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MSME Batik Blora in running their own business, they are equally weak in terms of human
resources (HR), innovation, capital, technology and marketing. Therefore, government
policies related to strengthening MSME businesses need to be supported by implementing an
effective business planning model. One of the business planning models that can be applied to
the Blora batik business is the Business Model Canvas (BMC). The purpose of this study is to
identify the application of the canvas business model as an effort to develop batik SMEs in a

sustainable manner. This research is a qualitative research based on empirical findings in the
field. This research was conducted on Batik UMKM which is located in Blora Regency as one
of the unique batik producing centers in Indonesia. The data used in this study is primary data
collected by observation, in-depth interviews and also focus group discussions. The sources of
data in this study are related stakeholders such as SMEs in Blora Batik, Blora Regency
Government, Academic Experts on Batik and MSME Policy, Banking, and also community
institutions. The data analysis used in this research is triangulation. The results show that the
canvas business model for Batik UMKM in Blora focuses on the Customer segment, Value
proposition, Key resources and Key partners. The implication of this research is that UMKM
Batik is one of the businesses that needs to be developed because it is a local wisdom that has
uniqueness and characteristics that can be added value for the market. The development of
MSMEs Batik can be one of the pioneers for providing community employment so that it helps
improve the economy.

1. INTRODUCTION

Micro, Small and Medium Enterprises (MSMEs) are one of
the businesses that make a big contribution to the Indonesian
economy. In addition to absorbing a very large number of
workers, MSMEs also contribute to the formation of Gross
Domestic Product (GDP). The development of MSMEs has
become one of the focuses of the government's strategic policy
in order to increase its contribution in the economic and social
fields. Various policies have been carried out to develop
MSMEs, but they are still not optimal because there are still
many MSME actors who live in poverty. The growth of
MSMEs can increase employment so that it can increase
income and reduce poverty.

One of the UMKM that has the potential to be developed is
the Batik UMKM in Blora Regency. Batik in the area has the
advantage of a unique batik motif because it is lifted from local
wisdom such as the teak leaf motif because in the Blora area
there are many finished leaves, the barongan motif which is a
typical art of Blora and also the motif of an oil refinery because
in Blora there are many petroleum wells. This uniqueness is
an advantage for Blora batik. The development of the batik
industry has a strategic position in encouraging the
performance of MSMEs and optimizing the potential of the
creative industry based on local culture. Most business
ventures in Indonesia depart from home industries or micro,
small and medium enterprises (MSMEs), with constraints in
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marketing and capital. This may be related to the problem of
low capabilities that lead to innovative behavior. This
capability limitation is related to the knowledge of market
channel access and financial access obtained [1-3]. The
capabilities that lead to innovation in MSMEs are not optimal
and cannot be sustainable [4-6]. Therefore, to overcome these
problems, it is necessary to increase its competitive
capabilities, towards how to maintain business continuity. The
limited management, technical and knowledge of business
actors in the field of design, slows down their ability to
compete in developing their business [7-9]. The sustainability
of its business ventures will be realized through the
implementation of a business strategy model that is oriented
towards cost advantage and differentiation [10-12]. The
sustainable development of Batik UMKM business can have a
negative impact on economic, social and environmental
conditions. In the economic aspect, the development of
MSMESs can improve the performance of MSMEs and increase
the income of business actors. In the social aspect, the
development of MSMEs can provide income distribution and
reduce poverty. Meanwhile, in the environmental aspect,
sustainable MSME development can reduce hazardous waste
and can preserve the environment.

In general, the ability of human resources in the field of
product, market and technology innovation in MSMEs has not
been fully available according to market needs [13, 14]. So
that MSMEs can increase their competitive advantage, it is


https://crossmark.crossref.org/dialog/?doi=10.18280/ijsdp.170334&domain=pdf

necessary to improve the quality of their human resources by
awakening their creativity and entrepreneurial spirit to explore
their potential to be more efficient [15, 16]. The level of
MSME's ability to survive in the new normal era is largely
determined by innovation that leads to efficiency, so that they
are able to sell products at competitive prices. The new normal
era during the COVID-19 pandemic caused many of the
newest batik products to appear and also the emergence of a
rapidly growing digital marketplace due to the limitations of
community activities so that many consumers ran in the digital
market. Competition in the digital market is certainly very
tight and products such as batik if they are not able to innovate
will lose out to competitors' products.

