Volume 8 No. 2 2026

c
(BI €J

Business Innovation and Entrepreneurship Journal

The Sustainable Business Model Development For
SMEs In Palm Post-Harvest Equipment

Hanik Atus Sangadah'*, Rahmadini Payla Juarsa
IStudy Program of Agroindustry, Department of Agriculture, Polytechnic State of Subang, Subang, West Java 41285, Indonesia
Department of Agricultural Technology, Faculty of Agriculture, University of Riau, Pekanbaru, Riau Province 28293, Indonesia
*E-mail Correspondence: hanik.sangadah@polsub.ac.id

Abstract— Small and medium industries that produce post-harvest tools for oil palm are growing quite rapidly in Riau Province. The
business activities carried out by MSMEs need to be continuously developed especially business model. This study uses SWOT analysis to
determine business model development strategy. The strategy obtained from the SWOT analysis is then used to develop BMC 2.0 with
activities that must be maintained, developed, and created. BMC 1.0 resulted from observations and interviews with business actors. The
results of this study are the formulation of BMC 2.0 by applying each strategy resulting from the SWOT analysis which is carried out
including creating products that are more diverse and in accordance with SNI standards, actively participating in activities or programs
from the Regional Government, producing tools according to requests from consumers, and starting to adopt a recording system digital
finance. The results of BMC 2.0 can be used as a reference for MSMEs in developing their business units, namely by implementing a

market penetration strategy to obtain broader market or consumer segmentation.
Keyword- BMC; Post Harvest Tools; Small Medium Entreprise; SWOT Analysis

I.  INTRODUCTION

Micro, Small and Medium Enterprises (MSMES)
are a business sector that has a large role, percentage
and contribution to the economy in Indonesia.
MSMEs are a business group that has been proven to
be resilient to various economic shocks like when the
Covid-19 pandemic in 2019. Based on BPS data from
2019-2024 (Figure 1) shows fluctuations in the
number of micro and small industries in Indonesia.
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Figure 1. MSME’s in Indonesia (2019-2024)
Source: Data processed from BPS

The LPM warta journal reveals that there are at
least 37 thousand MSMEs that have experienced a
decline in performance due to Covid-19 with the
resulting impact being a decrease in sales (56%),
funding (22%), distribution of goods (15%), and
access to raw materials (4 %) [1].

MSMEs in Indonesia on average still have
weaknesses in terms of a lack of capital to develop a
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business both in terms of quantity and sources,
limited managerial capabilities and operational skills,
and limited marketing [2]. Marketing is still one of
the obstacles that quite a lot is faced by MSME
actors. Various types of SMEs or UKM have grown
and developed in Indonesia with various types of
business sectors from food & beverage products,
services, to equipment. When viewed in terms of
business scale, MSMEs have a business scale and
business targets that are still below those of large
companies. However, the two business scales have
more advantages than large business scales. These
advantages include the ability to adopt and implement
new technology and innovation in business.

Indonesia is one of the Asian countries that
produces the largest palm oil. Based on [3], Riau
Province capable of producing 8.96 million tonnes of
CPO from 2.86 million hectares or 19.55 percent of
the total area of oil palm plantations in Indonesia.
Therefore, many MSMEs produce post-harvest tools
for oil palm in Riau Province. Post-harvest equipment
that is mostly produced is egrek, deres knives, axes,
knives, machetes, crowbars, tares forks, dodos, axes,
and others.

The area of oil palm which has the potential to
continue to grow will be one of the triggering factors
for the development of IKM post-harvest equipment
for oil palm. As one of the efforts to develop a
business, it is have to a business development strategy
including developing a business model using the
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Business Model Canvas (BMC) as a tool. The
development of a business model needs to be carried
out thoroughly to then be used as a guideline for
business development. Business development can be
carried out by strengthening competitiveness by
increasing product quality and not only fulfilling it in
terms of quantity [4]. Various business scales, both
small, medium and large scale industries have
interests and goals to make the industry the best in
their field and in demand by consumers [5].

This study aims to develop a business model for
the MSMEs in Indonesia on average still have we
business unit for post-harvest palm oil equipment in
Kampar Regency using BMC. BMC was chosen as a
tool for compiling business model development
because it is able to describe in full a simple business
component with 3 (three) main components from
creating products (create), delivering products to
consumers (deliver), and capturing results from
delivering value/products to consumers (capture). The
final results of this research are supposed to assist to
business units in developing their business models, as
well as provide an overview of input to stakeholders
in efforts to build IKM/business units engaged in
producing post-harvest palm oil products.

