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Abstract

Background - Community Learning Center (CLC) serves as one of the government’s strategic partners in providing non-formal education aimed at improving community welfare. Community learning centers are expected not only to foster a learning society but also to strengthen entrepreneurial skills as a response to socio-economic challenges. 
Research Urgency - West Sumatra Province, many communities learning centers have not yet functioned optimally in this regard. Entrepreneurial activities remain localized, and digital marketing is underutilized. 
Research Objectives - This study aims to explore how entrepreneurship within community learning centers can be optimized through the integration of e-commerce platforms. 
Research Method - Using a qualitative descriptive method based on literature review, data collected from relevant research articles, official reports, and documentation of community learning center activities. 
Research Findings -The study finds several key barriers to the implementation of e-commerce: (1) low understanding of e-commerce among community learning center partners, (2) limited technical skills in creating and managing online stores, (3) underutilization of smartphones for digital marketing, and (4) lack of follow-up capacity in operating e-commerce platforms. These challenges hinder community learning centers from expanding their market beyond local boundaries. The study contributes by highlighting the urgency of digital literacy and e-commerce training for community learning center managers and participants. 
Research Conclusion - Empowering community learning center through digital entrepreneurship can foster sustainable community development, increase income-generating activities, and enhance the relevance of non-formal education in the digital era.
Research Novelty/ Contribution - The study contributes by highlighting the urgency of digital literacy and e-commerce training for community learning center managers and participants.
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INTRODUCTION

Law Number 20 of 2003 Article 1 point 10 which states that the community learning center is one of the non-formal education units. The Center for Community learning activities or abbreviated as CLC is a forum for various community learning activities aimed at empowering the potential to drive development in the social, economic, and cultural fields (Hastuti et al., 2021). The purpose of community learning center itself is to expand the opportunities of community members, especially those who are unable to improve the knowledge, skills and mental attitudes needed to develop themselves and work for a living (Hakim et al., 2021). Community learning center as one of the government's partners in educating people's lives through non-formal education services, it is hoped that community learning center will not only be able to grow a learning society (Hastuti et al., 2021; Ibrahim et al., 2018). But also improve their abilities and skills to face development and economic progress through mentoring activities. Entrepreneurship is one of the focuses of the purpose of the presence of community learning center in the midst of society. 
Conditions in the field indicate that community learning center conditions have not been maximally able to become a community education institution that accommodates entrepreneurship-based activities for the community (Hayati et al., 2021). Entrepreneurial activities carried out by community learning center have not been able to create an entrepreneurial spirit and have not been able to maximally facilitate the marketing of community learning center business products widely, which is still only local so that community learning center entrepreneurial activities are underdeveloped and have not produced significant results. Taking into account the above conditions, it is very necessary to provide assistance in the form of training activities for the community learning center as one of the quality improvement strategies in cultivating an entrepreneurial spirit for the community learning center so that it is able to create a learning community that is active, creative and competent and has the skills to live independently in the community. in the midst of society. It is undeniable, with the development of the times slowly everything has shifted towards digital, so that the interaction between humans and technology is inevitable. All needs are available digitally, from buying and selling, services, to payment transactions. Utilization of technology is the basis of each industrial revolution. 
The impact of the industrial revolution 4.0 era is that digital technology is used to allow the inter-connection between physical machines and the production system. One of the impacts felt by the community because they live side by side with technology is the ease in carrying out various work matters, including activities to fulfill daily needs such as the buying and selling process. Even though by presenting the convenience of shopping, in fact in the digital era people are still reluctant and prefer to do online shopping activities or use media applications. There are many advantages offered by online shopping. Several steps to be able to maintain its existence in the market in the digital era such as refocusing on customers and rethinking the industry, designing social and digital strategies and developing organizational capabilities (Amri, A., 2020).
Entrepreneurship assistance is an important step and needs to be done in order to form or print quality human resources. One of the nongovernmental organizations engaged in community development, especially to improve the quality of human resources, is the community learning center The community learning center as a non-formal education service and as a government partner through the Entrepreneurial Skills Education program has an important role in providing mentoring and training with adult education methods (andragogy) to participants with the aim of developing life skills, fostering an entrepreneurial spirit and being able to take advantage of the potential of the community and the community is able to market their products to the national level. This is in line with the policy of the Directorate of Courses and Training, Directorate General of Vocational Education (DIKSI) of the Ministry of education and culture. One form of effort in improving human resources is to expand community opportunities for entrepreneurship so that they are skilled, have character, are competitive, and have the ability to innovate through community learning center institutions.
The results of the initial study found community learning center institutions in West Sumatra Province, but only some institutions carried out entrepreneurship assistance. This indicates that community learning centers have not been able to optimally become a community education institution that accommodates entrepreneurial activities. The entrepreneurship assistance program carried out by community learning center has not been able to facilitate the marketing of community learning center business products widely and only locally. Based on the problems above, researchers are interested in conducting research with the title of optimizing entrepreneurship at the community learning center through e-commerce marketing.

