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Abstract. The digital era requires Micro, Small, and Medium Enterprises (MSMEs) to possess
high competitiveness through marketing strategies based on brand identity and customer
loyalty. From a psychological perspective, branding is not merely a marketing instrument but a
symbolic medium through which consumers form emotional attachment, personal identity, and
social belonging to a brand. This community service activity aims to improve the understanding
and awareness of MSME actors in Gorontalo Regency regarding the importance of branding and
brand loyalty in maintaining business sustainability in the digital market. The activities were
conducted through interactive training, practical mentoring, and simulations of emotionally
driven digital branding strategies, including storytelling, strengthening visual identity, and
consistent social media management. The results showed significant improvement in MSMEs’
understanding of brand identity, their ability to create meaningful digital content, and increased
interaction with consumers on digital platforms. MSMEs began recognizing the unique
characteristics of their brands and understanding that customer loyalty directly influences sales
growth and business sustainability. This activity confirms that strengthening branding and
brand loyalty not only increases digital visibility but also fosters emotional and psychological
bonds between brands and consumers.
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INTRODUCTION

Digital transformation has fundamentally reshaped how businesses interact with markets,
particularly through data-driven personalization and emotionally intelligent communication
(Oumaima & Lamari, 2024; Mittal et al., 2025; Omol et al., 2024; Senyapar, 2024). In the era of
Marketing 5.0, brands are expected to combine technology with human-centered engagement to
create meaningful customer experiences (Lemon & Verhoef, 2016; Kulkarni & Jayanthi, 2025;
Kothari et al.,, 2025).

MSMEs, as the backbone of Indonesia’s economy, must adapt to this shift to remain
competitive in digital ecosystems (Aminullah et al., 2024; Lukiyanto, 2025; Gebrian et al., 2026).
With MSMEs accounting for 99% of business units and contributing over 60% to the national GDP,
their ability to utilize digital branding becomes a strategic necessity rather than an optional
practice (Aprieni et al.,, 2024; Dwivedi et al, 2021). Despite this urgency, many MSMEs still
perceive branding as limited to logos, packaging, and visual symbols rather than as a long-term
strategic effort to build perception, trust, and emotional resonance.
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Contemporary branding literature emphasizes that brand meaning is formed through
cumulative customer experiences across digital touchpoints (Keller, 2016). According to Napoli
etal. (2016) and Fritz et al. (2017). Consumers no longer respond solely to functional value but
to brands that consistently communicate values, authenticity, and relational messages. This shift
requires MSMEs to reconceptualize branding as an experiential and relational process rather than
a purely promotional activity (Hollebeek et al, 2019; Zain et al, 2025; Okanga, 2018;
Krismajayanti et al, 2026; Chooset & Sukhabot, 2025). From a psychological perspective,
branding is strongly associated with how individuals construct and express their identities.

Recent studies in consumer psychology show that consumers prefer brands that reflect
their self-image, beliefs, and personal values, especially in digital environments where identity
expression is highly visible (Escalas & Bettman, 2017; Stokburger-Sauer et al., 2012). When
MSMEs communicate local culture, authenticity, and regional narratives, they create symbolic
representations that resonate with consumers’ self-concept. This symbolic alignment increases
emotional relevance and encourages consumers to internalize the brand as part of their identity
(Confente & Vigolo, 2018; Alvarado-Karste & Guzman, 2020; Malar et al.,, 2011; Nandan, 2005)).
In addition, social identity processes explain why consumers develop strong emotional
attachments to culturally meaningful brands.

Individuals naturally seek belonging to social groups, and brands that embody cultural
heritage can function as markers of group membership (Lam et al.,, 2018; Popp & Woratschek,
2017). Incorporating Gorontalo’s local wisdom such as karawo embroidery, culinary traditions,
and handicrafts into branding allows consumers to feel connected to a broader cultural
community (Igbal, R. M., & Nurhidayah, 2024; Hamzah et al., 2022; Niswatin et al., 2018). This
sense of belonging enhances emotional bonds and encourages long-term loyalty beyond
transactional motives (Glaveli, 2021; Schau et al., 2009).

Customer loyalty, therefore, is not merely transactional but deeply psychological and
relational. Recent research highlights that loyalty is formed through emotional attachment, trust,
and perceived shared values between consumers and brands (Glaveli, 2021). Digital interactions
that consistently communicate brand stories, values, and authenticity foster repeated positive
experiences, strengthening affective commitment. As a result, customers become less sensitive to
price competition and more inclined to engage in repeat purchases and positive word of mouth
(Dessart et al., 2016; Hollebeek & Macky, 2019).

