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Poklahsar Group in Kutuh Village, South Kuta District, Badung Regency, as the
producer of "Demen Mie" made based on Eucheuma cottonii, faces two main
obstacles: the noodle-making process is stillmanual, resulting in low production
capacity, and the company profile and digital promotional media are not yet
effective. This community service program offers two solutions: (1) As a result,
the noodle maker machine was successfully modified. (replacement of pulley
set, 1.25 mm blade, food-grade lubricant, and SUS304 dough container) to
speed up the process and improve hygiene; and (2) redesign of digital
promotional media and company profile (mascot/visual identity, new
packaging, x-banners, promotional videos, and Instagram contfent). The
implementation results showed that daily capacity increased from around 50
to around 200 packages/day, and monthly output rose from 5 kg to 10-12 kg
of processed seaweed. Improved hygiene was achieved through the use of
SUS304 components and partfial automation of the cutting/shaping stage. On
the marketing side, the new brand identity and promotional materials
stfrengthened visual consistency and digital content distribution readiness.
These findings indicate that production process improvements based on
machine modifications, combined with visual branding reinforcement, are
effective in accelerating production, improving hygiene, and strengthening

the marketing performance of marine-based MSMEs.
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INTRODUCTION

Poklahsar Merta Nadi, which belongs to Micro,
Small and Medium Enterprises, in Kutuh Village, South
Kuta District, Badung Regency, as the target partner
and the producer of 'Demen Mie', has been ratified

based on the Decree of the Head of Kutuh Village No.

53 Year 2021. This partner group produces the noodle
product from the cottoni seaweed, as a choice of
farmers whose quality is well known (Fathoni &
Arisandi, 2020). The partner also has a skill in
processing the cotfoni seaweed to make the ready-
to-eat noodle, without reducing its nutrient level or
quality and adding preservatives.

Despite its potential, Poklahsar Merta Nadi faces
severalinterrelated challenges that hinder its business
growth and product competitiveness. From the
production aspect, the noodle-making process is sfill

s .
[ --a.,f?_\'id @ il %

\_#/ Wikrama Parahita

conducted manually using outdated equipment,
resulting in low productivity, high labor dependency,
and inconsistent hygiene standards. The absence of
food-grade components and limited mechanization
increases the risk of contamination and extends the
production cycle fime. In addition, the packaging
process often involves direct hand contact, which
reduces efficiency and hygiene quality. From the
marketing and communication aspect, the partner’s
promotional fools—such as product packaging,
company profile, and social media content—lack
professional visual design, brand consistency, and
digital engagement strategies. The current
promotional materials fail tfo reflect the product's
unigue value as a healthy seaweed-based noodle
from Bali. These limitations make it difficult for
Poklahsar Merta Nadi to expand its market beyond

© 2025 All forms of plagiarism and misuse of intellectual property rights due to the publication of this community service

paper are the responsibility of the author.
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Bali, despite receiving inquiries from other regions
such as Jakarta, Sulawesi, Sumatra, and Papua.
Therefore, a comprehensive intervention is needed
to modernize the production system and strengthen
digital branding to improve both capacity and
market competitiveness.

The quality of the cottoni seaweed is not yet
supported by time-saving production equipment
(Kusakabe, 2022) and an eye-catching package to
attract consumers (Calver, 2007). Production with the
slow machine has been an obstacle fo saving labor
costs and the packaging time. Hygiene is another
issue when the package frequently comes into
contact with hands.

Partner has been capable of producing the
cottoni seaweed noodle, which has been packaged
and marketed, limited to Bali. The capability of the
partner in processing and packaging the noodles
made of the cottoni seaweed was sfill low, at 5 kg
every month, while the market demand was quite
high. Thus, it required a smart solution to solve the
production and hygiene issues. For another issue, the
design of the partner's promotion media was not yet
optimal based on the development of digital-based
social media (Ellicott, 2010). The proposing team
observed that the design of the partner's company
profile did not yet apply the impressive design
principle, so the visual branding and media used to
promote the Poklahsar product, 'Demen Mie' in
particular, had to be comprehensively reviewed.