II. LITERATURE REVIEW
2.1 Small Medium Entreprises (SMES)

MSMEs in Indonesia have a significant role
in supporting the national economy and opening up
employment opportunities in various sectors. BPS
data for 2024 states that the number of micro
businesses in Indonesia is 4,107,397 units and small
businesses is 306,406 units [6]. This shows the
importance of maintaining the sustainability of each
type of MSME, including MSMEs that provide
various types of palm oil harvesting equipment. The
sustainability of MSME businesses is influenced by
their ability to respond to developments in online
marketing systems [7]. The performance of MSMEs
in the context of customer relationship management
has the opportunity for success according to the
resources they have/ Resourced Based-View (RBV)
[8].

2.2 Business Development

The development of business models is
currently developing into Sustainable Business Model
Innovation (SBMI) where product development does
not only look at economic aspects, but also
environmental and social aspects [9]. Business
development is not limited to internal business units
but can also involve external parties. For example,
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MDC Coffee House's business development
commitment involves farmers, buyers, and other
coffee industry players through education on coffee
quality [10].
2.3 SWOT Analysis
Identifying strengths, weaknesses,

opportunities and threats is very popular in business
development efforts. The management team will
identify internal and external factors that influence the
organization's performance. SWOT analysis is often
used by organizations because it provides benefits in
analyzing business conditions and supports strategic
decision-making in business development. Strength is
a positive internal factor that a company has to
achieve its goals and be able to serve consumers.
Meanwhile, weaknesses are internal factors that can
hinder the company's performance. Opportunities are
external factors that companies can utilize to create
relationships with external parties. Threats are factors
that originate from outside the company and usually
have the potential to hinder the company's
performance in a positive direction [11].
2.4 Business Model Canvas (BMC)

BMC is a simple analysis tool that is often used
to identify business development. BMC consists of 9
main components, namely value proposition,
customer segment, customer relationship, channels,
key resources, key partnership, key activities, cost
structure, and revenue stream [12] [13]. Developing a
business model without involving consumers will not
provide optimal results [14].

I1l. RESEARCH METHODS

This research is a qualitative descriptive study by
conducting direct observations and interviews with
several MSMEs business actors for post-harvesting
oil palm equipment in Kampar Regency, Riau
Province. Data collection was carried out by means of
literature study, field observations, filling out
questionnaires, interviews, and in-depth interviews.
Qualitative research is often used to analyze
consumer responses to products and marketing
systems, so that we can find out more deeply through
in-depth interviews with consumers [15]. The results
of the observations will be put into BMC 1.0, then
followed by determining the components that are the
strengths, weaknesses, opportunities and threats
(SWOT) of the business unit. The strategy resulting
from the SWOT analysis is then used to develop
BMC 2.0. The research framework used can be seen
in table 1 below.
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Table 1. Research framework

Steps Activities

Literature review Secondary data collection related
to business development strategy

Field The results of field observations
observations, and in-depth interviews were used
interviews and as material for developing BMC
in-depth 1.0

interviews

Determination of Preparation of SWOT components
internal  factors and SWOT strategies that can be
(Strength, applied to business unit
Weakness) and development for further strategic
external factors assessment

(Opportunity,

Threats)

SWOT strategy The SWOT strategy assessment is

assessment carried out by respondents who
understand  management  and
business

Preparation of The results of the SWOT

BMC 2.0 assessment are used to develop
BMC 2.0 which contains the latest
strategies that can be used for
business business model
development

IV. RESULT AND DISCUSSION
Results
4.1 Initial Indentify Business Model Canvas (BMC

1.0)

Riau Province is one of the provinces with a
fairly high level of palm oil production in Indonesia.
This is one of the supporting factors for the
development of MSMEs in the field of providing
post-harvest equipment for palm oil. The high
demand does not only come from local farmers, but
also from large companies. The business model of the
business actors currently running is not only selling
directly to consumers but also through cooperatives.
Figure 2 presents the MSME business model that
currently exists.
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= Iron supplier « Production Affordable « By phone and |- Palm
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« Cooperative * Quality « The quality of |+ Product damage |+ Palm
blacksmith control post-harvest tools warranty during farmers
centers is good distribution « Farm shop
« PTPNV distributor
KEY CHANNELS
RESOURCES « Social media
< lron raw promotion
materials « Send sample
« Reliable products to
blacksmith companies
« Sales through the
central co-op of
blacksmiths

