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ABSTRACT 

 
The research purpose is to generate the business model canvas on the 
manufacture crackers firm (CV.T)  in Sidoarjo, East Java. Business Model 
Canvas (BMC) consists of customer segments, value propositions, channels, 
customer relationships, revenue streams, key resources, key activities, key 
partnerships, and cost structures. The research use value proposition design 
canvas to find the value propositions fit, such as problem-solution fit and 
product-market fit. The research also test the business model with  Three 
Lenses of Innovation through three aspects, like as desireability, feasibility, and 
viability. The research method was used qualitative descriptive analysis. The 
data collected using in-depth interviews. The authors recommend firm to 
produce affordable crackers with great quality and taste that makes profit 
benefits for the customers. The next reccomendation is to callaborate with the 
bank to increase the financial capital for supporting affordable and profitable 
crackers production. The last, the authors recommend firm to produce small size 
crackers to catch new opportunities. 

 
Keywords : Business Model Canvas, The Value Proposition Design Canvas,  

                  Three Lenses of Innovation. 
 
 

INTRODUCTION 
Most company is affraid and not comfortable for dealing with the competition. Unfortunately, 
competition is always there in everywhere company is working. Competition in the business is 
different with competition in the war, which is one of the opponent must be dead and lost. In the 
business, the company can win the competition without destroying the competitors. The 
company can decide which segment that they choose and try best to fulfill what the segment 
needs. The company must be ready to deal with it to survive in the future.  
The competition map in the crackers industry of Indonesia has been changed fast. Recently, 
there are so many new crackers producer almost in every region in Java island and outside of 
Java island. There are many new entrants of crackers producer both in small or in large company 
that participate for making the crowded competition in the market. Entry barriers of this industry 
is low because of stretched expansion of the crackers  industry. The business people of 
crackers machine create high activities in promotion with complete procedurs of how to make 
the great crackers. So, every prospective businessman of crackers that buy their machine can 
produce the great crackers easily. 
Another issues that matter in the crackers industry is about the scarcity of raw materials, the 
tapioca flour. In earlier of 2018, the supply of tapioca flour is very low in the market. The slump 
down of the cassava price in a prevoius years make the farmers of cassava changing their plant 
into cane and rubber. As a result, the supply level of cassava yields is decreasing and the price is 
increasing sharply. In 2015, the tapioca flour price was increasing about 51% from the price of 
pevious year, but back to slump down again in 2016. In the end of 2017 and in early 2018, the 
price of tapioca flour is increasing almost 100%. The low supply of tapioca in the country is 
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aggravated of the depreciation of Rupiah to USD. This depreciation make the price of imported 
materials of cassava or tapioca from abroad costly and expensive.  

 
Table 1. The Production Result of Cassava  

from Lampung Province and National 2011-2015 (ton) 

Cassava 2011 2012 2013 2014 2015 

Production of Lampung 9.193.676 8.387.351 8.329.201 8.034.016 7.387.084 

Production of National 24.044.025 24.177.372 23.936.921 23.436.384 21.801.415 

 
The fact that the increasingly fierce business competition and the scarcity of the main raw 
materials above have provided quite a challenge for the business of crackers. The situation is 
exacerbated by the condition of CV. T that are still in the category of medium-sized companies. 
The CV.  internal condition still has many limitations, especially in maintaining the 
consistency of product quality and service of the company.In managing its daily operational 
activities, the CV.T does not have clear standard operating procedures (SOP) in dividing job 
description and job specialization. This situation certainly makes the CV.T difficult to create 
competitive advantage associated with the value to be offered to customers. The end result will 
certainly have an impact on the level of the CV.T profitability decreased. 

