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ABSTRAK 
 

 

 

STRATEGI BISNIS DAN PENGEMBANGAN PASAR TAPIS LAMPUNG 

DENGAN MENGGUNAKAN PENDEKATAN BUSINESS MODEL 

CANVAS 
 

Oleh : 
 

Fajar Wahyudi 

 

Persaingan yang ketat dalam industri ekonomi kreatif tapis dengan seluruh 

pesaingnya baik dari segi usaha sejenis kain-kain tradisional maupun dari industri 

fashion menuntut kinerja manajemen profesional serta pengetahuan penuh atas 

usahanya guna mengevaluasi serta menentukan strategi bersaing di era globalisasi 

ini. UMKM-UMKM baik yang baru berkembang maupun sudah lama ini perlu 

pengetahuan strategi bisnis dan pengembangan pasar yang lebih baik. Penelitian 

ini 

 

bertujuan untuk mengetahui rancangan model usaha baru sebagai bentuk strategi 

pengembangan pasar pada Tapis Lampung dengan pendekatan business model 

canvas (BMC). Penelitian ini menggunakan metode kualitatif dengan melakukan 

wawancara sedangkan perumusan strategi  dengan melakukan pembagian 

kuesioner kemudian analisisnya menggunakan Business Model  Canvas  yang  

setiap  building block  juga  dianalisis dengan Matrik IFE & EFE, Matrik IE, 

Matrik SWOT dan Blue Ocean Strategy yang digabungkan dengan Business 

Model Canvas . 

 

Hasil penelitian menunjukkan bahwa gambaran model bisnis dan posisi pasar dari 

Tapis Lampung saat ini adalah pada tahap posisi mempertahankan dan 

memelihara (Hold and Maintain) ditinjau dari aspek-aspek Business Model 

Canvas yang dianalisis dengan Matriks IFE dan  matriks EFE menghasilkan 

Matriks  IE pada perusahaan Tapis Lampung terletak pada kuadran V, alternatif 

strategi yang tepat digunakan pada kuadran ini adalah Strategi penetrasi pasar dan 

pengembangan produk. Hasil analisis Matriks SWOT dan Blue Ocean strategy 

adalah Tapis Lampung harus terus berinovasi dan menjaga kualitas pada produk-

produknya serta  lebih jeli dalam membaca pergerakan pasar dan penempatan 

produknya serta dapat memaksimalkan penggunaan fasilitas delivery order, 

memaksimalkan digitalisasi market sebagai media informasi dan penyimpanan 

informasi, branding usaha serta aktivitas promosi dan juga pemanfaatan sosial 

media dalam menciptakan hubungan baik dengan pelanggan secara berkelanjutan, 



 

membentuk team khusus marketing produk pada aktivitas kunci yang melibatkan 

digitalisasi marketing, mengadakan fasilitas membership card serta penempatan 

dan peningkatan SDM yang kompeten. 

  

Kata kunci : Marketing Development, Strategic Business, Business Model 

Canvas, Matriks IFE, Matriks EFE, Matrik IE, Matriks SWOT, 

Blue Ocean Strategy, Tapis Lampung 

  



 

 

 

 

ABSTRACT 

 

 

 

STRATEGIC BUSINESS AND MARKETING DEVELOPMENT OF TAPIS 

LAMPUNG WITH BUSINESS MODEL CANVAS APPROACH 

 

By: 

Fajar Wahyudi 
 

Tight competition in the creative economy industry but with all its competitors 

both in terms of business like traditional fabrics and from the fashion industry 

requires professional management performance and full knowledge of its efforts 

to evaluate and determine competitive strategies in this globalization era. MSMEs, 

both newly developing and long-term, need better knowledge of business 

strategies and market development. This research 
 

aims to find out the design of new business models as a form of strategy market 

development in Tapis Lampung with a business model canvas (BMC) approach. 

This study uses qualitative methods by conducting interviews while formulating 

strategies by distributing questionnaires and then analyzing it using Business 

Model Canvas where each building block is also analyzed with IFE & EFE 

Matrix, IE Matrix, SWOT Matrix and Blue Ocean Strategy combined with 

Business Model Canvas 
 

The results showed that the description of the business model and market position 

of Tapis Lampung at this time was in the position of maintaining and maintaining 

(Hold and Maintain) in terms of aspects of the Business Model Canvas analyzed 

by the IFE Matrix and the EFE matrix produced an IE Matrix in the Jaya Bakery 

company lies in quadrant V, the right alternative strategy used in this quadrant is 

the market penetration strategy and product development. The results of the 

SWOT matrix analysis and the Blue Ocean strategy are Tapis Lampung must 

continue to innovate and maintain the quality of its products and be more 

observant in reading market movements and product placement and can maximize 

the use of delivery order facilities, maximize market digitalization as a medium of 

information and information storage, branding business and promotional activities 

and also the use of social media in creating good relationships with customers on 

an ongoing basis, forming a special team of marketing products in key activities 

that involve marketing digitalization, holding membership card facilities and 

competent placement and enhancement of HR. 
 

Keywords : Marketing Development, Strategic Business, Business Model 

Canvas, IFE Matrix, EFE Matrix, IE Matrix, SWOT Matrix, Blue 

Ocean Strategy, Tapis Lampung  
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I. INTRODUCTION 

 

 

 

A. Background  

Small and Medium Enterprises (SMEs) have a strategic role in national economic 

development, because in addition to play a role in economic growth and 

employment absorption also play a role in the distribution of development results. 

In the economic crisis that occurred in our country since some time ago, where 

many large-scale business that stagnated and even stopped its activities, Small and 

Medium Enterprises (SMEs) sector proved more tough in the face of the crisis. 

 

When the crisis hit the period of 1997-1998, only SMEs were able to remain 

firmly established. Data from the Central Bureau of Statistics shows that, after the 

1997-1998 economic crisis, the number of SMEs did not decrease, it increased, 

even absorbing 85 million to 107 million workers until 2012. In that year, the 

number of SMEs in Indonesia was 56,539,560 units. From that amounts, Micro 

Small and Medium Enterprises (MSMEs) of 56,534,592 units or 99.99%. The 

rest, about 0.01% or 4,968 units is a major undertaking.  

 

 

 

 



2 
 

 

Table 1.1. The development of micro, small and medium enterprises 

(MSMEs) data in Indonesia at 2009 – 2017 
 

NO    Year  Unit  Amount   Growth  

1. 2009 Unit 52.764.750 - 

2. 2010 Unit 54.114.821 1.350.071 

3. 2011 Unit 55.206.444 1.091.623 

4. 2012 Unit 56.534.592 1.328.148 

5. 2013 Unit 57.895.721 1.361.129 

6. 2014 Unit 57.897.000 37.237 

7. 2015 Unit 57.934.237 39.050 

8. 2016 Unit 57.973.287 39.960 

9. 2017 Unit 58.975.247 - 

(source: depkop.go.id/2018) 

 

In table 1.1 above shows that at the beginning of 2009 the number of MSMEs 

amounted to 52,764,750 units and then increased to 54,114,821 in 2010 which 

means an increase in MSMEs amounted to 1350,071 in 2010, then increased back 

to 55,206,444 in 2011 , where there was an increase of 1.091.623. then in 2012 

the number of MSMEs in Indonesia has increased again to 56,534,592, an 

increase in the difference of 1,328,148 when compared to the number of MSME 

in the previous year, 2011. And in 2013 the number of MSMEs in Indonesia 

increased again to 57,895,721, where there was a difference amounting to 

1,361,129 compared to 2012. After that at 2014 the number of MSMEs in 

Indonesia slightly Increased again to 57.897.000, where there was difference 

amounting to 37.237 compared to 2013. And at 2015, 2016 and 2017 also slightly 

increased with difference amounting continued 39.050 and 39.960.  

 

And when compared with other neighboring countries, Indonesia is a country that 

has the largest MSMEs since 2014. According to BPS 2014 data, the number of 

MSMEs in Indonesia has 57.89 million units or 99.99 percent of the total number 
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of national business actors. Based on data from the Ministry of Cooperatives and 

MSMEs, the number of entrepreneurs in Indonesia also jumped sharply from 0.24 

percent to 1.56 percent of the total population. Even so, the number is still far 

from the target of Indonesian entrepreneurs should ideally be at least 2 percent of 

the total population.  

 

Data from BPS year’s 2014  also shows that MSMEs contribute greatly in 

providing employment of 96.99 percent of GDP formation of 60.34 percent. 

MSMEs also contribute to the addition of foreign exchange in the form of export 

earnings of 27,700 billion and create a role of 4.86% of total exports (goukm.id, 

2015). Then how about the existence of the development of existing MSMEs in 

Lampung itself? based on sources obtained Cooperative Ministry and MSMEs 

Lampung Province 2018, following data Development of MSMEs Lampung :  

Table 1.2. The development of micro, small and medium enterprises 

(MSMEs) data in Lampung at 2015 – 2017  

 

NO Year Unit Amount Growth 

1. 2015 Unit 61.947 - 

2. 2016 Unit 95.158 33.211 

3. 2017 Unit 157.922 62.764 

   (Source: data division MSMEs Cooperative Ministry Lampung Province 2018) 

 

In table 1.2 as we know that there is an increase in the number of existing MSMEs 

in Lampung where in early 2015 the number of MSMEs in Lampung amounted to 

61.947 increased to 95,158 in 2016, the number of MSMEs in  Lampung 

increased by 33.211 in 2016, in 2017 increased again to 157.922, there was an 

increased on the number of 62.764 MSMEs in Lampung at 2017.  
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Table 1.3. MSME Data of Lampung Province in each Districts 2017 

NO DISTRICT 2015 2016 2017 

1. West Lampung 953 1.079 5.228 

2. South Lampung 1.021 8.562 8.562 

3. Middle Lampung 1.193 891 1.155 

4. East Lampung 22.417 41.374 40.694 

5. North Lampung 8.134 11.070 56.012 

6. Mesuji  1.413 2.983 3.185 

7. Pesawaran 1.045 791 1.369 

8 Pesisir Barat 519 433 814 

9. Pringsewu 3.733 3.888 4.518 

10. Tanggamus 1.360 626 5.773 

11. Tulang Bawang 576 2.633 14.045 

12. Tulang Bawang Barat 4.297 1.375 1.375 

13. Way Kanan 508 5.666 5.649 

14. Bandar Lampung 5.827 6.369 2.125 

15. Metro 8.951 7.418 7.418 

 AMOUNT 61.947 95.158 157.922 

    (Source: data division MSMEs Cooperative Ministry Lampung Province 2018) 

 

In table 1.3 it can be seen that the data of MSMEs in the region of Lampung 

Province include micro, small and medium businesses. Table 1.3 shows the 

number of MSMEs in each Districts of Lampung. The highest number of micro-

enterprises is located in East Lampung District with 41.374 units and the lowest in 

West Coast District with 433 units. And from the data presented above either 

nationally or publicly and also look specifically at the city of Bandar Lampung in 

particular it can be concluded that in the city of Bandar Lampung also experienced 

an increase in the sector of MSMEs growth from 2015 to 2017 although in the 

city of Bandar Lampung itself there is no significant growth, and the spread of 

MSMEs in Bandar Lampung is relatively evenly distributed in micro, small and 

medium enterprises. 