COST STRUCTURE
« Purchase of raw materials
« Production of post-harvest tools

Figure 2. BMC 1.0 MSMEs post harvest
equipment industry

Value propositions: The value proposition offered is
affordable post-harvest equipment prices and
equipment quality. This is because it correlates with
the market segment targeted by the company, namely
the farmer class to the company. For small farmers,
price is a very important thing to consider. In
addition, MSMEs also has business value in the form
of good quality palm harvesting equipment. The low
selling price or affordable price does not mean that
the quality of the equipments is very bad. This is the
company's concern coupled with a good quality
control process.
Customer segments: The customer segments
targeted by this industry (MSMEs) are oil palm
smallholders, both in the form of farmer groups and
individuals, companies engaged in oil palm
plantations, and agricultural shops/distributors.
Customer relationships: The relationship built with
customers today is still simple through telephone and
social media. Strengthening customer relationships is
done by providing assurance of product warranty until
it reaches the consumer's hands. If there is a product
defect during the product delivery process, consumers
can apply for an exchange or return of the product.
Channels: Distribution of products until purchased
by consumers begins with promotion through social
media such as WhatsApp, sending samples of post-
harvest tool products to related companies, and
through  the  blacksmith  cooperative  center.
Meanwhile, shipping activities will be adjusted to the
quantity of orders or purchases and agreements that
have been made with the buyer. Of all these channels,
the channel through the sale of cooperative
blacksmith centers is the most successful.
Revenue streams: The income of MSMEs comes
from online and offline product sales. Various
products in the form of post-harvest tools for oil palm

REVENUE STREAMS
- Selling products offline
= Online product sales
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such as egrek, dodos, etc. are sold at a price range
starting from IDR 75,000 - IDR 120,000.

Key activities: The main activities carried out by
MSMEs of oil palm post-harvest equipment are post-
harvest equipment production activities, sales, and
equipment quality control to comply with standards.
Post-harvest equipment quality control is a major
concern for MSMEs. Product quality control starts
from the selection of raw materials such as iron ore,
processing activities, until the goods are ready to be
sent to consumers.

Key resources: The main resources in the post-
harvest tool industry are quality iron raw materials
and a competent blacksmith workforce. Limited
resources are one of the keys to supporting the
sustainability of business in this field. The average
skilled and competent blacksmith owned by the palm
oil post-harvest tool industry is only around 3-4
people. Skilled and reliable human resources are an
important asset that must be maintained.

Volume 8 No. 2 2026

Key partners: The key partners for the post-harvest
tool industry are iron suppliers, finished product
resellers, blacksmith cooperative centers, and PTPN
V. Iron suppliers are important because they are the
key to the sustainability of raw materials. Resellers,
blacksmith cooperative centers, and PTPN V are the
main and regular buyers of the products they produce.
Cost structure: The costs be taken out to run this
business include the costs for purchasing raw
materials, especially iron, and production costs
include labor wages and production equipment
(machines).
4.2 SWOT Analysis

SWOT analysis is an analytical method for
developing a business strategy consisting of internal
Strength and Weakness factors, as well as external
Opportunity and Threats factors [16]. The results of
the SWOT analysis are then used to develop four
main strategies, namely the S-O strategy, W-O
strategy, S-T strategy, and W-T strategy. Table 2
presents the results of the SWOT analysis.

