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Abstract 

This paper explores the application of the Business Model Canvas (BMC) to Baso Aci Akang, a small and 
medium-sized enterprise (SME) in the Indonesian culinary sector, to illustrate the strategic benefits and 
insights this tool can provide in enhancing business operations and competitive positioning. Through a 
detailed analysis of Baso Aci Akang’s application of the BMC, the study demonstrates how each of the nine 
components—Customer Segments, Value Propositions, Channels, Customer Relationships, Revenue 
Streams, Key Resources, Key Activities, Key Partnerships, and Cost Structure—can be optimized to align 
more closely with market demands and consumer preferences. The findings reveal that Baso Aci Akang’s 
focus on digital engagement and customer-centric strategies has significantly enhanced its market 
presence and operational efficiency. The paper discusses the implications of these strategies for other 
SMEs in the culinary sector, emphasizing the importance of digital marketing, customer relationship 
management, and continuous innovation. It also suggests that integrating sustainability practices into the 
business model can further enhance competitive advantage. Future research directions are proposed, 
highlighting the need for cross-cultural studies on the BMC’s adaptability, the impact of emerging 
technologies, and the integration of sustainability practices within SME business models. This study 
contributes to the literature on strategic management and business model innovation, offering practical 
insights and a framework that other SMEs can adapt for their contexts, ensuring resilience and growth in a 
dynamic market environment. 

Keywords: Culinary Sector Innovation, SME Development, Digital Marketing, Sustainability in Business, 
Indonesian SMEs. 

 
1. INTRODUCTION 

Context and Importance of SMEs in the Indonesian Culinary Sector 

Small and Medium Enterprises (SMEs) represent a critical segment of Indonesia's 
economy, contributing significantly to employment and GDP growth. The culinary sector, 
in particular, is a vibrant component of Indonesia's creative industries, showing 
substantial growth due to increasing domestic and international demand for diverse and 
unique food products. This sector not only fulfills the basic human need for food but has 
evolved into a complex arena of cultural expression and innovation, making it a pivotal 
area for economic and social development (Creative Economy Agency, 2016). 
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Figure 1.1: Creative Industry Classification in Indonesia 

(Source: Creative Economy Bureau) 

Brief Description of the Business Model Canvas and Its Relevance to Business 
Strategy 

The Business Model Canvas (BMC), developed by Osterwalder and Pigneur (2010), is a 
strategic management tool that allows businesses to describe, design, challenge, invent, 
and pivot their business model. It is structured around nine key components: Customer 
Segments, Value Propositions, Channels, Customer Relationships, Revenue Streams, 
Key Resources, Key Activities, Key Partnerships, and Cost Structure. This holistic tool is 
particularly effective in the entrepreneurial context of SMEs, where flexibility and 
innovative strategies are crucial for competitive advantage. The BMC is instrumental in 
aligning strategic elements and enhancing clarity, focusing on how various aspects of a 
business interconnect and impact each other (Osterwalder & Pigneur, 2010). 

 

Figure 1.2: Development of the Creative Industry in Indonesia 

(Source: Results of the 2015 Special Creative Economy Survey) 
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Objectives of the Paper 

This paper aims to: 

1. Explore the application of the Business Model Canvas in the Indonesian culinary 
sector, using Baso Aci Akang as a case study to illustrate how SMEs can strategically 
innovate and adapt to competitive market conditions. 

2. Analyze the business strategies, customer engagement, and operational models of 
Baso Aci Akang to identify key factors contributing to its success. 

3. Provide actionable insights and recommendations for other SMEs in the culinary sector 
to develop sustainable business models that leverage local strengths and address 
emerging market opportunities. 

 
2. LITERATURE REVIEW 

Overview of SMEs in Indonesia and Their Role in the Economy 

Small and Medium Enterprises (SMEs) are pivotal to Indonesia's economy, contributing 
significantly to employment and GDP. These enterprises are recognized for their agility 
and resilience, adapting quickly to changing economic landscapes. The Indonesian 
government supports SME growth through various initiatives, reflecting their integral role 
in national economic strategies (Kotler & Keller, 2009). 