New competition in globalization is unavoidable, and in
order to survive and compete, MSMEs are required not only
to understand and understand what is the tendency of
consumer desires, but more to have the courage to make
changes with quick action to respond to changes in people's
tastes [17-19]. Determining the right business strategy can be
used to face the competition. An important key to winning the
competition lies in the ability to implement strategies that can
create a competitive advantage [20, 21]. Companies that are
able to provide more value to customers than what their
competitors provide will create a competitive advantage. In
terms of company activities such as in service, designing,
producing, marketing, delivering, and supporting its products
is a source of competitive advantage [22-26].

Several previous studies have explained that the business
planning model for MSMESs can encourage strategic policies
that can increase the empowerment of MSMEs and to
accelerate economic growth [27]. Besides that, the position of
MSMEs is also determined by the partnership aspect to be able
to establish partnerships in order to strengthen capital and
marketing. The fact is still visible, MSMEs in running their
own businesses are equally weak in terms of human resources
(HR), innovation, capital, technology and marketing [28].
Therefore, government policies related to strengthening
MSME businesses need to be supported by implementing an
effective business planning model. One of the business
planning models that can be applied to the Blora batik business
is the Business Model Canvas (BMC). The application of
BMC can help Batik MSME entrepreneurs to redesign their
business so that they can develop and have a sustainable
competitive advantage. However, implementing BMC is not
easy as it requires some business knowledge to use and apply
BMC to a specific market, such as the lower segment of the
informal pyramid. MSMESs are the most vulnerable segment
and their presence in large numbers makes them the most
dispersed segment in the socioeconomic system [29]. Several
previous studies have recommended the application of BMC
with general concepts for MSMEs, so this study tries to
provide a new concept in the application of BMC, namely the
application of BMC based on local wisdom and sustainability.
The wurgency of implementing local wisdom-based and
sustainable BMC is to preserve local wisdom and culture while
at the same time providing innovation to batik products so that
they have distinctive characteristics. Meanwhile, the concept
of sustainability needs to be promoted so that the hazardous
waste produced by batik SMEs can be minimized and can
preserve the environment. This study aims to analyze the
strategy of developing a sustainable business with a business
model canvas approach: an empirical study on MSME:s in
Batik Blora, Indonesia. This study aims to analyze the strategy
of developing a sustainable business with a business model
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canvas approach: an empirical study of SMEs in Batik Blora,
Indonesia.

2. LITERATURE REVIEW
2.1 Entrepreneurship

The competitive level of a company is influenced by
orientation towards entrepreneurial activities [30]. For
example, a positive relationship was found between the
intensity of entrepreneurship and specific strategic
management practices, such as scanning intensity, planning
flexibility, locus of planning, and strategic control. In
particular, the benefits of being a pioneer can be seen as one
element of the entrepreneurial orientation of the enterprise
level [31]. Entrepreneurial organization is indicated by the
level of companies that are motivated to be entrepreneurial,
marked by "full commitment" to entrepreneurial activities [32].
Elements of an entrepreneurial orientation include a tendency
to act autonomously to innovate and take risks, and a tendency
to be more aggressive toward competitors and relatively
proactive about market opportunities [33]. Several previous
studies have found that the entrepreneurial orientation
dimension does not always have the same effect, but is very
different from one another [34-36].

Many previous studies related to entrepreneurship in
measuring company performance using different sizes or
indicators [34-37]. The success of a company in the context of
entrepreneurial ventures depends on the commitment of top
management in handling the company through the
entrepreneurial process. The entrepreneurial process is usually
associated with the steps and stages in the movement from
identifying an opportunity to a business concept, and
entrepreneurship can be applied as a measure of the
entrepreneurial or non-entrepreneurial characteristics of a
company.

Other research explains that entrepreneurship will be
positively related to the growth and profitability of the
company to improve performance through growth and
profitability [35]. Another study found that the entrepreneurial
orientation of companies tends to have a long-term and short-
term sustainability effect on growth and performance [38, 39].
Companies that innovate will get abnormal profits and a larger
market share (Schumpeterian-rent) compared to competitors.