 

Taking into account the infographic statistics and the results of the Creative 

Economy survey (2016), it appears that Creative Economy is able to contribute 
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significantly to the national economic growth. In 2015, the sector contributed 852 

trillion rupiah to the national GDP (7.38%), absorbed 15.9 million workers 

(13.90%), and export value of US $ 19.4 billion (12.88%). The data also shows a 

significant increase of Creative Economy contribution to the national economy 

from 2010-2015 at 10.14% per year. 

 

The Creative Economy (Ekraf) continues to show positive economic growth 

trends with an average growth of 5-7% per year. The Creative Economy Agency 

(Bekraf) predicts gross domestic product (GDP) of creative industry in 2018 

reaches 6.25%. The growth is expected to absorb labor up to 16.70 million people. 

Meanwhile, in 2019 it is targeted that the contribution of creative economy (ekraf) 

to GDP will be 12% from 7.8% in 2015. Total employment is projected to reach 

17 million people. 

 

And if we look from the export sector creative commodities also growth 6.60% or 

US $ 19.36 billion, compared to 2014 which reached US $ 18.16 billion.  

 

 

 

Figure 1.1. Countries of Indonesian Creative Economy Exports 2015 

(Source: The Creative Economy Agency Survey 2016 Cooperate with The Statistical 

Center Agency ) 

 

From Figure 1.1 we knew that the top three export destinations for the largest 

creative economy by 2015 are the United States (US) 31.72% and Japan 6.74% 

and Taiwan 4.99%, followed with Swiss 4,96%, Germany 4,56%, Singapore 
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3,82%, and also Continued Tiongkok with 3,49%, Hongkong 3,02%, Belgium 

2,93%, and for the last England with 2,86%. 

 

 

 

 

 

 

 

 

 

Figure 1.2. Contribution PDB of Economic Creativity to Indonesian Year 

2015 

(Source: The Creative Economy Agency Survey 2016 Cooperate with The Statistical 

Center Agency ) 

 

And from figure 1.2  we knew that the three sub-sectors with the largest contribution 

to the overall export of creative economy commodities is fashion 56.27% then 

craft 37.52%, and culinary 6.09%. (finance.detik.com, 2016). 

 

In addition, based on figure 1.1 and figure 1.2 the contribution of the creative 

economy to the national economy is more evident. The resulting value is not final 

yet, it is also increasing every year. Currently as you can see on figure 1.2, there 

are 16 unfinished sub-sectors: art, advertising, culinary, craft, performing arts, TV 

and radio, music, photography, apps & games, film-animation-video, visual 

communication design, interior design, fashion, design products, architecture, and 

publishing. 
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Based on previous exposure to the rapidly growing creative industry in Indonesia, 

one of it, is in the craft sector. Craft / craft industry is one of the industries that 

have big contribution to the national GDP of Indonesia that has been described 

previously. Craft industry based on small and medium enterprises (SMEs) became 

one of the many enthused enthusiasts, especially the middle class people down, 

and able to provide good benefits if able to see opportunities and take advantage 

of opportunities that exist with the maximum. 

 

Crafts / crafts themselves have a special meaning which means doing things to 

produce an object or object. However, along with the development of all the 

results of a job as well as a variety of techniques of manufacture which then 

produces an art object that has a specific function is also called "Art of Craft". 

(Timbul Haryono, 2002). 

 

According Timbul Haryono (2002) In outline own craft / crafts have a variety of 

types, based on the material consists of: 

1. Wooden craft art 

2. Art of textile craft 

3. Ceramic craft art 

4. Metal craft art 

5. Leather craft art 

6. Stone craft art 

 

Meanwhile, according to the technique of manufacture, craft/ crafts consists of : 

1. Art of sculpture or carving 

2. Art of batik craft 
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3. Art of weaving 

4. Woven craft art 

5. Art of embroidery craft 

 

One city that has potential in this craft business is the city of Bandar Lampung 

because Bandar Lampung is one of the densest cities in Indonesia. Based on the 

BPS census, the city of Lampung has a population of 979,287 people with a 

population growth rate of 1.94% in 2015 (Lampung BPS 2016). The high number 

of urban population in Bandar Lampung and the high level of consumption of 

urban community is a good opportunity in running the craft business in Bandar 

Lampung. 

 

Bandar Lampung has some MSMEs engaged in the field of craft , following data 

of some MSMEs based on creative economy engaged in the sector of craft / 

handicrafts located in Bandar Lampung.  

Table 1.4. List of MSME Handicrafts in Bandar Lampung and Main 

Products in its business  
 
No Name Main Products 

1. Ciprut Craft plushie / dolls, souvenirs, pouch cushion pillow, home 

decor, baby stuff, hand puppet up to bag and 

goodiebag and have exploration with Tapis cloth. 

2. Ical’s Craft kebaya lampung necklace, Tapis Lampung Flower, 

clutch tapis lampung, accessories typical of 

lampung, contemporary tapis cloth, backpacks with 

lampungnese motive , kadutan (totebag) 

3. Taps In Lampung Modern T-Shirt Tapis, Outer Tenun Tapis, suits, 

dressings, caps, filter shawls, and filter cloth 

4. Tapis and Usus Craft  Tapis Fabric and embroidery Usus 

5. Putra Indonesia  Woven Tapis Cloth and “Ship” Cloth and wood 

carving typical of Lampung 

6. Lampung Handycraft Center Tapis fabric for clothing and also wall decoration 

7. Yanti Art & Craft Tapis Fabric 

8. Ani Collection Various of Sandals and accessories for women 

9. Sanggara Rahayu Embroidered intestines and tapis weaving filters  

10. Tapis Helau Tapis Fabric and Handycraft 
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Table 1.4  List of MSME Handicrafts in Bandar Lampung and Main 

Products in its business (Continue) 

 
11. Griya Batik Gabovira  Batik typical from Lampung, tapis cloth, 

accessories lampung typical, leather bag tapis 

lampung 

12. Sai Bumi Ruwa Jurai Batik typical from Lampung, tapis cloth, 

accessories lampung typical, leather bag tapis 

lampung 

13. Tapis Inuh Tapis Craft 

14. Batik Tapis Batik made from Tapis cloth 

15. Rusdi Tapis Outer Tenun Tapis, suits, dressings, filter shawls, 

and filter cloth 

16. Sam Bordir  Tapis cloth, Batik , Songket 

17. Tapis Modern Modern Tapis cloth 

18. Evi Kaos Tapis T-shirt Creation 

19. Eka Mauli Tapis Shirt Creation 

20. Jaliah Modern Tapis Cloth  

21. Aniluken  Tapis Creation 

22. Septiana  Modern Tapis Cloth 

23. Watini  Tapis Creation 

24. Tapis Jejamah Tapis Craft 

25. Sanggar Tapis Krui Tapis Craft 

26. Tapis Kencana Indah  Tapis Craft 

27. Yulli art Modern Tapis 

28. Kopana Tapis Craft 

29. Karya Indah Tapis  Tapis Craft 

30. Singgah Pay  Batik typical from Lampung, tapis cloth, accessories 

lampung typical, leather bag tapis lampung, T-shirt 

Lampung typical 

31. Ercy Modern Tapis 

Source : Cooperation and MSMEs Ministry, 2018 

 

Table 1.4 Describes some MSMEs based on creative economy engaged in the 

sector of Crafts especially on Tapis Craft. Obviously here there is some 

competition, apart from each MSMEs may differ in terms of main product or that 

characteristic of its main product focus, but still if the business is not appropriate 

in placing the strategy of business model and marketing and not continue to 

innovate in terms of product development , it will lose in market competition and 

possible will bankruptcy.  
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Tapis itself or in Indonesia: kain tapis is a traditional weaving style from 

Lampung, Indonesia. The word tapis also refers to the resulting cloth. It consists 

of a striped, naturally-colored cloth embroidered with warped and couched gold 

thread. Traditionally using floral motifs, it has numerous variations. It is generally 

worn ceremonially, although it can be used as a decoration. It is considered one of 

the symbols of Lampung. Tapis is generally made by Lampungnese women. It 

consists of a woven, naturally colored fabric with warped gold and silk 

embroidery. The gold thread, shaped in stripes, chevrons, and checks, contrasts 

the colors of the fabric. Tapis can also be decorated with beads, mica chips, or old 

colonial coins. 

 

Tapis Lampung including traditional Crafts for equipment used in making the 

basic fabric and decorative motifs is still simple and done by craftsmen. These 

handicrafts made by women, both housewives and girls (muli-muli) which was 

originally to fill his spare time in order to meet the demands of tradition, which is 

considered sacred. Tapestry fabrics currently produced by craftsmen with 

ornamentation varied as commodity items that have a sufficiently high economic 

value. 

 

Tapis fabrics currently produced by craftsmen with ornamentation varied as 

commodity items that have a sufficiently high economic value. Tapis fabric is one 

kind of traditional crafts people of Lampung in aligning his life both to the 

environment and the Creator of the Universe. Hence the emergence of Tapestry 

fabric is taken through the stages that lead to the perfection of time tenun 

techniques, and ways of providing decoration in accordance with the cultural 

development of society. 

https://en.wikipedia.org/wiki/Lampung
https://en.wikipedia.org/wiki/Warp_(weaving)
https://en.wikipedia.org/wiki/Couching
https://en.wikipedia.org/wiki/Gold_thread
https://en.wikipedia.org/wiki/Gold_thread
https://en.wikipedia.org/wiki/Warp_(weaving)
https://en.wikipedia.org/wiki/Mica
https://en.wikipedia.org/wiki/Dutch_East_Indies
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Figure 1.3. Tapis Cloth from Lampung 
Source: Wikipedia (2018) 

 

The gold embroidery is affixed using couching techniques, minimalizing waste. 

