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FOREWORD 

 

 

Praise be to Allah Subhanahuwata'ala, for His Grace and Karuniah, the training 

activity "Improving the Welfare of Indonesia - Malaysia Border Communities 

Through Digital Marketing and Simple Financial Reports for MSME Business 

Actors" can be completed. 

This activity was held with the permission of the UHO Chancellor, 

Chairperson of the UHO LPPM, Dean of the Faculty of Economics and Business 

UHO, Dean of Faculty of Economics and Accountancy Universiti Malaysia Sabah, 

and all Study Programmes within the scope of the Alliance of Management and 

Business Study Programs (APSMBI). Therefore, the activity implementation team 

expressed their deepest gratitude. 

 

 

Kendari,  June 2023 

Team Leader, 

 

ttd 

 

Dr Juharsah, S.E., M.Si 
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CHAPTER I 

INTRODUCTIO

N 

 

A. Situation Analysis 

 

The welfare of people in border areas is often low, due to the relative 

distance from the provincial capital or the state capital. Therefore, attention to the 

community is needed to improve their welfare. 

Improving community welfare can start with providing training to MSME 

actors. This training is expected to have a multiplier effect on community welfare. 

Advances in information technology in the current era can be utilised by 

MSME players to increase the scale of their business. In addition, it is also 

necessary to prepare financial reports for MSME actors for good business 

management. 

Based on this situation, it is necessary to conduct training on "Improving the 

Welfare of the Indonesian - Malaysian Border Community through Digital 

Marketing and Simple Financial Reports for MSME Business Actors". 

 

B. Problem Identification and Formulation 

1. Problem Identification 

Referring to the situation analysis stated earlier, the use of digitalised 

marketing and simple financial reports is needed by MSMEs in the Indonesia-

Malaysia border region in order to improve community welfare. 

 

2. Problem Formulation 

Based on the identification of the problem, the following problem is 

formulated: "How is the utilisation of digital marketing and the preparation of 

simple financial reports for MSME retailers in the Indonesia-Malaysia border 

area?". 
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CHAPTER II 

LITERATURE 

REVIEW 

 

A. SMES 

Indonesian MSMEs are the largest contributor to GDP and a mainstay in 

absorbing unemployment and substituting consumer goods manufacturing (Zanuar 

Rifai and Meiliana 2022). MSMEs contribute more than 60 per cent of Gross 

Domestic Product (GDP). Traditional print media is also suggested by Cant, M.C. 

and Wiid (2016). Traditional marketing, on the other hand, is considered less 

successful by many businesses (Menkominfo, 2022). 

 

B. Digital Marketing 

Digital marketing is the use of social media networks to conduct 

promotional activities and map digital markets. An integrated interactive marketing 

approach that brings together producers, customers, and the market as a whole is 

known as digital marketing. The use of technology can make it easier for businesses 

to contact their target market (Sasa et al. 2021). 

To implement digital marketing, Social media marketing is any form of 

direct or indirect marketing used to build awareness, recognition, recall, and action 

for a brand, business, product, person, or other entity and is conducted using social 

Web tools, such as blogging, microblogging, social networking, social 

bookmarking, and content sharing (Gunelius, 2011). 

The growth of the digital world and the internet, in particular, has opened 

up new avenues for small and medium-sized enterprises (SMEs) to offer their 

products and services. 

C. Financial Report 

According to Cashmere (2013: 7) in a simple sense, a financial report is a 

report that shows the company's financial condition at a certain point in time. 
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currently or in a certain period. Furthermore, several objectives for the preparation or 

preparation of financial statements are mentioned, namely: 

1. Provides information about the type and amount of assets (assets) owned by 

the company at this time; 

2. Provides information on the type and amount of liabilities and capital that the 

company currently has; 

3. Provides information about the type and amount of revenue earned during a 

particular period; 

4. Provides information about the amount of costs and types of costs incurred by 

the company in a certain period; 

5. Provides information about changes in t h e  company's assets, liabilities, and 

capital; 

6. Provides information about the performance of the company's management in a 

period; 

7. Provides information about the notes to the financial statements; 

8. Other financial information. 
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CHAPTER III 

OBJECTIVES AND BENEFITS OF THE 

ACTIVITY 

 

A. Training Objectives 

This training aims to provide knowledge and skills for MSME players in the 

utilisation of digital marketing and the preparation of simple financial reports. 

