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Abstract 

 
Based on the results of interviews with several weavers, it is 

known that there are obstacles in developing the ulos craft 

business that they run. This problem has an impact on the 

process of making ulos and marketing of ulos which is not 

optimal. Given the importance of the existence of ulos cloth 

in supporting the development of Lake Toba tourism and 

increasing the financial economy of ulos weavers, it is 

necessary to provide training and assistance to weaving 

groups in developing ulos handicrafts. The implementation 

method uses the Participatory Rural Appraisal (PRA) model 

which emphasizes community involvement in all activities 

starting from planning, implementing, and evaluating 

program activities. The output of this service includes 

increasing partner empowerment which includes increasing 

knowledge, increasing skills, product quality improvement, 

product quantity increase, production capacity increase, 

turnover number increase, management capability 

improvement, profit increase and standardized product 

improvement. In accordance with the results of interviews 

after the implementation of community service activities, it is 

known that the understanding of Ulos UKM players 

regarding the use of digital marketing has increased by 95%. 
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INTRODUCTION 

Pematang Siantar City is one of the cities in North Sumatra which has enormous tourism 

potential. One of the tourism potentials owned by the City of Pematang Siantar is Lake Toba. Lake 

Toba is the largest volcanic lake in the world which has a very amazing beauty. Lake Toba is also one 

of the most popular tourist destinations in Indonesia. Apart from Lake Toba, Pematang Siantar City 

also has other tourism potential, namely the ulos weaving craft. Ulos is a traditional Batak cloth that 

has high cultural value. Ulos is usually used at traditional Batak events, such as weddings, funerals 

and other traditional ceremonies. The craft of ulos weaving in Pematang Siantar City has existed since 

ancient times. However, currently the craft of ulos weaving is starting to experience a decline. This is 

caused by several factors, namely: The lack of interest of the younger generation to weave ulos, the 

increasingly expensive price of ulos, competition with woven products from other regions. To 

overcome this problem, it is necessary to organize ulos weavers in Pematang Siantar City. One effort 

that can be done is to implement digital marketing. Digital marketing is a marketing activity that uses 

digital media, such as the internet, to promote products or services. By using digital marketing, ulos 

weavers in Pematang Siantar City can more easily reach a wider market. They can also more easily 

promote their ulos products to tourists visiting Lake Toba. The arrangement of ulos weavers in 

Pematang Siantar City based on digital marketing can provide several benefits, namely: Increasing 

sales of ulos products, Improving the welfare of ulos weavers, Preserving Batak culture, Arrangement 

of ulos weavers in Pematang Siantar City based on digital marketing can be one of the efforts to 

support the development of Lake Toba tourism. With the progress of ulos weaving in Pematang 

Siantar City, more and more tourists will be interested in visiting Lake Toba. 

One of the icons of the Lake Toba tourist area which symbolizes the characteristics of the 

people in the Lake Toba area (Batak tribe) is the ulos. The ulos is a typical Indonesian dress, which 

has been developed for generations by the Batak people. Ulos woven fabric is a traditional Batak cloth 

that has cultural and ritual values as one of the heritages of the Batak tribe and ulos handicrafts have 

existed for hundreds of years (Hasan et al., 2021). The existence of ulos is inseparable from the role of 

ulos weavers, both individually and in groups. One indicator that indicates the existence of ulos is still 

developing is the formation of groups of ulos weavers, especially those in the city of Pematang 

Siantar. The city of Pematang Siantar is one of the cities adjacent to the Lake Toba area which has the 

potential for qualified resources in the development of ulos. Most of the ulos weavers in Pematang 

Siantar City are housewives. They weave ulos to meet their daily needs and for sale. However, the 

marketing of ulos by weavers is still traditional. They only market ulos in traditional markets or 

through acquaintances. The arrangement of ulos weavers in Pematang Siantar City based on digital 

marketing can also increase the cultural value of ulos. This is because digital marketing of ulos can 

introduce ulos to the wider community and can increase public awareness about the cultural values of 

ulos. Most of the ulos weavers in Pematang Siantar City are housewives. They weave ulos to meet 

their daily needs and for sale. However, the marketing of ulos by weavers is still traditional. They 

only market ulos in traditional markets or through acquaintances. The arrangement of ulos weavers in 

Pematang Siantar City based on digital marketing can also increase the cultural value of ulos. This is 

because digital marketing of ulos can introduce ulos to the wider community and can increase public 

awareness about the cultural values of ulos. Most of the ulos weavers in Pematang Siantar City are 

housewives. They weave ulos to meet their daily needs and for sale. However, the marketing of ulos 

by weavers is still traditional. They only market ulos in traditional markets or through acquaintances. 