METHODS

This research uses a descriptive qualitative approach aimed at gaining a deep understanding of social phenomena related to the optimization of entrepreneurship through the utilization of e-commerce marketing in the community learning center (CLC) in West Sumatra. The qualitative approach is chosen because it is suitable for exploring meanings, processes, and deep understanding of complex and contextual social realities (Moleong, 2013). This research is inductive, meaning that data collected from the field is analyzed to generate new theories and understandings (Bungin, 2013). Participants in this study were selected using purposive sampling techniques, which involve intentionally selecting informants based on specific criteria deemed relevant to the research objectives. The informants consist of community learning center managers, e-commerce training facilitators, entrepreneurship program participants at the community learning center, and MSME actors directly connected to the activities of the community learning center (Gupta et al., 2023). The determination of the number of participants follows the principle of data saturation, which is the process of data collection is stopped when the information obtained is repetitive and no new findings emerge (Sugiyono, 2019). 
Data was collected using several techniques, namely in-depth interviews, participatory observations, and documentation studies. In-depth interviews were conducted in a semi-structured manner to obtain information regarding experiences, understanding, and challenges in implementing e-commerce-based marketing strategies. Participatory observation was used to directly observe the entrepreneurship training activities and the use of digital technology in marketing products. The documentation study was conducted by examining program documents, activity reports, and the content of social media and e-commerce platforms used by community learning centers and training participants (Somantri, 2005). To ensure the validity of the data, the researcher used source and technique triangulation, which was done by comparing data from interviews, observations, and documentation. In addition, member checking was performed, which involves confirming the findings and researchers' interpretations with informants to ensure the accuracy of the data and understanding. The researcher also conducted systematic recordings of the entire research process so that it can be replicated or verified by other researchers (Moleong, 2013). 
Data analysis was conducted using the interactive model from Miles and Huberman (1994), which consists of three main stages: data reduction, data presentation, and conclusion drawing. At the data reduction stage, researchers simplify, and group data based on certain categories or themes. Furthermore, the presentation of data is carried out in the form of descriptive narratives that describe the dynamics of entrepreneurship in community learning centers comprehensively. The final stage is drawing conclusions by searching for patterns and relationships from the data that has been analyzed to scientifically and logically answer the formulation of problems. With this approach, the research is expected to provide a comprehensive picture of how community learning centers facilitate community entrepreneurship empowerment through the integration of e-commerce, as well as contribute academically to the development of non-formal education that is adaptive to digital transformation.