Furthermore, branding among MSMEs also functions as a form of social empowerment and
collective identity formation. When local businesses promote shared cultural narratives through
digital platforms, they create a sense of brand community that fosters mutual support and
collaboration (Kamboj et al., 2018). This collective branding effort not only enhances visibility
but also reinforces social cohesion among MSME actors and consumers. In this sense, branding
becomes a psychological bridge connecting economic activity with cultural pride and social
belonging in the digital era (Widodo et al., 2023; Pera et al., 2016).

METHODS

This activity used a qualitative case study approach conducted offline through participatory
learning that integrated education and training on branding concepts, brand identity, and loyalty
strategies. Participants engaged in practical mentoring sessions focused on storytelling-based
content creation, visual identity design, and social media management to strengthen their digital
presence and communication skills. The program also incorporated structured evaluation and
reflection phases through pre-test, post-test, focus group discussions, and in-depth interviews to
examine cognitive and behavioral changes after the intervention. Data were collected using Focus
Group Discussion techniques (Yayeh, 2021; Scheelbeek et al., 2020) alongside psychological scale
assessments to measure shifts in understanding of branding principles and digital behavior
patterns among participants. This design allowed researchers to explore participants’
experiences holistically while capturing contextual insights into how mentoring influenced their
practical application of branding knowledge. The case study strategy supported an in-depth
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exploration of real-world learning processes and enabled triangulation across multiple data
sources to enhance credibility and trustworthiness of findings (Cleland et al., 2021; Schlunegger
et al, 2024; Farquhar et al., 2020; Jonsen & Jehn, 2009). Furthermore, reflective discussions
encouraged participants to articulate challenges and strategies in adopting digital branding
practices, providing nuanced evidence of learning transformation and engagement. Overall, the
approach emphasized experiential learning and collaborative knowledge construction to support
sustainable improvements in branding literacy and digital communication competence within the
community context studied for small businesses.

RESULTS AND DISCUSSION

The training attended by 25 MSME actors significantly improved their understanding of
digital branding practices. Initially, most participants were unable to clearly define their core
brand identity or maintain consistency in visual and verbal communication. After the training,
84% demonstrated a clearer understanding of message alignment, visual consistency, and brand
positioning across digital platforms. This improvement reflects the effectiveness of experiential
learning and guided practice in developing practical branding skills among small business actors
(Hollebeek et al., 2019; Dwivedi et al., 2021). The effectiveness of storytelling observed during
the mentoring process can be explained through recent developments in narrative-based
marketing and consumer psychology.

Storytelling enables brands to communicate values, struggles, and authenticity in ways that
resonate emotionally with audiences, making messages more memorable than conventional
promotions (Lundqvist etal.,, 2017; Fog et al.,, 2019). Through stories about their business origins
and local cultural elements, MSMEs were able to create meaningful narratives that helped
consumers connect with their brands at a deeper psychological level. Social media engagement
among participants doubled after the mentoring phase. This phenomenon can be understood
through the concept of emotional transmission in digital communication, where emotionally rich
content stimulates audience reactions and interactive behavior (Dessart et al., 2016; Barger et al,,
2016).

Content expressing pride, passion, and authenticity encouraged followers to respond,
comment, and share, thereby strengthening emotional attachment to the brand and increasing
digital visibility. Several MSMEs reported a 15-20% increase in sales within one month of
applying consistent digital branding strategies. This outcome aligns with contemporary studies
showing that repeated positive digital interactions foster emotional attachment and trust toward
brands, reducing customers’ sensitivity to price competition (Rather & Hollebeek, 2021;
Chaudhuri & Holbrook, 2001). Once consumers develop favorable perceptions, they tend to
maintain consistent purchasing behavior and actively recommend the brand to others.
Furthermore, MSMEs began engaging in collaborative promotions, supporting one another
through shared digital campaigns. This reflects the development of brand communities where
shared values and collective identity foster cooperation and mutual growth (Kamboj et al., 2018).

