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The right business model is very important to enhance business performance
nowadays. This business model training, facilitated by the entrepreneurs’
community under the auspices of the Catholic Church of St. Bartolomeus
Paroki Taman Galaxy Bekasi, aims to raise awareness and utilize the
application of the Business Model Canvas (BMC). The activity was carried out
through material presentation, discussions, and question-and-answer sessions,
as well as direct practice regarding the use and identification of BMC
components. This activity was conducted directly in the Paroki Hall, with 62
participants from various business backgrounds, and took place from 9:00 a.m.
to 2:00 p.m. smoothly. Thus, this activity is crucial for community members, as it
equips them to apply the BMC framework in their respective businesses. A
majority of respondents, almost 60%, find that this activity was useful, relevant,
and applicable to their business. This activity will be followed by other relevant
training materials, specifically on marketing concepts and digital marketing, in

the next meeting session.
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INTRODUCTION

Despite the challenges posed by the Covid-19
pandemic, the MSMEs sector has proven resilient,
continuing fo grow and adapt. According to data
from the Ministry of Cooperatives and Small and
Medium Enterprises in 2021, MSMEs contribute 61.07%
to the national Gross Domestic Product (GDP) of IDR
8,573.89 ftrilion (UKMGO Digital, 2021). Additionally,
based on data from BPS, the number of micro and
small industry companies and the labor force from
2020 to 2022 is presented in Table 1. Although the
number of small businesses decreased from 300,099
unifs in 2020 to 206,605 units in 2021, the figure
increased to 216,359 units in 2022. The same trend is
also seen in the number of workers in the small
industry sector. Meanwhile, for the micro business
sector, the 3-year trend from 2020 to 2022 has shown
continuous growth, despite challenges from the
Covid-19 pandemic. This provides clear evidence
that the MSMEs are one of the key pillars supporting
the Indonesian economy.

Many factors influence the success of MSMEs in
Indonesia. One of these is government support in the
form of improving the quality of MSMEs' supporting
infrastructure, such as the ease of obtaining a
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Business License Number (NIB) through the OSS
(Online Single Submission) system (Ginting et al., 2022;
Billah et al., 2023; Komalasari et al., 2023). In addition,
the natural character of MSMEs is that they quickly
recover from downturns due to effective business
processes that do not require multiple bureaucratic
layers in decision-making (Anggadwita et al., 2021).
Other factors that determine the success of MSMEs
include human resources and networks, particularly
in creating a digital ecosystem (Taan et al., 2023). This
aligns with the potential of Indonesia's digital
economy, which recorded a digital economic value
of $ 77 billion, making it the largest in Southeast Asia.
This figure is significantly greater than Malaysia's,
which reached only 21 billion USD in the same year.
However, Malaysia has a better digital ecosystem.
The number of entrepreneurs in Indonesia is still lower
than in Singapore, with a percentage of 7%, Malaysia
at 5%, Thailand ot 4.5%, and Vietnham at 3.3%
(UKMGO Digital, 2021). The number of Indonesian
entrepreneurs, which was previously 1.6%, rose to 3.47
% of the population in 2021. This figure has broken the
psychological limit of 2%, but has not yet met the
criteria to become a developed country, which
requires a figure of 12-14%.
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Table 1. Number of micro and small industry
companies and workforce 2020-2022 (Badan Pusat
Statistik, 2024)

Year Number of Workforce People
Business Units
Micro Small Micro Small
2020 3.909.718 300.099 6.953.975 2.693.567
2021 3.956.083 206.605 7.304.554 1.804.743
2022 4.122.869 216.359 7.456.942 1.959.837

Some of the data above suggests that the
potential for MSME development in Indonesia
remains largely untapped. The government, through
the Ministry of Finance, even targefs that by 2024, af
least 50% or around 50 million MSMEs have entered
the digital ecosystem, so that assistance is needed fo
create a balanced digital ecosystem from MSMEs
(UKMGO Digital, 2021), where, as of June 2022, as
many as 19.5 milion MSMEs have entered the digital
ecosystem. From this, it will be evident that the
increasing role of MSMEs in the economy is
significantly influenced by their ability to identify key
success factors and enhance the competitiveness of
MSMEs (Hendrawan et al., 2022).