Partner's issues in the Community Partnership
Empowerment program are expected to be seftled.
The first issue is the implementation of modern
technology to produce noodles with faster rotation,
so it must be modified to provide time efficiency and
to maintain products' hygiene of the products during
their production process. This issue is expected to
maoke partners capable of meeting the market
demand, which is quite progressive. The productivity
is expected to increase from 5 kg fo 10-12 kg of the
processed cotonni seaweed with some variants of
Demen Mie products. The second issue is that the
visual branding of the company profile design in
Demen Mie by Poklahsar Merta Nadi is still far from
the application of the impressive Visual Commu-
nication Design principle (Bian & Ji, 2021; Lee, 2021).

The focus of the solutions offered seeks to solve
two partners' issues. The first aspect is Production
Aspect and Business Management, improvement of
product's hygiene and quantity and human resource
effectiveness as the labour for production and the
packaging, thus affecting the saving of production
cost. Procurement of the noodle maker machine,
which has been modified, is one of the solutions to
increase daily or monthly production quantity. The
second is the marketing aspect, along with the
quality of the Promotion Media Design, which is more
professional and digital-based, and a more
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communicative company profile to persuade the
potential buyers tfowards the partner's credibility.

The focus of the partner's problem-solving
involves the Proposing Team with the relevant
knowledge as follows: Design (related fo the visual
branding and work ergonomics), Food Technology
(the digital-based marketing strategy, insight on the
packaging, and production management), and
product (related to modification on the noodle
maker machine). The purpose of the SCP
implementation is problem-solving related to the
production quantity increase because it will be
capable of completing the purchase order faster for
the customers (Anderson, 2020; Ku et al., 20146).

The target market all this time is Bali, but it has
met the order since last year outside of Bali Island,
namely Jakarta, Sulawesi, Sumatra, and Papua. The
marketing outside Baliis a demand from the partner's
acquaintances, providing their recommendation
about taste, quality, and benefits of consuming the
instant  noodle made of cotonni seaweed.
Promotional media is an important aspect after
improving production and the packaging through
the modification of the noodle maker machine,
which is faster and automatic. A higher production
quantity will improve the standard of living of the
cotonni seaweed farmers in the southern beach,
Kutuh Village, South Kuta. Another purpose is fo
expand the market reach by persuading the pros-
pective consumers towards the Demen Mie product
from Poklahsar group through the improvement of
design quality in the promofion media (visual
branding), company profile in particular (Purhita &
Rudijiono, 2024; Selvamuthukumaran, 2021).

In the context of SDGs, important aspects are as
follows: 1) Healthy and Prosperous Life; cotfonni
seaweed is known for its nutrients, thus having
benefits  for maintaining body metabolism.
Consuming 'Demen Mie' is a step to realize the
healthy life for society and to prosper the seaweed
farmers; 2) Responsible Consumption and Production;
noodle product does not contain any dangerous
preservatives which can harm health and it is
packaged by considering the food-grade aspect, so
the noodle is safe to eat as an alternative of rice in
certain situations and conditions (Adejuwon et al.,
2020; Perta-Crisan et al., 2023). Meanwhile, Asta Cita
improves the employment opportunities, encourages
entrepreneurship, develops the creative industry,
and continues the infrastructure development.

This SCP program focuses on efforts to
encourage the entrepreneurship progress in the
scope of Micro, Small and Medium Enterprises to be
more creatfive and competitive and to open better
work opportunities (Dana et al., 2023). Efforts are
carried out by improving the product quantity
through machine modification (Filip & Marascu-Klein,
2015) and quality of the package design to be more
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impressive (Vasileiadis et al., 2019). The focuses of
RIRN are food and research related to food self-
sufficiency.