The gold thread is attached in sections, then couched with a different, less 

expensive, thread at turns. This ensures that none of the gold thread is used in a 

non-visible area. Traditionally, tapis has floral motifs. However, modern tapis 

may also be based on the weaver's own design and include non-floral motifs, such 

as Arabic calligraphy. Other designs may include snakes, ships, and mythical 

creatures. Some tapis, called tapis tua (old tapis), are covered entirely in golden 

embroidery. Although generally produced by Lampungnese home industries, tapis 

is also produced in other areas, including Kendal, Central Java
 
and Pisang Island, 

Lampung.Traditionally, tapis is worn as a sarong for weddings, Eid ul-Fitr 

celebrations, and welcoming ceremonies. However, tapis can also be used as a 

wall decoration. When worn, it forms a cylinder around the wearer's legs. Tapis 

has come to be seen as a symbol of Lampung and price of tapis reflects its age. 

Generally, the older a tapis the more it costs. Antique tapis are also collectors 

items, collected by both Indonesians and foreigners. (Wikipedia, 2018)  

 

https://en.wikipedia.org/wiki/Couching
https://en.wikipedia.org/wiki/Motif_(textile_arts)
https://en.wikipedia.org/wiki/Arabic_calligraphy
https://en.wikipedia.org/wiki/Cottage_industry
https://en.wikipedia.org/w/index.php?title=Kendal,_Indonesia&action=edit&redlink=1
https://en.wikipedia.org/wiki/Central_Java
https://en.wikipedia.org/w/index.php?title=Pisang_Island_(Lampung)&action=edit&redlink=1
https://en.wikipedia.org/wiki/Sarong
https://en.wikipedia.org/wiki/Eid_ul-Fitr
http://4.bp.blogspot.com/-j1zDo_-4MA8/TlConkC9g5I/AAAAAAAAAOo/XY_v-tVS6Uk/s1600/tapislampung.jpg
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Figure 1.4. One of Product Innovation Tapis in Lampung 

Source: TAPS In Lampung Instagram (2018) 

 

As has been we are know the external problems of a business can’t be separated 

from the competitors both from the same kind of business tapis or from outside 

tapis,but still in the same craft industry. In the midst of a very tight business 

competition like today, business owners must continue to develop and innovate to 

their business. Business development efforts are conducted to create competitive 

advantage from among other business actors. Since the development of online 

sales practices, the business model has become a prominent concept among other 

management concepts. The popularity of the business model is because many 

organizations are growing rapidly because it can create the right business model. 

One simple business model concept is a model developed by Osterwalder and 

Pigneur that is a canvas business model or better known as Business Model 

Canvas (VAT Management Team, 2012). 
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Osterwalder’s business model provides insight into the building blocks of a basic 

business model. According to Ogunte (2014), Osterwalder’s model addresses the 

“what”, “who”, “how” and “why” of any business. The “what” helps explain the 

value proposition; the “why” elucidates the cost structure and revenue potential; 

the “who”provides insights on relevant channels, customer segments and 

customer relationships and the “how” underscores the relevant key strategic 

partners and key resources of a business.  

 

The researcher used the business model canvas (BMC) as a tool to help Tapis in 

Lampung to see how the business model is currently being undertaken or the 

innovation of the business model that will be undertaken. According to 

Osterwalder and Pigneur (2015: 14) the business model canvas is a business 

model that is able to describe simply how an organization is provide and capture 

the value of business activities carried out to make money. Through BMC, Tapis 

in Lampung will see the business in outline, but every element related to business 

will look complete and detailed. Evaluation of each element will facilitate analysis 

towards what is deemed inappropriate, and in the end the company can take steps 

to achieve business goals. Researchers use BMC to help Tapis In Lampung in 

seeing business in general who can then develope strategies and their market also 

compete with others woven fabric industry. BMC makes it easy for Companies 

owners to see the relationship between each elements in their business so they can 

create value for consumers and company.  

 

Osterwalder and Pigneur (2015: 14) say that business models can be explained 

very well through nine basic building blocks that show how to think about how 
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companies produce money. The nine building blocks are placed in an arrangement 

called the business model canvas. The business model canvas is divided into nine 

main parts, namely: Customer Segments, Value Propositions, Channels, 

Customer Relationships, Revenue Streams, Key Resources, Key Activities, 

Key Partnerships and Cost Structures. Then these parts are divided into two 

sides, namely the left side (logic) and the right side (creativity). Realized or not, 

there are actually many companies that have implemented the business model 

canvas in carrying out their business activities. The parts are then mapped into 

two sides, namely the right side (creativity) and left (logic). Business activities 

carried out by both large businesses and small businesses indirectly have 

implemented a business model canvas in carrying out their business activities, 

although in its implementation only use a few blocks of nine building blocks.  

 

High competition with another local product inside Lampung and outside 

Lampung and also needs with market expand outside Lampung and Indonesian 

with all competitors plus the still relatively new demands development 

performance in the maximum line of business and full knowledge of its efforts for 

the evaluation and determination of competitive strategy. These Tapis Craft SMEs 

need to develope better business strategies, to survive and be able to grow their 

business well. Knowing how the business model is the first step that can be done, 

and the most easily understood business model is the business model canvas. And 

also to know the description of business model and business product analysis 

owned by Tapis inLampung by using Business Model Canvas to determine the 

proper design and strategy. 
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Based on the description of the background that has been presented, the 

researchers are interested in researching more in research entitled "Strategic 

Business and Marketing Development of Tapis Lampung with Business 

Model Canvas Approach ". 

 

B. Problem Formulation 

Recently efforts to expand business and strengthen business competitiveness, 

SMEs Tapis In Lampung Craft need to know the ins and outs of the business 

being lived, and the development of products like what is in accordance with the 

wishes of today's customers. Based on business prospects, Tapis Craft has a 

potential business prospect because it has an advantage in terms of originality, 

because it is up to now only Tapis Lampung Craft which has a similar business 

and no one else. But still needed a strategy for this business can survive to change 

factor in various condition of economy and business competition which 

increasingly tight. To be able to survive in a tight competition, Tapis Lampung 

Craft must have a strong business model and continue to innovate in its products 

so as to know the business being undertaken and create a new business model in 

accordance with the conditions and business goals. So the problems that can be 

studied based on these conditions is How is the appropriate business development 

strategy and marketing development in Tapis In Lampung with business model 

canvas approach? 

 

C. Research Purposes  

The purpose of this research is to know and design new model business of Tapis 

in Lampung so they can find newest right and develope their model business also 

their market with Business Model Canvas approach. 
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D. Research Benefits  

This research is expected to be useful for all parties, among others: 

1. For the company 

The results of this study are expected to give input and consideration on the 

selection of appropriate business development strategies to achieve SME 

objectives. 

2. For academics 

This research is expected to be used as a material to conduct further research 

related to the implementation of business strategy and product development 

analysis 

3. For other researchers 

As a scientific information material to broaden the insight of other parties 

concerned in the field of business strategy analysis and product development 

by taking the same type of research but with different business objects. 

 

 



 
 

 

 

 

II. LITERATURE REVIEW AND HYPOTHESIS 

 

 

 

A. LITERATURE REVIEW  

1. Business Strategy  

David (2012: 5) gives understanding that strategic management can be defined as 

art and knowledge in formulating, implementing and evaluating cross-functional 

decisions that enable an organization to achieve its goals. As explained by the 

above definition, strategic management focuses on efforts to integrate 

management, marketing, finance / accounting, production / operations, research 

and development, and computer information systems to achieve organizational 

success. David (2012: 6) proposed the strategic management process consists of 

three stages, namely: 

1. Strategy Formulation 

Strategy formulation involves developing vision and mission, identifying 

opportunities and external threats of an organization, awareness of internal 

strengths and weaknesses, setting long-term goals, searching for alternative 

strategies, and selecting specific strategies to achieve goals. 

2. Implementation of Strategy 

Application of strategy is often called the "action stage" of strategy 

management. Implementing a strategy means mobilizing employees and 

managers to implement the strategy that has been formulated. 
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3. Strategy Assessment 

Strategy assessment is the last stage in strategy management. Managers must 

know when certain strategies are not working well, assessment or evaluation 

of strategies is the main way to obtain this kind of information. There are three 

basic strategic valuation activities: 

a. Review of the external and internal factors that become the foundation for 

the current strategy. 

b. Performance measurement. 

c. Taking corrective action. 

 

2. Business Model Canvas 

According to Osterwalder and Pigneur (2015: 14) Business Model Canvas (BMC) 

is one of the strategy tools used to describe a business model and illustrates the 

rationale for how organizations create, deliver, and capture value. Business Model 

Generation is more popularly known as Business Model Canvas is a tool to help 

us see more accurately the kind of business that is or we will live. Converts a 

complex concept into a simple one shown on one sheet of canvas contains a 

business plan with nine key elements integrates well within it includes an internal 

strategy analysis as well as external company (Osterwalder and Pigneur, 2015: 

15). Business model canvas is depicted through the nine basic building blocks that 

show the logic of how the company intends to make money. Nine this block 

covers four main areas of business: customer, offer, infrastructure, and financial 

feasibility. The nine basic building blocks are used for depiction of canvas 

business model are: 
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a. Customer Segments  

According to Osterwalder and Pigneur (2015: 20) segment building blocks the 

customer describes a group of people or different organizations who want to 

reachable or served by the company. Customers are at the core of every model 

business without customers. Without a customer (which provides benefits), no 

single company can survive in that long period time. In order to meet customer 

satisfaction, the company grouping customers into different segments based on 

equality of needs, behavioral similarities, and others. Model business can be 

applied in various companies both small and large. A customer group may be 

referred to as a market segment if: 

1. Require separate service (value propositions) because problems and needs in 

particular. 

2. Achieved and served with different channels of distribution. 

3. Need a different approach (customer relationship). 

4. Giving differences probability  

5. Have different pay ability according to perception to the value they receive. 

 

According to Osterwalder and Pigneur (2015: 21) There are various types in 

market segmentation, among others: 

1. Mass Market 

A business model whose market segmentation is a mass market or market 

open does not classify customers in various groups or special segment. Here, 

companies assume that everyone is customer. Value propositions (added value 

given to the people customers), channels (channels to connect with 

customers), and customer relationships (the type of relationship you want to 
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work with customer) only focuses on the general public who owns almost the 

same needs and problems. 