Table 1. Quantitative Results

Assessment Aspect Pre-Test (%) Post-Test (%)
Understanding branding concepts 28 84
Ability to create visual indentity 20 78
Understanding digital storytelling 18 80
Social media engagement 25 75
Awarness of customer loyality 22 82
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Figure 1. Comparison of MSMEs' Social Media Engagement Before and After
CONCLUSION

This community service program demonstrates that strengthening branding and brand
loyalty is not merely a marketing enhancement for MSMEs, but a strategic and psychological
process that directly contributes to business competitiveness in the digital era. The training and
mentoring activities conducted with MSME actors in Gorontalo Regency significantly improved
participants’ understanding of brand identity, visual consistency, storytelling practices, and social
media engagement. These improvements were reflected in measurable behavioral changes,
including more consistent digital communication, stronger emotional narratives in content
creation, and increased interaction with consumers. From a psychological perspective, the
findings confirm that branding functions as a medium for building emotional attachment, self-
identity alignment, and social belonging between consumers and brands. Storytelling, emotional
expression, and cultural narratives proved effective in fostering deeper customer engagement
and loyalty. The emergence of collaborative promotion among MSMEs also highlights that
branding can serve as a tool for social cohesion and community empowerment, not only
commercial communication. Furthermore, the reported increase in sales after implementing
consistent digital branding strategies indicates that customer loyalty built through emotional and
meaningful brand experiences has tangible economic impact for MSMEs. Overall, this activity
successfully shifted MSME perspectives from short-term promotional thinking toward long-term
brand development as a sustainable competitive strategy in digital markets.

SUGGESTION

Despite the positive outcomes, several challenges remain, particularly in terms of digital
literacy, consistency in implementing branding strategies, and access to ongoing support.
Therefore, it is recommended that future programs include continuous mentoring, periodic
monitoring, and the establishment of digital branding literacy centers to assist MSMEs in
sustaining their branding practices. Collaboration between universities, local governments,
MSME communities, and digital platforms should be strengthened to provide integrated support,
including training, technological assistance, and market access. Future research and community
service initiatives are also encouraged to explore the long-term psychological impact of branding
on customer loyalty and MSME resilience in different regional contexts.

ACKNOWLEDGMENT

The author would like to express sincere gratitude to Universitas Muhammadiyah Malang
for the institutional support that made this community service activity possible. Appreciation is
also extended to the local government of Gorontalo Regency and the MSME community who
actively participated in the training, mentoring sessions, and evaluation process. Their openness,

ISSN: 2776-1142 (online) ISSN: 2776-1134 (print)
Copyright © 2026, Journal of Universal Community Empowerment Provision, Under the
license CC BY-SA 4.0 | 26



enthusiasm, and commitment were essential to the success of this program. Special thanks are
given to all facilitators, moderators, and student assistants who contributed to the
implementation of the training and data collection activities. The author also acknowledges the
valuable insights gained from discussions with MSME actors, which enriched the understanding
of branding practices in local business contexts. This activity would not have been successfully
conducted without the collaboration, support, and shared commitment of all parties involved.

REFERENCES

Alvarado-Karste, D., & Guzman, F. (2020). The effect of brand identity-cognitive style fit and social
influence on consumer-based brand equity.Journal of Product & Brand
Management, 29(7), 971-984. https://doi.org/10.1108/JPBM-06-2019-2419

Aminullah, E., Fizzanty, T., Nawawi, N., Suryanto, J., Pranata, N., Maulana, 1., ... & Budiatri, A. P.
(2024). Interactive components of digital MSMEs ecosystem for inclusive digital
economy in Indonesia.Journal of the Knowledge Economy,15(1), 487-517.
https://doi.org/10.1007/s13132-022-01086-8

Aprieni, A, Meilantika, F. R,, Sihotang, L., & Rachma, F. V. (2024). The strategic role of MSMEs in
the Indonesian economy.jurnal Ekonomi Bisnis dan Manajemen, 2(4), 188-
193. https://doi.org/10.59024 /jise.v2i4.976

Barger, V. A, Peltier, ]. W, & Schultz, D. E. (2016). Social media and consumer engagement: A
review and research agenda. Journal of Research in Interactive Marketing, 10(4), 268-
287. https://doi.org/10.1108/JRIM-06-2016-0065

Chi, H. K,, & Phan, H. T. (2026). The impact of CSR on reputation, image, and identification in
customer loyalty: the moderating role of customer commitment. Cogent Business &
Management, 13(1), 2630434, https://doi.org/10.1080/23311975.2026.2630434

Chooset, N., & Sukhabot, S. (2025). Developing entrepreneurial marketing dimensions for SMEs
in the digital era: A grounded theory approach. Cogent Business & Management, 12(1),
2480748. https://doi.org/10.1080/23311975.2025.2480748