Table 2 SWOT Analysis
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IFE/ EFE Strength (S) Weakness (W)
Affordable and quality product prices | 1. Product quality doesn’t meet with SNI
PTPN V as a regular customers with standard and based on request from
an agreement that has been mutually costumers
agreed. 2. Lack of clear customer segmentation
There is product quality guarantee | 3. Good relations are maintained only
until it reaches the consumer with wholesale consumers
Blacksmith  cooperative as a |4. Limited human resource capabilities to
marketing unit that ensures product optimize available marketing channels
sales 5. Source of income comes only from
Highly maintained quality control product sales
Having  highly skilled human | 6. Highly depent on the availability of
resources iron ore raw materials
There is a blacksmith center to | 7. Very dependent on cooperatives
increase the company's capabilities | 8. Production result recording documents
and sales are still very manual and limited
The company really understands the
existing financial flows
Opportunity (O) S-0 W-0O
There is an opportunity to MSMEs are starting to develop | 1. Continuously improve product quality
make quality products strategies to expand their potential and comply with SNI standards
according to SNI standards, for and market reach by offering quality (WO01)
example the Dodos tool products that meet SNI standards, | 2. Continuously increase sources of raw
The establishment of more modern tools, and affordable material ~ suppliers to  minimize
cooperation with PTPN V is prices (SO1) dependence on one supplier while
one of the attractions for Optimizing product marketing striving to expand cooperation
expanding other market channels through digital marketing, networks (WO2)
segments collaboration with companies (PTPN) | 3. Start leveraging technology to expand
Good  relationships  with and strengthening relations with marketing and business financial
customers can be improved cooperatives (SO2) records (WO3)
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through a personal approach | 3. Develop a business financial
and increasing customer trust accounting system (SO3)
4. Opportunities for the | 4. Employee training to improve skills
development of social media, in producing quality products, as well
online marketing and expo as implementing research and
activities for marketing development activities for more
5. Palm oil production and modern post-harvest tools according
productivity are increasing to consumer needs (SO4)
6. Research and development
activities for processed palm
oil products are increasing
7. Expansion of cooperation with
iron suppliers
Threats (T) S-T W-T
1. Replaced by engined products | 1. Maximizing skilled labor to produce Maintain product quality to retain
2. The sufficiency of iron ore raw standardized quality products (ST1) existing customers (WT1)
materials  is  increasingly | 2. Optimizing and intensifying product Focus on activities to maintain
limited as the industry using marketing through various social consumer loyalty (WT2)
similar raw materials increases media (ST2) Expand marketing channels to the
3. Existence and better service | 3. Improving service to consumers maximum to increase consumer reach
than competitors (fulfilling consumer requests) (ST3) (WT3)
4. The marketing channels used | 4. Follow the orderly rules as long as a
by competitors are more member of the cooperative (ST4)
diverse and superior
5. Palm oil farmers and
companies are starting to
switch using modern
equipment
6. Production halted because
sales declined
7. HR moves or quits
8. Financial burden experienced
by MSMEs due to rising raw
material prices

(BMC 2.0) can be developed by implementing the
business development strategies described in table 1.
BMC 2.0 description of the IKM business unit
development strategy tools after the harvest of oil
palm in Kampar Regency, Riau Province can be seen
in figure 3.

4.3 Proposed Improvements to the New Business
Model Canvas (BMC 2.0)
After creating the SWOT matrix and
developing a strategy that can be used for business
unit development, the latest BMC improvement
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Figure 3 Proposed improvements to the Business Model Canvas (BMC 2.0)
Information: maintained, improved, created

Discussion

Value prepositions: the results of an analysis of
increasing product value that can be carried out by
business units is to create products that are more
diverse and varied. Tools derived from iron ore can
be created according to customer requests with certain
specs and meet established quality standards. Diverse
products are strongly supported by the creativity of

)
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Attribution-ShareAlike 4.0 International License.
e-ISSN : 2684-8945

DOI: https://doi.org/10.35899/biej.v8i2.1193

entrepreneurs in developing their products [17].
Diverse products will also provide opportunities for
business units to increase sources of revenue streams
and expand the customer segment of their products.
However, consumers' purchasing intentions are also
more influenced by the level of consumer trust in the
seller/supplier [18].
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Customer segments: efforts to expand customer
segments can be done one way with a market
penetration strategy. Market penetration strategy is a
strategy that is often used by companies to maintain
customer loyalty by trying to match or exceed the
competitive advantage of competitors. Apart from
that, there is also an assumption that there is
unfulfilled consumer demand, so business units have
the opportunity to fill it [19]. The results of the
analysis show that business units can create new
customer segments from government agencies such as
the Department of Agriculture. The assumptions
given could be in the form of work programs related
to oil palm harvesting tools/technology, so that the
agency needs to supply harvesting tools for the
program.