This business strategy model assumes a number of changes
in orientation from fundamental bases such as structure,
participation, control, communication, incentives, towards a
proactive orientation of creativity, professionalism and
entrepreneurship related to leadership. The rational
perspective of MSMEs improves their competitive position by
dealing with products and markets. It can be said that product
and market diversity can be a driving force for business growth.
Two critical assumptions of an effective business strategy
model for MSME growth in the New Normal era are if it has
value, rarity, imitability and organization (VRIO). As stated
by previous researchers that the essence of the source of
competitive advantage is not only valuable but also has the
characteristics of being rarely and costly to imitate [36]. A
company that is valuable if it has a potential cost advantage.
The competitive strategy model is influenced by
entrepreneurial orientation. It can be said that proactive and
risk-taking actions for the creation of new businesses are
related to company growth. MSMEs' efforts to expand in the
market and the diversity of their products to take advantage of



new competition in the new normal allow them to generate
profits in new markets. Therefore, to be able to grow, MSMEs
must dare to enter new markets, where new competition is a
strategic effect in the new normal era.

Small and Medium Industrial Commodities (IKM) that have
the potential and diversity of competitiveness that focus on
folk crafts are traditional batik. The batik industry and
handicraft is one of the creative industry sectors that has the
potential to contribute and provide solutions to the nation's
environmental, social and economic problems.

2.2 MSME innovation and characteristics

Characteristics of Micro, Small and Medium Enterprises
(MSME's), most of them have a low level of innovation and in
general it can be said that there is almost no innovation. This
may be related to the limited capital related to the behavior of
courage in taking risks. In general, the behavior of small
businesses is less daring to take risks in order to develop
innovation [37]. This will be different from the behavior of
large businesses, which tend to be more daring in taking risks
to create innovation. It is this internal condition that causes
them not to have characteristics that are important for their
competitiveness, such as (rare, valuable, difficult to imitate,
and cannot be substituted). Therefore, to increase competitive
capability, it is necessary to change the mindset towards
increasing innovation through behavioral changes that are less
risk-averse to behavior that is more daring to take risks in
increasing their creative power.

At this time, only a few centers of batik in Blora Regency
have been able to market their products. Innovation related to
customers will affect the competitiveness of SMEs [38]. Blora
batik is still not able to compete with inter-regional batik, one
of which is due to the inefficient batik process innovation so
that the price of batik is less competitive. Indeed, there are
craftsmen who have produced unique products, but the
production process is not yet efficient, so the price cannot
compete with well-known batik-producing areas such as
Lasem, Pekalongan and Solo. Besides that, the limited
knowledge of marketing management makes them unable to
sell their products optimally. The factors that influence the
development of SMEs in the handicraft industry are the quality
of their human resources (HR) [39]. This supports the opinion
of Simatupang (2008) that there are still several problems in
MSMEs in the craft industry, including low creativity in terms
of design, color and quality. Ideally, small and medium
enterprises need to intervene in increasing their competitive
ability. To respond to the openness of the global market,
especially the MEA, it is necessary to make efforts to improve
the performance of MSMEs that are oriented towards
customer-based innovation.

The entrepreneurial level is determined by innovation
accompanied by technological development. Good business
development of an industry can be seen from how the industry
can seek to develop innovation in order to maintain its
sustainability [40]. In the business development process,
product, process and market innovation capabilities play an
important role. Relationship Market orientation, learning and
entrepreneurship have an influence on the company's
innovation. In order to realize an increase in competitiveness,
the batik industry based on the cultural potential and natural
resources it has is directed to produce batik according to
market demand. To maximize the involvement of various
stakeholders, it is necessary to develop the quality of human
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resources to support the needs of the Jepara batik industry
which is being promoted. One way that can be done is by
creating innovations based on health security. The
understanding and knowledge of craftsmen about local
cultural arts helps produce a variety of unique quality Batik
products so that they are competitive. Strengthening this
culture-based innovation is the main vehicle for increasing
competitiveness in the international market. It is assumed that
the greater the level of entrepreneurship, the higher the
competitive advantage and the more the business grows. The
rationale for MSMEs is to develop entrepreneurship to
increase their growth. Therefore, the best way to encourage
economic growth through people's economic attention is a
strategic step that needs to be followed up with community
empowerment.