 
Figure 1. Tapioca Price Data, Crackers Price, and Net Margin of CV. T 2012-2018 

 
Businesspeople are aware that investing in the aspect of innovation is critical to the future of 

business continuity. Tidd and Bessant (2014) stated that innovation is about survival and growth 
- if the company does not want to change then the future of the company will be threatened by 
the change itself (change of competitive forces). Innovation can be done on business processes 
or even the creation of new products. Creation of new products can be interpreted as the creation 
of different products and addressed to different customers. Crawford and Benedetto (2011) 
describe six new product categories, new-to-the-world products or new product lines, additions 
to existing product lines, improvements and revisions to existing products, repositionings, and 
cost reduction. While Innovation in business process can be done by describing and evaluating 
existing business model at this time, then do some modification in it to form the right business 
model according to customer requirement. 
The main step in describing and evaluating the business model, ie companies need to do 
business segmentation first. Then the new company to mapping the value of the company's 
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proposition in accordance with customer segmentation. In this case, the company can use The 
Value Proposition Design Canvas to find the value of the right business proposition with the 
needs of the targeted customer segment. Furthermore, the company can use Business Model 
Canvas (BMC) to describe its business model. Accurate depictions of business models can 
redefine how a company can create, deliver, and capture value to be offered to customers 
(Osterwalder and Pigneur, 2014). Finally, the company can test the feasibility level of its 
business model through IDEO's Three Lenses of Innovation. The feasibility test includes the 
desireability, feasibility, and viability of the company's business model. 
The explanation of the theory and the problems above is the background of the researcher to 
conduct a study entitled "Business Model Canvas at Crackers Manufacturing Company". This 
research is important to be done considering the urgency of the CV.T to create a profitable 
business through the production of high quality, affordable, and popular cracker products taste. 
It is expected that the creation of a comprehensive canvas business model can be a solution to 
the problems of the CV.T. 

 
LITERATURE REVIEW 
Business Model Canvas 
In the book Business Model Generation by Alexander Osterwalder & Yves Pigneur (2017) 
explains that innovative business model is very important for business continuity in the middle 
of a competitive environment. Through a business model canvas, companies can use it to 
describe, visualize, estimate, and change business models. Business models play a role in 
describing rationally about how an organization creates, delivers, and captures values. The 
concept of a business model can be described through 9 building blocks including customer 
segments, value propositions, channels, customer relationships, revenue streams, key resources, 
key activities, key partnerships, and cost structures. 
 
The Value Proposition Design Canvas 
Isaac Jefffries in his book  A Strong Business  states that value proposition is 
the most difficult and often misguided part when composing a business model canvas. The main 
difficulty in determining value proposition occurs because companies need to explore deeper 
what the customer's motives are hidden in every purchase decision. Anyone who buys a product 

at the same time does not necessarily have the same motive. Companies should take a closer 
look at the suitability of the customer segments block with the value propositions block. The 
conceptual tool that can be used is The Value Proposition Design Canvas. 

Figure 2. The Value Proposition Design Canvas 
 

 
Osterwalder, Pigneur, Bernarda and Smith (2014) state that the main goal of The Value 
Proposition Designer Canvas is to design value propositions that match customer expectations, 
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customer's needs, job-to-be-done, and solve customer's problems. The result of the harmony of 
these three things will result in product market fit or product problem-solution fit.   First, an in-
depth analysis needs to be done to illustrate the customer jobs. There are three motives to 
consider in analyzing the customer profile as follows: (1) customer motives "to complete the 
tasks", (2) the customer's motive "to solve the  (3) customer motives "to satisfy their 
needs". These three motives can explain what customer jobs are doing. The three customer job 
classifications are as functional jobs, social jobs, and emotional jobs.  

 
Second, the company should also pay attention to what impression customers experience in the 
"before, when, or after" customer purchase a product to meet their "customer jobs". Companies 
need to first identify the negative impression (customer pains) generated in the process. It may 
be that customers find it hard enough to buy a product because of a price that is too expensive, it 
takes extra struggle to get a product, or it may be related to the quality of the product itself that 
is not quite in line with customer expectations. Companies need to break down every aspect of 
customer pains on the products offered and how often they occur. The second impression that 
also needs to be analyzed by the company is a positive impression of the customer (customer 
gains). Companies can find out what expectations and benefits customers get when buying a 
company's product. This may be related to the usefulness or functionality of products that work 
well, products that are environmentally friendly, economical and easy to find anywhere, and so 
on. The company can itemize any customer gains and how often they appear. 