2. Niche market 

Business models whose market segmentation is a niche market or market 

specifically (niche) targeting specific market segments those who are usually 

small in number and not well served. Value propositions (added value given to 

customers), channels (channels to connect with customers), and customers 

relationships (the type of relationship you want to establish with customers) 

all aimed at the specific needs of the niche market. Business model this is 

commonly found in business relationships between supplier-buyers. 

3. Segmented Market 

Business models whose market segmentation is segmented group customers in 

various segments that have their needs and different problems. Value 

propotions (value added to customers), channels (channels for connect with 

customers), and customer relationships (types the relationship you want to 

establish with customers) is adjusted accordingly market segment. 

4. Market Diversification (Diversified) 

Business models whose market segmentation is diversified group customers in 

various segments that have no related to issues and needs. Second or more this 

customer segment seems to have the same needs, will but different 

characteristics. With market diversification, volume the market will also 

expand. In fact, it might be able to create a market new market. 

5. Multi-sided Platform 

Some organizations serve two or more customers who have relationship with 

each other or multiside market. 
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b. Value Propositions  

According to Osterwalder and Pigneur (2015: 22) building blocks of proportion 

value describes the combination of products and services that create value for 

specific customer segments. According to Kottler (2006: 60) rationale what 

customers expect is how they buy an item or services in a company, with the 

highest satisfaction score. 

 

Ostewalder and Pigneur (2015: 22) states that the value proposition is reason 

which makes customers switch from one company to another. Value proposition 

can solve customer problems or satisfy needs customers Each Value Proposition 

consists of a combination of certain products or services which serves the needs of 

specific customer segments whose benefits can offered by the company to 

customers.Some value propositions become innovative and represent a new offers 

or even change existing offers. 

 

According to Osterwalder and Pigneur (2015: 23) the value proposition has eleven 

elements of the value proposition are new properties, performance, adjustments, 

complete work, design, brand / status, price, cost reduction, risk reduction, ability 

to access and comfort and usability. 

 

c. Channels  

According to Osterwalder and Pigneur (2015: 26) blocks building channels 

describes how a company communicates with a segment its customers and reach 

them to provide a proportion of value. Channel communication, distribution used 

by companies. Just like that delivered by Osterwalder and Pigneur (2015: 27) 

Communication channel,distribution and sales are the liaison between the 
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company and customer. Channels are customer touch points that play a role in 

every event they experience. Most companies use intermediaries or distribution 

channels to distribute their products to the market.  

 

Osterwalder and Pigneur (2015: 27) stated that the channel was running several 

functions including: 

1. Increase customer awareness with company products and services. 

2. Helping customers evaluate company value propositions. 

3. Allows customers to buy specific products and services. 

4. Providing value propositions to customers. 

5. Providing after-sales support to customers. 

Table 2.1. Types of Channels and Phases 

C
h

a
n

n
el

 P
h

a
se

s 

1. Awareness 

How to increase awareness of our company's products and services? 
2. Evaluation 

How to help customers evaluate value propositions? 

3. Purchase 
How to enable customers to buy our specific products and services? 

4. Delivery 

How to convey value propositions to customers? 
5. After Sales 

How to provide after-sales support to customers? 

T
y
p

es
 

Sales force  Web sales Own Shop Partner Shop Large Amount of Sales 
Directly Undirectly 

Own Shop Partnership 
Source : Osterwalder and Pigneur (2015) 

 

Kotler (1999: 9) states that the distribution channel can be explained by how 

much the distribution level is involved. The following is a picture of an 

intermediary marketing channel that illustrates several models of marketing 

distribution channels to consumers. 
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Figure 2.1. Customer Marketing Channels 
Source: Kotler (1999) 

 

Based on the above explanation, illustrates that the distribution channel is very 

important to be used by large companies, including small companies that use 

direct distribution channels. And here is some explanation about it: 

1. Channel 1 (Zero level Channel/Direct Marketing Channel) is Consists of a 

manufacturer directly selling to the end consumer. This might mean door to 

door sales, direct mails or telemarketing. 

2. Channel 2 (One level Channel) As the name suggests, the one level channel 

has an intermediary in between the producer and the consumer. An example 

of this can be insurance in which there is an insurance agent between the 

insurance company and the customer. Even E-commerce is an excellent one 

channel level example – wherein the companies tie up directly with E-

commerce portals and then sell in the market. 

3. Channel 3 (Two Level Channel) Two level channel involves the movement of 

goods from the company to an intermediary, from from the intermediary to 

another and then to customer. This is also commonly known as “breaking the 

bulk” in FMCG (Fast Moving Consumer Goods market. A widely used two 

level marketing channel especially in the FMCG and the consumer durables 

https://www.marketing91.com/e-commerce-segmentation/
https://www.marketing91.com/difference-between-goods-and-services/
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industry which consists of a wholesaler and a retailer. So the goods go from 

company to distributor, distributor to retailer and retailer to consumer. 

4. Channel 4 (Three Level Channel) Again observed in both the FMCG (Fast 

Moving Consumer Goods) and the consumer durables industry, the three 

level channel can combine the roles of a distributor on top of a dealer and a 

retailer. The distributor stocks the most and spreads it to dealers who in turn 

give it to retailers. 

 

d. Customer Relationships 

According to Osterwalder and Pigneur (2015: 28) Customer relationships are a 

type of relationship that wants to be established with customers from specific 

market segments. Companies should think about the type of relationship that will 

be established with customers from various segments. Customer relationships can 

be formed from various motivations, including: 

1. Customer acquisition  

In the first group (customer acquisition), the marketer's job is to constantly 

look for new customers, both from competitors and customers change the 

previous one who is not a customer to become a customer they are managed. 

2. Customer retention 

As for the second group (customer rent), the task of the marketer strive to 

continually retain existing customers use the brand so as not to move the 

competitors. 

3. Boosting sales (upselling) 

While sales boosting is encouraging existing customers to shop more for the 

company. Based on the business model,customer relationships greatly affect 

https://www.marketing91.com/how-to-manage-and-motivate-channel-dealers/
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customer feelings. Osterwalder and Pigneur (2015: 29) say that there are 

several the category of customer relationships that can be integrated with 

customers segments, including: 

a. Personal Assistance  

This pattern of relationships is obtained based on interactions between 

individuals. Customers can communicate with representatives of the 

company directly during the purchase process or after purchase. This is 

often done through call centers, e-mail, or other media. 

b. Special Personal Assistance 

This relationship is similar to personal assitance but more profound and 

intensive. Here the company gives preferential treatment to customers as a 

special person. Usually the company appoints a representative for serving 

certain customers. 

c. Self Service 

In this type of relationship, the company does not engage in direct 

interaction or personal to customers. The company provides things which 

is important to help customers meet their needs. 

d. Automated Service 

In this type of relationship, the company does not engage in direct 

interaction towards customers, but provides important things that are 

processed automatically. This is a type of personal assistance relationship 

with self-service. 

e. Communities  

Generally companies often use the community for more get closer to 

customers and facilitate customers who become community member. 
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f. Co-creation  

Most companies return to corporate-customer relationships traditionally to 

provide added value. In this type of relationship this, the company 

involves customers to create value for the customer itself. 

 

e. Revenue Streams 

According to Osterwalder and Pigneur (2015: 30) Revenue Streams is income 

received by the company from each market segment or in other words, revenue 

streams are income that is usually measured in the form of money the company 

receives from its customers. If satisfaction the customer is the heart of a business 

model, then revenue streams are arterial vessels. 

 

According to Osterwalder and Pigneur (2012: 30) a business model can be formed 

of 2 (two) types of Revenue Streams: 

1. Income is obtained from one transaction. 

2. Repeated income generated from payments 

 

continuous good to provide value proposition to customers or does not provide 

post-purchase support.Osterwalder and Pigneur (2015: 31) say there are several 

ways to get Revenue Streams: 

1. Asset Sale 

A common understanding of asset sale is derived from the sale of products 

company in the form of goods or services. Earn income from Asset sales have 

become common business practices. 
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2. Usage Fee 

This revenue stream is obtained from the use of services. If the services used 

are more and more customers will pay more. Companies in various service 

industries will prioritize this revenue stream. 

3. Subscription Fees 

This revenue stream is obtained by providing services for continuous purchase 

within a certain period. For example, a company gives member cards to loyal 

customers so that customers can enjoy more facilities from the company. 

4. Rent (Lending / Renting / Leasing) 

This revenue stream is obtained from allowing someone to get exclusive rights 

using company assets in the period certain time. The basic rule of this income 

stream is the existence of assets fixed assets that are physically tangible owned 

by the company, and can be used by its customers as payment compensation 

rent. In this case, the lender has the advantage of being able to earn income 

repeatedly. 

5. Licensing 

This revenue stream is obtained from giving customers a permit to use 

intellectual property rights that are legally protected in return for license fees. 

Licenses allow licensees to get income without having to make a product or 

commercialize services. 

6. Commission Fees (Brokerage Fees) 

This revenue stream is obtained from the intermediation services between two 

or more parties. This revenue stream is generally obtained from the company 

and individuals who implement agency business models. 
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7. Advertising (Advertising) 

This revenue stream is obtained from the costs incurred for advertising 

product, service or brand. In general, the media and event industries.The 

organizer has a big advantage in advertising. 

8. Donation 

This flow of donation income is created from the receipt of some money or 

tangible products that can be valued in units of money from individuals or 

organizations known as "donors", replace the general terminology called 

customers. 

Table 2.2.  Pricing Mechanism 

Fixed Pricing 
Price standards are based on static 

variables 

Dynamic Pricing 

Price changing depends on market 

condition  

Price List Fixed prices for 

individual products, 

services, or other 

value propositions. 

Negotiation 
(Offering) 

Prices are 

negotiated 

between two or 

more partners. 

Depends on 

strength and / or 

expertise. 
Dependence of 

product features  

 

Prices depend on the 

number or quality of 

the value proposition 

features. 

Results 

Management 

Prices depend on 

inventory and 

time purchase 

(usually used for 

types of resources 

that are not 

durable, such as 

hotel rooms or 

aircraft seats). 

Dependence of 
Customers 
Segment 

 

Prices depend on the 

type and 

characteristics of the 

customer segment. 

real-time market Prices are 

determined 

dynamically 

based on demand 

and supply. 

Volume 
dependence 

Price as a function of 

the amount purchased. 