2.3 Business model canvas

The company's business model is a chain of interconnected
and interdependent systems on how to control the company to
"do business", both with consumers, enter into partnerships
and relate to suppliers [41]. In conclusion, the business model
is a set of certain system of activities carried out by the
company to meet market needs, as well as the special things
that the company or company partners currently have in
conducting business activities, and how these activities are
connected to each other. Innovative business models can
create new markets or help companies create and exploit new
business opportunities in markets that did not previously exist.
Business model innovation occurs by: a) adding new activities,
because it is referred to as a “feature”, b) connecting activities
in new ways; because it refers to “new process innovation”, c)
changing one or more parties performing the activity,
“structure.”’; because it refers to the "empowerment" of
company resources. MSMEs can take advantage of and look
for new business model opportunities in their efforts to renew
their business life cycle or their products which may result in
decreased revenues and pressure on the company's current
profit margins. Raphael Amit and Christoph Zott Bisnis
suggest that SME entrepreneurs need to examine six key
questions about business model innovation: 1) can the
company's current basic needs be met?, 2) are new activities
needed to meet these needs?, 3) how are activities the new
system is connected to the existing system and in what way?,
4) who should carry out each of these activities that are part of
the new business model?, should all the people in the
company? partner? customer? and can the new governance
arrangements be implemented in the current corporate
structure?, 5) how can corporate value be created through this
new business model for each participant?, 6) is the revenue
model compatible with the new business model?.

The Business Model Canvas ("BMC") created by
Osterwalder & Yves Pigneur is a 'how companies can create
value' tool. Through BMC, entrepreneurs can see how they can
run their business; which will involve many units, both in the
production process, marketing and other departments; and
how companies maintain their relationships with their
customers, so that they too can maintain the continuity of their
company. The advantages of BMC are as a tool for strategic
planning and development; a tool for expressing ideas; tools
to determine customer segmentation; as a dashboard or
indicator tool; a tool to find out how competitors are doing
(such as the level of competition). Besides all that, BMC can
also be used as a tool for business model portfolio analysis;



innovation planning; and also as a tool to harmonize the
mindset of individuals within the organization.

3. METHODS

The design of this research is qualitative research to help
analyze the phenomena and problems that exist in the field.
This study uses an inductive qualitative approach to analyze
the canvas business model for Batik SMEs in Blora Regency,
Indonesia. This approach was chosen because it has the
advantage that it lies in the direct interaction carried out by the
researcher to the research subject directly so that it can help
researchers to facilitate data collection. In addition, this study
also uses a phenomenon exploration approach because it is
considered in accordance with the problems and objectives of
the research. The exploratory approach is considered effective
for analyzing the development of BMC in UMKM Batik Blora.

The data used in this study is primary data collected by
several techniques. The first data collection technique is
observation. Observations were made to the SMEs of Batik
Blora as well as other stakeholders such as non-governmental
organizations, local governments, and others. Researchers
made direct observations by visiting batik businesses in Blora
and observing several aspects ranging from production,
business management to marketing. In addition to observation,
data collection techniques were also carried out with in-depth
interviews. This interview was conducted in-depth and
structured to several respondents consisting of the perpetrators
of UMKM Batik Blora, members of non-governmental
organizations and the local government. The selection of
respondents in this study used a non-probability quota random
sampling technique to select Batik SMEs.

After the data was collected, the results of the data
collection were transcribed and further analysis was carried
out. Data analysis in this study used triangulation. This
analysis is used to gain understanding, thoroughness and also
depth in the discussion of the canvas business model at MSME
Batik Blora. Triangulation was chosen because it can

minimize the effect of bias and provide valid and reliable
findings. The variables that are triangulated include the
variables contained in the business model canvas which
consist of 1) Customer segment, 2) Value proposition, 3)
Channels, 4) Customer relationships, 5) Revenue streams, 6)
Key resources, 7) Key activities, 8) Key partners, 9) Cost
structure.

4. RESULTS AND DISCUSSION

Business Plan Model Canvas: Diversification of Batik Blora
is a business model that describes nine business elements
consisting of 1) Customer segment, 2) Value proposition, 3)
Channels, 4) Customer relationships, 5) Revenue streams, 6)
Key resources, 7) Key activities, 8) Key partners, 9) Cost
structure. The results of the analysis of the nine elements of
the canvas business model on UMKM Batik Blora are
presented in the Figure 1 below.

The following is an explanation of each segment for the
Batik Blora diversification model:

1) Customer segments

Determination of customer segmentation is the most
important thing in the business model. Departing from this, the
Business Model Canvas proposal to diversify Blora batik is to
maintain customer segments that have been previously
reached and increase customer segments to the international
market.