 
The description of the four things above can explain about customer segments block in the form 
of customer profile. The next step is the company focuses on analyzing the value proposition 
block. This analysis also still has to stick to the three principles in customer jobs, namely 
functional, social, and emotional jobs. Companies must be able to think hard to be able to offer 
products or services that suits the needs of customers to meet customer job. 

 
The second step in analyzing of the value proposition block is about pain relievers. Pain 
relievers are obtained by observing in depth how a company's product or service creates value 
for the customer. The essence of pain relivers analysis is how the products or services offered by 
the company can eliminate or reduce the customer pains of the products or services offered. 
Companies can utilize data on customer profile details that have been made in the previous 
stage. In this case, the company is required to be able to focus and selectively to choose any 
customer pains that are feasible to be minimized or eliminated. 

 
The final step is to describe how a company's product or service can create gain (gain creators) 
for customers. Companies can focus on creating profits by adjusting for details of what 
customers expect from the customer profile they made before. Companies must be rational and 
relevant to choose what benefits can provide substantial effects for customer satisfaction. 
 

 THREE LENSES OF INNOVATION 
The depiction of a business model using Business Model Canvas requires three basic 
assumptions to be considered: desireability, feasibility, and viability. These three assumptions 
are commonly referred to as the Three Lenses of Innovation. When analyzed one by one on each 
of these assumptions, each assumption can illustrate the strengths and weaknesses of each 
business model block. If the analysis is done thoroughly simultaneously on the three 
assumptions above, then the company can create the idea of a profitable business model ideal. 
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Figure 3.  Canvas 
 

 
 

Desireability is concerned with understanding who the company's customers are, what motivates 
them, how they interact with the company, and what influences their purchasing decisions. The 
company must be something that the customer wants and wants. When applied in the concept of 
business model canvas, the company can analyze it in customer segment blocks, value 
propositions, customer relationships, and channels in depth to get the right results and according 
to customer needs. 

 
Feasibility is everything related to how the company can run its business operations within the 
company's internal scope properly. Starting from a competent employee recruitment process, 
choosing and using assets appropriately, working with professional counterparts, and 
implementation focusing on a range of key business activities. If implemented into the concept 
of business model canvas, then the company can focus to observe blocks of key resources, key 
activities, and key partners. 

 
Viability assumption is done by looking at the company's cost structure. How big is the 
company's revenue, and how expensive it costs to incur the revenue. This viability assumption is 
mandatory to be fulfilled in order for the company to avoid bankruptcy. When implemented in a 
business model canvas, companies can look at two blocks of canvas, revenue streams and cost 
structures. 

 
RESEARCH METHOD 
In this research used qualitative method. This study was conducted through interviews with four 
informants, including company leaders (WA), marketing managers (AR), operational managers 
(MR), and corporate distributors (YS). The following is a detailed interview question on each 
resource person. 

Table 2. Interview Guide of The Company Leaders (WA) 

No. Questions 

1. Are the value propositions of the products offered in accordance with the needs of today's consumers? 

2. What is the company's current customer segmentation? 

3. What distribution channels does the company use today? 

4. How does the company engage with consumers? 
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5. How does the company manage its product brand so far? 

6. How often do consumers complain about products or services provided by the company so far? 

7. What is the current trend of sales trends and what are the relevant factors affecting the level of product 
sales so far? 