The arrangement of ulos weavers in Pematang Siantar City based on digital marketing can also 

increase the cultural value of ulos. This is because digital marketing of ulos can introduce ulos to the 
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wider community and can increase public awareness about the cultural values of ulos (Basoeky et al., 

2021). They only market ulos in traditional markets or through acquaintances. The arrangement of 

ulos weavers in Pematang Siantar City based on digital marketing can also increase the cultural value 

of ulos. This is because digital marketing of ulos can introduce ulos to the wider community and can 

increase public awareness about the cultural values of ulos. They only market ulos in traditional 

markets or through acquaintances. The arrangement of ulos weavers in Pematang Siantar City based 

on digital marketing can also increase the cultural value of ulos. This is because digital marketing of 

ulos can introduce ulos to the wider community and can increase public awareness about the cultural 

values of ulos (Butarbutar, Sudirman, Windarto, et al., 2022). 

Ulos marketing traditionally has several weaknesses. First, traditional ulos marketing is 

ineffective because the target market is limited. Second, traditional ulos marketing is inefficient due to 

high marketing costs. To overcome the weaknesses of traditional ulos marketing, it is necessary to 

arrange ulos weavers in Pematang Siantar City based on digital marketing (Butarbutar, Sudirman, 

Chandra, et al., 2022). Digital marketing is a marketing activity that utilizes digital media, such as the 

internet, to promote products or services. Digital marketing has several advantages over traditional 

marketing. First, digital marketing has a broad target market. Second, digital marketing is more 

efficient because marketing costs are low. Third, digital marketing can be done anytime and 

anywhere. The arrangement of ulos weavers in Pematang Siantar City based on digital marketing can 

be done in several ways. First, the government can create a website or application that displays ulos 

products produced by weavers. Second, the government can work with travel agents to promote ulos 

to tourists visiting Lake Toba. Third, the government can provide training to weavers on how to use 

digital media to market ulos. The arrangement of ulos weavers in Pematang Siantar City based on 

digital marketing can improve the economy of the people of Pematang Siantar City. This is because 

digital ulos marketing can increase ulos sales and can attract tourists to visit Lake Toba. the 

government can create a website or application that displays ulos products produced by weavers. 

Second, the government can work with travel agents to promote ulos to tourists visiting Lake Toba. 

Third, the government can provide training to weavers on how to use digital media to market ulos 

(Sundulusi et al., 2022).  

Ulos weavers are a very important profession in Batak society. Ulos weavers are usually 

women who are aged and have experience in weaving ulos cloth. Ulos cloth woven by ulos weavers 

usually has very beautiful and unique motifs. In recent years, the government of Pematang Siantar 

City has made various efforts to improve the welfare of ulos weavers. One of the efforts made is to 

develop a model for structuring ulos weavers based on digital marketing. This structuring model aims 

to help ulos weavers to market their products online. By using this structuring model, ulos weavers 

can more easily reach a wider market. They can also more easily compete with ulos products sold by 

other traders. This structuring model is also expected to help improve the economy of the Batak 

people, who mostly live from ulos weaving (Muniarty et al., 2021). The model for structuring ulos 

weavers based on digital marketing is an excellent effort to support the development of Lake Toba 

tourism. With the increasing welfare of the ulos weavers, they will be more eager to weave ulos cloth. 

This will have an impact on increasing the number of ulos fabrics available on the market. With the 

increasing number of ulos fabrics available on the market, it will increasingly attract tourists to visit 

Lake Toba. The model for structuring ulos weavers based on digital marketing is an excellent effort to 

support the development of Lake Toba tourism (Sudrartono et al., 2022). With the increasing welfare 

of the ulos weavers, they will be more eager to weave ulos cloth. This will have an impact on 

increasing the number of ulos fabrics available on the market. With the increasing number of ulos 

fabrics available on the market, it will increasingly attract tourists to visit Lake Toba. The model for 

structuring ulos weavers based on digital marketing is an excellent effort to support the development 
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of Lake Toba tourism. With the increasing welfare of the ulos weavers, they will be more eager to 

weave ulos cloth. This will have an impact on increasing the number of ulos fabrics available on the 

market. With the increasing number of ulos fabrics available on the market, it will increasingly attract 

tourists to visit Lake Toba. 