Cleland, J., MacLeod, A., & Ellaway, R. H. (2021). The curious case of case study research. Medical
Education, 55(10), 1131-1141. https://doi.org/10.1111/medu.14544

Confente, 1., & Vigolo, V. (2018). Online travel behaviour across cohorts: T he impact of social
influences and attitude on hotel booking intention. International Journal of Tourism
Research, 20(5), 660-670. https://doi.org/10.1002/jtr.2214

Dessart, L., Veloutsou, C., & Morgan-Thomas, A. (2016). Capturing consumer engagement: duality,
dimensionality and measurement. Journal of Marketing Management, 32(5-6), 399-426.
https://doi.org/10.1080/0267257X.2015.1130738

Dwivedi, A., & McDonald, R. (2018). Building brand authenticity in fast-moving consumer goods
via consumer perceptions of brand marketing communications. European Journal of
Marketing, 52(7-8), 1387-1411. https://doi.org/10.1108/E]M-11-2016-0665

Dwivedi, Y. K, Ismagilova, E., Hughes, D. L., Carlson, ], Filieri, R., Jacobson, ]., ... & Wang, Y. (2021).
Setting the future of digital and social media marketing research: Perspectives and
research propositions. International journal of information management, 59, 102168.
https://doi.org/10.1016/].ijinfomgt.2020.102168

Escalas, ]. E., & Bettman, J. R. (2017). Connecting with celebrities: How consumers appropriate
celebrity meanings for a sense of belonging. Journal of Advertising, 46(2), 297-308.
https://doi.org/10.1080/00913367.2016.1274925

Farquhar, J., Michels, N., & Robson, . (2020). Triangulation in industrial qualitative case study
research: Widening the scope.Industrial Marketing Management, 87, 160-170.
https://doi.org/10.1016/j.indmarman.2020.02.001

ISSN: 2776-1142 (online) ISSN: 2776-1134 (print)
Copyright © 2026, Journal of Universal Community Empowerment Provision, Under the
license CC BY-SA 4.0 | 27


https://doi.org/10.1108/JPBM-06-2019-2419
https://doi.org/10.1007/s13132-022-01086-8
https://doi.org/10.59024/jise.v2i4.976
https://doi.org/10.1108/JRIM-06-2016-0065
https://doi.org/10.1080/23311975.2026.2630434
https://doi.org/10.1080/23311975.2025.2480748
https://doi.org/10.1111/medu.14544
https://doi.org/10.1002/jtr.2214
https://doi.org/10.1080/0267257X.2015.1130738
https://doi.org/10.1108/EJM-11-2016-0665
https://doi.org/10.1016/j.ijinfomgt.2020.102168
https://doi.org/10.1080/00913367.2016.1274925
https://doi.org/10.1016/j.indmarman.2020.02.001

Fog, K., Budtz, C., & Yakaboylu, B. (2005). Storytelling: Branding in practice. Berlin, Heidelberg:
Springer Berlin Heidelberg. https://doi.org/10.1007/3-540-27116-3 4

Fritz, K., Schoenmueller, V., & Bruhn, M. (2017). Authenticity in branding-exploring antecedents
and consequences of brand authenticity. European journal of marketing, 51(2), 324-348.
https://doi.org/10.1108/E]M-10-2014-0633

Gebrian, G., Zulfani, M. A., Dwary, A. S., Afrilia, A. N., & Nururly, S. (2026). The Role of Digital
Ecosystems in Shaping New MSME Business Models. ALEXANDRIA (Journal of
Economics, Business, & Entrepreneurship), 7(1), 36-40.
https://doi.org/10.29303 /alexandria.v7i1.1403

Glaveli, N. (2021). Corporate social responsibility toward stakeholders and customer loyalty:
Investigating the roles of trust and customer identification with the company. Social
Responsibility Journal, 17(3), 367-383. https://doi.org/10.1108/SR]-07-2019-0257

Hamzah, H., Rahman, M., Zubaidi, M., & Rahmat, A. (2022). Kopiah Keranjang Craft Development
Strategy Based On Local Wisdom In Gorontalo District. European Journal of Humanities
and Educational Advancements, 3(4), 23-30.