Review of the Culinary Industry's Dynamics and Trends within Indonesia 

Indonesia's culinary industry is a vibrant sector characterized by diverse food offerings 
and innovative culinary experiences, largely driven by SMEs. This sector not only serves 
as a crucial economic activity but also as a cultural expression, attracting both local and 
international attention. The industry's growth is fueled by urbanization, increasing tourism, 
and evolving consumer preferences towards unique dining experiences (Fahmi, 2016). 

Previous Studies on Business Models in SMEs, Focusing on the Culinary Sector 

Studies on business models within SMEs in the culinary sector have primarily focused on 
how these enterprises leverage local resources and creativity to build competitive 
advantages. The Business Model Canvas has been a popular tool for strategic planning 
in this sector, helping businesses align their operations with market demands and 
customer needs (Osterwalder & Pigneur, 2010). 

Gaps in the Literature that This Study Addresses 

While existing literature provides insights into the application of the Business Model 
Canvas in various sectors, there is a limited understanding of its implementation in the 
Indonesian SME culinary sector specifically. This study aims to fill this gap by exploring 
the practical application of the Business Model Canvas in this context, providing a detailed 
analysis of its effectiveness in enhancing business operations and strategy formulation in 
the dynamic culinary market of Indonesia. 
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Figure 2.1: Business Model Canvas 
 
3. METHODOLOGY 

Research Design and Approach 

This study employs a descriptive case study methodology to explore the strategic 
application of the Business Model Canvas (BMC) in enhancing business strategies for 
Baso Aci Akang, a small and medium-sized enterprise (SME) in the Indonesian culinary 
sector. This approach allows for an in-depth understanding of complex issues within their 
real-life context, particularly useful for the exploration of strategic interventions in 
business models (Yin, 2014). 

Selection of Baso Aci Akang as a Case Study 

Baso Aci Akang was selected for this study due to its significant representation of SMEs 
in Indonesia's vibrant culinary market and its innovative approach to business strategy 
development. The company's success in adapting to market trends and consumer 
preferences makes it an exemplary case for examining the effectiveness of the BMC in a 
dynamic and competitive industry. 

Data Collection Methods 

Data were collected using a triangulation method to ensure comprehensive coverage and 
depth: 

 Interviews: Semi-structured interviews were conducted with key stakeholders, 
including management and employees, to gather insights into the strategic planning 
and operational challenges. 

 Observations: Direct observations were made at Baso Aci Akang’s operational sites 
to understand the practical implementation of business strategies. 
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 Document Analysis: Internal company documents, market reports, and previous 
research studies were analyzed to construct a detailed picture of the company’s 
business model and market environment. 

Data Analysis Techniques 

Data analysis was performed using thematic analysis to identify, analyze, and report 
patterns within the data. This qualitative analysis was complemented by the application 
of the Business Model Canvas, which facilitated a structured examination of Baso Aci 
Akang’s business model components. This dual approach enabled a detailed assessment 
of how each segment of the BMC was utilized to address specific business challenges 
and opportunities (Braun & Clarke, 2006; Osterwalder & Pigneur, 2010). 

Case Study: Baso Aci Akang 

Company Background and History 

Baso Aci Akang, established in Bandung, Indonesia, has rapidly grown into a prominent 
player in the local culinary market. The company specializes in serving Baso Aci, a 
traditional Indonesian dish that has been modified to suit contemporary tastes, particularly 
appealing to younger demographics. The founding of Baso Aci Akang was motivated by 
the desire to preserve and innovate traditional Indonesian culinary practices while 
capitalizing on the growing trend of street food culture among urban consumers. Over the 
years, the company has expanded its reach through a combination of strategic location 
selections and savvy marketing practices, catering primarily to a customer base that 
values quick, affordable, and tasty local cuisine. 

Analysis of the Company’s Initial Business Model 

Baso Aci Akang's initial business model was straightforward, focusing on cost leadership 
and high-volume sales. Key components of their business model included: 

 Customer Segments: Targeted predominantly young urban dwellers ranging from 
students to young professionals who are looking for affordable, convenient, and 
culturally resonant dining options. 

 Value Propositions: Offered a unique blend of traditional and modern flavors that 
differentiated Baso Aci Akang from other local eateries. The value lay in the quick 
service, affordability, and the novelty of customizable Baso Aci dishes. 