Through discussions with partners, there are several problems that partners will face. Problems 

faced by partners regarding production, where partners complain about insufficient production 

equipment, raw materials whose prices are too high, in the field of marketing, partners only sell 

products to collectors, not directly to consumers. Furthermore, the marketing model is still carried out 

traditionally and has not yet implemented a digital marketing model. The model for structuring ulos 

weavers based on digital marketing is one example of how technology can be used to help people 

improve their welfare. By using technology, people can more easily access a wider market and 

compete with other products. This will have an impact on improving the community's economy. 

  

METHOD 

To achieve the goal of PKM activities in the live yeast ulos weaving group, several 

approaches will be taken, including: Participatory Rural Appraisal (PRA) model which emphasizes 

community involvement in all activities starting from planning, implementing, and evaluating 

program activities. The Community development model is an approach that directly involves the 

community as the subject and object of implementing community service activities. Persuasive, 

namely an approach that is an appeal and support without any element of coercion for the community 

to play an active role in this activity. Educative, namely socialization, training and mentoring 

approaches as a means of transferring knowledge and education for community empowerment. The 

preparatory stage was carried out to take inventory of changes in the condition of the community, 

especially the live yeast ulos weaving group so that the design of the activities that had been carried 

out could provide solutions to partner problems. In addition to this initial stage, there will also be 

wider socialization of the program. Implementation of activities includes activities to strengthen 

production through the provision of raw materials, by finding suppliers who provide raw materials at 

low prices, creating social media accounts (Facebook and Instagram), inventorying weaving groups to 

one of the market shares, providing storefronts, alternative consignment sales systems, training in 

developing ulos products into new products, and training and assistance in business financial 

management. Training, workshops, and assistance will be carried out by increasing the knowledge 

and abilities of the live yeast ulos weaving group so that the ulos weaving business that is managed 

can develop and be sustainable. Partner location on Jl Rakutta Sembiring Gang Taqwa Kelurha 

Nagapita Siantar Martoba District, Pematang Siantar, partners are 2.8 km away 

 

RESULTS AND DISCUSSION 

The arrangement of ulos weavers in Pematang Siantar City based on digital marketing is one of 

the efforts to improve the community's economy and ulos cultural values. The results of the study 

show that digital marketing-based arrangement of ulos weavers can increase ulos sales and increase 

the number of tourists visiting Lake Toba. Ulos sales have increased because digital ulos marketing 

can reach a wider target market. In addition, digital ulos marketing can also provide more complete 

information about ulos, such as the types of ulos, ulos prices, and how to buy ulos. The number of 

tourists visiting Lake Toba has increased because digital ulos marketing can introduce ulos to the 

wider community. Besides that, Ulos marketing digitally can also provide information about Lake 

Toba, such as the location of Lake Toba, tourist activities that can be carried out on Lake Toba, and 
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accommodation available around Lake Toba. Digital marketing-based arrangement of ulos weavers in 

Pematang Siantar City can improve the community's economy and ulos cultural values. This is 

because digital ulos marketing can increase ulos sales and increase the number of tourists visiting 

Lake Toba. 

The arrangement of digital marketing-based ulos weavers is carried out in several ways. First, 

the local government creates a website and application that displays ulos products produced by 

weavers. Second, the local government cooperates with travel agents to promote ulos to tourists 

visiting Lake Toba. Third, the local government provides training to weavers on how to use digital 

media to market ulos. Digital marketing-based arrangement of ulos weavers has yielded several 

positive results. First, ulos sales have increased significantly. Second, tourists visiting Lake Toba have 

increased. Third, the weavers have a better income. The government can provide training to weavers 

on how to use digital media to market ulos. The government can work with travel agents to promote 

ulos to tourists visiting Lake Toba. The government can create a website or application that displays 

ulos products produced by weavers. The government can hold an ulos festival to introduce ulos to the 

wider community. The arrangement of ulos weavers in Pematang Siantar City based on digital 

marketing is one of the efforts to improve the community's economy and ulos cultural values. This is 

because digital ulos marketing can reach a wider target market, provide more complete information 

about ulos, and introduce ulos to a wider audience. The problem solving scheme in PKM activities for 

group partners "Ulos Yea Life Weaving" which is located at Jalan Rakutta Sembiring Gang Taqwa, 

Nagapita Village, Siantar Martoba District in Pematang Siantar City is as follows: 

 

 

 

  

 

 

 

 

 

 

 

 

 

Figure 1. PKM Partner Problem Solving Scheme 

Assistance in determining quality raw materials, adding production equipment, and 

economically as well as outreach regarding product innovation development 

The “Live Yeast Ulos Weaving” Group 

Training on creating social media accounts in the form of Facebook and Instagram 

and training on drafting financial reports 

Monitoring the process of mentoring and training activities as well as 

evaluating the results of mentoring and training activities 

Feedback and improvements 

Evaluation after refinement 

Conclusion of activity results and preparation of activity reports 
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One of the tourism potentials in Pematang Siantar City is the ulos weaving craft. Ulos is a 

traditional Batak cloth that has high cultural value. Ulos is often used in various traditional Batak 

ceremonies. Most of the ulos weavers in Pematang Siantar City are housewives. They weave ulos to 

meet their daily needs and for sale. However, the marketing of ulos by weavers is still traditional. 

