general understanding of social media; they learned 
by experimenting. Most were pressured into using social media in their businesses without access 
to content development support resources like classes or workshops. Participants needed help 
transitioning from personal to business applications of social media, such as creating and updating 
content, responding to negative reviews, and analyzing competitors' social media actions. 
Additionally, participants expressed concerns regarding copyright violations and social media 
sharing of personal information. Additionally, many businesses saw social media as a cost-effective 
means of advertising their goods and services even though time, resources, and money constrained 
them (Dijck, 2013).  

According to our results, small rural retail shops are beginning to utilize social media to 
communicate with consumers and market goods and services. They are, however, wary of the 
potential sales-boosting impacts and financial returns of social media marketing (Jones et al., 2015). 
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Due to a lack of human and financial resources, small rural shops' use of social media is generally 
an extension of their usage; instead, their social media use is typically an extension of their personal 
use. Rural merchants would benefit from social media fundamentals training and learning how to 
develop a comprehensive social media plan and explicitly include it in their marketing and business 
goals. Social media are a crucial and growing source of communication and dissemination for 
Extension workers participating in program delivery. 2014 and Extension customers (primarily rural 
businesses in this instance (Ferris et al., 2014).  

The utility of social media for small busine 
The extension is uniquely positioned to serve as a role model for utilizing social media and teaching 
small rural shops about social media practices through outreach activities. Information is specially 
targeted to the program's requirements (Owiny et al., 2014). We suggest that Extension professionals 
create various educational products, such as short webinars, videos, and educational modules 
tailored to rural business owners' time constraints, requirements, and social media skills. 
Additionally, Extension can support policy in bringing high-speed Internet of high quality at a low 
cost to rural businesses and communities, which is essential infrastructure for fully utilizing social 
media for business purposes (Brake, 2017). According to Seger (2011), the primary objective of 
Extension is to provide its constituents with timely and pertinent resources. In addition, extension 
experts must stay current on upcoming and existing industry developments to explain to customers 
how these factors may affect their organizations (Lee et al., 2014).  

Social networking is one of the finest strategies to contact your village's youthful customers. 
What parts of the social media marketing strategy should be included to engage this group (Fischer 
& Reuber, 2011). Brands have ceased treating social media platforms like any other communication 
channel since millennials began utilizing them as one-stop shopping for their day-to-day 
requirements. In other words, in reaction to evolving purchasing habits and the exponential increase 
of social media users, businesses have begun to rethink their social media tactics. Social media has 
become a specialized marketing and sales channel due to platform developments (Matrix, 2014). 
Rural communities use social media extensively. People in rural areas differ in their use of 
technology to consume information, engage with organizations, and share experiences. While urban 
and suburban communities use social media to enhance their lifestyle or status, rural groups use it 
more functionally, relying on it to support their communication, information, and media needs. 
Understanding the online activities, interests, and needs of rural communities is essential for 
organizations interested in establishing relationships with rural areas. The use of current 
communication media has developed rapidly along with advances (Hodge et al., 2017). 

The Role of Social Media in Rural Areas 
Rural communities use social media extensively. People in rural areas differ in their use of 
technology to consume information, engage with organizations, and share experiences.(Marquardt 
et al., 2012) While urban and suburban communities use social media to enhance their lifestyle or 
status, rural groups use it more functionally, relying on it to support their communication, 
information, and media needs. Understanding the internet activities, interests, and needs of rural 
communities is critical for organizations seeking to create links with rural populations. Current 
communication mediums have risen rapidly in tandem with advancements in communication 
technology. We now have many alternatives for conveying/accessing information through 
conventional media, such as print and electronic media, with social media being the most developed 
(Manyenze, 2019).  

 Many important things, like community news, information access, resource 
recommendations, and social networks, depending on social media for rural residents. In rural areas, 
smartphone ownership rates have skyrocketed over the past decade (Rennie & Morrison, 2012). 
More and more people in rural areas are connecting to the internet and using social media more 
frequently. Also, traditional media like radio, television, and newspapers, which used to reach rural 
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areas, lost some of their reaches; consequently, social media is becoming a viable alternative to this 
form of information dissemination. What functions does social media play in marketing? In addition 
to introducing and marketing a product, social media is frequently utilized to increase brand 
awareness, sales, and customer loyalty, ease customer communication, and establish long-term 
relationships with each customer. Social media lets customers find information about products or 
services more efficiently. They need financial reports for the current business in addition to social 
media for analysis and customer attraction. Social media can help a business grow in several ways, 
including its use as a marketing tool, its ability to gauge consumer preferences, enhance the customer 
experience, its potential to spot rivals, and its ability to establish precise sales goals (dos Santos et al., 
2015). 