Auction Prices are 

determined from 

the results of the 

offer competitive. 

Source: Osterwalder and Pigneur (2015) 
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f. Key Resources 

According to Osterwalder and Pigneur (2015: 34) key resources describe the most 

important assets needed for a business model to function. each business model 

requires primary resources. This main resource make a company can shape and 

offer value propositions, gaining market, supervising relationships with segments 

market, and earn income. Key resources can be physical objects, financial, 

intellectual, or human . 

 

According to Osterwalder and Pigneur (2015: 35) Key resources can grouped as 

follows: 

1. Facilities (Physical) 

In this category include physical assets such as factory facilities, buildings, 

machinery and equipment, systems, sales systems, and networks distribution. 

2. Intellectual (Intellectual) 

Intellectual resources include brands, knowledge, patents and copyrights, 

partnerships, and customer databases which are components important in 

making a strong business model. Intellectual resources very difficult to build 

but when it has been successfully built it can provide very good added value. 

3. Humans (Human) 

Every business needs human resources, but humans are a very important asset 

in a business model. 

4. Financial (Financial) 

Some business models need financial resources and or financial guarantees, 

for example cash, credit, other needs to meet the company's resource needs. 
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g. Key Activities 

According to Osterwalder and Pigneur (2015: 36) Key activities are actions the 

most important actions a company must take to operate with success. Every 

business model has key activities also needed to create and provide value 

proportions, reach markets, maintain customer relationships, and earn income. 

According to Osterwalder and Pigneur (2015: 37) Key activities can categorized 

as follows: 

1. Production Operation  

This activity aims to design, create and deliver products in a certain amount 

and or good quality. Production activity dominate in business models in goods 

manufacturing plants. The main activities in the type of production 

organization include procurement materials needed from suppliers, processing 

in the production process, and distribution of finished products or services to 

customers. 

2. Service Operations (Problem Solving) 

This activity aims to overcome problems and provide solutions new to 

individual customer problems. Settlement activity problems in particular are 

types of operations for consultants, homes sick, and other service 

organizations. 

3. Platforms and Networks  

The main activities are on platform and business-based business organizations 

network is design, development, and development hardware and software, 

including internet networks and websites. Activity-its activities include the 

provision of services needed by the people customers and users, including the 

delivery process and safeguards relationship with customers. 
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h. Key Partnership 

According to Osterwalder and Pigneur (2015: 38) key partnership is a partner 

main in business, for example suppliers, so that the business model can work. The 

company cooperates for several reasons and cooperation become the foundation 

of several business models. The company made an alliance for optimize its 

business model, reduce risk, or obtain resources. 

 

We can distinguish between four different types of Partnership: 

1. Strategic alliances between companies are not competitors 

2. Coopetition: a strategic partnership between competitors 

3. Joint ventures to make new business 

4. The buyer-supplier relationship so as to guarantee the supply obtained is a 

good supply. 

 

According to Osterwalder and Pigneur (2015: 39) the benefits of differentiating 

third motivation for establishing partnerships: 

1. Optimization and Economic Scale 

The most basic form of partnership or buyer relationship and suppliers are 

designed to optimize resource allocation and activities. The company is not 

possible to do every activity alone. Economic scale optimization and 

partnerships are usually formed for reduce costs, outsource or share 

infrastructure. 

2. Risk Reduction and Uncertainty 

Partnerships can help reduce risks in the environment a competitive one that is 

characterized by uncertainty. This is not unusual carried out by competing 
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companies to form strategic alliances at one the area while competing also in 

other places. 

3. Acquisition of Certain Resources and Activities 

Few companies have all the resources or do all the activities described by their 

business model. Instead, they increase their abilities with rely on other 

companies to provide certain resources or do certain activities. The 

partnership can be motivated by the need to obtain knowledge, licenses, or 

access to customers. 

 

i. Cost Structure 

According to Osterwalder and Pigneur (2015: 40) the cost structure is cost 

components used so that the organization or company can run according to the 

business model. Make and increase value add, connect with customers, and earn 

everything included in the cost component. Some cost components can be 

calculated after the company knows key resources, key activities, and key 

partnerships. Actually, costs can be minimized in each business model. 

Osterwalder and Pigneur (2015: 41) say that there are two types Cost Structure 

business model which is based on cost and based on value add: 

1. Cost-driven 

Cost-driven business models focus on cost minimization anywhere Cost 

minimization can be done. This approach focuses on making and monitoring 

the cheapest cost structure, using value cheap propositions, allowing 

automation and outsourcing broad. 
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2. Value-driven 

Some companies are less concerned with the cost of the implications of the 

model certain businesses and focus on forming segment value added the target 

market is a market segment that is not price sensitive. Value proposition and 

high level of personal service characterize this business model. 

 

According to Osterwalder and Pigneur (2015: 41) Cost Structure has several 

characteristics, including: 

1. Fixed Fees 

Fixed costs are costs that remain the same despite the volume of goods or 

services generated up or down. Examples are salary, rent, and facilities 

physical manufacturing. Some businesses like manufacturing companies 

characterized by a high proportion of fixed costs. 

2. Variable Costs 

Variable costs are costs that vary proportionally with the volume of goods or 

services produced. Some businesses like festivals music is characterized by a 

high proportion of variable costs . 

3. Economic scale 

Economies of scale are cost advantages because the output increases. Larger 

companies, for example, benefit from how to reduce the level of bulk 

purchases. This and the factors others cause the average cost per unit to go 

down when rising output. 

4. Economies of Scope 

A cost structure that relies on economies of scale volume 
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3. Business Model Canvas Design 

Mapping a business model is a common thing to do, but designing new and 

innovative business models is another thing. Mapping a business model is one 

step in designing a model business. In designing a business model, there are three 

things that need to be done, namely: 

a. Mapping business models 

In mapping the business model, it starts by defining and fill in the customer 

segment box. This is because only customers are it is profitable that will 

support the organization. The next step fill in the value propositions box 

which is a statement of uniqueness the product or service that the company 

promised to customer segment being targeted. After the value propositions are 

filled, then the box filled channels. Channels explains how the organization is 

communicate, deliver, and interact with customers. Furthermore, the customer 

relationship box is filled in because this box define how much the 

organization's activities are in maintaining relationship with customers. When 

the customer segments are focused well, the value propositions are stated 

sharply and channels and customer relationship is maintained properly, then 

the revenue stream box can filled and brought funds into the organization. 

Activity behind stage, in the form of key resource boxes, key activities, key 

partnerships as well can be filled and arranged in such a way that it is 

efficient. Inner efficiency these boxes are needed to keep the cost structure 

box remain optimal. 
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Figure 2.2. Business Model Canvas 

Source : Osterwalder & Pigneur (2015:19) 

 

b. Analyzing the advantages, disadvantages, opportunities, and threats of each 

each element of the existing business model. This analysis needs to be done 

for know the shortcomings in the concept of existing business models future 

improvements or changes can be made by the company (Osterwalder & 

Pigneur 2015: 216). 

c. Enhancing business models or making prototypes of other business models In 

designing business models both perfect and make another business model 

prototype, what is needed is the process of thinking creative to get lots of 

ideas in the formation of business models and take one of the best ideas. This 

process is called ideation. Therefore, mastering this technique is very crucial 

for modeling new business (Osterwalder & Pigneur 2015: 162) 

 

4. SWOT Analysis  

After doing the translation on the next business model canvas is conducting a 

SWOT analysis on each business model block canvas to find out internal and 
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external factors in each block Tapis in Lampung Business Model Canvas  . SWOT 

analysis is identification of various factors systematically to formulate the 

company's strategy. This analysis based on logic that can maximize Strengths, 

Opportunities, but can simultaneously minimize Weaknesses and Threats 

(Rangkuti, 2016: 64).  

a. EFE Matrix (External Factor Evaluation) and IFE (Internal Factor 

Evalution)  
 

According to David (2012: 158), the formulation of strategies carried out by 

companies can use the EFE and IFE matrix which is the company's internal and 

external factors matrix to find out the position of the company in an industry. 

The IFE matrix is a strategy formulation tool that summarizes and evaluates 

key strengths and weaknesses in the functional area of the business, and also 

becomes the basis for identifying and evaluating the relationships between 

areas that is. The EFE matrix is a tool that allows strategic planners to 

summarize and evaluate economic, socio-cultural, environmental, political, 

governmental, legal, technological and competitive information. This matrix 

helps managers organize external strategic factors into generally accepted 

categories of opportunities and threats. While the IFE Matrix is a strategy 

formulation tool that summarizes and evaluates key strengths and weaknesses 

in the functional areas of the business, and also becomes the basis for 

identifying and evaluating the relationships between these areas. 

 

b. IE Matrix (Internal-External) 

The Internal-External Matrix is a matrix that summarizes the results of 

evaluation of external and internal factors that place the company on one of the 
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conditions in nine cells, where each cell is a condition of steps that must be 

taken by the company. The IE matrix is based on two key dimensions: the total 

balanced IFE average on the x-axis and the total EFE weighted average on the 

y axis (David, 2012: 165). 

 

c. SWOT Matrix 

According to Rangkuti (2016: 64) the tools used to compile the company's 

strategic factors are the SWOT matrix. From the explanation above, the 

purpose of the company is a business entity that runs a business or business 

activity, be it a micro, small, medium or large scale business such as a 

company. This matrix can clearly illustrate how external opportunities and 

threats faced by the company so that they can be adapted to the strengths and 

weaknesses they have. This matrix can produce four possible sets of strategic 

alternatives (Rangkuti,2016: 65). Four possible alternative strategies that can 

be arranged are as following : 

Table 2.3. SWOT Matrix 

IFAS 
 

 

 EFAS 

STRENGTHS (S) 

 
Determine 5-10 internal 

strength factors 

WEAKNESSES (W) 

 
Define 5-10 Define 

internal weakness 

factors 
OPPORTUNITIES (O) 

Determine 5-10 external 

opportunity factors. 