8. What are the sources of income for the company so far? 

9. What is the current cost structure of the company? 

10. What are the main assets of the company today? 

11. Who are the major suppliers or partners that the company has today? 

12. How big is the company's productivity so far? 

13. How does the company manage its employee relationship over the years? 

14. Is there a competitor who is able to offer better value of the product and selling price than the 
company? 

15. So far what is the advantage of the company compared with competitors? 

16 What advantages does the company have to generate new model profits? (New ways to generate 
revenue) 

17 What advantages does the company have by utilizing existing networking? (Networks / partners that 
can bring value to companies and consumers) 

18 What advantages does the company have about the channels currently available? (How to deliver the 
value of products offered to consumers) 

 
Table 3. Interview Guide of The Marketing Manager (AR) 

No Questions 

1. What supply components are considered important by consumers in the crackle industry? (Price, 
product quality, service, etc.) 

2. What are the actual components of the offer that are important to consumers and need to be improved 
again? 

3. What supply components are perceived as less beneficial to consumers and need to be reduced? 

4. What supply components are not beneficial to consumers and need to be eliminated? 

5. What supply component has the company not previously offered to the consumer? 

6. How is the company's performance in fulfilling its existing supply components? 

7 What advantages does the company have in the current product brand? 

8 What advantages does the company have in relation to existing customer engagement? (Customer 
relationship management with the company) 
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Table 4. Interview Guide of The Operational Manager (MR) 

No. Questions 

1 What advantages does the company have with the existing structure? (Tangible and intangible asset 
management system) 

2. What advantages does the company have in the production process? (Activity to generate product 
offerings) 

3. What advantages does the company have in relation to the current product performance? (Product 
values and characteristics) 

4. What advantages does the company have on the product system given to the customer? (Product and 
service management to generate new offerings) 

5. What advantages does the company have in providing service to the customer? (Ease of consumer in 
using the product) 

6. What advantages does the company have in the current product brand? 

7. What advantages does the company have in relation to existing customer engagement? (Customer 
relationship management with the company) 

 
 
 

The study was conducted within 5 months starting from January 2018 until  May 2018, located 
in Sidoarjo. 
The technique of examining the validity of data is a decisive factor in qualitative research. 
Masyhuri and Zainuddin (2011: 32) explains that examination of the validity of data to know the 
validity and reliability of data conventionally. The examination is based on certain criteria. 
These criteria consist of degree of trust, transparency, dependency, and certainty. Each criterion 
has its own validity and reliability test. The kinds of techniques are extension of participation, 
observation skill, triangulation, and member checking. 
In this research used triangulation method as internal validation test method. Denzin (1978) as 
cited by Idrus (2009: 145) explains that the triangulation technique in question is to use more 
than one double source, using more than one method, using more than one researcher and using 
theories different. A data can be said to be valid and reliable when the data is referred to as 
saturated data. Saturated data means whenever and wherever the informant (data triangulation), 
and to whom the same question is asked (subject triangulation), the answer remains consistent. 
At that time enough reason for researchers to stop the process of data collection. 

 
FINDINGS 
Analysis of The Value Proposition Design Canvas - Achieving Fits 
CV. T is a company which is producing the crackers product that distribute their products 
through the distributors and the fryers. Achieving fits are related to three criteria, namely 
problem-solution fit, product-market fit, and business model fit. These three criteria are related 
to the suitability between customer segment blocks and the value propositions the company 
offers to customers. 
The first criterion is problem-solution fit from cracker product can be seen from the match 
between customer segment requirement with value propositions owned by company. Problem-
solution fit can be achieved if the company has known what is certain jobs, pains, customer's 
gains, and the company has designed the value propositions of its products in accordance with 
those three things. 
Based on the results of data collection, it can be seen that the product of crackers offered by the 
company to customers can meet the criteria of problem-solution fit. This is because the company 
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offers products and services with value proposition in accordance with customer jobs, customer 
pains, and customer gains. The conformity analysis is shown in the table below. 

 
Table 5. Achieving Fits : Problem-Solution Fit 

Value Propositions Customer Segments 
  

Products and Services: 
1. Quality crackers product with profitable 

business cooperation system (customization, 
consignment with up to two months, familial 
principle). 
2. A taste of relatively better crackers at 

competitive prices. " 

Customer Jobs: 
1. Distirbutor and fryer requires crackers for 
business purposes, which is getting business 
profits. 
2. The general public needs crackers to meet 
the desire / appetite, which is as a snack or a 
complement of affordable foods. 