In the case of MBKM, the involvement of the
students from the Indonesian Art Institute, Bali, in SCP,
they are given the opportunity to learn outside the
university to improve their knowledge for solving
cases (the case method and project-based), which
is very significant. SCP improves the quality of the
Main Performance Indicator for the college. Students
get experience outside their university (IKU 2), which
can be converted into atf least 6 SCS. The work of
lecturers is used by the community (IKU 5), namely the
scientific output from lecturers and applied in society
related to knowledge concerning the improvement
of production quantity and the product marketing

strategy; and collaborative, participative class (IKU 7).

The course uses the case-solving learning method
because SCP implementation makes students study
in areal environment.

The purpose of this community service program
is to empower Poklahsar Merta Nadi in Kutuh Village
by improving both the production capacity and
marketing capability of their seaweed-based noodle
product, “Demen Mie.” Specifically, the program
aims fo (1) enhance production efficiency and
hygiene through modification of the noodle-making
machine, (2) strengthen the partner's digital
marketing and visual branding to increase product
competitiveness, and (3) provide practical learning
opportunities for students through real-world case
and project-based experiences in the SCP
framework. The expected outcomes are higher
production quantity, improved product hygiene, a
more  professional promotional identity, and
expanded market reach. The program also
confributes theoretically to the application of
creative enfrepreneurship in  community em-
powerment and practically to the development of
sustainable MSMEs in the marine-based food sector.

MATERIALS AND METHODS

Implementation of SCP in the Kutuh Village of
Badung Regency used the important materials by
applying the creativepreneur method.

Materials

Materials used in this research were a pulley set,
a 1.25 cm knife, a stainless steel dough container,
and food-grade lubricant for modifying the noodle
maker machine to work faster and automatically,
thus improving daily production quantity. Cottoni
seaweed was used fo test the noodle maker, which
has been modified.

Methods
This SCP program applied the creativepreneur-
based community service method, which s
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structured info three major phases aligned with the
SCP template: (1) Pre-Implementation, (2)
Implementation, and (3) Evaluation. This method
infegrates ideation, co-creation, profotyping, and
marketing validation to address the partner’s main
problems in production efficiency, hygiene, and
digital marketing.

In the stage Pre-Implementation (Problem
Identification, Baseline Measurement, and Co-
Creation), the team conducted direct observations,
semi-structured interviews, and production-flow
analysis to identify the root causes of the partner’s
problems. Baseline data were collected, including
cycle time per noodle batch, daily production
capacity (50 packs/day), monthly processed
seaweed output (5 kg/month), number of hand-
contact points, and the condition of existing
promotional materials. A co-creation session with the
partner was carried out to determine priorities and
agree on solution pathways:  (a) machine
modification with food-grade components, and (b)
redesign of digital promotional media. This phase
aligned the partners’ needs with the expected SCP
outcomes.

The stage Implementation includes modification
of the KT1945 noodle machine, including changing
the pulley set, instaling a 1.25 mm blade, adding
food-grade lubricant, and replacing the dough
container with SUS304 stainless steel. Trial runs were
completed untfil stable production performance was
achieved. Training was conducted to prepare
operators for safe machine operation, sanitation
SOPs, and an improved packaging workflow. In
parallel, the visual branding and digital marketing
intervention covered mascot creation, company
profile redesign, new packaging development, X-
banner layouting, promotional video production,
and Instagram content systematization (grid,
typography, color palette, CTA strategy). All designs
were aligned with Visual Communication Design
principles.