 

B. Benefits of Training 

This training is expected to be beneficial for improving the welfare of 

MSME players in the Indonesia - Malaysia border region. 
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CHAPTER IV 

PROBLEM-SOLVING FRAMEWORK 

 

A. Problem Solving Framework 

As a form of concern for management study programmes that are members 

of APSMBI for the ability of MSME players in the Indonesia - Malaysia border 

region in digital marketing and preparation of simple financial reports, it is 

necessary to provide digital marketing training and preparation of simple financial 

reports for MSME business actors. 

In principle, this training activity is intended so that MSME business actors 

in the Indonesia - Malaysia border area can utilise digital marketing and prepare 

simple financial reports. In order to solve the problem, the approach taken is by 

conducting training in the utilisation of digital marketing and the preparation of 

simple financial reports. With this training, it is hoped that the welfare of the 

community can increase. 

B. Target Audience 

The target audience of this training is MSME business actors in the 

Indonesia - Malaysia border region The number of expected training participants is 

50 people. 

C. Linkages 

The implementation of this training activity was carried out by 97 teaching 

staff (Lecturers) from 36 Study Programmes incorporated in APSMBI, and 4 (four) 

lecturers from Universiti Malaysia Sabah, through three (3) related institutions: 

1. Department of Management, Faculty of Economics and Business 

The involvement of this institution is to include lecturers as instructors, 

together with lecturers from study programmes that are members of 

APSMBI and lecturers from Universiti Malaysia Sabah, to provide training 

in digital marketing and preparation of simple financial statements. 
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2. Institute of Community Service 

The involvement of this institution is related to the function of direction and 

guidance in the implementation of digital marketing and the preparation of 

simple financial reports. 

3. APSMBI 

The involvement of this institution is as a mediator and facilitator in the 

implementation of International Community Service (PkM) in the Indonesia 

- Malaysia border area. 

D. Activity Method 

The activity methods used in this training are: 

1. Delivery of training materials using the lecture method. 

2. Discussion on training materials 

3. Training in digital marketing utilisation and preparation of simple financial 

statements. 

E. Evaluation 

To determine the success of the training, the participants were asked to 

practice utilising digital marketing and preparing simple financial reports. 



7 
 

 

 

 

CHAPTER V 

ACTIVITY 

RESULTS 

 

A. Evaluation and Results 

 

The implementation of community service activities that have been carried 

out needs to be evaluated. Based on the evaluation results from the community 

service team, it is known that there is an increase in skills and abilities in the use of 

digital marketing and the preparation of simple financial reports from MSME 

business actors who are training participants. Some aspects that show the success 

of this community service activity are; 

1. Increased ability of the participants in the utilisation of digital marketing. 

2. Increased ability of the participants in preparing simple financial statements. 

 

B. Supporting Factors 

 

The training can be carried out in accordance with the expectations of the 

community service team. This condition cannot be separated from the support: 

1. Chairman of LPPM UHO, Dean of the Faculty of Economics and Business 

UHO, Dean of Universiti Malaysia Sbah, and the Coordinators of Study 

Programmes within the scope of APSMBI, who have given permission for 

the implementation of training activities. 
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2. Regional leaders of North Kalimantan Province who have facilitated and 

given permission to carry out International Community Service (PkM) 

activities on Sebatik Island. 

 

C. Inhibiting Factors 

 

The implementation of community service is inseparable from several 

obstacles. The impact of these obstacles is that there are still around 16.0 per cent 

of participants who show results that are not in line with the expectations of the 

community service team. These obstacles remain a concern of the community 

service team. Some of these obstacles are: 

1. There are still trainees who have not fully participated in the training on a 

full-time basis. This condition occurs because they have to run a business. 