It is also worth noting that not all MSMEs in
Indonesia are competitive. Many eventually go out
of business due to their inability fo overcome internal
and external obstacles and challenges. Furthermore,
the average quality of MSMEs in Indonesia remains
below that of other developed countries (Haerana &
Riskasari, 2022). Therefore, it is necessary to adopt a
comprehensive  approach that encompasses
observing, analyzing, and predicting how businesses
or companies achieve a competitive advantage
(Varlina et al., 2023). An approach that can provide
an alternative for MSMEs to achieve a competitive
advantage is the Business Model Canvas (BMC)
concept. BMCis a strategic management framework
that is useful for defining and communicating ideas
and concepts of a business quickly and easily
through filling in nine blocks consisting of: unique
value proposition, customer segment, channel,
customer relationship, revenue stream, key activities,
key resources, key partners, and cost structure
(Osterwalder & Pigneur, 2010). Although the BMC is
widely used across various business levels, ifs
implementation in the field often faces challenges,
particularly when there is a significant gap between
theory and practice (Pepin et al., 2024). Another
challenge in implementing the BMC for medium,
small, and micro enterprises is adapting it to ensure
business sustainability and ease of use, especially
given the diverse backgrounds and contfexts of these
businesses. It is a concern for the government,
business actors, and various related parties to reduce
the problem gap and find solutions fo achieve
national goals.
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With clear business goals and comprehensive
methods, the government still needs support from
various parties to achieve national goals in the field
of entrepreneurship (UKMGO Digital, 2021). One
effort that can be made is fo ensure that
entrepreneurs possess basic competencies and skills
in leadership, supervision, social skills, and
entrepreneurship (Caena & Redecker, 2019). To
achieve this goal, collaboration between various
stakeholders will be easier (Ngongo et al., 2023). A
short-term  solution for fostering collaboration
between business actors and educational institutions,
such as universities, is through Community Service
activities under the Tri Dharma of Education. These
activities allow areas of expertise and knowledge
gained on campus to be shared with communities
and other social groups (Mulyaniapi et al., 2023).

How long have you been doing the
business ?

1-3 years

33% /4 <1year
/ 29%
<1 year
>3 years
M 1-3 years
>3 years

38%

Fig. 1. Trainee's business

The social community groups partnering in the
fraining program are MSME participants under the
auspices of the Sanbarto People's Empowerment
Outlet (GUYUB) of St. Bartholomew Paroki in Taman
Galaxy, Bekasi. The partner representative who
became the contact person for the service team was
Mr. Wawa Santoso, as the chairman of the Guyub
Daily Supervisory Board. The Guyub community is
under the management of the Paroki Priest.
Established in 2021, it currently has 123 active
members with diverse business backgrounds. From
the data collected prior to the activity, it was found
that 38.7% of business actors have been running a
business for more than three years, 29% have been
running a business for between one and three years,
and 32.3% have been running a business for less than
one year (Fig. 1). It is also known that more than 81%
of participants have businesses in the home culinary
field, such as food, drinks, coffee stalls, snacks &
cookies, distilled drinking water and fresh fruits. The
rest are divided into various business fields, such as
tableware 2%, property services 3%, air conditioning
service 1%, tourism agent 2%, employment agency
1%. online shop reseller 2%, household appliances 2%,
HR consultant 1%, ornamental plants 1%, electrical
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appliance shop 1%, and event organizer services 2%
(Fig. 2).

Business Category and Distribution Of The
Participant

property and housing I
consultant I

house hold I

event organizer |1
onlineshop M
5o |

repair and maintenance AC I

culinary

0 20 40 60

Fig. 2. Distribution of participants' businesses

Based on this information, representatives of the
Guyub  community management and the
Community Research and Development Instfitute
held an online preliminary meeting prior to the
implementation of the activities to discuss the most
urgent and necessary needs of the ftraining
participants. Based on the results of the initial survey
of the demographic conditions of the participants, as
well as the results of the discussion of suggestions and
input from the daily management of the Guyub
community, several things were noted, namely:

1. The main challenges faced by entrepreneurs in
Guyub Communities are: short term production
oriented especially in the food and beverage
industry that prefer to focus on daily production,
pricing strategies such as difficulties fo
differentiate price setting in online and offline
platform, marketing problem in defining potential
target market and retention of loyal customer,

and lack of digital marketing skill and
competency of business owners.
2. To address these challenges, the speaker

suggested alternative solutions, such as weekly
production scheduling (similar to frozen food)
instead of just daily scheduling, setting prices that
include shipping costs and advertising expenses
that vary compared to offline platforms, and
identifying potfential and loyal target markets
based on consumer analysis. All these alternative
solutions were being analyzed together using
BMC support. Meanwhile, to address the lack of
digital marketing skills, the speaker
recommended conducting a training session that
focuses on digital marketing.

3. The first meeting will focus on understanding
enfrepreneurial conceptfs using the Business
Model Canvas (BMC). The second meeting will be
dedicated to general marketfing strategy, the
third will cover digital marketing, and the fourth
will focus on basic financial management for
MSMEs.
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MATERIALS AND METHODS

The implementation was divided into three
stages as follows. The first is the presentation and
socialization of BMC material, the second is the
question-and-answer discussion stage, and the third
is the training stage, which involves completing BMC
working papers. There are several ways to deliver
material in a training, but the implementation must
be tailored to the organization's specific conditions,
culture, and structure, as well as its fraining needs
(Rohayati & Wulandari, 2017).