Pain Relievers: 
1. Pricing strategy with a gradual increase 

when raw material prices increase sharply. 
2. Operational system of company based on 

SOP to guarantee product quality and service. 
3. Product rationing system when the market 

is very busy to ensure that every customer who 
needs goods can get the goods. " 

Customer Pains: 
1. Customers feel dizzy in selling the product 
because cracker prices go up and need bigger 
capital. 
2. Customers are worried about the quality of 
crackers that can decline at a time when 
market conditions are very crowded 
3. Customers feel disappointed because the 
order queue long enough and only get some of 
the goods ordered. 

Gain Creators: 
1. Product crackers with balanced quality in 

every quality variable requested by customers 
(the level of blooming, sluggish, and content 
per chip). 
2. Recall products policy. 
3. Good taste of crackers. 
4. Affordable prices. 

Customer Gains: 
1. Business profits for distributors and fryers. 
2. Feeling safe and comfortable when doing 
business cooperation. 
3. Convenience in further processing of 
cracker products. 
4. Satisfaction for the lovers of crackers on 
the distribution of their appetite. 
5. Save 

 
The second and third criteria are product-market fit. Product-market fit relates to whether the 
company's products and services, pain relievers, and gain creators the company offers can create 
value and appeal to customers. In this study used annual sales rate data for the last three years as 
evidence that the company can meet product-market fit criteria. Based on the annual sales data, 
it can be seen that during the last three years the company's sales rate increased by an average of 
5.89% per year. 
The third criterion, which is a business model fit that requires the value proposition offered by 
the company to customers can generate profits and can be practiced into the business model of 
the company. The analysis can be seen using the data of the company's business margin. Based 
on data on the company's margin level, the company can still create positive profit during the 
year 2016-2018 which is an average of 9.68% per year. 

 
Analysis of Business Model Canvas 
CV.T is a crackers manufacturing company that produces crackers from tapioca raw materials 
into raw crackers and distributed through distributors and fryers. Based on the interview results 
can be described into the nine blocks of business model canvas ( customer segments, value 
propositions, channels, customer relationships, revenue streams, key resources, key activities, 
key partnerships, and cost structures) as follows. 
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Figure 4. Business Model Canvas of CV.T 
 
 

Analysis of  Three Lenses of Innovation 
Desireability Test 
Desireability is related to whether the products and services offered by the company in 
accordance with the expectations, needs, or desires of the customer segment served by the 
company. The suitability can be tested with value propositions test by conducting a survey to the 
customer. In this study, used questionnaires to ask these questions to customers. Questionnaires 
are asked face-to-face with customers and indirectly through the Whatsup media. There are 10 
customers who become respondents. The results of the value propositions test survey are as 
follows. 

 
Table 6. The Result of Desireability Test Questionnaire 

Number of Respondents 10 persons 

First Question : 
"Do the three value propositions (competitive price / lower price, guaranteed 
quality of products and service, and profitable business cooperation) are 
really suited to your needs?" 
Yes, agree. 

 
 
10 person  

 

Key Partners 
 
Supplier Flour 
 
Supplier Seasoning 
 
Supplier of 
Machinery and 
Equipment 
 
Packaging Supplier 
 
Wood Supplier 
 
Expedition Company 
 
Bank 
 
General Community 
Around the Factory 

 

Key Activities 
 
Maximize Stock Flour Accurately 
 
Production based on Customer Orders 
 
Product Quality Management and 
Customer Service 
 
Pricing Strategy Activities 
 
PostHead Service Activity " 

Value Propositions 
 
 
 
Slogan: 
"Eaten nice, sold a 
lot profit" 
 
 
 
Quality, Affordable, 
and Profitable 
Cracker Products. 
 