Diversification of Blora batik products aims to reduce the
saturation of batik products which are only in the form of cloth
by making batik products fashionable. The customer segment
for the diversification of Blora batik is the upper middle class
with local and international community reach. Diversification
of Blora batik products has its own design and is widely
targeted by consumers with casual, all-size and all-season
products. With this diversified product, the scope of
consumers is expected to be expanded by penetrating the
fashion of the international community.

Designed for: Diesignied by: Dare: Version:
Business Model Canvas
Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
» Government - Producticn - Characteriztics of Batk Motifs - Personal - Fashion Bank for the upper middle
- Local Government of Blora - Marketing - The morif of Blora's cultual - Products can be orderad according class
Regsncy -Sale philozaphy “Stary of Daaily Life in to customer wishes - Lacal Communiries and
- Department of Trade, - Diwersification of Blora Barik Bloa" - Communiry International Communities
Cooparanives and MSMEs of Products and Fashion (Blouses, - Combination of Casual and
Blora Regeary Outer, Batik Bags, Udenz, Dhrass, TUnigue Batils Praducts (3dix and
- Blora District Education Office Barik Panes) match matesials and motif
- Office of Investment and One- - Coaching and Training composition)
Stop Integrated Secvices Eab. - Copyright Owmership - Contemporary Caolor Tone
Blora Concept
+ Batilz Entrepraneers Association - Fashicn Barik (not oaly in the
» Academics form of cloth)
- University of Semarang Key Resources - Quality Rave Matesials and Channels
- Tellrom Universiny - Blora's Cuoltural Philosophr TDhusable Caolers - Diiract Selling
- SMEM 2 Blom Regency - Batilk Industey - E-comumerca
- UPGERIS and UNINES - Slafled Warldorce {hetps:/ fmadeinblora com/)
+ Copparatives (Supplier of Raw - Fashion Designer - Joint Product Exhibition
Materials and Labar) - Financial Capital - Social Media (facebools, 1G, WA)
- Ouders
Ioeal governmaar
Cost Structure Revenue Streams
- Raw Material Cost - Sales of Batil: Fabrics
- Dract labor costs Product Diversification Sales and Batild Fachion
- CHP fee
- Administrative costs
- Marketing Fee
Tax

Figure 1. Business model canvas UMKM Batik Blora
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2) Value proposition

Blora Batik products have a characteristic that lies in the
motifs that tell the daily life or culture of the Blora people. The
value offered to customers is related to the diversification of
Blora Batik products, namely the Blora cultural philosophy
motif. To avoid repeated motifs, there is no novelty and no
aesthetic value that causes batik products to become formal
and rigid, this Blora batik diversification develops the idea of
motifs that will be applied to the product. Blora's batik
diversification tries to offer a new perspective on the concept
of batik motifs, which are considered as 'story telling' rather
than symbolic. For this reason, the motifs will be mixed and
matched with illustrations of the daily life of Blora residents.
The daily narrative revolves around the typical culinary,
special events, livestock, people's houses, unique geographical
objects, as a description of the local landscape of the city of
Blora.

Blora batik motifs have great potential to be made newer
with a 'story telling' approach. Products and applied images
can be modified by using fresher color tones, and illustration
styles with different strokes. Likewise, the composition of the
combination of materials and ornaments, accompanied by the
placement of motifs, can update product trends. The mix and
match of materials and composition of motifs is a design
strategy for developing batik products, apart from only
developing the concept of motifs. The products are diversified
into a blend of batik, casual designs and the uniqueness of
local wisdom.

The concept of color tone is considered when designing a
product, especially in terms of the application of motifs and
mix and match motifs. Simple motifs, with appropriate color
tones, can create new products, without having to leave a local
footprint. The diversified batik products developed are
Blouses, Outer, Batik Bags, Udeng, Dress, Batik Pants. These
products become Batik fashion that is not monotonous in the
form of cloth. In addition, the value proportion that is
maintained for Blora batik products is high quality batik
products with durable colors.

3) Channels

Channels used as a marketing method for diversifying Batik
Blora products include direct sales to consumers which also
means mouth-to-mouth promotions, online sales using e-
commerce which has been facilitated by the local government
and academics, namely https://madeinblora. com/, the use of
other social media such as Facebook, Instagram, WhatsApp
with ongoing promotions, sales through fixed outlets which
are sales locations, as well as sales by order from the local
government.