SO STRATEGIES 

Creating strategies 

that use strength to 

take advantage of 

opportunities 

WO STRATEGIES 

Creating strategies 

that minimize 

weakness to take 

advantage of 

opportunities  

THREATHS (T)  

Define 5-10 external 

threaths factors  

ST STRATEGIES  
Creating strategies that 

use strength to 

overcome threats 

 

 WT STRATEGIES  
Creating strategies 

that minimize 

weaknesses and avoid 

threats 

Source: Rangkuti (2016:65) 
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According to David (2012: 327), a matrix of strengths, weaknesses, opportunities 

and threats is an important matching tool that helps managers develop four types 

of strategies: SO strategies (strength-opportunities), WO strategies (weaknesses-

opportunities), ST strategies (power-threat), and Strategy WT (weaknesses). 

a. SO (SO Strategic) strategy utilizes the company's internal strength to take 

advantage of external opportunities. All managers, of course want their 

organization to be in a position where strength internal can be used to take 

advantage of various trends and external events. 

b. WO (WO strategic) strategy aims to correct weaknesses internal by taking 

advantage of external opportunities. Big opportunities sometimes arise, but 

companies have internal weaknesses that prevented him from taking 

advantage of these opportunities. 

c. ST (ST strategic) strategy uses the power of a company to avoid or reduce the 

impact of external threats. 

d. WT (WT strategic) strategy is a defensive tactic directed to reduce internal 

weaknesses and avoid external threats. 

 

5. Blue Ocean Strategy 

Blue Ocean Strategy (BOS) is a business strategy that creates new market space 

and has no competitors (Kim and Mouborgne, 2016: 34). Blue Ocean Strategy 

(BOS) is part of the business strategy process, in terms of the definition of BOS is 

a business strategy that implements mastery of market space that is not contested 

(uncontested market space) thus making competition irrelevant (Kim and 

Mouborgne, 2016: 34). In starting the blue ocean strategy there are several steps 

must be done, among others: 
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1. Make a strategy canvas 

2. Implement a four-step framework 

 

 

 

 

 

 

Figure 2.3. Value Innovation 

Source: Osterwalder & Pigneur(2015) 

 

As explained at figure 2.3 cost savings sign with grey colour are made eliminating 

and reducing the factors an industry competes on, besides that buyer value sign 

with blue colour is mean lifted by raising and creating elements the industry has 

never offered. 

 

 

 

 

 

Figure 2.4. Four Action Framework 

Source: Osterwalder & Pigneur (2015) 

 

Kim and Mouborgne (2016: 35) say the value innovation process is keywords for 

the successful implementation of BOS. This value innovation can be achieved by 
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building a four-step strategic framework (As you can see from figure 2.4) that 

must be implemented (the four actions framework) relating to four key questions 

are: 

1. Eliminate: What factors must be removed from the factors which has been 

taken for granted by the industry? 

2. Reduce: What factors can be reduced to below the standard industry? 

3. Raise: What factors can be increased above the standard industry? 

4. Create: What factors have not been the focus of the offer by industry to need 

to be created? 

 

Based on the four questions above, the designer then analyzes the importance of 

the customer needs attributes and the relation between the cost structure and the 

supply factors of the existing competition factors. The results obtained based on 

the analysis carried out are then arranged into the ERRC Grid worksheet which 

can be seen in Figure 2.5 

 

 

 

 

 

 

 

 

Figure 2 5. ERRC Grid Worksheet 
Source: Osterwalder & Pigneur (2015:228) 
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Integrating the Blue Ocean Strategy and Canvas The business model will make it 

easier for us to analyze the innovation of the overall business model 

systematically. Researchers can thus ask the framework questions four actions 

(eliminate, create, reduce and increase) for each building block of a business 

model (Osterwalder & Yves Pigneur 2015: 228). 

 

B. Previous Researcher 

As material for consideration in this study there will be included some results of 

previous research by several researchers including: 

Table 2.4. Previous Researchs 

No Year  Researcher Research Title Method Used Findings 
1 2014 Feliciana Priyono Analysis of the 

Application of 

Business Model 

Canvas at the 

Moi Collection 

Store 

The SWOT 

analysis was 

then continued 

using a 

Business model 

canvas that was 

assisted by the 

Blue Ocean 

Strategy 

The findings 

of this study 

are about the 

mindset in 

which there is 

a research 

process using 

SWOT 

analysis and 

blue ocean 

streategy 
2. 2013 Arief Rachman S, 

Sugih Arto 

Pujangkoro and 
Rosnani Ginting, 

Blue Ocean 

Strategy 

Approach to 

Hospital Service 

Strategies 

Blue Ocean 

Strategy 

method for 

Business model 

canvas 

The new 

corporate 

strategy 

design meets 

three blue 

ocean 

strategy 

characteristics 

in creating a 

market space 

not contested. 
3. 2016 Rizky Faradila Comparative 

Analysis of HM 

Sampoerna's 

Business Model 

vs. Gudang 

Garam 

The method 

used by 

Business 

Model Canvas 

is assisted by 

blue ocean 

strategy 

Business 

Model 

Canvas can 

be a tool for 

comparative 

analysis 

between 

companies 

others 
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assisted with 

the Blue 

Ocean 

Strategy  
4. 2015 Rd.Much. Jusup 

Nurgraha, 
Designing a 

Home Business 

Model Using the 

Canvas Business 

Model 

Analyze the 

main activities 

with the 

method 

Business 

Model Canvas 

and assisted 

with SWOT 

analysis 

SWOT 

analysis plays 

an important 

role in 

making 

Business 

Model 

Canvas so 

make it easier 

to determine 

new business 

strategies. 
 

Sumber : Feliciana Priyono (2014). Arief Rachman S, Sugih Arto Pujangkoro and 

Rosnani Ginting (2013), Rizky Faradila (2016), Rd.Much. Jusup Nurgraha, (2015) 

 

C. Framework of Research Proposal 

The researcher will identify the elements contained in the business model canvas 

(BMC) to find out the current BMC of Tapis In Lampung by sees BMC on that 5 

SMEs. After identifying BMC elements, researchers will analyze using SWOT 

nine elements from the business model canvas. Nine main parts, namely: 

Customer Segments, Value Propositions, Channel, Customer Relationships, 

Revenue Streams, Key Resources, Key Activities, Key Partnerships and Cost 

Structure. The SWOT analysis aims to identify the strengths and weaknesses of an 

organization and the ability to deal with changes that occur in the business 

environment. SWOT helps to evaluate the company's business model. After using 

the SWOT analysis, researchers will create a future business model canvas with 

blue ocean strategy's assistance will help researchers to understand the effects that 

will occur between each of the elements involved in Business Model Canvas 

(BMC). Thus creating an alternative business strategy described by Business 

Model Canvas. 
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Defining and describing 
companies activities

Business Model Canvas

1. Customer Segments

2. Value Popositions

3. Channels

4. Customer Relationships

5. Revenue Streams

6. Key Resources

7. Key Activities

8. Key Partnerships

9. Cost Structure

IE Analysis & SWOT Matrix

Blue Ocean Strategy

New Business Model Canvas

 

Figure 2.6. Framework of Research Proposal 

 

 



 
 

 

 

 

III. RESEARCH METHODOLOGY 
 

 

 

A. Research Design 

The type of research used is descriptive qualitative research in which research 

designs are arranged in order to provide accurate information about information 

originating from the subject or object of research (Sanusi 2014: 13). Whereas 

Sugiyono (2013: 13) says that qualitative research methods are research methods 

that are based on the philosophy of positivism, namely to issue on natural object 

objects (as opposed to experiments), where researchers are key instruments, data 

retrieval is done by publication techniques with triangulation (combined) of 

sources, data analysis is inductive/qualitative, and the results of qualitative 

research emphasize the meaning of generalization more. 

 

The results of this study are only to describe or construct in-depth interviews with 

the subject of the research we are currently researching in order to provide a clear 

definition of the application of the Business Model Canvas of Tapis In Lampung. 

 

B. Research Sites, Subjects and Research Objects 

The research location is the place where the researcher conducts his research 

especially in capturing the phenomenon or event that actually happened from the 

object under study. In determining the location of the study, Moleong (2014: 51) 

determines the best way to be taken by considering substantive theory and 



45 
 

 

exploring the field and seeking conformity with the realities in the field. While the 

geographical and practical limitations such as time, cost, labor need to be taken 

into consideration in determining the location of the study. The location taken in 

this study was determined intentionally (purposive), and researcher choose 5 

sampling with using purposive sampling considering with SMEs district location.  

Those 5 location that researcher choose is based on the location distribution of the 

SMEs: 

1. TAPS In Lampung this research was carried out on Pangeran Antasari Street, 

Bukit Kencana Housing Blok V No.1, Kedamaian, Bandar Lampung City, 

Lampung.  

2. Rusdi Tapis this research was carried out on Mall Boemi Kedaton, Teuku 

Umar Street, Kedaton, Bandar Lampung city. 

3. Griya Batik Gabovira this research was carried out on Cik Ditiro Street A1 

N0. 1-2, Beringin Raya, Kemiling, Bandar Lampung City, Lampung. 

4. Icals Craft this research was carried out on Way Abung Street No.28, 

Pahoman, Tlk. Betung Utara, Bandar Lampung city, Lampung 

5. Sai Bumi Ruwa Jurai Batik Shop Wolter Monginsidi Strret No.44, Gotong 

Royong, Tj. Karang Pusat, Bandar Lampung City, Lampung. 

 

Some of those places is house of the owners and also a gallery and  marketplace 

for them to doing direct marketing to their customers, we also choose with various 

considerations and reasons, among others: 

1. Power, Cost and Time Considerations 

The limitations possessed by researchers in terms of energy, costs and time are 

among the considerations for site selection. 
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2. Place Considerations 

Places chooses with using purposive sampling considering with SMEs district 

location, as mentioned earlier  the researcher choose 5 different SMEs with 

different location is based on the location distribution of the SMEs in Bandar 

Lampung, with purpose to see their distribution. Some place of SMEs is the 

house of the owners and also gallery and marketplace for them to showing up 

their products also doing direct marketing to their cutomers. Meanwhile this is 

perfect place to do the research. 

 

In this study, the subject of the research was the Tapis In Lampung business in 

Bandar Lampung and the object of research, namely the business model applied in 

the companies activities based on the Business Model Canvas. 

 

C. Data Sources and Data Types 

a. Data source 

Arikunto (2010: 120) states that, data sources are the subject of where data can 

be obtained and to facilitate researchers inside identify data sources, 

researchers have used the 3P formula, namely: 

1. Person (person), is the places where the researcher asks about variable 

studied. 

2. Paper (paper), is where researchers read and learn everything something 

related to research, such as archives, numbers, pictures, documents, 

symbols, and so on. 