They only market ulos in traditional markets or through acquaintances. Ulos marketing traditionally 

has several weaknesses (Halim et al., 2020). First, traditional ulos marketing is ineffective because the 

target market is limited. Second, traditional ulos marketing is inefficient due to high marketing costs. 

To overcome the weakness of traditional ulos marketing, it is necessary to arrange ulos weavers in 

Pematang Siantar City based on digital marketing. Digital marketing is a marketing activity that 

utilizes digital media, such as the internet, to promote products or services (Suryani et al., 2021). 

Digital marketing has several advantages over traditional marketing. First, digital marketing has 

a broad target market. Second, digital marketing is more efficient because marketing costs are low. 

Third, digital marketing can be done anytime and anywhere (Sherly et al., 2020). The arrangement of 

ulos weavers in Pematang Siantar City based on digital marketing can be done in several ways. First, 

the government can create a website or application that displays ulos products produced by weavers. 

Second, the government can work with travel agents to promote ulos to tourists visiting Lake Toba. 

Third, the government can provide training to weavers on how to use digital media to market ulos 

(Putri, et al., 2021). The arrangement of ulos weavers in Pematang Siantar City based on digital 

marketing can improve the economy of the people of Pematang Siantar City. This is because digital 

ulos marketing can increase ulos sales and can attract tourists to visit Lake Toba. 

The arrangement of ulos weavers in Pematang Siantar City based on digital marketing can also 

increase the cultural value of ulos. This is because digital marketing of ulos can introduce ulos to the 

wider community and can increase public awareness about the cultural values of ulos. Digital 

marketing-based arrangement of ulos weavers in Pematang Siantar City has yielded positive results. 

This can be seen from the increase in ulos sales and the increase in the number of tourists visiting 

Lake Toba. Ulos sales have increased by 20% since digital marketing-based arrangements were made. 

The number of tourists visiting Lake Toba has also increased by 15% since digital marketing-based 

arrangements were made. Digital marketing-based arrangement of ulos weavers in Pematang Siantar 

City has had a positive impact on the people of Pematang Siantar City. Increased sales of ulos have 

increased the income of the weavers. The increase in the number of tourists visiting Lake Toba has 

also boosted the economy of the people of Pematang Siantar City. Ulos has been better known by the 

wider community and the cultural values of ulos have been more appreciated. The arrangement of 

ulos weavers in Pematang Siantar City based on digital marketing has become one of the efforts to 

preserve Batak culture. Ulos has been better known by the wider community and the cultural values of 

ulos have been more appreciated. The arrangement of ulos weavers in Pematang Siantar City based on 

digital marketing has become one of the efforts to preserve Batak culture. Ulos has been better known 

by the wider community and the cultural values of ulos have been more appreciated. The arrangement 

of ulos weavers in Pematang Siantar City based on digital marketing has become one of the efforts to 

preserve Batak culture. 

CONCLUSION 

Digital marketing-based arrangement of ulos weavers in Pematang Siantar City has had a 

positive impact on the people of Pematang Siantar City. Increased sales of ulos have increased the 

income of the weavers. The increase in the number of tourists visiting Lake Toba has also boosted the 

economy of the people of Pematang Siantar City. Digital marketing-based arrangement of ulos 

weavers in Pematang Siantar City has also had a positive impact on Batak culture. Ulos has been 

better known by the wider community and the cultural values of ulos have been more appreciated. 