 Channels: Sales were conducted primarily through physical stalls strategically located 
near universities and business districts to attract high foot traffic. Minimal promotion 
was conducted online, with a focus on word-of-mouth and local advertising. 

 Customer Relationships: Built through direct interactions at the point of sale, with a 
focus on quick service and maintaining a vibrant, youthful brand image. 

 Revenue Streams: Revenue was generated through direct sales at each outlet, 
emphasizing volume and repeat business through customer satisfaction and loyalty. 
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 Key Resources: Included simple cooking facilities, basic ingredients sourced locally, 
and small operational teams at each stall. 

 Key Activities: Focused on efficient food preparation, customer service, and basic 
financial management to keep costs low and operations smooth. 

 Key Partnerships: Relied on local suppliers for ingredients to ensure freshness and 
cost efficiency, maintaining minimal partnerships to keep the business model simple. 

 Cost Structure: Characterized by low operational costs due to the simplicity of the 
food preparation process and the use of minimalistic stalls which required low 
investment. 

This initial business model successfully captured the local market by delivering value 
through simplicity and focus on core products that appealed to a broad segment of 
consumers in urban areas. 

Application of the Business Model Canvas to Baso Aci Akang 

Detailed Application of Each Component 

1. Customer Segments Baso Aci Akang targets predominantly young urban consumers 
aged 19-40, especially focusing on women who value quick, affordable, and flavorful 
culinary experiences. This segment is critical as it represents a large portion of the 
active consumer base in urban areas of Indonesia. 

2. Value Propositions The Company offers a unique culinary experience by combining 
traditional Indonesian Baso Aci with modern tastes and presentation styles. Its value 
lies in its ability to provide high-quality, innovative, and affordable food options that 
cater to the preferences of young, trend-conscious consumers. 

3. Channels Baso Aci Akang uses a combination of physical outlets located strategically 
in high-traffic urban areas and digital channels such as Instagram and WhatsApp to 
reach and engage its customer base. This multichannel approach helps in 
accommodating the varied preferences of their customers regarding how they 
discover, purchase, and interact with the brand. 

4. Customer Relationships The Company fosters customer relationships through 
personalized service and community engagement on social media platforms. They 
encourage customer participation in product development (co-creation) and utilize 
digital platforms for customer service and feedback. 

5. Revenue Streams Baso Aci Akang's primary revenue stream comes from direct sales 
at their outlets and online orders. They employ cost-based pricing strategies to ensure 
affordability while maintaining a competitive edge in the market. 

6. Key Resources Key resources include their culinary staff, food preparation and 
service equipment, proprietary recipes, and their brand reputation. Technological 
resources such as their social media platforms and online ordering systems are also 
crucial. 
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7. Key Activities The Company’s key activities involve food preparation, customer 
service, marketing, and continuous product and process innovation to meet the 
changing tastes and preferences of their consumers. 

8. Key Partnerships Baso Aci Akang collaborates with local suppliers for fresh 
ingredients and other business partners for logistics and marketing services to ensure 
efficient operations and maintain quality standards. 

9. Cost Structure The cost structure is dominated by raw material costs, labor, 
marketing, and operational expenses. Baso Aci Akang strives to minimize costs 
through efficient supply chain management and economies of scale. 

Insights and Findings 

The application of the Business Model Canvas revealed that Baso Aci Akang effectively 
aligns its business operations with the market demands and consumer preferences, 
which is essential for its sustainability and growth. The analysis highlighted the 
importance of maintaining strong customer relationships and adapting quickly to market 
trends through innovation in both product offerings and service delivery. Additionally, the 
company's focus on strategic partnerships and cost management helps in sustaining its 
competitive advantage in a highly dynamic market. 

By leveraging the Business Model Canvas, Baso Aci Akang is positioned to continuously 
evaluate and refine its strategies in alignment with its business objectives and market 
conditions, ensuring long-term success and scalability in the Indonesian culinary sector. 
 
4. RESULTS 

Summary of the Business Model Canvas Analysis 

The comprehensive application of the Business Model Canvas to Baso Aci Akang 
illuminated various facets of the business model, offering insights into customer 
engagement, value delivery, and internal operations. The analysis has underscored how 
each component — from customer segments to revenue streams — is interlinked, 
influencing the overall efficiency and effectiveness of the business strategy. Key findings 
included the strong alignment of value propositions with customer expectations and an 
adept use of digital channels to maximize reach and operational flexibility. 