3. Place (place), namely the place where the related activities take place with 

research. 
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According to Lofland in Moleong (2014: 157), the main data source is in 

Qualitative research is the words and actions obtained from the informant 

through interviews, the rest are additional data such as documents and others-

other. To get data and information then the informants in this study 

determined purposively or intentionally where the informant has been 

determined previous. Informants are people who are involved or experienced 

the process of implementing and formulating the program at the research 

location. 

b. Data Type 

Data collected from this study came from two sources, namely: 

1. Primary data, is data obtained directly from the field either through 

observation and through interviews with informants. The method of 

primary data retrieval is done by direct interviews with owners, or 

Managers of the SMEs Tapis in Bandar Lampung City. 

2. Secondary data, namely in the form of documents or literature-literature 

from the Central Statistics Agency (BPS), libraries, internet, newspapers, 

journals and so forth. Secondary data collection is done by taking or using 

some / all of a set of data that has been recorded or reported. 

 

D. Data Collection Techniques 

According to Sugiyono (2013: 309) data collection techniques can be done in 3 

ways, namely observation, interviews and documentation. In this study 

researchers used 3 methods in data collection, namely: 
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1. Interview 

Interviews are conversational processes with the intention of constructing 

about events, activities, organizations, motivations, feelings and so on that are 

done by two parties, namely the interviewer (interviewer) who asks questions 

to other people interviewed (interviewer). 

2. Observation 

Observation techniques are observations from researchers on the object of 

research. We can collect data when events occur and can come closer to 

covering all events. Observation method can produce more detailed data about 

the behavior (subject), objects, or events (objects) than the interview method.  

3. Documentation 

A document is a record that describes the events that have occurred. 

According to Sugiyono (2013: 326) documents can be in the form of writing, 

images and monumental works of a person. The results of the interviews and 

observations will be more reliable if supported by complete documents such 

as pictures, notes and so on. 

 

E. Research Process 

The process of data collection to be carried out in this study includes the 

following stages: 

1. The process of entering the research location before entering the research 

location to obtain data, at this stage first the researcher introduces himself and 

asks permission to all of the owners of Tapis SMEs by bringing a formal 

research permit from University of Lampung. After that, the researcher 
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expressed his intent and purpose research to create trust in related parties, then 

determine when to interview. 

2. When in a research location (getting along) 

In this case the researcher tries to make a relationship personally and familiar 

with the subject of research, looking for information and various data sources 

complete and try to capture the meaning of various information accepted and 

observed phenomena. Therefore, researchers try as wisely as possible so as 

not to offend the informant formally and informal. 

3. Data collection (logging data) 

At this stage, researchers conduct a process of collecting data that has been 

determined based on the focus of the study. The data collection methods used 

in this study are as follows: 

a. Observation, the purpose of this observation is to observe the object of 

research regarding Tapis in Lampung SMEs. This observation is carried 

out by observing and recording directly the object of research, namely by 

observing the activities carried out by Tapis in Lampung SMEs. 

b. In-depth interviews (in-depth interviews) conducted to informants by 

conducting question and answer or direct conversation with all existing 

data sources based on a list of questions submitted by researchers as a 

guide to data sources. The interview conducted refers to reliable sources 

and people who know about the contents of the company, in this case the 

researcher has a resource person interviews were five people, namely: 

1) Mr.Gatot Kartiko (Founder and Owner of Batik Gabovira) 

2) Mr.Ical Sungkai (Founder and Owner of Icals Craft) 
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3) Mr.Rico Febrianto (Founder and Owner of TAPS In Lampung) 

4) Mr.Rusdi (Founder and Owner of Rusditapis) 

5) Mrs.Yuli (Founder and Owner of Sai Bumi Ruwa Jurai)  

c. cDocumentation, is a record of events that have been valid and in the form 

of writing, images, or monumental works from someone which is directly 

related to Tapis In Lampung. 

 

F. Processing Methods and Data Analysis Techniques 

According to Sugiyono (2013: 331) in qualitative research, data is obtained from 

various sources, using various data collection techniques (triangulation), and 

carried out continuously until the data is saturated. Data analysis is the process of 

arranging data sequences, organizing them into a pattern, category and basic 

description unit. Data analysis is the final step of the research before making a 

conclusion. This data analysis consists of: Data from interviews, and 

documentation organized similarities and differences according to research 

questions. The data that has been organized is determined by the theme. Look for 

links between themes. Interpretation of findings in accordance with the 

interrelationships between themes using relevant theories. The results of the 

interpretation are expressed in descriptive contextual analytics. 

 

According to Miles and Huberman (1984) in Sugiyono (2013: 334) activity in 

data analysis has 3 stages: 

1. Data Reduction (Reduction Data) 

Data reduction is defined as the process of selection, separation, attention to 

simplification, abstracting and transformation of rough data that emerges from 
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written notes in the field. Reports or data obtained in the field will be written 

in the form of a complete and detailed description. The data obtained from the 

field will be quite large in number, so it needs to be carefully and detailed 

recorded. Thus, the data has been reduced will provide a clear picture and 

make it easier for researchers to carry out further data collection. Data 

obtained from the research location are contained in a detailed and detailed 

report. Reduced field reports, summarized, selected main points, focused on 

important things and then look for themes or patterns. 

2. Presentation of Data (Data Display) 

Data presentation is done with the aim to facilitate the researcher in seeing the 

overall picture or certain parts of the research. The presentation of data is done 

by describing the results of the interviews which are outlined in the form of 

descriptions with narrative texts, and supported by documents, as well as 

photographs and similar pictures for holding conclusions obtained from 

interviews. 

3. Conclusion Drawing 

In this study, conclusions were made by extracting the essence from a series of 

categories of research results based on observations and interviews. The 

following is a picture of data analysis and interactive models according to 

Miles and Huberman in Sugiyono (2013: 343): 
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Figure 3.1. Interactive Model Analysis 
Source: Miles and Huberman on Sugiyono (2013:335) 

 

Processing methods and data analysis techniques consist of descriptive analysis 

and three-stage analysis of strategy formulations. Descriptive analysis aims to 

define the general picture and characteristics of the company. As for The 

analytical tool used in formulating the company's strategy is the first is the 

translation of Business Model Canvas and then conducting a SWOT analysis to 

determine the internal and external factors of each. Each block of Business Model 

Canvas of Tapis In Lampung. The next step is the analysis of the IFE matrix, EFE 

matrix, IE matrix, SWOT matrix, and Blue Ocean Strategy to determine the new 

Business Model Canvas in the company. 

 

1. Business Model canvas 

The first thing to do is to elaborate on each element of the business model canvas 

of Tapis In Lampung.  
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Figure 3.2. Design Business Model Canvas 
Source: Osterwalder & Pigneur (2015:19) 

 

2. SWOT Analysis 

The SWOT analysis aims to determine the strengths, weaknesses, opportunities 

and threats of each element of the Tapis in Lampung business model canvas. 

SWOT analysis is also used to determine internal factors and company external 

factors to calculate weights and ratings. 

 

3. IFE and EFE matrix 

The IFE matrix is used to identify internal environmental factors and classify 

them into strengths and weaknesses of the company through weighting. While the 

EFE matrix is used to identify external environmental factors and classify them 

into opportunities and threats of the company by weighting.  



54 
 

 

The steps for identifying environmental factors in the IFE and EFE matrix are as 

follows: 

1. Compile a list of the main factors that have important impacts (critical success 

factors) for the internal aspects (strengths and weaknesses) and external 

(opportunities and threats) of the company, then place them in the first 

column. 

2. Determine the weight of the critical success factors. Determination of weight 

is done by proposing identification of internal and external strategic factors to 

the management of the company using the "Paired Comparison" method. This 

method is used to provide an assessment of the weight of each internal and 

external determinant. To determine the weight of each internal and external 

determinant. 

 

To determine the weight of each variable scale 1, 2 and 3 are used. 

The scale used for filling in columns is: 

1. if vertical indicators are less important than horizontal indicators 

2. if vertical indicators are equally important compared to indicators 

horizontally 

3. if vertical indicators are more important than horizontal indicators 

Table 3.1. Assessment of Weight of External and Internal Strategy Factors

 



55 
 

 

The weight of each variable is obtained by determining the value of each 

variable to the total value of the variables using the formula: 

 

Where: 

Bi = i variable weight 

Xi = number of variable i 

i   = 1,2,3, ..., n 

n  = number of variables 

 

The total weight given must be equal to 1.0. This weighting is then placed in 

the second column of the IFE-EFE matrix. 

3. Determine the rating of each critical success factor between 1 and 4, where for 

the IFE matrix, the rating scale for the strength used is That: 

1= very weak 3= strong 

2= weak  4= very strong 

 

For weakness factors, scale 1 means very strong and scale 4 means very weak. 

Whereas for external strategic factors opportunities for companies are rated 

with the scale used, namely:  

1= very low, less response 3= High, Response above the average 

2= Low Response equal to average 4= very high, Superior response  

 

For threat factors, namely, scale 4 means very low, superior response to the 

company. Scale 1 means high, less response to the company. Ratings are 

based on the effectiveness of the company's strategy, and ratings are also 

based on the condition of the company. 
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4. Multiplying the Weight Value with Rating Value 

Multiplying the weight value with the rating value to get the weighting score 

and all the results are summed vertically to get the total score for the company 

being assessed. Weighting results and ratings based on the company's situation 

analysis are included in matrix. The IFE and EFE matrices are illustrated in 

Tables 3.2 and 3.3. 

Table 3.2. IFE Analysis Matrix 

 

 

 

 

 

The total weighting score ranges from 1 to 4 with an average of 2.5. If the IFE 

total score (3.0 - 4.0) means that the company's internal condition is high / 

strong, (2.0– 2.99) means that the company's internal condition is average or 

moderate and (1.0-1.99) means low / weak internal condition of the company. 

 

Table 3.3. EFE Analysis Matrix 
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The total weighting score ranges from 1 to 4 with an average of 2.5. The total 

EFE score grouped in strong (3.0 - 4.0) means that the company responds 

strongly to opportunities and threats that affect the company, on average (2.0 - 

2.99) means the company is responding to opportunities and threats that exist 

and weak, (1.0 - 1.99) means the company cannot respond to existing 

opportunities and threats. 

 

4. IE (internal-external) matrix 

The position of companies in the industry is analyzed by using IE matrix tools. 

This matrix is in the form of mapping the total score of the IFE and EFE matrices 

that have been generated in the input stages. The illustration of the IE matrix can 

be seen in Figure 3.4. The horizontal axis in the IE matrix shows the total IFE 

score while the vertical axis shows the total EFE score. The purpose of using this 

matrix is to obtain business strategies at the level more detailed business unit 

division. 

