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Abstract

Ornamental Fish Farming in Indonesia survived during the economic crisis until the Covid- 19
pandemic arrived. This situation, brings major change in people's consumption behavior that results
in decreased income. Aims of this activity is to provide knowledge and insight to increase micro and
small businesses income in new normal era at Cordova Bina Amanah Entrepreneurship School.
Participants are given materials of market structure, marketing media and marketing media costs,
using educational and training methods. This activity, can increase average knowledge and insights
of the material to 79,67% . This activity should be carried out continuously, added with diverse
materials related to digital technology, whether online or offline. Participants as businessmen needs
to apply promotion with digital technology, build personal branding, innovation and product
diversification, and registered their businesses at Cooperative Service for micro, small, and medium
enterprises.
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INTRODUCTION

The era of the industrial revolution 4.0, which is oriented towards the internet and digital
technology, makes it easier for people to obtain information, thus making their activities more
effective and efficient (Hamdan, 2018). The advancement of information and communication
technology has brought major changes to production, distribution, and consumption (Siaila, 2010).
This makes the products marketed not limited to physical form but also applications and
technologies.

These activities have resulted in the development of digital-based business models.
Businesses with this model can increase efficiency, transparency, quality, and competitiveness
(Andriyanto, 2018). In facing the digital era, the Government through the Ministry of Industry has
created a road map Making Indonesia 4.0, by integrating existing strategies, through collaboration
between the government, academia, associations, and micro, small, and medium enterprises
(Pramana, 2020).
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The Large-Scale Social Restrictions (PSBB) policy implemented by the Indonesian government
aims to reduce the spread of the Covid-19 pandemic, by closing schools, offices, hotels and
restaurants, tourist attractions, and other public places, but has an impact on the economic sector
(Ristyawati, 2020). This happened because people were working from home and quarantine

independent, resulting in changes in people's behavior in consuming and resulting in a
decrease in income (Hapsari, 2020). This pandemic has had an impact on economic growth in
Indonesia, which contracted by 2.07 percent in 2020 (Fahrika & Roy, 2020). However, the
implementation of the new normal brings new hope for ornamental fish farming business actors to
develop their businesses (Istiatin & Mawarti, 2021). The government is recovering the national
economy by improving health services, purchasing power, and creating a conducive business
atmosphere. The existence of micro and small businesses during the crisis is the support of the
national economy, but in the pandemic era it is vulnerable. This situation is because during the crisis
the business developed independently and after getting easy access to loans, with the Covid-19
pandemic there was a decrease in public demand by 78.35 percent, which resulted in a decrease in
income by 84.20 percent, so that SMEs had difficulty fulfilling their obligations (Astuti, 2021). As a
result, micro and small businesses that can last less than 3 months are 19 percent and those that last
3 months are 55 percent, but those that can last more than 3 months are only 45 percent, because of
their efforts to diversify (Central Statistics Agency, 2020).

The government recognizes the importance of the role of micro and small businesses in
helping to overcome unemployment and support the national economy (Sarfiah, Atmaja, & Verawati,
2019). For this reason, the government issued a Ministerial Regulation to increase the
competitiveness and empowerment of MSEs and cooperatives. In the development of micro and
small businesses, it is necessary to have reliable human resources. As for how, small and medium
business actors need to have experience, education and training, abilities and skills in managing
resources and management, as well as good behavior and health. In the pandemic era, it has resulted
in difficulties in obtaining jobs and even many workers who are subject to Termination of
Employment (Sina, 2020). This makes people want to become micro and small business actors.

[ myself took the initiative to help empower the younger generation to become business actors
in Guppy Fish Cultivation, in order to improve their economic capabilities. This opportunity is used
by young people to take part in this education, so that many enthusiasts want to learn how to
develop a business during the pandemic. However, with the limited marketing knowledge possessed
by the surrounding community, I finally took the initiative to provide my direction and experience in
marketing and engineering to make a cultivation place better. By making designs for aquarium
placement racks and air bubble settings for fish For this reason, this activity was carried out with the
aim of increasing knowledge and insight in overcoming the decline in income due to changes in the
market in the new normal era.
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IMPLEMENTATION METHODS

The implementation of community service to achieve its goals needs to make and follow the
established procedures. The procedures include preparation, survey and observation, coordination,
implementation, monitoring and Interview.

However, in this interview an unstructured interview technique is used, which uses open-
ended questions for the manager and his students. Observation was also carried out in the field to
obtain supporting data. In observation activities, it can be classified into participant observation and
non-participant observation (Sugiyono, 2016).

This observation uses the participant t o observation technique by observing environmental
situations and conditions as well as small business character development activities. Coordination is
carried out to determine the certainty of the location, method, time, object based on the results of
surveys and observations, as well as the results of the agreement of the community service team and
the head of the local RW.