At the first stage, which is the presentation and
socialization stage, the team delivered the material
using the lecture method. At the second stage,
during the discussion and training phase, participants
primarily discussed their real challenges and how
BMC can address them. At the third stage, which
involved ftraining and practicing to complete the
given worksheets with the 9 boxes of the BMC,
participants were guided by the presenter. The use of
appropriate methods and tools is expected to
enhance the effectiveness of the fraining and
ultimately increase the active participation of
frainees (Yonarta et al., 2022).

It can be seen from the demographic
distribution of participants that most have
backgrounds in the food business, with businesses of
varying ages. So, from the conditions and needs of
participants who have mapped their needs and
problemes, it is appropriate to bring BMC material to
deepen understanding, identification, and analysis
of business actors in order to increase their
competitive advantage.

RESULTS AND DISCUSSION
The discussion session tries fo identify the main

problem that was discussed at the early sessions of

the activity, which'is :

1. Presentation and socialization of BMC regarding
its unique value proposition, customer segment,
channel, and customer relationship by Mr. Wawa
Santoso, followed by a 30-minute Q&A session.
Presentation of BMC that focuses on optimizing
production fiming to fit most businesses within the
community (food and beverage), analyzing and
calculating the best pricing strategy for online
and offline platforms, which includes additional
costs such as delivery fees and handling fees on
online platforms (Fig. 3). This session also includes
a discussion and analysis of potential and loyal
customers from some audience segments, using
BMC Canvas to market segment and position
each segment for the best possible strategy. This
topic was conducted by Mr. Wawa Santoso, Mrs.
Denta Felli Ananda, and student representatives
who run businesses, including Tjung Fanny
(Begawan Parfume) and Vina (Agate Gift),
followed by a 30-minute question-and-answer
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session. This discussion session is critically

important because it addresses the primary
concern of the participants, which is directly
relevant fo the fopic and materials presented

(Fig. 4).

Fig.4. Discussion and fraining working paper

2. The following session is a group exercise, filed
with each box of BMC, guided by Irma Satyaq,
Deny Septa, and Muwadafick Hidayat. This session
also concluded with a 60-minute closing session,
followed by 15 minutes of questions and answers

(Fig. 5).

Unlque
Value

[} upasition

Fig. 5. BMC discussion

In the first session activities, participants' needs
were also mapped with the material presented,
namely that to achieve a competitive advantage,
the entrepreneurs within the community can first
identify problems using BMC. It aligns with the benefits
of BMC on MSMEs' business development, as
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previously researched by Sanfoso et al. (2024).
Training related to entrepreneurial topics such as
BMC is proven fo increase enfrepreneurial
competence among business actors, increase
awareness of the importance of entrepreneurship,
and the effectiveness of entrepreneurial activities (Ho
et al.,, 2018). By working on their respective BMC
working papers, participants receive guidance on
measuring entrepreneurial orientation and business
mapping, ensuring that the strategic choices made
support the creation of competitive advantages
(Bolton & Lane, 2012).

Table 2. Identification of partner problems and
solutions that can be taken from the service material

No Partner Issues

Solutions Offered

1. There are il
many business
actors who are

Discussion and
identification of BMC in
each box, unique value

oriented to the proposition, customer
short tferm relationship, and
(daily) customer segment

2. Less able to Discussion and
define product identification of BMC for
unigueness each uniue  value
compared to proposition box
similar products

3. Difficulty Discussion and
determining identification  of  the

the right cost
pricing strategy

BMC's cost structure and
revenue streams for each
box.

4. Shortage of Discussion and
production identification of BMC for
labour and each key resource box
capital (human resources and

capital) and revenue
stream.

5. Lack of Discussion and
competence identification of BMC for
in running each channel box, key
digital partner, customer
marketing segment, and customer

relationship.

6. Difficulty Discussion and
identifying identification of BMC for
potential each  channel box,

target markets

customer segment, and
customer relationship

7. Determine the Discussion and
type of service identification of BMC for
to loyal each customer
customers. relaftionship  box and

customer segment

In the second session, where the BMC material

presentation

included

examples from

enfrepreneurial students, it received very good


https://dx.doi.org/10.30656/jpmwp.v9i2.10558

Ananda et al., Jurnal Pengabdian Masyarakat Wikrama Parahita, VVolume 9 Number 2, November 2025: 155-161

DOI: https://dx.doi.org/10.30656/jpmwp.v9i2.10558

aftention with many questions and discussions from
the participants. It is in accordance with research by
Hebles et al. (2019), which states that the
development of enfrepreneurial behavior can be
started from participating in programs and projects
that have methodologies and direct practical
experience in entrepreneurship activities. This activity
tries to provide solutions to solve participants'
problems (Table 2).