4) Customer relationships

Customer relationships are the means used to communicate
with customer segments. Customer relationship is carried out
by Blora batik by offering directly (personally) to consumers
or mouth-to-mouth promotions, participating in batik and
fashion design exhibitions, and using social media as customer
service. This Blora batik diversification product can be
ordered according to customer wishes, this is also a way to
serve customers according to customer desires and needs.
Communities of batik craftsmen were formed to find out all
forms of information about the Batik business, including as a
place to communicate as an effort to improve service to
customers.

5) Key resources

Resources are central to the business model. Therefore, the
resources available to develop the diversification of Blora
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batik are in the form of the philosophy of Blora culture itself,
as a source of inspiration for Batik motifs that maintain the
characteristics of local wisdom and the uniqueness of Blora
batik. The batik industry is a must-have resource so that batik
entrepreneurs follow the development of the batik business,
market tastes, marketing, operations and information related
to funding. Skilled workforce is very much needed in the
development of batik diversification, not only skilled in batik,
but human resources are also required to be creative in
developing batik motifs and designs according to market tastes
and following the times. To overcome the scarcity of human
resources and efforts to preserve batik, the Regional
Government cooperates with academics to develop a
curriculum of learning model diversification of Blora batik at
SMKs in Blora Regency. The next generations will later serve
as a source of skilled labor and a source of regeneration. The
development of the Blora batik diversification curriculum was
developed by the University of Semarang, in collaboration
with the Faculty of Design from Telkom University and the
Faculty of Education from UPGRIS and Semarang State
University.

Fashion designers are needed as a resource in Blora batik
diversification to update product trends, develop ideas, ideas
and creativity in Blora batik fashion. Financial capital is
needed to ensure that every activity in the business or
development of batik diversification can run.

6) Key activities

Some of the key activities at UMKM Batik Blora can be
explained in Figure 2.

—_ L ——
2. E-commerce

1. Stage of making a 3.50cial media 1. Batik Fabric
‘notif image (instagram,

Shis !"‘""f"e"“ :ﬁf)"“"" WA, 2.BatikDiversificati

4. Dycing Process 4. Exhibition on Products

5. Night Fade 5. Outlet

6. Diversified Product 6.Local
Production Governmear ECONINE

L

Training and development

Figure 2. Key activities

7) Key partners

Key partnership is a partnership or collaboration between
two or more parties so that a model of diversification and
sustainability of Blora batik can be created. The key
partnership from the first diversification of Blora batik,
namely the Government consists of the Regional Government
of Blora Regency itself, the Department of Trade,
Cooperatives and SMEs of Blora Regency, the Education
Office of Blora Regency, Bappeda, the Office of Investment
and One Stop Services Blora Regency. The role of the local
government is to facilitate activities aimed at preserving,
marketing and increasing the love and concern for Blora batik.
Activities carried out include training, coaching, facility
assistance, exhibitions, competitions, and other policies.



Second, the association of batik entrepreneurs acts as a center
for exchanging information between batik entrepreneurs,
fostering fellow craftsmen, and promoting batik.

Third, academics as key partners play a role in finding the
concept of developing Blora batik diversification. Semarang
University plays a role in developing e-commerce, and a
diversification strategy for the development and sustainability
of Blora batik. In addition, the University of Semarang created
a learning model for Blora batik diversification and
implemented this model in the curriculum of SMKN 2 Blora
Regency. Furthermore, the University of Semarang has also
made an academic paper on the development of Batik Blora as
the basis for policy formulation for the local government.
Meanwhile, Telkom University, especially the design faculty,
has developed a diversified model of batik itself to be
implemented for batik craftsmen in Blora. These academics
have been consistent and productive in research and
community service, especially regarding the development of
Blora batik. Fourth, Cooperatives as key partners play a role
in accommodating the needs of batik craftsmen, both for raw
materials and labor, and are able to promote batik, as well as
improve the welfare of its members.

8) Revenue streams

The way to generate profits is through Asset Sale from
selling physical products, both batik cloth products and their
diversification (Blus, Outer, Batik Bag, Udeng, Dress, Batik
Pants). From the first quarter to the fourth quarter there was an
increase in revenue, with an average growth of 14% per month
exceeding the average inflation rate of 8§%.

9) Cost structure

The details of the costs incurred in producing batik cloth and
its diversification include the cost of production (raw material
costs, direct labor costs, OHP costs), marketing costs,
administrative costs, taxes.