The stage evaluation (Production Output,
Hygiene, and Digital-Media Performance) followed a
pre—post approach. Production indicators included
cycle time reduction, daily production increase
(achieving +200 packs/day), and monthly output
increase (from 5 kg to 10-12 kg). Hygiene evaluation
focused on the reduction of hand-contact points,
improved sanitation SOP scores, and verification of
food-grade components (SUS304). Digital marketing
evaluation used Instagram Insights  (reach,
impressions, engagement rate, interactions), expert
review of design quality, and partner-reported order
increases. Between June-September 2025, monthly
orders increased to 18-20 kg, showing a 70-100%
growth after implementation. Qualitative feedback
from customers and resellers was also used to
validate branding effectiveness.
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A descriptive pre-post comparative analysis
reports means, standard deviations, and percentage
changes for indicators in domains (A) and (B). Simple
visualizations (run charts/bar charts) display weekly

frends. Photfo/video documentation serves as
process evidence and supports triangulation
between technical improvements and

design/marketing enhancements.

Participation of the Poklahsar Merta Nadi as the
partner, in empowering the production of cottoni
seaweed from local farmers around the partner's
location and the involvement of region and the
related government, were truly helpful in supporting
the implementation stages because the licensing
process from the head of Kukuh Village and the
openness of villagers from Kukuh Village, South Kuta
District, Bandung Regency in approving the SCP
implementation, was an indicator of success in SCP.
For the Partner Commitment, besides actively
contributing to real action, they also contributed to
support the funding for modifying the instant noodle
machine, to get a more optimum modification.

RESULTS AND DISCUSSION
Machine Modification

Results in SCP implementation in Kukuh Village
were classified into two groups based on the solutions
approved by the partners. Before the redesign, the
existing noodle-making machine showed several
operational limitations that directly hindered
production efficiency and hygiene. The cycle time
per batch was long, causing bottlenecks and
preventing the partner from meeting increasing
market demand. The machine also required frequent
manual intervention along the dough-feeding and
cutting stages, resulting in multiple hand-contact
points that reduced hygiene consistency and
increased contamination risk. Furthermore, several
components—such as the original pulley ratio, non—
food-grade lubricant, and non-stainless-steel dough
container—were not adequate to support food-
grade processing standards. These shortcomings
made the machine unsuitable for achieving higher
production output and safe handling of cofttonii
seaweed dough. For these reasons, a redesign was
necessary to improve speed, stabilize material
feeding, reduce manual conftact, and ensure
compliance with food-grade requirements. The
modification of the pulley set, blade configuration,
lubricant, and SUS304 container directly addressed
these issues and enabled significant improvements in
production capacity and hygiene.

Improvement on quantity, hygiene, product
quality, and packaging quality in Demen Mie (instant
noodle) through the modification of the noodle
maker machine to be faster and automatic, and the
assistance in using the machine. Modification of the
KT945 noodle machine by replacing its pulley sef,
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1.25mm knife, food-grade lubricant, and dough
container, using the SUS304 stainless steel (for the
product's hygiene). This machine is capable of
making several noodles, namely straight noodles,
curly noodles, flat noodles, chicken noodles, wide
noodles, udon, and so forth (Bayoyan Teknik, 2025).
After modifying its machine, daily production
capacity can be increased from 50 packages to 200
packages as ordered (Fig. 1).

Fig. 1. Pulley setf replacement process

The replacement of the pulley set and the 1.25
mm knife set, which reduced the cycle fime and
stabilized material feeding. The added guard also
lowers hand-contact points along the tray and
transfer path. In short, mechanical modification plus
a revised material flow layout are the keys to both
acceleration and improved hygiene.

The evaluation stage for the modified machine
covered both production capacity and hygiene
performance. Capacity was measured through daily
output comparison before and after modification,
while hygiene was evaluated using several
parameters: (1) reduction in the number of hand-
contact points along the production flow, (2)
cleanliness of food-contact surfaces based on a
sanitation SOP checklist scored from 1 to 5, (3)
verification that all food-contact components—such
as the dough container, blade, and lubricant—met
food-grade standards, and (4) operator compliance
with  handwashing and  equipment-cleaning
procedures. These indicators demonstrated a
significant improvement in hygiene consistency
following the machine redesign.