The activity went smoothly until the end of the
event, and the participants followed with
enthusiasm. In the final session after the training,
participants were asked to complete an activity
evaluation form, which yielded the following results.
From a total of 62 participants, including those from
the Organizing Committee and the Paroki Council, 56
participants completed the questionnaire and
answered questions related to the training material
and the implementation of the activity. It is evident
that most participants perceived the benefits of BMC
fraining. The material provided was relevant to
business development, and they planned to
implement and follow up on the identification of their
respective BMC working papers (Fig. 6 and Table 3).

Additionally, they were satisfied with the service
activities. Participant feedback is collected in an
open-ended question format to provide more space
for fraining participants to convey their reactions and
the impact of the fraining they participated in. This
finding aligns with the research by van der Winden et
al. (2023), which suggests that feedback from and
among parficipants can enhance understanding of
knowledge by sharing experiences and best
practices.

Some of the feedback, in the form of open-
ended sentences, was provided by participants
regarding the implementation of activities, including
open-ended questions. From the open question in
the questionnaire, we find that almost every one of
the 56 respondents was satisfied with the activity.
Positive feedback indicates that the material was
delivered clearly and understandably, that it was
relevant to the participants' businesses, that it

included a variety of real examples, that the delivery
method used work sheets to allow participants to
immediately apply BMC to their businesses, that if
added insight and network to develop markets and
partners, and that it included information about
digital marketing and community networks.

Benefit to participant, Relevance to field of business,
Presentation Clarity, Participant's Acceptance Level

Dissagree Neutral Agree (4

(2) (3)

35

25
20
15
10

[62]

Very
dissagree

(1)

Very
Agree (5)

Fig. 6. Results of community service activity
evaluation

Some participants who attended college also
found the materials insightful, as not every major,
especially those in technical and natural science-
based programs on their campus, delivers
entrepreneur-related knowledge. There was also a
participant whose business has been running for
more than two decades and find this activity
insightful since he gof new insight about how
packaging could shift customer’s buying decision,
besides the unique value proposition from the
product itself.

During the Q&A session, a few participants who
had identified the BMC components in their business
discussed some challenges in accurately identifying
the meftric. Some issues we have addressed are
highly related to cost, revenue, and pricing strategy.
Specifically, those who distribute their product
through the marketplace inherit high advertising and
commission fees. Consequently, the seller has fo set

Table 3. Recapitulation of Feedback from Participants

Question
BMC training is Relevance of BMC to Planning to apply Participant
Description* beneficial to the the business being run BMC to your satisfaction level
business being run business at BMC
socialization
STS (1) 0 1 0 0
TS (2) 0 0 0 0
N (3) 2 10 7 10
S (4) 23 20 22 23
SS (5) 32 26 28 23

STS = strongly disagree; TS = disagree; N = neutral; S = agree; SS = strongly agree
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different prices for direct offline sales and the
marketplace. To this participant, we recommended
a pricing strategy solution that gives merchants a
light but continuous profit margin by encouraging
repeat orders from their buyers.

Other evaluations on how BMC can help
overcome capital hurdles, we suggested a solution
by joining a community that revolves around funding
support with low interest within the church. Another
issue that has been addressed and evaluated is the
challenge of communicating a distinctive value
proposition to those within the culinary food and
beverage industry. This is particularly challenging due
to the hypercompetitive nature of the industry, with
numerous competitors, and customers can readily
locate substitutes. We suggest offering a
complimentary product variety, fostering service and
relationships with customers after the sale, and
utilizing alternative media to cultivate long-term
relationships with the buyer.

The training revealed that 55 participants felt
satisfied and found the training helpful, 46
participants felt the benefit of the activity and found
it relevant to their business, and 50 participants plan
to apply the details of BMC to their business. There
was a high demand for the discussion session, but
due to time constraints, the discussion was limited to
only four people.

CONCLUSION

The conclusion of this community service from
STIE Trisakti for MSME  in Guyub Community of St.
Bartholomew Paroki Taman Galaxy Bekasi, is that
BMC fraining can be used as an alternative solution
to address challenges and expand business. Due to
the high level of participation in the Q&A session,
there was only one piece of feedback stating that
the length of the training was insufficient because
participants had requested a longer discussion
session, yet had to take turns with other participants.
A recommended follow-up is fo proceed with the
next tfraining session before December 2025, as
discussed in the initial agenda, focusing on post
materials related to BMC, from which the discussion
mainly discusses marketing and digital marketing

fraining for the entrepreneur in the Guyub
community.
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