4.1 Investment calculation projection

4.1.1 Projected net cash flow

The profit projection for the first year is the sum of net profit
from the 1st quarter to the 4th quarter, then profit is projected
to grow 5% for 3 years. Depreciation is assumed to be constant
with the amount of Rp. 2,000,000 for 3 years as can be seen in
Table 1.

Table 1. Projected net cash flow

.. Years
Description I 1 I
Profit Projection 76,030,139 79,831,646 83,823,228
depreciation 2,000,000 2,000,000 2,000,000
Interest (1-tax%) 17,212,505
Proceed 78,030,139 81,831,646 85,823,228

4.1.2 Payback period calculation

Assumptions The initial investment for the Blora batik
business and its diversification is Rp. 200,000,000
(representing loan capital from people's business loans, with a
period of one year, interest rate of 3%). Furthermore, the
calculation of the Payback Period is as follows on Table 2:

Table 2. Payback period calculation

Years Proceed
1 78,030,139.00 121,969,861.00
2 81,831,645.95 40,138,215.05
3 85,823,228.25 5.61

Payback Period 2 Years 6 Months

Based on the payback period table, the investment will
return within 2 years and 6 months, this is considered feasible
because it is less than the investment age of 3 years.

4.1.3 Net present value, profitability index, and internal rate of
return

Description:

Discount Factor adjusted for KUR loan interest rate of 3%

The IRR 1is between 3% and 11%, so:

11%-3%
IRR = 3% — (31'432'003 - 532,973/—33:132,003)

IRR =10.9%

Based on the calculations presented in Table 3, it can be
seen that the NPV shows a positive value, the Profitability
index value is greater than one, and the IRR value (13.5%) is
greater than the discount factor or loan interest rate (3%). This
means that investment in product diversification and Blora
batik fashion is feasible.

Table 3. Calculation of net present value, profitability index, and internal rate of return

Discount Factor

Discount Factor

Years Proceed 39, PV Proceed 1% PV Proceed
1 78,030,139.00 0.9709 75,757,417 0.9009 70,297,423

2 81,831,645.95 0.9426 77,134,175 0.8116 66,416,400

3 85,823,228.25 0.9151 78,540,412 0.7312 62,753,205
PV Proceed 231,432,003 PV Proceed 199,467,027
10 200,000,000 10 200,000,000

NPV 31,432,003 NPV - 532,973
PI 1.16

5. CONCLUSION

Based on the results and discussion, it can be concluded that
efforts to develop a sustainable Batik UMKM business with

the Business Model Canvas approach require several strategies.

The first strategy that needs to be optimized is the strategy on
the customer segment aspect where in this aspect, Batik
UMKM must maintain the customer segments that have been
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previously reached and increase the customer segment towards
the international market and also require batik product
diversification which aims to reduce the saturation of batik
products. The second strategy is the strategy on the value
proposition aspect. In this aspect, it is necessary to have Value
offered to customers related to the diversification of Blora
Batik products, namely the cultural philosophy motif in Blora
Regency. The second strategy is a strategy on the key



resources aspect where in this aspect it is necessary to optimize
the available resources to develop Blora batik diversification
in the form of Blora's cultural philosophy itself, as a source of
inspiration for Batik motifs that maintain the characteristics of
local wisdom and the uniqueness of Blora batik. While the
fourth strategy is a strategy on the key partners aspect where
key partners that need to be optimized are with stakeholders
which include the Government consisting of the Regional
Government of Blora Regency itself, the Department of Trade,
Cooperatives and SMEs of Blora Regency, the Education
Office of Blora Regency, Bappeda, the Investment Office. and
One Stop Service for Blora Regency. The contribution of this
research is that it can be input for the government and other
stakeholders to be involved in efforts to promote local
businesses that can raise local potential and wisdom so that
they can become a leading sector for the community's
economy. In addition, batik entrepreneurs can also exchange
information and experiences to jointly develop Blora batik
SMEs.

The limitation of this research is the focus of research on
UMKM Batik Blora. In addition, the limitations of this study
are also limited to the scope of the analysis of the business
model canvas which only focuses on product diversification
based on local wisdom. For further research, it can expand the
focus of research on batik SMEs in several areas that are batik
centers in Indonesia which have their own uniqueness and
characteristics. In addition, it is recommended for further
research to analyze the business model canvas based on
current market conditions by considering digital developments
in the industrial era 4.0.
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