2. Different mastery of information technology and financial statements, 

which resulted in the varying ability of participants to understand the 

training materials. 
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CHAPTER VI 

CONCLUSIONS AND 

SUGGESTIONS 

 

A. Conclusion 

 

Business actors really need understanding and skills in the utilisation of 

digital marketing and the preparation of simple financial reports in business 

management and development. This community service activity has been able to 

provide knowledge to MSME business actors in the Indonesia - Malaysia border 

area in increasing business scale and improving welfare. The success has reached 

84.0 per cent of all training participants. 

 

B. Advice 

 

Increasing the ability of MSME business actors in the utilisation of digital 

marketing and the preparation of simple financial reports is needed in the context 

of business development and improving community welfare. Therefore, this 

training should be carried out on an ongoing basis to MSME business actors in the 

Indonesia - Malaysia border area. 
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1. Chief Executive Officer 

Name and Academic Title :Dr Juharsah, SE, M.Si 

NIP  197504012005011001 

Rank/Group : Pembina /IV/a 

Functional Position : Head Lecturer 

Area of Expertise : Marketing Management 

2. Executive Member 

Name and Academic Title : Prof. Dr H. Arifuddin, SE, M.Si, AK, CA, ACPA 

NIP 196804261995121001 

Rank/Group : Associate Principal Pembina /IV/d 

Functional Position : Professor 

Area of Expertise : Accounting 

 

3. Executive Member 

Name and Academic Title :Prof Dr Nurwati, SE, M.Si 

NIP  196311011989022001 

Rank/Group : Associate Principal Pembina /IV/d 

Functional Position : Professor 

Area of Expertise : HRM 

 

 

4. Executive Member 

Name and Academic Title :Dr Patwayati, SE, M.Si NIP

  196804221993032001 

Rank/Group : Pembina Tk. I /IV/b 

Functional Position : Head Lecturer 

Area of Expertise : Marketing Management 
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NIP  197501022008122001 

Rank/Group : Junior Administrative Officer Tk. I /III/b 

Functional Position : Expert Assistant 

Area of Expertise : Financial Management 

 

 

6. Executive Member 

Name and Academic Title :Dr La Ode Asfahyadin Aliddin, SE, M.M. 

NIP  197404182008011007 

Rank/Grouping : Penata /III/c 

Functional Position : Lecturer 

Area of Expertise : HRM 
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The Importance of Digitalisation to SMEs 

 
 

Issues faced by SMEs 

• Slow sales due to lack of marketing - poor 

packaging, promotion, networking 

• Poor in monitoring business performance - poor 

accounting and no proper billing 

• Product accessibility during uncertain crisis 

• Inaccessibility to financial support 

Digital Solutions 

• Social media marketing (FB Page, WhatsApp, 
Instagram, Tiktok) and free design tools 
(Canva, Adobe, Vangage, Picmaker ) 

• Book-keeping / Billing apps 

• AI-driven smart logistics solutions and digital 
delivery platforms - (ride-hailing, FoodPanda, 
Grab, etc) 

• Gain access to financial services, including 
Digital SME Loan, MySME Bank, etc. 
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Why SMEs Go Digital? 
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Digital 

infrastructure - 
connectivity 

and network 

 
 
 
 
 
 
 
 

 
Digital initiatives 

(government economic recovery plan) 
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Usage of ICT Tools, Services or Systems by SMEs in Malaysia 
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ICT Tools or Systems Usage by SMEs in Malaysia (%) 

 
 
 
 
 

 
Digitalisation adoption by SMEs in Malaysia 

 
 
 
 
 
 
 
 
 
 
 

 

Digital adoption by tMEs is most closely associated with the development of comptti g derices 
and co ectirity (belou 8t%), and east prerale t i back-e d btsi ess processes such as re tory ma 
ageme t (T4%) and order ftlfillme t softuare (TT%). Ftrthermore, o ly 44% a nd t4% of tMEs tse 
c l o t d   

, respectirely. For comparison, by 20T4, 8t% of tMEs i ti gapore 
tsed clotd comptti g. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

comptti g a d data a alytics 

• Approximately 77% of SMEs in Malaysia remain at 
the 

basic digitalisation stage. 