The implementation of his activities during the Covid-19 pandemic, so that he still has to
maintain health protocols, so that it is carried out and in accordance with his lecture schedule, so as
not to interfere with his business activities. The method used in education and training, so that
students can also apply it directly. Community service can be categorized as successful if
participants can understand the material as much as 70 percent. Monitoring and evaluation are
carried out based on input from the community service team, school managers, and students during
the implementation of community service. Monitoring and evaluation activities are important to
obtain input for the next implementation to be better.

RESULTS AND DISCUSSION

The government has created a Community Small and Medium Enterprises (MSMEs) program
in order to increase economic growth in the era of the Covid-19 pandemic (Sugiri, 2020). This is
done by restructuring MSME loans, working capital, and providing other support (Maftuchan, 2020).
The policy is a synergy between the government and Bank Indonesia and the Financial Services
Authority. However, to accelerate recovery, the government provides facilities to small and medium
business actors in the form of government-borne small and medium enterprises final income tax
incentives and Presidential Assistance for Productive Micro Enterprises (Marlinah, 2021).

All of them can function well if micro, small, and medium business actors try to rise and not
only rely on assistance from the government. For this reason, micro, small, and medium business
actors must be able to adapt to the new normal era. Anticipate the need for micro and small
businesses by creating new habits, through new marketing strategies, so that they can always keep
up with the times (Fadillaha & Subchan, 2021).

In the era of the industrial revolution 4.0, the use of technology is the center of all industrial
activities (Prasetyo & Sutopo, 2018). However, if the human resources are not ready, they will be
replaced with machines. For this reason, the development of technology needs to be followed by the
ability of human resources through education and training. This also applies to small and medium
enterprises in facing the industrial revolution 4.0, by increasing knowledge of marketing strategies,
so that it can accelerate the revival of small and medium enterprises (Respatiningsih, Arini, &
Kurniawan, 2020). The existence of the new normal era, which is in the industrial revolution 4.0, has
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made the development of technology and the digital economy more rapid, which is marked by an
increase in the flow of digital transactions. This situation is a good moment for micro and small
businesses to take advantage of digital technology in developing their market.

Marketing in cyberspace can be done by promoting products to various media on the internet,
in the form of websites, social media, and marketplaces (Dwijayanti & Pramesti, 20201). Of all of
them, Instagram is one of the most widely used online sales media. However, to join the marketplace
there are obstacles, especially because many offer similar products, so that the products are not
visible to consumers. For this reason, it is necessary to make

Marketing strategies in the marketplace so that consumers can be known, namely by
marketing quality products, having a target market, knowing competitors, getting to know the
market place, learning the marketplace algorithm, making interesting videos to attract many
enthusiasts.

Marketing with new techniques online in the calculation of its cost is different from
conventional marketing. For this reason, business actors need to take into account the cost of each
step they make. With online marketing, it is hoped that it can increase total net revenue. This can
happen because although new costs will appear, costs can be covered by an increase in consumer
demand. Marketing with new techniques will make its activities more practical, efficient, and can
minimize errors in administrative record-keeping. The strategy applied is simple with minimal risk,
and easy to apply to help the recovery of medium-sized businesses during the Covid-19 period.

Community service carried outcan increase participants' knowledge and insight into market
structure materials, marketing media and marketing media costs. This activity increased the
knowledge and insight of the three materials by an average of 30.33 percent, with details of pre-
community service the participants knew the three materials on average 49.33 percent, but after
community service the average was 79.67 percent. For market structure materials, there was an
increase of 37 percent, marketing media 20 percent, and marketing media costs 34 percent. There is
this significant increase, because participants feel important and interested in the material provided,
and supported by the right method, so that it can provide optimal results due to the occurrence of
two-way communication.

CONCLUSIONS

Community service activities were carried out by students of the Faculty of Engineering and
Science, Ibnu Khaldun University Bogor in Ciriung Village, Cibinong District in order to increase
knowledge and insight in overcoming declining income due to changes in the market in the new
normal era. For this reason, it is necessary to provide material on market structure, marketing
media and marketing media costs to support the increase in revenue. The implementation uses the
method of education, training and application, through the provision of material and continued with
discussions, as well as discussions of related cases. The results of the implementation of this
community service can increase knowledge and insight from the three materials from an average of
49.33 percent to 79.67 percent, resulting in an increase of an average of 30.33 percent. This activity
was a good success, because after its implementation, participants were able to master 75 percent of
the market structure material, 85 percent of marketing media and 79 percent of marketing media
costs. The implementation of community service needs to be carried out continuously, with
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additional time, various materials related to digital technology, and carried out online and offline.
Business actors need to utilize digital technology in promoting on social media and registering their
business on marketplace platforms, building personal branding, product innovation and
diversification, and officially registering with the Cooperative Office and micro, small, and medium
enterprises.
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