Hollebeek, L. D., Srivastava, R. K,, & Chen, T. (2019). SD logic-informed customer engagement:
integrative framework, revised fundamental propositions, and application to
CRM. Journal of the academy of marketing science,47(1), 161-185.
https://doi.org/10.1007/s11747-016-0494-5

Igbal, R. M., & Nurhidayah, L. (2024). Integrating Local Wisdom and Social Innovation in
Community-Based Tourism Development in Pekalongan, Central Java. Bima Cendikia:
Journal of Community Engagement and Empowerment, 1(2), 154-174.

Jonsen, K, & Jehn, K. A. (2009). Using triangulation to validate themes in qualitative
studies. Qualitative research in organizations and management: an international
journal, 4(2), 123-150. https://doi.org/10.1108/17465640910978391

Kamboj, S., Sarmah, B., Gupta, S., & Dwivedi, Y. (2018). Examining branding co-creation in brand
communities on social media: Applying the paradigm of Stimulus-Organism-
Response. International  Journal of Information Management,39, 169-185.
https://doi.org/10.1016/j.ijinfomgt.2017.12.001

Keller, K. L. (2016). Reflections on customer-based brand equity: perspectives, progress, and
priorities. AMS review, 6(1), 1-16. https://doi.org/10.1007/s13162-016-0078-z

Kothari, B., Mani, A. P., & Tripathi, V. M. (2025). Transformative Tech and Social Dynamics:
Redefining Customer Engagement in Industry 5.0. Procedia Computer Science, 259, 240-
249, https://doi.org/10.1016/j.procs.2025.03.325

Krismajayanti, N. P. A,, Darma, G. S., Mahyuni, L. P., & Martini, [. A. O. (2026). Cultural Logics and
Selective Digitalization: Rethinking Innovation Diffusion Through Collective Governance
in Craft-Based SMEs. Administrative Sciences, 16(3), 128.
https://doi.org/10.3390/admsci16030128

Kulkarni, K. S., & Jayanthi, B. V. (2025). Implications and Applications of Human Centric Marketing
in the Era of Industry 5.0. Advances in Consumer Research, 2(4).

Lam, S. K., Ahearne, M., Hy, Y., & Schillewaert, N. (2010). Resistance to brand switching when a
radically new brand is introduced: A social identity theory perspective.Journal of
marketing, 74(6), 128-146. https://doi.org/10.1509/jmkg.74.6.128

Lemon, K. N.,, & Verhoef, P. C. (2016). Understanding customer experience throughout the
customer journey. Journal of marketing, 80(6), 69-96.
https://doi.org/10.1509/jm.15.0420

ISSN: 2776-1142 (online) ISSN: 2776-1134 (print)
Copyright © 2026, Journal of Universal Community Empowerment Provision, Under the
license CC BY-SA 4.0 | 28


https://doi.org/10.1007/3-540-27116-3_4
https://doi.org/10.1108/EJM-10-2014-0633
https://doi.org/10.29303/alexandria.v7i1.1403
https://doi.org/10.1108/SRJ-07-2019-0257
https://doi.org/10.1007/s11747-016-0494-5
https://doi.org/10.1108/17465640910978391
https://doi.org/10.1016/j.ijinfomgt.2017.12.001
https://doi.org/10.1007/s13162-016-0078-z
https://doi.org/10.1016/j.procs.2025.03.325
https://doi.org/10.3390/admsci16030128
https://doi.org/10.1509/jmkg.74.6.128
https://doi.org/10.1509/jm.15.0420

Lukiyanto, K. (2025). The Impact of the Digital Economy on the Growth of MSMEs in
Indonesia. Archipel: Journal of Indonesian Interdisciplinary Studies, 1(3), 20-27.

Lundgvist, A., Liljander, V., Gummerus, ]., & Van Riel, A. (2013). The impact of storytelling on the
consumer brand experience: The case of a firm-originated story.Journal of brand
management, 20(4), 283-297. https://doi.org/10.1057 /bm.2012.15

Malér, L., Krohmer, H., Hoyer, W. D., & Nyffenegger, B. (2011). Emotional brand attachment and
brand personality: The relative importance of the actual and the ideal self. Journal of
marketing, 75(4), 35-52. https://doi.org/10.1509/jmkg.75.4.35

Mittal, A., Rani, K. D., Rani, K. S,, Ranjan, V., & Dhiman, T. (2025). Digitalization and Artificial
Intelligence as Catalysts for Marketing Transformation in Electronic Business
Environments. European Economics Letters, 15(4).