Strategic Insights Gained about Baso Aci Akang’s Operations and Market 
Approach 

Through the Business Model Canvas, Baso Aci Akang's strategic focus on the youth 
market has proven effective, leveraging trendy culinary offerings and robust digital 
marketing strategies. Insights gained from the analysis suggest potential enhancements 
in scalability and sustainability, particularly in exploring eco-friendly packaging solutions 
and expanding the supplier network to include organic product providers. These steps 
could not only improve market share but also align Baso Aci Akang with global 
sustainability trends. 
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Comparison with Industry Norms and Innovative Practices 

Compared to traditional players in Indonesia’s culinary sector, Baso Aci Akang 
demonstrates a forward-thinking approach by incorporating digital engagement platforms 
extensively in its business model. However, the industry is swiftly adopting green 
practices and broadening inclusivity in customer targeting. While Baso Aci Akang excels 
in digital innovation, there is room to adopt more comprehensive sustainable practices, 
such as waste reduction and energy efficiency, which are becoming industry standards. 
Additionally, expanding the customer base to include older demographics or more diverse 
dietary preferences could tap into new revenue streams. 

Opportunities for Further Development 

The analysis has also highlighted several opportunities for further development. First, 
expanding the business model to include partnerships with tech companies could 
enhance Baso Aci Akang's operational efficiency through advanced analytics and AI-
driven customer insights. Second, exploring franchising options could accelerate national 
and international expansion while maintaining control over the brand’s core values and 
quality standards. 

These results from the Business Model Canvas application provide a strategic blueprint 
for Baso Aci Akang, offering both validation of current practices and a roadmap for future 
growth and innovation. By continuing to iterate on this model, Baso Aci Akang can ensure 
its adaptability and sustained success in the evolving culinary landscape. 
 
5. DISCUSSION 

Interpretation of Results in the Context of SME Development and Innovation in the 
Culinary Sector 

The analysis of Baso Aci Akang through the Business Model Canvas highlights significant 
implications for SME development within Indonesia's culinary sector. The results 
underscore the importance of aligning business strategies with market demands and the 
potential for innovation in service delivery and product diversification. In a sector marked 
by rapid consumer preference shifts and intense competition, Baso Aci Akang’s approach 
exemplifies how adaptive strategies can lead to sustained growth and competitiveness 
(Porter, 1985). The emphasis on digital channels and targeted customer segments 
reflects broader trends in the SME landscape, where agility and customer-centric 
approaches are increasingly vital for success (Kraus et al., 2012). 

Impact of the Business Model Canvas on Strategic Decision-Making and 
Operational Efficiency 

The Business Model Canvas has proven instrumental in refining Baso Aci Akang's 
strategic directions, highlighting areas such as customer relationships and key 
partnerships that are crucial for scaling operations and enhancing service quality. By 
systematically assessing each component of the business model, the canvas facilitates 
a holistic view of operational interdependencies and strategic focus areas, allowing for 
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more informed decision-making and resource allocation (Osterwalder & Pigneur, 2010). 
This strategic tool has enabled Baso Aci Akang to optimize its cost structure and 
streamline operations, ultimately leading to improved operational efficiency and customer 
satisfaction. 

Challenges and Opportunities Identified Through the Business Model Canvas 
Analysis 

The application of the Business Model Canvas revealed several challenges and 
opportunities for Baso Aci Akang. One significant challenge is the reliance on digital 
marketing channels, which, while effective, also expose the business to fluctuations in 
digital platform algorithms and market dynamics. On the opportunity front, the analysis 
highlighted the potential for product and market diversification, particularly in catering to 
health-conscious consumers or expanding into international markets. Additionally, the 
canvas pinpointed the need for strategic partnerships in sustainability practices, an area 
that could not only reduce operational costs but also appeal to environmentally aware 
consumers (Schaltegger & Wagner, 2011). 

These insights from the Business Model Canvas offer Baso Aci Akang—and similar 
SMEs—a robust framework for navigating the complexities of the culinary sector, 
highlighting the utility of this tool in fostering innovation and strategic agility in small and 
medium-sized enterprises. 