The redesign of both the production machine
and the promotional media followed a structured
process that combined partner requirements with the
tfeam’s technical and design analysis. The stages
began with an initial needs assessment through
intferviews, field observation, and workflow mapping
to identify bottlenecks in cycle time, hygiene issues,
and limitations in partner branding. Based on this
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assessment, a co-creation and discussion session was
conducted with the partner to define priorities for
redesign, including the modification of mechanical
components, improvement of hygiene standards,
and enhancement of brand communication.
Prototyping was then carried out in two domains: (1)
the modified KT945 machine, which underwent
several frial runs until stable performance was
achieved, and (2) the visual branding and digital
media outputs, which were tested for readability,
consistency, and alignment with the identity of

Demen Mie. Al design outputs—machine
modification, company  profile, packaging,
Instagram content, X-banner, and promotional

video—were therefore not arbitrary, but the result of
iterative collaboration between the implementation
team and the partner, grounded in the partner’s
needs and validated through repeated feedback
cycles.

Visual Branding Design

Redesigning the company profile, digital-based
promotion media and Visual Branding Design as an
effort to make use of social media for promotion. The
purposes of the redesign of the company profile are
as follows: 1) Creation of the visual identity (corporate
identity) and digital-based promotion media with the
improved quality and the principle of Visual
Communication Design; 2). Improving the capability
to create an idea of creative designing and fo
market the featured product through online-based
media (social media); 3). The addition of Visual
Communication Design Media as a promotional

aspect, which is impressive, aesthetic, and expansive;

4) The increasing sales of the Demen Mie product
(instant noodle) from Poklahsar Merta Nadi, which is
quantitatively measured; and 5). The Letter of
Creation Record (Copyright).

For the redesigned promotional media and
visual branding, a user satisfaction assessment was
conducted using a simple Likert-scale survey (1-5)
involving consumers and local buyers. Respondents
evaluated both the old and new designs in terms of
clarity, visual appeal, readability, information
completeness, and perceived product credibility.
The new design scored higher across all aspects
(average 4.3/5 compared to 2.8/5 for the old design),
indicating improved audience engagement and
stronger brand perception. These results confirm that
the redesign not only enhanced visual identity but
also increased user satisfaction compared to the
previous materials.

Designing of the Mascot for "Demen Mie" produced
by Poklahsar Merta Nadi

Designing the visual identity (corporate identity)
for "Demen Mie" product, which is a mascot. Mascot
is an element of (pictorial mark) from brand identity,
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a personification of the brand in a certain character
with characteristics and specificity representing the
brand (Lauwrentius & Fianto, 2015). The mascot
"Demen Mie" was inspired from the seaweed as the
main ingredient of Demen Mie. Inspiration from
seaweed can be seen from its wavy hair, resembling
seaweed in water. The wavy hair moves freely
following the seawater flow. A human character
wearing a blue top as the representation of seawater
color, combined with a light yellow belt resembling
the sunlight penetrating the seawater. The lower part
is white with a green wave motif, imitating the texture
of seaweed patterns in the seabed (Fig. 2).

Fig. 2. Mascot for "Demen Mie" produced by
Poklahsar Merta Nadi

Designing Instagram Feed

The Instagram feed is a feature on the Instagram
home page with posts from Instagram users. These
posts can be photo or video (Mittal et al., 2017). The
Instagram feed will not be lost, unless it is deleted or
archived by the user. In designing the Instagram
feed, the visual content sftructure was shown
consistently with the identity of Demen Mie brand, a
healthy noodle business primarily made of seaweed.
Every post was designed by combining product
photography and bold typography fo imply the taste
and uniqueness of the product.

Feed was compiled in every 1 post with the grid
size of 4:5 and the alternating content pattern:
product photo, promotion, and education (benefits
of seaweed). The noodle was shown in real photo
and illustration, for providing an appetizing, dynamic
impression. Typography style used 3 font types,
namely Gagalin Bold, Agranir Bold, and Luminos
Marker.