RESULTS AND DISCUSSION

The presence of CLC in the midst of society, whether initiated by the government, private public institution (NGO), or the community itself (Unesco, 2007), is expected to become a learning center for every citizen in its development. CLC is not a new thing in non-formal education services, but the government, through the Directorate of Courses and Training, Directorate General of Vocational Education of the Ministry of Education and Culture, is actively improving the quality of life for communities, one of which is by collaborating with CLC institutions as non-formal service institutions that contribute to the improvement of community welfare. 
Community learning center (Smith, 2000), is a formal partnership of one or more schools/centers, private or government agencies, and community groups, working together for the benefit of learners, families, and the community. The Community Learning Centre is a formal partnership of one or more schools/centers, public or private agencies, and community groups, working together for the benefit of students, families, and the community (Rahma et al., 2019; Chotim, 2021). The sustainability of the CLC as a community activity center in enhancing their abilities and skills in facing socio-economic advancements is a crucial policy focus in ensuring the success of the CLC (Nurhayati et al., 2021). One of the programmers organized by community learning center to support this is entrepreneurial activities  (Chotim, 2021). community learning center, as a non-formal education service, helps learners and the community to develop their potential and surroundings through life skills activities, enabling them to be skilled in entrepreneurship according to the needs and business opportunities available in society. Community learning center is a community-based educational institution (Rahma et al., 2019). Entrepreneurial-based community learning centers are not a new discourse that has been heralded; this discourse has long been promoted and socialized, yet many communities learning centers have not moved in that direction. About 90% of illiterate people are of productive age and are economically disadvantaged. This programmer can eliminate illiteracy while also addressing poverty in the country. 
Learning at the community activity center not only teaches materials according to the national education curriculum (Hayati et al., 2025), but learners are also provided with other skills through entrepreneurship (Dadi, 2021; Sukestiyarno et al., 2023). Entrepreneurship is the spirit, attitude, behavior, and ability of a person in facing ventures and activities that lead to efforts to discover, create, and apply new methods of work, technology, and production, while improving efficiency to provide better services and/or obtain greater profits (Nisa & Tamsil, 2013). In 2021, the benefits of entrepreneurship were formulated as follows: 1) Providing opportunities and freedom to control one's own destiny; 2) Providing opportunities for change: Business actors find ways to combine their concerns about various economic and social issues with the hope of leading a better life; 3) Providing opportunities to reach a person's full potential, having one's own business. Having your own business gives you power, spiritual awakening and allows entrepreneurs to pursue their own interests or hobbies; 4) Having the opportunity to earn significant profits; 5) Having the opportunity to play an active role in the community and gain recognition for their efforts; 6) Having the opportunity to do something you love and create a sense of joy in doing it. Entrepreneurial-based CLC is a business activity that can support economic development that is very beneficial for the community (Medah, 2017; Nisa & Tamsil, 2021; Yunita Indriani, 2022). The existence of CLC has added a distinct flavor for the community, so a strategy through digitalization innovation is needed, one of which is through the use of technology. Human life has entered the digital era, where everything allows us to control it remotely, using internet facilities by using internet facilities connected to our gadgets
The Corona-19 pandemic has had an impact on various areas of life (Mishra et al., 2020). Not only causing death, but this pandemic has also made some people lose their jobs and for people who work in the informal sector have to struggle to maintain their business. 
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Figure 2. Comparison of business conditions before and when affected by Covid-19
As can be seen from Figure 2 above, in general there is a significant comparison between business conditions before and during the COVID-19 pandemic. According to the Kata data Insight Center (KIC) data source, before the Covid-19 pandemic the percentage of good / very good business conditions reached 92.7%, and the percentage of ordinary businesses could also reach 6.3% Bad / very bad. business conditions with a bad rate of 1%. At the same time, if we look at June 2020 itself, the situation during the Covid-19 pandemic (bad/very bad business conditions) increased sharply, reaching 56.8%, compared to only 1% at the beginning. Business conditions also increased by around 29.1% from the previous 6.3%, and good/very good business conditions fell sharply to 14.1%. This explanation can explain that during the Covid-19 pandemic there are various effects, including: reduced demand, reduced sales, reduced activity, including difficulties in closing businesses, poor distribution, difficulties in raw materials, and difficulties in obtaining commercial funds.
Observing the impact of the Covid-19 pandemic, it is necessary to provide life skills or life skills to students as the next generation. Hopson & Scally (1981) explain that life skills are self-development to survive in certain situations. Life skills are needed to maintain survival and development, provide basic provisions and exercises to improve individual abilities in facing the future (Supriatna, 2005). Entrepreneurship is the process of creating something new or providing new value (Hisrich & Peters, 2005). Entrepreneurship is the spirit, attitude, behavior and ability of a person in dealing with business. The world of digital entrepreneurship (digital entrepreneurship), namely entrepreneurship that is influenced by, or takes advantage of, digital transformation in business and society (Paul et al., 2023). The basic principles of entrepreneurship still apply and can be applied in the world of digital entrepreneurship, such as fostering an entrepreneurial mindset, identifying good opportunities, getting to know customers, meeting legal requirements, and seeking to increase capital. In digital entrepreneurship, the fundamental change lies in efforts to be active in business activities and connect with digitally literate people.
There are several things that make entrepreneurship obstacles can be minimized in this digital era, namely by making entrepreneurship efforts faster, more affordable, easier, and even creating many collaboration opportunities so as to make a business more effective (Putra et al., 2024). The digital world offers a vast new resource for entrepreneurs to leverage, from an exponentially growing collection of open data, content, code and services to the online contributions of users and communities around the world. Susanti et al., (2020) explained that there were two problems faced by MSMEs during the pandemic, namely marketing strategies including limited MSME knowledge during the pandemic, not being able to carry out product strategies by making product appearances more attractive, not switching to an online sales system; and aspects of financial strategy include the separation of business funds and personal funds that hinder the development of MSME business, lack of knowledge of financial management or the use of simple applications, and inappropriate management of issues by MSME actors, such as marketplaces.