Implications for Practice 

Practical Recommendations for Other SMEs in the Culinary Sector 

1. Adopt a Customer-Centric Approach: SMEs should prioritize understanding their 
customer segments to tailor offerings that meet specific needs and preferences, as 
demonstrated by Baso Aci Akang’s focus on young urban consumers (Kotler & Keller, 
2016). 

2. Leverage Digital Marketing: Emphasize the use of social media and e-commerce 
platforms to enhance reach and customer engagement, ensuring strategies are 
adaptive to technological trends and consumer behaviors (Chaffey & Ellis-Chadwick, 
2019). 

3. Innovate Continuously: Regularly update and diversify product offerings to align with 
current trends and dietary preferences, fostering innovation in both product 
development and service delivery (Tidd & Bessant, 2018). 

4. Sustainability Practices: Incorporate sustainable practices in sourcing, packaging, 
and operations to not only reduce environmental impact but also attract 
environmentally conscious consumers (Schaltegger & Wagner, 2011). 

Strategies for Implementing the Business Model Canvas in Different Contexts 

1. Customization to Fit Local Needs: Customize the Business Model Canvas to reflect 
local market conditions, cultural nuances, and consumer preferences, ensuring 
relevance and effectiveness in diverse settings (Osterwalder & Pigneur, 2010). 
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2. Stakeholder Engagement: Involve various stakeholders, including employees, 
suppliers, and customers, in the business model development process to gain diverse 
insights and foster a sense of ownership and alignment with the business goals 
(Freeman, 2010). 

3. Iterative Use: Employ the Business Model Canvas as an iterative tool, regularly 
revisiting and revising the business model to adapt to changing market dynamics and 
internal growth stages (Blank, 2013). 

4. Integrated Approach: Combine the Business Model Canvas with other strategic tools 
like SWOT analysis or PESTEL analysis to gain a more comprehensive understanding 
of the external environment and internal capabilities (Johnson, 2017). 

By integrating these practices and strategic frameworks, SMEs in the culinary sector can 
enhance their competitiveness and sustainability, adapting effectively to the evolving 
market landscape. 
 
6. CONCLUSION 

Recap of the Paper’s Main Points and Findings 

This paper has explored the application of the Business Model Canvas (BMC) to Baso 
Aci Akang, illustrating its utility in refining business strategies within Indonesia’s SME 
sector, particularly in the culinary industry. Key findings include: 

 Customer-Centric Strategy: Baso Aci Akang’s focus on young urban consumers has 
been pivotal, emphasizing the importance of understanding and targeting specific 
customer segments. 

 Digital Engagement: Effective use of digital channels has enhanced customer reach 
and engagement, proving crucial for SMEs in maximizing their market presence. 

 Operational Efficiency: The BMC has facilitated a clearer understanding of 
operational and strategic alignments, leading to enhanced operational efficiency and 
strategic clarity. 

 Innovation and Adaptability: Continuous innovation in product offerings and 
business processes has allowed Baso Aci Akang to remain competitive in a dynamic 
market environment. 

Future Research Directions Related to Business Models and SME Innovation 

Looking ahead, several areas warrant further investigation to broaden the understanding 
and application of business models in the SME sector: 

1. Cross-Cultural Comparisons: Studies could explore how business models like the 
BMC are adapted and implemented in SMEs across different cultural and economic 
contexts, providing insights into global best practices and local adaptations. 
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2. Technology Integration: Further research could assess the impact of emerging 
technologies (e.g., AI, blockchain) on SME business models, particularly in enhancing 
operational efficiency and customer interaction. 

3. Sustainability Practices: Investigating the integration of sustainability into SME 
business models would provide valuable data on the trade-offs and benefits of 
sustainable practices in business growth and customer loyalty. 

4. Longitudinal Studies: Long-term studies on the use of the BMC could help 
understand its impact over time, particularly how iterative adjustments to the business 
model affect SME resilience and scalability. 

In conclusion, the Business Model Canvas serves not only as a strategic tool for current 
business model optimization but also as a foundational framework for future innovations 
in SME strategy and operations. Further research in these areas will enhance our 
understanding of sustainable and scalable business practices that can drive the next 
generation of SME success in the global economy. 
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