Red and Orange dominate the "Fried Noodle
design. Colors used fits the noodle package colors
with red color providing an appetizing, warm
impression, based on a strong taste of the fried
noodle. Orange color brings spirit and energy. Green
color was used in accordance with the packaging
for noodle soup. Green represents nature, health,
and freshness from seaweed. It implies that the
seaweed-based noodle is healthier than the
common one. Yellow color was shown in fexts, like
"Order Now" or "Let's Try". Yellow color represents
cheerfulness and deliciousness, encouraging the
curiosity of consumers to fry. Black and dark brown
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were used as the background, providing confrast,
warmth, and elegance, to make the noodle
prominent in the design center.

< demenmie_kutuh

Demen Mie

] 1165 9

/ posts followers following

Minggu (08.00-16.00)
, Kutuh, South Kuta, Badung
Regency, Bali

Following v Message

Fig. 3. Design of Instagram feed

Visual featured the product as well as delivered
information about the benefits of consuming noodle
made of seaweed, which were high in fiber, healthy
for intestine, and good for blood flow or body
immunity. Short sentences, namely “Pick One!”, “Are
You Hungry2”, and “Let's Try"” served as a call tfo
action (CTA) which was straightforward, making
audience interested to buy. The whole Instagram
feeds of Demen served as the product display, as
well as the branding media, implying the uniqueness
of seaweed noodle, through a combination of color,
text, and strong illustration. The designing of the
company profile in the form of an Instagram feed
"Demen Mie" (Fig. 3 and Fig. 4)

Package Designing

The design of Demen Mie package as a digital-
based promotfion media had Balinese aspect
siihouette, representing that the noodle are from Balli.
The design had an illustration from Noodle and
Noodle Snack and a mascot from Demen Mie.
Demen Mie brand was put at the top, while its logo
was at the right corner. There was brief information

about the noodle, halal logo, and net weight. The
back of the package had composition, nutrient
information, brief information about Demen Mie,
benefits of seaweed, how to cook, as well as a
recycling logo, a halal logo, and a production code.
Text in the package used Bakso Sapi and Montserrat
fonts.

LAGI LAPER?

Fig. 4. Variation of Instagram feed design
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The package served as the "trigger" with its
direct function, facing the consumers. The package
must provide a spontaneous impression affecting the
positive action of consumers at the point of sale. In a
strict competition, the aesthetic aspect becomes the
added value to be considered as an "emotional tfrap”
in aftracting consumers (Cenadi, 2000). The package
design had three noodle types based on their
function, namely a package for fried noodles, a
package for noodle soup, and a ready-to-eat snack
noodle (Fig. 5, Fig. 6 and Fig. 7).

DEMEN p_\i_f_‘

1

(e — -

Fig. 6. Mockup of the noodle soup package

DEMEN MiE
SNACK MiE

DEMENIMIE
SNACK M_i!.

Fig. 7. Mockup of the noodle snack package

X-Banner Designing

SCP in Poklahsar Merta Nadi of Kutuh Village,
South Kuta, Badung Regency. X-Banner is the prinfing
media, made for infroducing or promoting a business
(Maulan et al., 2023). The first information was about
the ftitle of this program, background, partners'
problem to find a solution, program phases, resulf,
and the expression of gratitude to the Directorate of
Research and Social Service, Directorate General of
Research and Development of the Ministry of Higher
Education, Science, and Technology, funding the
SCP in 2025 (Fig. 8).

Fig. 8. XBanner design
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Promotion Video

The video duration was three minutes,
containing information about the importance of
design development, the process of making noodles,
opportunities, and obstacles faced by the group of
Poklahsar Merta Nadi. Besides, it states the
modification process on the noodle production
machine and cofttoni seaweed cultivation in Geger
Beach, Kutuh Village, South Kuta, Badung (Fig. 9).