 
Business 
Cooperation  

Customer 
Relationships 
 
Communications Routine 
 
Customized Treatment 
for Customers 

 

Customer 
Segments 
 
 
Crackers 
Distributor 
 
The Fryer 
 
General public 

Key Resources 
 
Physical Assets: 
Land, Building, Machine, and Car. 
 
Intellectual Assets: 
Trademark 
 
Human Assets: 
Employees 
 
Fiscal Assets: 
 Cash 

Channels 
 
Distributor Stores 
 
Store Company " 

Cost Structures 
Fixed cost : 
Employee Salaries, Other Operating Costs (Employee Eating, Building and Machine 
Maintenance) 
Variable Cost: 
Flour, Seasoning, Packing, Electricity, Firewood, Product Delivery, and Overtime Fee if 
Needed Only. " 

Revenue Streams 
 
Sales of Crackers 
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Second Question: 
"Some alternatives to the company's product slogan: 
(Choose a slogan that fits best in your opinion) 

 
 

 
Others (.................................... ..) " 

 
 
 

 
Based on the analysis in the table above, it can be concluded that the company has adequate 
products and services in accordance with customer needs, desires, and expectations. The results 
of the questionnaire show that all customers agree that the value proposition offered by the 
company is in accordance with their needs. Customers also the majority (70%) choose the first 
slogan is "eaten delicious, sold again profit a lot" as the right slogan for the company's products. 
Thus, the requirements of desireability can be stated fulfilled because it is in accordance with 
customer expectations and needs. 

 
Feasibility Test 
Feasibility is related to the ability of the company to fulfill what the customer needs and wants 
for a product offered. Test feseability is done by looking at the readiness, feasibility, and ability 
of the internal side of the company that is key activities, key resources, and key partners. If 
summarized based on customer needs and desires stated in the value propositions, it can be 
concluded that the company should be able to offer quality, affordable, quality cracker products 
with relatively better taste and profitable cooperative system with customers. It certainly 
requires a solid company operational readiness. Feasibility analysis on this matter can be seen 
based on interview result with resource person Mr. Rofiq as operational manager and Mrs. 
Wartiningsih as director. 

 
If analyzed based on the results of that interviews, then the company can be said  feasible to 
create a product of quality crackers, affordable, with a relatively better taste and cooperation 
system profitable with customers. It can be seen the level of readiness and ability of the 
company is good enough in producing these crackers. 

 
First, that is related to the creation of quality products and flavor. The CV.T has implemented 
SOPs in its operations, particularly in production. However, it needs to be underlined here that 
the company is only capable of producing only a cracker with reasonable value in every quality 
variable of crackers that customers expect. Considering that each variable in the quality of the 
crackers is contradictory in nature, then the company is only capable of producing crackers with 
quality that is capable of covering all the required variables, namely the level of bloom, the 
resistance will be sluggish and crumble, and the weight per chip crackers. Meanwhile, related to 
the taste aspect, based on the interview result, it can be seen that from the beginning the 
company already has the advantage that the taste of the cracker is relatively better than the 
competitor's product. Therefore, the company can be said to be (feasible) to create quality 
products and flavor. 

 
Second is related to the company's ability to create affordable cracker products. The company 
has enough key partners, especially tapioca starch supplier. Based on the interview with Mr. 
Rofiq as the operational manager shows that the flour supplier has a large capacity. Sometimes 
the warehouse capacity of the flour supply is full. The company's flour supplier has also tested 
its capacity for decades, that in every fluctuation in price rises and flour scarcity, they are still 
able to provide enough supply of goods. Therefore, through optimum flour stock management at 
a time when cheaper price flour, the company is able (feasible) to create affordable crackers. 
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Third, it relates to the company's ability to create a profitable system of cooperation for 
customers, especially distributors and fryers. Based on the interview result, it is seen that the 
company has applied cooperative system based on kinship. In addition, the company has a 
policy of customization, recall products, and payment facilities for up to two months can 
certainly create ease and advantage for customers. Therefore, it can be concluded that the 
company is able (feasible) to establish a system of cooperation that is profitable for customers. 