Nandan, S. (2005). An exploration of the brand identity-brand image linkage: A communications
perspective. Journal of brand management, 12(4), 264-278.
https://doi.org/10.1057 /palgrave.bm.2540222

Napoli, ]., Dickinson-Delaporte, S., & Beverland, M. B. (2016). The brand authenticity continuum:
strategic approaches for building value. Journal of Marketing Management, 32(13-14),
1201-1229. https://doi.org/10.1080/0267257X.2016.1145722

Niswatin, M., Hanafi, H., & Indriasari, R. (2018, July). The Cultural Value of Gorontalo as the Basis
of Reconstruction of the Model of Organization and Finance Management of the Karawo
Artisans in Indonesia. In 2018 3rd International Conference on Education, Sports, Arts and
Management  Engineering (ICESAME 2018) (pp- 471-474). Atlantis Press.
https://doi.org/10.2991/amca-18.2018.131

Okanga, B. (2018). Using experiential marketing to leverage the small and medium-sized
enterprises’ brand repositioning and revitalisation. The Southern African Journal of
Entrepreneurship and Small Business Management, 10(1), 1-20.

Omol, E., Mburu, L., & Abuonji, P. (2024). Unlocking digital transformation: The pivotal role of
data analytics and business intelligence strategies. International Journal of Knowledge
Content Development & Technology, 14(3), 77-91.

Oumaima, J., & Lamari, S. (2024). Customer experience in the digital transformation era: Insights
on personalization, digital marketing, and customer relationship
management. International Journal of Economics, Management and Finance
(IJEMF), 3(2), 52-69.

Popp, B., & Woratschek, H. (2017). Consumer-brand identification revisited: An integrative
framework of brand identification, customer satisfaction, and price image and their role
for brand loyalty and word of mouth. Journal of Brand Management, 24(3), 250-270.
https://doi.org/10.1057/s41262-017-0033-9

Schau, H. ., Muiiiz Jr, A. M., & Arnould, E. ]J. (2009). How brand community practices create
value. Journal of marketing, 73(5), 30-51. https://doi.org/10.1509/jmkg.73.5.30

Scheelbeek, P. F., Hamza, Y. A,, Schellenberg, ]., & Hill, Z. (2020). Improving the use of focus group
discussions in low income settings. BMC medical research methodology, 20(1), 287.
https://doi.org/10.1186/s12874-020-01168-8

Schlunegger, M. C., Zumstein-Shaha, M., & Palm, R. (2024). Methodologic and data-analysis
triangulation in case studies: A scoping review. Western Journal of Nursing
Research, 46(8), 611-622. https://doi.org/10.1177/01939459241263011

Senyapar, H. N. D. (2024). The future of marketing: The transformative power of artificial
intelligence. International Journal of Management and Administration, 8(15), 1-19.

ISSN: 2776-1142 (online) ISSN: 2776-1134 (print)
Copyright © 2026, Journal of Universal Community Empowerment Provision, Under the
license CC BY-SA 4.0 | 29


https://doi.org/10.1057/bm.2012.15
https://doi.org/10.1509/jmkg.75.4.35
https://doi.org/10.1057/palgrave.bm.2540222
https://doi.org/10.1080/0267257X.2016.1145722
https://doi.org/10.2991/amca-18.2018.131
https://doi.org/10.1057/s41262-017-0033-9
https://doi.org/10.1509/jmkg.73.5.30
https://doi.org/10.1186/s12874-020-01168-8
https://doi.org/10.1177/01939459241263011

Stokburger-Sauer, N., Ratneshwar, S., & Sen, S. (2012). Drivers of consumer-brand
identification. International journal of research in marketing, 29(4), 406-418.
https://doi.org/10.1016/j.ijresmar.2012.06.001

Yayeh, F. A. (2021). Focus Group Discussion as a data collection tool in Economics. Daagu
International Journal of Basic and Applied Research (DIJBAR), 3(1), 52-61.

Zain, Y. A., Murtono, T., Rosmiati, A., & Guritno, D. C. (2025). Local responsive branding for MSMEs:
a culturally adaptive design framework based on Nusantara philosophy. Dewa Ruci:
Jurnal Pengkajian dan Penciptaan Seni, 20(2), 173-189.
https://doi.org/10.33153 /dewaruci.v20i2.7726

ISSN: 2776-1142 (online) ISSN: 2776-1134 (print)
Copyright © 2026, Journal of Universal Community Empowerment Provision, Under the
license CC BY-SA 4.0 | 30


https://doi.org/10.1016/j.ijresmar.2012.06.001
https://doi.org/10.33153/dewaruci.v20i2.7726