0 © ®sima

Fig. 9. Preview of screenshot from promotion video

The implementation of the redesigned machine
and digital  promofional media  produced
measurable positive impacts on the partner's
business performance. Based on monitoring data
collected between June and September 2025,
monthly orders of processed seaweed noodles
increased from the previous range of 5-10 kg per
month to approximately 18-20 kg per month,
indicating a 70-100% rise compared to the pre-
infervention period. On the digital marketing side, the
new Instagram content supported by improved
visual branding, a clearer company profile, and
consistent posting structure led to a substantial
increase in audience activity. Instagram reach
increased by 65% within the first six weeks, while
engagement rate improved from below 1% fo an
average of 3.8%. These improvements reflect stronger
consumer infterest, enhanced product visibility, and
higher credibility following the redesign.

Despite the comprehensive visual and digital
marketing improvements—including the mascot,
Instagram feed, packaging, X-banner, and
promotional video—the current report has not yet
included quantitative data on actual sales growth
following the implementation of the digital marketing
strategy. The reviewer also highlighted this limitation.
Based on the partners follow-up monitoring
conducted between June and September 2025,
there was an observed increase in monthly orders
from approximately 5-10 kg of processed seaweed
noodles to 18-20 kg per month, representing an
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estimated 70-100% rise compared to the pre-
intervention period.

The increase was mainly aftributed to
heightened consumer engagement through
Instagram posts and local reseller orders initiated
after the digital promotion. Although these results are
preliminary and limited to descriptive comparison,
they indicate a positive correlation between
improved digital branding and product sales
performance. Future program evaluations are
recommended to integrate detailed sales tracking
and conversion analytics (reach — inquiry — order —
repeat purchase) to provide a more comprehensive
quantitative assessment of marketing outcomes.

CONCLUSION

This community service program successfully
improved both the production system and the
marketing readiness of the seaweed-based noodle
product "Demen Mie" produced by Poklahsar Merta
Nadiin Kutuh Village. Through the modification of the
KT945 noodle-making machine (pulley set, 1.25 mm
blade, food-grade lubricant, and SUS304 dough
container), daily output increased from around 50 to
approximately 200 packages, while monthly
processed seaweed capacity rose from 5 kg fo 10-12
kg. These changes indicate a substantial
improvement in production efficiency and the
partner’'s ability to respond to growing market
demand. In parallel, hygiene conditions in the
production process were enhanced through the use
of food-grade stainless-steel (SUS304) components,
the application of food-grade lubricant, the
reduction of direct hand-contact points along the
production flow, and the implementation of clearer
sanitation standard operating procedures (SOPs).
These measures led to more consistent cleaning
practices and safer food-contact surfaces, which
strengthen consumer trust in seaweed-based noodle
products.

On the marketing side, the redesign of visual
identity, packaging, company profile, X-banner,
promotional video, and Instagram feed
stfrengthened brand consistency and  digital
communication. A simple user-satisfaction survey
using a Likert scale (1-5) showed that the new designs
achieved higher scores in terms of clarity, visual
appeal, information completeness, and perceived
credibility compared to the previous materials,
confirming that users and potential buyers received
the redesigned media.

Nevertheless, this program still has several
limitations. The evaluation of marketing performance
and sales increase is predominantly descriptive, with
limited quantitative sales tfracking and no laboratory-
based  microbiological testing of  hygiene
improvements. The observation period after
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implementation was also relatively short. As a follow-
up plan, the team and partner have agreed fo
conduct advanced training on machine operation
and sanitation, schedule regular preventive
maintenance of the modified machine, and develop
more systematic monitoring of sales and digital
metrics. Future community service and research
activities are recommended to integrate detailed
sales-conversion analysis and food-safety testing to
provide a more comprehensive picture of the long-
term impact of machine modification and visual
branding interventions on MSME performance.
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