 
Viability Test 
The third test, the viability test, is related to whether the product or service offered by the 
company to the customer is judged on the economic and business point of view. Products and 
services can be said viable if it can generate profits for the company. Conversely, if the cost 
required to memporduksi products and services greater than the revenue generated then called 
not meet the requirements of the viable test. The viability test in this research is by using product 
selling price data, total production cost, price of flour, and net margin of company in year 2016-
2018 as follows. 
 

 
 

Figure 5.  The Comparasion of Tapioca Cost, Total Cost, Cracker Price, and Operating 
Margin in the Year 2016-2018 

 
Based on the figure of diagram above, it can be seen that during these three years, the level of 
corporate profits varies due to high flour price volatility. In 2016, the price of tapioca starch is 
stable at around Rp 6,500 per kg. In 2017, the price of tapioca flour fell to Rp 5,100 per kg. In 
2018, tapioca flour prices rose sharply to Rp 9,200 - Rp 9,500 per kg. Although the price of 
flour in 2018 increased very sharply, but the company is still able to create a positive profit and 
can operate as usual despite the declining profit margins. Based on the above facts, it can be 
concluded that the production activities and service crackers company can meet viability and 
feasible test. 

MANAGERIAL IMPLICATIONS 
In addition to theoretical benefits, this research also provides practical implications for the 
management and development of cracker business in order to survive in the midst of keen 
market competition. The managerial implications of the representation of Business Model 
Canvas companies are as follows. 
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Table 7. Managerial Implications 
9 Blok  

Business Model 
Canvas 

Before The Research After The Research 

Customer 
Segments 

Customer Segments Customer Segments 

Potential Market 
New Products: 
Snack Market 

The main market of the company's 
crackers products is the large and 
small crackers distributors, the 
fryers, and the communities around 
the factory, much like the potential 
market of crackers in general. 

After the translation of BMC, companies can add 
new potential market segments by producing mini 
variant of crackers (in small sizes). 
In addition, companies can try to sell mini crackers 
through online media. " 

Value 
Propositions 

Value Propositions Value Propositions 

Affordable prices The company has a pricing policy 
slightly below the price of major 
competitor products. 

"Efforts to optimize the stock of flour at low prices 
can be used by companies to focus on how to create 
crackers at an affordable price.For now the 
company only determines the price of crackers 
under the market price is only a little, that is 4% -
5% .It is because of the previous harvest season , 
the company does not buy raw materials of flour 
optimally. 
Companies should be able to create bigger and more 
significant price differentials than competitors in 
order to attract new customers. 

Consistency of 
Product and 
Service Quality 

Often the consistency of product and 
service quality decreases when 
product demand exceeds the supply 
level (exceeds the company's 
production capacity). The 
inconsistency of product quality is 
reflected in the imperfectness of the 
aspect of flowering and the weight of 
each cracker when compared to the 
main competitor product. This is 
because there is no special SOP 
standard and clear job description in 
production activities. 

"The company needs to create a standardized 
production SOP and clear job description division, 
in order to create a specialization of work.SOP 
creation needs to be done especially in the 
production area, and the company needs to add 
some supporting production facilities to increase 
work productivity. 

Key Activities Key Activities Key Activities 

Mini Sized 
Cracker 
Production 

Previously the company did not have 
a mini size cracker variant 

The company has a new product variant of crackers 
by modifying the dimensions of product size to be 
smaller, without having to increase production 
costs. 
 
The addition of mini-size product variants is quite 
easy. The dough used is the same. The difference is 
only on the modification of the printer, precisely on 
the size of the print is minimized. 
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9 Blok  
Business Model 

Canvas 

Before The Research After The Research 

Flour Stock 
Management 

Companies only buy flour in 
accordance with the needs of 
production alone, do not stock up the 
flour to the maximum. As a result, 
when the price of flour increases 
sharply, the competitiveness of the 
company's products decreases (the 
selling price rises drastically in a 
short time) 

Companies need to accurately predict the price of 
flour, and maximize the purchase of flour when the 
price is cheap, so in the future when the price of 
flour rises, the company has sufficient stockpile 
reserves to slowly adapt the price.So far, customers 
complain of price increases quite often and high 
enough value when the price of tapioca starch 
soar.In addition to price adaptation, the optimal 
stock of flour is also the company's capital in order 
to produce crackers at a cheaper price compared to 
competitors.Therefore, the optimization of raw 
material stock management must be done for facing 
the uncertainty of tapioca market in Indonesia. 
 