The online marketplace model is an activity to provide a place for business activities in the form of an internet shop for merchants to sell goods/services. In this transaction model, there are rewards in the form of a rent fee or registration fee, for the service of providing a place and/or time to display advertisements for goods/services, as well as making sales at internet shops through internet malls. In addition, there is a certain amount of money paid by the merchant to the marketplace organizer as a commission for payment intermediary services for the sale of goods/services. This study shows that in addition to community entrepreneurial activities, which usually use conventional marketing strategies (Medah, 2016; Indriany, 2022), during the Covid-19 pandemic, they must change their marketing strategy to digital (e-commerce). The use of digital marketing strategies according to Wardana (2015) has implications for the competitive advantage of MSEs in marketing their products (78%) and factors of capital capability, resource supply and managerial professionalism (22%), as well as increasing Indonesia's annual economic growth by 2%. The major and fundamental changes offered by e-commerce make it a very potential economic activity for countries around the world (Fadzil et al., 2019; Koe & Afiqah Sakir, 2020). With its global reach, in the sense that traders or buyers can come from all over the world, universality aspects will become the basic foundation for the formation of e-commerce activities.
Based on the results of the research conducted on the optimization of Entrepreneurship at the Community Learning Center through E-Commerce Marketing, reference is made to several stages, namely: 1) The factual condition of the community that has businesses but has not been marketed through e-commerce, 2) The barriers and support factors for community entrepreneurship, 3) Identification of entrepreneurial opportunity potential at community learning center (CLC), 4) Identification of e-commerce-based entrepreneurial marketing opportunities.
The factual condition of society that has businesses but has not yet marketed them through e-commerce
Despite the continuous growth of e-commerce in Indonesia from year to year, there are still many business operators, especially among the lower middle class, who have not utilised digital platforms to market their products. This situation is caused by various factors, including limited digital literacy, minimal access to technology and the internet, and a lack of understanding of the benefits and strategies of digital marketing. Many MSMEs in the regions, particularly in West Sumatra, such as those in community learning centres (CLC), still rely on conventional methods.
Based on research results and interviews with the CLC managers, the MSME products produced by community learning centres such as handicrafts, clothing, processed foods and other creative products are marketed only through conventional marketing methods, namely direct sales at community learning centre bazaars, and MSME exhibitions. So far, community learning centre managers have not maximised the use of digital media in marketing their products due to limited capabilities in digital marketing. Although conventional product marketing has limitations in reach, it is still preferred because it provides direct learning opportunities for managers and community learning centre members, as community learning centre can interact directly with consumers, allowing managers to provide information about products directly to consumers, enabling them to understand which products are liked or disliked, and to observe buyers' responses to price, quality and packaging. Furthermore, this conventional method continues to be a choice because it can train negotiation and communication skills between buyers and the community learning centre as it helps improve the ability to convince buyers about the advantages of the products, increasing confidence when facing buyers. 
Community learning centre managers often offer discounted prices and special promotions with the aim of retaining customers to keep purchasing their products. This is seen as one way to attract customers in the era of online business development. Improving product quality is a fundamental way to build good interactions with buyers. Quality products not only provide satisfaction to buyers but also open opportunities to establish closer and lasting relationships with them. Improving product quality is a long-term investment that can yield significant profits for a business (Maisah et al., 2020). Conventional sales are useful for enhancing their product quality by prioritising buyer satisfaction by offering what aligns with the quality of the goods they sell, thus meeting buyers' expectations, which in turn ensures that buyers feel satisfied with their purchases. On the other hand, the traders in the market provide good and polite service. When customers come to shop in their stores, they begin to build good communication with their customers, which makes the customers feel valued and thus they will provide positive feedback for the continuity of their business. In addition, some traders also utilise social media to improve the quality of their products. Conventional sales still have a reliable strength in reaching their audience, even though digital marketing has its own popularity in this modern technological era (Kardoyo et al., 2021). In community learning centres, conventional marketing is one of the strategies frequently used by organisations through traditional media. This conventional sales strategy has the advantage of reaching a wider target audience in promoting their products.
Despite the increasing trend of e-commerce adoption in Indonesia, many small businesses, particularly those run by lower-middle-class communities and community learning centre (CLC), continue to rely on conventional marketing methods. This persistence is mainly due to limited digital literacy, inadequate access to internet and technology, and a lack of understanding of digital marketing strategies. Findings from field research and interviews with CLC managers indicate that MSME products such as handicrafts, food, and clothing are still predominantly sold through traditional channels such as bazaars and exhibitions. Although conventional marketing has limitations in terms of reach and scalability, it offers valuable learning experiences for CLC managers and participants. Direct interaction with consumers provides opportunities to understand market preferences, improve product presentation, and develop essential skills such as negotiation and communication. Moreover, this approach fosters a stronger customer relationship by building trust, offering tailored promotions, and delivering quality products that meet buyer expectations. Ultimately, conventional marketing remains a relevant and effective strategy within the context of community-based enterprises. It supports experiential learning, reinforces customer loyalty, and enables gradual capacity building toward potential digital transformation in the future.