Customer relationships: the results of the SWOT
analysis show that business units can implement new
efforts to establish relationships with consumers,
namely fulfilling products specifically requested by
consumers (business units are able to provide
products with certain specifications desired by
consumers). This strategy is expected to be able to
foster consumer confidence so that consumers also
become loyal. Activities to maintain relationships
with customers that are being carried out at this time
are providing damage guarantees during the product
delivery process. The existence of product guarantees
can also be used to maintain consumer loyalty.
Channels: one of the new strategies that can be
adopted by the oil palm post-harvest equipment
business unit is promotion through activities held by
the government such as expos or bazaars. Promotion
has a role to introduce products to consumers, and
promotional media that match the product will
provide consumer satisfaction. Consumer satisfaction
will create consumer loyalty [20].

Revenue streams: sources of income for business
units in general are dominated by product sales.
Product sales are often done offline. Current
technological developments require all business
actors to adapt to technological developments, one of
which is by selling products online. In addition,
efforts to maintain business operating units from the
results of the analysis are to increase sources of
business income through online sales and open
services for tool/machine service as well as consulting
services related to post-harvest palm oil equipment.
The efforts to increase revenue through product sales
can be made by improving product quality according
to consumer expectations [21].
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Key activities: the results of the component analysis
of key activities show that business units can carry
out several other activities, namely starting to use a
more modern recording system to facilitate business
financial management. In addition, business units can
also form a team that is responsible for conducting
research and creating innovative new tools. One
indicator of the success of a business can be seen
from the development of product innovation.
Development innovation does not only come from
business units, but can also come from fulfilling
consumer needs/demands [22].

Key resources: there are two main resources that
must be fulfilled or added by business units based on
the results of the SWOT analysis as outlined in BMC
2.0. These two resources are smartphones and
computers to fulfill the technology needed in
developing a digital financial recording system. In
addition, human resources are skilled and understand
related to financial reporting.

Key partners: from the results of the analysis, new
key partners that can be created for business
development include local governments and
developers/developers of digital financial
management systems. The government is a potential
partner because there are work programs that usually
support the development of SMEs in their working
area [23]. In addition, the government is also
facilitating several programs and funding that will
play a role in developing business units.

Cost structure: there are several additional activities/
that support the realization of alternative business
development strategy recommendations from each
BMC component, the next step is to determine the
composition of the increased costs [24]. The cost
component that increases is employee salaries, the
addition of human resources with certain
gualifications will add to the list of costs for
employee salaries. Another additional cost is the cost
of procuring a digital bookkeeping system and the
necessary hardware.

V. CONCLUSION AND SUGGESTION

Small and medium industries that produce post-
harvest tools for oil palm in Riau Province have a
good opportunity to continue to develop. One of the
things that supports the development of this field of
business is the higher and increasing area of oil palm
plantations, especially in Riau Province. One of the
business development strategies can be carried out by
developing a business unit Business Model Canvas
(BMC), where BMC is one of the simple tools that
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can be used. From the results of the SWOT strategy
formulation analysis, it shows that there are three
main categories of business development that can be
carried out, namely maintaining, increasing, and
creating.

The strategy for the value proposition component
is to create products that are more diverse and in
accordance with SNI standards. The new customer
segment that needs to be targeted is the Department of
Agriculture, where through the Department of
Agriculture it is hoped that it will provide a new
source of income through the many programs that
have been developed. In addition to guaranteeing
product damage during delivery, MSMEs can also
provide tool manufacturing services according to
requests or special requests from consumers as an
effort to maintain good relations with consumers.

The development of distribution channels
(channels) is carried out, among other things, by
utilizing activities from related agencies or
institutions as promotion channels to sales, including
through expos. The new partners that IKM needs to
work with for post-harvest palm oil equipment are
local governments and developers of electronic
bookkeeping systems. The new activities that must be
carried out are actively participating in promotions
and bazaars, carrying out R & D activities and quality
control of equipment produced, and starting to adopt a
digital bookkeeping system.

In addition, it is also necessary to have new
equipment that supports digital bookkeeping systems
such as smartphones and computers, as well as human
resources who understand the components of the
system. Meanwhile, to support the increase in
business unit income, IKM can open tool service
services and design consultations for post-harvest oil
palm tools. The development of the IKM business
model can be carried out by carrying out several new
activities from each BMC component.
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