 

 

 

 

 

 

Figure 3.3. Internal External Matrix (IE) 

 

The diagram can identify nine corporate strategy cells in the IE matrix, but in 

principle the nine cells can be grouped into the main strategies, namely: 
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a. Growth and Build strategies in cells I, II and IV. The right strategy to 

implement is an intensive strategy (market penetration, market development 

and product development) or integrative strategy (forward, backward and 

horizontal integration). 

b. Strategy for maintaining and maintaining (Hold and Maintain), which is in 

cells III, V, or VII. Market penetration and product development strategies are 

the two most common strategies for these types of divisions. 

c. Harvest or divestment strategies (Harvest or Divest), which are in cells VI, 

VIII, IX. Common strategies used are divestment strategies, and liquidation 

strategies. Successful organizations can reach the business portfolio, which is 

positioned in or around cell I in the IE matrix. IFE values are grouped in 

strong (3.0 - 4.0), medium (2.0-2.99), and weak (1.0 - 1.99). While EFE 

values can be grouped in height (3.0 - 4.0), moderate (2.0 - 2.99), and low (1.0 

- 1.99) (David, 2006: 344). 

 

5. SWOT Matrix Analysis 

The results of the SWOT matrix are expected to provide several alternative 

marketing strategies that can be chosen by the management of the company so 

that the initial objectives of the organization are achieved and activities company 

marketing can provide maximum results SWOT matrix analysis will help 

researchers determine points SWOT on Business Model Canvas. 

 

6. Blue Ocean Strategy 

After doing IE and SWOT analysis on each element then the next step is to apply 

it to Blue Ocean Strategy to create and develope Tapis in Lampung business 
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model. Kim and Mouborgne (2016: 35) says the process of value innovation is a 

word the key to the successful implementation of BOS. This value innovation can 

be achieved by building a four-step strategic framework that must be implemented 

(the four actions framework) relating to four key questions are: 

1. Eliminate: What factors must be removed from the factors which has been 

taken for granted by the industry? 

2. Reduce: What factors can be reduced to below the standard industry? 

3. Raise: What factors can be increased above the standard industry? 

4. Create: What factors have not been the focus of the offer by industry to need 

to be created? 

 

G. Data Validity Technique 

The validity of the data is an important concept that is updated from the concept 

validity (validity) and reliability (reliability) according to the version of 

Positivism and adjusted to the demands of knowledge, criteria and paradigm 

itself. The degree of trust or truth of an assessment will be determined by the 

standard what will be used (Moleong, 2014: 321). This study uses some data 

validity techniques include: 

 

1. Perseverance / Steadiness Observation 

The consistency of observation means finding a consistent interpretation with 

various ways in relation to a constant or tentative analysis process. Persistence 

of observation intends to find characteristics and elements in situations that 

are very relevant to the current issue or issue sought and then focused on these 

matters in detail (Moleong, 2014: 330). 
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2. Triangulation 

Triangulation in credibility testing is interpreted as checking data from various 

sources in various ways, and at various times with techniques different 

(Sugiyono, 2013: 369). Triangulation aims to know and check the correctness 

of data by comparing data obtained from other sources, both in several phases 

of field research, or at different times and with different methods. The 

triangulation is carried out with three types of examination techniques which 

utilizes the use of data sources, methods, and data itself. Triangulation method 

by combining interview methods by direct observation. Triangulation of 

sources by using different informants to cross check and search data 

secondary. Triangulation of data by returning data compilation and results 

interpretation of data to informants, to get input, correction of errors and avoid 

the subjectivity of researchers. In other words, with triangulation, researchers 

can recheck everything by comparing it with various sources, methods, or 

theories. The following is the way researchers do to recheck the triangulation 

that has been done (Moleong, 2014: 332) 

a. Submit various variations of questions 

b. Check it with various data sources 

c. Utilize various methods so that data trust checking can be done. 

3. Using Reference Materials 

According to Sugiyono (2013: 372) Reference material is the existence of 

supporters to prove the data that has been found by researchers. This means 

that each result of the data produced by the researcher must be supported by 

supporting evidence to be trusted. For example, interview data needs to be 
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supported by interview records. Data about human interaction, or a description 

of a situation need to be supported by photographs. Data recording aids in 

qualitative research, such as cameras, camcorders, voice recorders are needed 

to support the credibility of data that has been found by researchers. 

4. Hold a Member Check 

According to Sugiyono (2013: 372) member check is the process of checking 

data obtained by researchers to the data giver. The purpose of the member 

check is to find out how far the data obtained is in accordance with what is 

provided by the data provider. If the data found agreed upon by the data giver 

means that the data is valid, so that it is more credible or trusted. 

 



 
 

 

 

 

V. CONCLUSION, SUGGESTION, AND LIMITATION OF RESEARCH 

 

 

 

A. Conclusion 

The results of the data analysis and discussion presented in the previous chapter 

about the description of business strategies with the Business Model Canvas in 

Tapis Lampung are in quadrant V. This shows that the Tapis Lampung market 

position is currently in the position of Hold and Maintaining Strategies. Based on 

the business position of the UMKMs, the right alternative strategy used in this 

quadrant is the market penetration strategy and product development. 

 

The results of Tapis Lampung SWOT analysis are 10 alternative strategies: 

1. Maintain customer loyalty and improve product quality by continuing to 

innovate and produce quality products to attract new customers and retain old 

customers 

2. Develop delivery order facilities independently or can also collaborate with 

third parties 

3. Open and enhance good cooperation with business partners such as 

government, suppliers, other financial institutions, and also open 

opportunities for investment in order to improve and develop business 

4. Maximizing the use of market digitalization as information media and 

information storage, business branding and promotional activities and also the 

use of social media in creating good relationships with customers 
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5. Form and create a special team of product marketing 

6. Give monthly rewards to the best employees or hold employee gatherings to 

maintain employee loyalty so as to create an increase in the quality of 

business services 

7. Hold a member card facility 

8. Giving discounts through product bundles or giving product purchase bonuses 

at certain events to new and old customers 

9. Establish a clear contract with a business partner and register the intellectual 

property rights of the business with the relevant department. 

10. Making risk management analysis in terms of managing monthly financial 

expenditure 

 

An overview of business strategies using the Business model canvas can be 

suggested as follows:  

1. In Value Propositions, raise element design, Tapis Lampung SMEs must 

continue to innovate on their Tapis Lampung products in order to increase 

product sales and to maintain customer loyalty and be able to compete with 

other fashion industries. 

2. In Channels Element, Tapis Lampung can start trying to create market for 

its products through digital marketing processes in business through the 

creation of official websites, utilization of marketplace / e-commerce, 

through Google Ads, Instagram Ads and others. Then the delivery order 

facility also needs to be improved and developed so that fellow sellers and 

buying are more easily accessible.  
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3. In Elements of Customer Relationships, MSMEs Tapis Lampung can use 

social media such as Facebook, Instagram, and others to keep contact with 

their customers. Then another way that can be done is by create a member 

card system in order to maintain the level of customer loyalty, of course 

these MSMEs provide member cards with more benefits for their customers. 

4. Revenue Streams, To increase revenue sources, Tapis Lampung SMEs can 

do several ways such as, charging fees for member card registration fees, can 

also work together with other parties, for example by dropshipper to increase 

product sales and make it easier to reach out to customers. Another thing that 

can also be done is by finding sponsors and investors in business and 

financial development and working with banks to be able to participate in 

promos held by the bank, so as to attract consumers to make purchases at 

MSMEs Tapis Lampung. 

5. Key Resources, Tapis Lampung's SMEs can make improvements to key 

resources in such a way as to add employees in the IT and marketing 

departments so that they all support one another for the progress of these 

business activities. In addition, supporting facilities in the galleries need to 

be improved for the convenience of its customers. Then the last, if Tapis 

Lampung MSMEs are want, it could also be to create and do a patent on the 

brand and every element in it to avoid competitors who want to imitate and 

to avoid plagiarism on the product.  

6. Key Activities, Tapis Lampung's SMEs, MSMEs need to create other 

activities, namely those related to marketing and IT. Adding staff who can 

handle marketing and IT, so this activity can run well. Activities undertaken 
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include marketing through digital marketing with various elements and 

models in it. 

7. Key Partnerships, To expand the reach of customers, Tapis Lampung's 

MSMEs can raise collaboration with other partners such as banks, 

sponsorships or investors, online transportation providers such as Go-jek, 

Grab, then can also increase cooperation with reseller business partners and 

dropships as well as etc. Then it can also work with several merchants to 

maximize the member card function so that customers are interested in 

getting the benefits of the member card facility. 

8. Cost Structure, The large number of raw material suppliers certainly makes 

it easy for Tapis Lampung's MSMEs to choose cheaper and better quality raw 

materials, in addition to that risk management analysis needs to be done to 

anticipate changes that occur in monthly expenditure, especially in the cost of 

expenditure on during production activities. And the financial capabilities of 

each MSME can be utilized by eliminating building leases for certain types of 

MSME by conducting long-term investments. 

 

B. Suggestion 

Several ways that can be done to develop the steps taken are by maximizing the 

block portion of the channel, such as maximizing the use of digital marketing as 

information media and data storage of information, business branding, and 

promotional activities, because at this time is the digitalization of the era and also 

supported penetration and use of the internet in Indonesia continues to grow, so 

this step needs to also be implemented. and if necessary the formation of a special 

team for digital product marketing marketing also needs to be done in order to 

adapt to the development of the current era.  
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Besides that, another priority step to take is to develop delivery order facilities to 

facilitate customers in reaching business products. social media management and 

the provision of member card facilities also need to be considered and 

implemented so that the relationship with customers can continue and not be 

interrupted. And after that MSMEs be able to consider other alternative strategies 

 

C. Limitation of Research 

This research uses descriptive qualitative research with a case study method and 

uses primary data obtained through in-depth interviews. Descriptive qualitative 

research relates to the ideas, perceptions, opinions, or researchers' trust in the 

resource persons, all of which cannot be measured by numbers. Limitations in 

this study include subjectivity that exists in the limitations of respondents' 

understanding of the object of research provided. This research is highly 

dependent on the researchers' interpretation of the meaning implicit in the 

interview so that the tendency for bias is still present. In addition to limited 

understanding, there are data that cannot be obtained by researchers because of 

its confidential nature such as total company expenses and also monthly income 

detail. 
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