 

Adding 
Machinery and 
Equipment Repair 
Division 

The company relies on third party 
services that are suppliers of 
machinery and equipment to handle 
the problem of production machinery 
damage. 

Due to the large number of production machines, 
machine breakdown can occur almost every day, so 
a special division is required to deal with the 
damage to production machinery at any time, and a 
special division allows the company to maintain 
labor productivity. 
 
 
 
 

Key Resources Key Resources Key Resources 

Cash The company has limited financial 
resources. It takes an annual period 
to increase the area of land, 
buildings, and machinery. In 
addition, optimizing the stock of 
flour will also drain the company's 
cash balance quite a lot. 

Companies can start thinking of using bank credit 
facilities, given the company has some assets that 
can become collateral.The availability of large cash 
is needed when turmoil rises raw tapioca starch 
Prices If the company has large cash, then the 
company can buy materials optimally before the 
price of flour increases.The final result will affect 
the competitiveness of the company's products if the 
company managed to optimize the stock of flour 
raw materials. 

Key Partners Key Partners Key Partners 

Bank Banks are limited to companies for 
transactional activities only 

The company in the future should start working 
with banks by taking loans to support the company's 
finances.The main objective in this activity is to 
optimize the stock of flour when the market price is 
still low considering the company has several assets 
that can be guaranteed to the Bank. 

 
CONCLUSION AND SUGGESTION 
Based on data analysis and research results, it can be drawn a conclusion that the Business 
Model Canvas company is as follows: 
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 Customer segments of the company focus on the mass market of most B2B distributors of 
crackers, fryers, and the general public. 

 The company's value propositions consist of low price, guaranteed quality, and profitable 
business cooperation. 

 Channels of the company consist of corporate stores and distributor stores. 

 Customer relationships owned by the company through regular communication and special 
treatment to customers in certain seasons. 

 Revenue streams companies only come from the sale of cracker products. 

 Key resources of the company consists of physical assets in the form of land, buildings, 
machinery, and cars. Intellectual assets are trademarks. Human assets are employees. Finally, 
a financial asset in the form of cash 

 Key activities of the company consists of five important activities. The first is the 
optimization of tapioca flour stock. Second is the production of crackers based on customer 
orders. Third is the quality management of products and services. Fourth is related to pricing 
strategy activity. Fifth is the company's after-sales activity. 

 Key partnerships consist of flour suppliers, spice suppliers, machinery and equipment 
suppliers, packaging suppliers, fuelwood suppliers, shipping companies, banks and the 
general public around the factory. 

  The cost structure of the firm consists of fixed and variable costs. Fixed costs include 
employee salaries, other operating expenses (staffing, building maintenance and machinery). 
While variable costs include tapioca flour raw materials costs, spice costs, packaging costs, 
electricity costs, fuelwood costs, product delivery costs, and overtime costs if required only. 

 
For the company should not need to expand and build the factory area in the near future, given 
the limited funds owned by the company. In addition, the erratic market situation of crackers is 
also worth considering before expansion. Companies should focus more on how companies can 
create crackers at affordable prices. The first step is the company began to work with banks to 
get a loan fund. The loan is used to optimize tapioca flour stock. Optimizing tapioca flour is a 
mandatory requirement to create affordable chips with high competitiveness. 
For academics, this research is only limited to discuss about how Business Model Canvas from 
cracker company. We recommend that further research can be added to the topic of what 
innovations a cracker company can make on its business model. 
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