Factors that hinder and support community entrepreneurship
Entrepreneurship has become one of the main strategies in developing and enhancing the welfare of the community, especially amidst the increasing demands for local economic independence. Community learning centers serve as one type of non-formal education that has the opportunity to improve community welfare through life skills and entrepreneurship programs. However, in its implementation, not all community learning centers have successfully developed community enterprises in an optimal manner. Based on field findings and interviews with the managers of the community learning center, there are several factors that both hinder and support community entrepreneurship in community learning center, from both the internal side of the institution and the external side of the community. The findings show that the main obstacles lie in limited digital literacy, capital, and market access. Many traditional entrepreneurs are still accustomed to conventional business methods and have not fully understood digital technology and the tools that can support their business growth. The current problem faced is the lack of literacy that is limited not only to the use of technology but also includes a minimal understanding of digital marketing strategies, customer data management, and cybersecurity. This situation undoubtedly affects the competitive ability of businesses, especially those who have not effectively adopted digital technology (Maimuna et al., 2024). 
Digital literacy is a fundamental skill required to access, understand, and effectively utilize technology in the business world (Maimuna et al., 2024). The low level of digital literacy among entrepreneurs, particularly in small and medium-sized enterprises, often serves as a major barrier to the digital transformation process. The inability to understand digital tools such as business management software, digital marketing, and e-commerce platforms makes it difficult for business actors to quickly adapt to the dynamic market changes of the digital era (Riswandi: 2022). The lack of these skills prevents business operators from taking advantage of the broader market potential available through the internet.

Identification of potential entrepreneurial opportunities in Community Learning Centers
The community learning center as a non-formal educational institution plays a strategic role in creating a learning space that supports the economic empowerment of the community. One potential that can be significantly developed through PKBM is the identification and development of entrepreneurship opportunities based on local potential and community needs. CLC is not just a learning place like a school, but it can also be a place to learn business skills to create community welfare. Community learning centers play an important role in creating new entrepreneurs in society by tapping into potential, facilitating training, and encouraging the use of digital technology. Based on the results of interviews and observations, it appears that several community learning centers are still not maximizing their potential in identifying entrepreneurial opportunities, which is due to limitations in human resources, both in terms of the number of educators and their competencies in entrepreneurship and digital marketing. Furthermore, the lack of ongoing training for Community Learning Centre managers also hampers their ability to design program that are adaptive to market needs and technological developments. The lack of access to market information and business networks also poses its own challenges, resulting in many local entrepreneurial potentials not being optimally tapped. Limitations in operational funding and support from the government or private sectors further strengthen these constraints. Therefore, a collaborative strategy between community learning centers, local governments, business actors, and training institutions is needed so that can community learning center maximally its role as an agent of community economic empowerment through the identification and development of entrepreneurship opportunities based on local potential and digital technology.