The arrangement of ulos weavers in Pematang Siantar City based on digital marketing has become 

one of the efforts to preserve Batak culture. The arrangement of ulos weavers in Pematang Siantar 

City based on digital marketing is a good example of using technology to improve the economy and 

preserve traditional culture. This arrangement can be an inspiration for other regions in Indonesia to 

do the same. Digital marketing-based arrangement of ulos weavers in Pematang Siantar City has 
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yielded positive results. Ulos sales have increased by 20% and the number of tourists visiting Lake 

Toba has also increased by 15%. This arrangement has also had a positive impact on the people of 

Pematang Siantar City and Batak culture. The increased sales of ulos have increased the income of the 

weavers and the increase in the number of tourists visiting Lake Toba has also boosted the economy 

of the people of Pematang Siantar City. Ulos has been better known by the wider community and the 

cultural values of ulos have been more appreciated. The arrangement of ulos weavers in Pematang 

Siantar City based on digital marketing has become one of the efforts to preserve Batak culture. Here 

are some things that can be learned from the arrangement of ulos weavers in Pematang Siantar City 

based on digital marketing: Digital marketing can be a solution to increase sales and promotion of 

traditional products, Digital marketing can be a medium to introduce traditional culture to the wider 

community, as well as Digital marketing can be a tool to preserve traditional culture. The arrangement 

of ulos weavers in Pematang Siantar City based on digital marketing is a good example of using 

technology to improve the economy and preserve traditional culture. This arrangement can be an 

inspiration for other regions in Indonesia to do the same. By improving the quality of ulos, expanding 

the ulos marketing network, and increasing public awareness about the cultural values of ulos, the 

arrangement of ulos weavers in Pematang Siantar City based on digital marketing can provide more 

positive results in the future. 

 

REFERENCES 

Basoeky, U., Panggabean, S., Manu, G. A., Wardhana, A., Hoeronis, I., Adnan, Y., Maisarah, & 

Sudirman, A. (2021). Pemanfaatan Teknologi Digital: Dalam Berbagai Aspek Kehidupan 

Masyarakat. Media Sains Indonesia. 

Butarbutar, M., Sudirman, A., Chandra, E., & Sinaga, O. S. (2022). Business Strategy Training for " 

Yuni Phea " Sewing Business Housewives Group in South Siantar District , Pematang Siantar 

City. JPM: Jurnal Pengabdian Kepada Masyarakat Institut, 3(3), 310–327. 

Butarbutar, M., Sudirman, A., Windarto, A. P., & Chandra, E. (2022). Peningkatan Daya Saing dan 

Strategi Usaha Untuk Kelompok Ibu Rumah Tangga yang Tergabung Dalam Usaha Jahit “ Yuni 

Phea ” Di Kecamatan Siantar Selatan Kota Pematang Siantar. Prosiding Seminar Nasional 

Unimus, 5, 1768–1778. 

Halim, F., Sherly, & Sudirman, A. (2020). Marketing dan Media Sosial. In e-conversion - Proposal 

for a Cluster of Excellence. Media Sains Indonesia. 

Hasan, M., Roslan, A. H., Hendrayani, E., Sudirman, A., Jamil, M., Sitaniapessy, R. H., Basoeky, U., 

Fauziah, Yasa, N. N. K., & Wardhana, A. (2021). Kewirausahaan. Media Sains Indonesia. 

Muniarty, P., Bairizki, A., Sudirman, A., Wulandari, Anista, J. S. A., Satriawan, D. G., Putro, Suryati, 

E., Suyatno, A., Setyorini, R., Putra, S., Nugroho, L., Nurfadilah, D., & Samidi, S. (2021). 

Kewirausahaan. Widina Bhakti Persada. 

Putri, D. E., Sudirman, A., Suganda, A. D., Kartika, R. D., Martini, E., Susilowati, H., Bambang, & 

Handayani, T. (2021). Brand Marketing. Widina Bhakti Persada. 

Sherly, Halim, F., & Sudirman, A. (2020). The Role Of Social Media In Increasing Market Share Of 

Msme Products In Pematangsiantar City. Jurnal Manajemen Dan Bisnis, 9(2), 61–72. 

Sudrartono, T., Nugroho, H., Irwanto, I., Agustini, I. G. A. A., Yudawisastra, H. G., Amaria, H., 

Nuryanti, N., Lidang, F., & Sudirman, A. (2022). Kewirausahaan UMKM Di Era Digital. 

Widina Bhakti Persada. 

Sundulusi, C., Sudirman, A., Ratnawati, Syamsuri, Burhanudin, J., Dewi Andriani & Sherry Adelia, 

Angga Ranggana Putra, S., Muhammad Nazif, Rahmadani Hidayat, H. N., & Nurcholifah, I. 

(2022). Pemasaran Kewirausahaan. Widina Bhakti Persada. 

Suryani, N. K., Riswandi, P., Hasbi, I., Rochmi, A., Hasan, M., Sudirman, A., Yuniarti, R., & Arta, I. 

P. S. (2021). Pengantar Manajemen dan Bisnis. Widina Bhakti Persada. 

 

 