Social Media Experience During Covid-19 
During this pandemic, most people responsible for the online culinary industry are young people 
who usually work full-time and have different skills with technology or the millennial generation 
(Chan et al., 2020). This contrasts with the description of home business owners, which typically 
features middle-aged, unemployed women (Coughlin, 2002). Even though both are home-based 
businesses, this distinction can be seen from a business perspective—online and offline. The rise of 
social media is closely linked to the millennial generation. Compared to their predecessor 
generations, digital natives in this country are frequently described as the most technologically savvy 
and visually sophisticated (Williams et al., 2012). Social media sites like Instagram are now a great 
way to sell things, especially to small businesses that are doing well today. The pandemic of Covid 
19 According to Laurencin & Walker, (2020) Instagram's existing features, such as stickers that can 
be inserted into InstaStories so that customers can easily access and order products, as well as other 
features that can support this home-based online business, facilitate both the marketing and ordering 
processes (Burhanuddin et al., 2022). 

Social Media among Rural Communities 
YouTube and Facebook are rural inhabitants' two most popular social media sites. In contrast, how 
rural, suburban, and urban inhabitants utilize social media apps: Facebook is used by 73% of people 
in urban regions and 69% of adults in suburban areas in the United States. 66% of adults in rural 
areas of the United States use Facebook (Tiwari et al., 2019). During YouTube: 77% of adults in the 
youtube are used in the United States urban regions, while 74% of people in the United States 
suburban areas use YouTube., while 74% of adults in the United States' suburban areas use YouTube. 
64% of adults in rural America use YouTube. Rural folks use a range of social media apps in addition 
to Facebook and YouTube. The age demographics of the audience must be considered, as with any 
marketing approach. Many Millennials and Generation Zers live in rural regions. Instagram, 
Snapchat, and TikTok are popular social networking applications in this age. Accessibility of Online 
Media in Rural Communities in the district and villages because the dissemination of information 
via online media is progressing rapidly, it is essential to raise the economic standing and standard 
of living of rural communities by increasing literacy and accessibility (Freire-Gibb & Nielsen, 2014). 
The community's standard of living will rise as technology becomes easier to access in rural areas. 
Due to the rapid expansion of the online media industry, people now have easy access to all 
necessary information. Letters were once the primary means of communication over long distances; 
however, depending on the distance, it still took time. However, everything is now possible with 
such ease and speed. Interacting with other people is no longer constrained by distance or time. This 
convenience has been affected by the rise of internet-based communication services (Radwan, 2022). 

When seeking to reach rural populations, Pinterest is a popular social media tool that should 
be considered. According to reports, Pinterest usage is more significant in rural areas than urban or 
suburban ones. Considering the enormous lifestyle disparities between rural, suburban, and urban 
populations, it is unsurprising that Pinterest is so popular among rural folks. Rural inhabitants are 
more likely than urban ones to own their own houses. Furthermore, rural inhabitants may have 
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different access to delivery services and food alternatives than urban and suburban residents, 
necessitating additional cooking and meal preparation at home. The main pillars of this website 
include home renovation, do-it-yourself projects, culinary instructions, and recipes (Castilla et al., 
2018). 

Rural versus urban social media activity is regularly noticed as an integrated extension of 
how individuals engage and connect. This is seen in the various ways rural and urban populations 
develop online and offline social networks. According to Gilbert, Karahalios, and Sandvig, rural 
societies prefer solid social ties, unlike urban people, who place more significant importance on 
having several weak links. While urban residents may have 2,000 Facebook friends, rural residents 
may only have 200; urban residents, on the other hand, prefer to focus on many connections with 
weaker bonds, whereas rural residents are more likely to have stronger relationships with fewer 
connections. Furthermore, rural dwellers are more prone to. Rural Residents' Online Civic 
Participation and Discussion (Sørensen, 2016). Another exciting finding about rural audiences is that 
they are more active in online civic involvement and conversation than those in cities or suburbs. 
Rural inhabitants are less prone than urban residents to move about regularly, and they frequently 
exhibit more significant "equity" in their community than suburban or metropolitan citizens. Rural 
populations have excellent house ownership and entrepreneurship rates, which demonstrates this. 
Rural inhabitants may utilize social media to influence community change, keep informed about 
community events, and persuade their neighbors to support required or priority activities. This 
incentive for online involvement may be used by public-facing organizations, such as nonprofits and 
government agencies, to communicate with constituents (Liu et al., 2017). 

CONCLUSION 
After a series of studies on various literary sources discussing the convenience of social media for 
marketing purposes, efforts to increase the income of rural communities have produced several 
recommendations and scientific evidence that support our study. Rural communities are almost like 
city people who are now starting to interact with social media not only for friendship but to drive 
retail and other businesses. Previously, small businesses were not considered to participate in social 
media, especially in rural areas. However, now that people can obtain smartphones and laptops, 
they compete to use technology, especially social media, to carry out various business activities. In 
other words, we see the use of social media not only for big companies but also for small businesses 
in rural areas. This happens because the role of social media in a very strategic area requires many 
business users and consumers to approach social media with innovative and interactive capabilities. 
Likewise, the experience of responding to the pandemic a year ago, the existence of social media has 
answered problems not only in matters of association and friendship but also in business, not only 
in cities and regions. In other words, social media among rural communities has been proven, 
including the use of YouTube, Instagram social media, Facebook, and many exciting media such as 
Tik Tok. Social services for business marketing, especially for small businesses in the interior in 
various places both inside and outside the country. We believe all of this is very much with our 
weaknesses and security, so we hope improvements and support will be given. 
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