Optimization of E-Commerce based entrepreneurship Product Marketing at community learning center
The factual conditions on the ground indicate that many community learning centers have successfully produced various entrepreneurial products resulting from skills training or life skills programs. These products include local handicrafts, traditional processed foods, textile products such as clothing or bags, and accessories made from recycled materials. These products are tangible results of community empowerment programmers through non-formal education carried out by CLC. However, the reality is that the marketing of these products is still largely done conventionally, such as being sold at local bazaars, MSME exhibitions, by word of mouth, or through small shops in the surrounding PKBM environment. Therefore, serious efforts are needed to direct PKBM not only as a skills training center but also as a driving force for digital transformation in community entrepreneurship.
To ensure that digital transformation in community entrepreneurship, particularly in, develops, e-commerce serves as one of the solutions in the digital era to expand market reach and enhance the marketing of community learning center products extensively. In the current digital era, technological transformation has changed various aspects of human life, including in the world of entrepreneurship (Saputra et al., 2024). One of the most evident forms of transformation that has rapidly developed up to now is the emergence of e-commerce or electronic trading. E-commerce has become a strategic solution for business actors, especially for Micro, Small, and medium enterprises like community learning centers to significantly expand their market reach and increase the economic value of their products.
E-commerce provides various conveniences for entrepreneurs, starting from access to a wide market without limits, ease of transactions, to saving on promotional and distribution costs (Harris et al., 2022). Products that were previously only sold locally or through conventional means can now be recognized and purchased by consumers from various regions, even internationally. By utilizing digital platforms such as marketplaces (Tokopedia, Shopee, Bukalapak), social media (Instagram, Facebook, TikTok), and personal websites, entrepreneurs can build brand identity while also expanding their consumer network more effectively.
In addition, e-commerce can encourage entrepreneurs to be more innovative and adaptive to market needs. This allows entrepreneurs to understand market demands, leading to the most effective marketing strategies for entrepreneurship in community learning centers (Putri & Dewi, 2025). Certainly, this can create opportunities for quality improvement based on direct consumer feedback. However, challenges still exist, such as the digital literacy gap, limited internet access, and a lack of e-commerce training, especially in remote areas. Therefore, the role of the government, non-formal educational institutions like community learning centers and digital communities, is crucial in providing training, support, and facilities for the community to utilize e-commerce.

CONCLUSION

Based on research findings that emphasize the important role of Community Learning Centers (CLC) in improving community welfare through non-formal education and entrepreneurship, addressing the underutilization of digital marketing and entrepreneurial activities is still local in some CLCs in West Sumatra Province.  Key barriers to e-commerce implementation include low understanding of e-commerce among community learning center partners, limited technical skills in creating and managing online stores, underutilization of smart phones for digital marketing, and lack of follow-up capacity in operating e-commerce platforms. These barriers collectively hinder community learning centers in expanding their market reach beyond local boundaries. Despite the growing adoption of e-commerce in Indonesia, many communities learning center and small businesses still rely on conventional marketing methods due to limited digital literacy, inadequate access to the internet and technology, and lack of understanding of digital marketing strategies. While traditional methods offer valuable hands-on learning experiences and strengthen relationships with customers, optimizing entrepreneurship in community learning center requires a shift towards e-commerce to expand market reach, increase economic value, and reduce promotion and distribution costs, thereby allowing products to be known globally and encouraging innovation based on consumer feedback. Based on research findings that emphasize the important role of community learning center in improving community welfare through non-formal education and entrepreneurship, addressing the underutilization of digital marketing and entrepreneurial activities is still local in some community learning center in West Sumatra Province.  Therefore, this research underscores the importance of digital literacy skills and e-commerce training for community learning center managers and participants to facilitate sustainable community development, increase income-generating activities, and improve the relevance of non-formal education in the digital era and can improve community welfare.
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