• Fewer businesses with a dedicated digital strategy 

team and websites - Low web presence of SMEs in 

Malaysia - 53.9% (2019), 37.8% (2017) 
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Inclusive internet 

index 2022 
(Economist Impact, 

2022) 

https://impact.economist.com/projects/i 

nclusive-internet- 

index/2022/availability?country=Malaysi 

a 
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Challenges in 

Digital Adoption 

 
• There are only 10% of 

SMEswhich are fully

 digitaliseda
nd Malaysian companies 
use digital technology less 

than the average business 
worldwide. 

• Lack of technological 
knowledge, organisational 
silos, and costs involved 

 
 

 
MAlA f A - M D J TAl 3I0 0M Bl 3PR T (SOSt-SOCO) 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
gital 

 

g t h e   
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M D J TAl AJ3 DA 0R tM)f 

 
 

 Gatio al itiatires  
To assist 875,000 micro enterprises 
and small and medium enterprises 
(MSMEs and SMEs) to go digital via 
e-commerce, which catalyse 5,000 
start-ups within the next five years. 

• E-commerce platform - GoBiz 
(MITI) 

• SME Digital Accelerator, Go 
Ecommerce, Digital FTZ (MDEC) 

• Fintech initiatives (MDEC), Digital 
financing initiative (SMECorp) 

 Regio al i itiatires  
• Digital adoption 

• Data sharing and analytics 

• Digital skills 

  i-lateral i itiatio  
• Digital Interoperability - e.g. 

matching grants, cooperation, 
centralised data sharing and 
recording 

e.g. 

Singapore-Malaysia Digital and 
Green Economy Framework 
Cooperation (2022), e-payment 
interoperability, etc.  

 
J0 D J TAl T0 J0 JR33 ? 

 
 

 Digital Tra sformatio  

• Integrating digital technology into all areas of a 

business 

• Fundamental changes to how businesses operate, 

how they deliver value to customers 

• Increasing the competitiveness of the industrial 

sectors (increase sales revenue, reduce process 

time cycle, reduce man-hours) 

 Cree Eco omy  

• Low carbon, resource efficient and socially 

inclusive economy 

• environmentally friendly and ecologically 

responsible decisions and lifestyles 

• Sustainability - protect the environment and sustain 

its natural resources for current and future 

generations. 

 
T8 
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 0 T0 T R D J TAl 'JR33' 
 

• Assess the impact of yotr digital i frastrtcttre, e.g. tse lou-carbo uebsite tha the standard lÐ4 page. 

• Adopt a softuare approach-toftuare organisers and developers can adopt more realistically co sciotic approaches to 
softuare derelopme t. 

• Rethi k data collection and storage - elimi ati g redt da t, obsolete and tririal data, as well as creati g eu data policies to 
redtce emissio a d e ergy tse 

• E cotrage co stmers to adopt more capable digital behaviour- allou ctstomers to track their carbo footpri t throug h the 
ba k's mobile app 

• Trai yotr desig ers, derelopers and experts - desig ers and designers can choose to switch to dark mode or use smaller 
images to reduce data transfer, page light and unnecessary page rieus. 

20 

 

• Digitalisation is the main driver for the greening of the economy - The 
development and use of technology and digital skills are crucial when 'green' 
is the objective. 

• But, digital technologies may pose an alarming environmental threat! - the 
rise in digital pollution 

Every online interaction we make, each contributes to climate change 

Elon Musk reversed his decision to accept bitcoin payments for Teslas 
due to the rapidly increasing use of fossil fuels for bitcoin mining. 

• Cloud providers have made ambitious commitments to reduce their adverse 
impact on the environment. 

• Google promises it will operate carbon-free by 2030, while Amazon, 
Facebook and Microsoft have pledged to use 100% renewable energy to 
power their data centre facilities. 
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• SMEs' digital know-how - automation o f  manufacturing processes and application 

of digital technologies 

• Financial resources - for digital skills and capacity building 

• Equipped to make the transition towards digitialisation? A conducive ICT 

ecosystem? 

• Digital policy and support - awareness campaign, stimulus package/fund, free 

digital platform 

• Digital infrastructure is nothing without basic infrastructure! 

• Interoperate and collaborate between SMEs and agencies 
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Improving Brand Image 
Digital Presence  

 

Business Partner 

SOEs & Banking 
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MARKETING  

INCREASE TURNOVER 
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