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Abstract

Background: Business model changes have far-reaching implications for overall company 
performance, including social and environmental aspects. Business Model Canvas (BMC) is often 
used as a framework for designing business models. However, the concept of sustainability involving 
social and environmental aspects is often not fully integrated into using BMC. In other words, BMC 
tends to focus more on economic aspects alone. Urban studies have dominated research on business 
and entrepreneurship. Studies on rural entrepreneurship, especially in developing countries, are 
still minimal, with 78% (10 documents) of journal article publications in 2021 dominated by social 
sciences (26%), business, management, accounting (19%), and agriculture and biology (7%). In 
addition, there is a research gap in economics, especially regarding the role of women in organic 
farming, although women are more often involved in organic farming than men.
Purpose: This research uses the Business Model Canvas for Sustainability (BMCS) to develop a 
business model centered on village-based sustainability issues, specifically focusing on the Mekar 
Sari Women Farmers Group (WFG) in Bogor, Indonesia.
Design/methodology/approach: The research was conducted in Neglasari Village, Bogor District, 
West Java, Indonesia. The research was conducted for 3 months for one case study from July 
to September 2024. The sampling technique used was purposive sampling with a descriptive-
qualitative approach. The research used primary and secondary data from literature studies, field 
observations, and interviews with 20 respondents selected based on the criteria set. It was then 
analyzed with the business unit's BMCS framework, the results of which were used to identify the 
10 main elements of BMCS.
Finding/Result: The results showed that the Mekar Sari Women Farmers Group business had 
implemented most of the BMCS components. Elements identified include vision and mission, 
value propositions, customer segments, competitors, stakeholders, revenue model, key resources, 
key activities, key partnerships, and cost structures. 
Conclusions: Based on the identification of the business model currently implemented by WFG 
Mekar Sari, it shows that WFG has constraints on market competition, customer segments, and key 
partnerships that affect the revenue model of Mekar Sari's WFG organic vegetable business. To 
improve business performance, WFG Mekar Sari needs to adopt a sustainable business strategy for 
its future business development.
Originality/value (State of the art): This study contributes to developing sustainable business 
models by addressing the gap in integrating sustainability into the BMC framework, especially in 
village-based businesses. This study shows that BMCS is one of the tools that can be considered 
for designing more sustainable businesses.
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INTRODUCTION

A business model serves as a conceptual framework 
that describes the logic behind a business, including 
how it creates value for customers, the company, and 
other stakeholders. The concept of sustainable business, 
known as Business Model Canvas for Sustainability 
(BMCS), was proposed by Tiemann and Fichter in 2016. 
This business model innovation concept integrates the 
three pillars of the sustainability perspective (social, 
environmental, and economic) into a single canvas that 
is increasingly popular and has become a significant 
focus of academic studies. Geissdoerfer et al. (2018), 
who proposed a definition of sustainable business 
models from various literature reviews, concluded that 
value capture refers to transforming a portion of the 
value created for stakeholders into economic value that 
the company can utilize. This framework supports the 
development of sustainable business models, focusing 
on creating shared value for the company, society, and 
the environment while reducing the negative impacts 
of business (Bocken et al. 2016).

New technologies and innovations have triggered 
significant transformations in various business fields. 
The importance of integrating new technologies into 
business operations has prompted businesses to re-
evaluate their strategies, including their implications 
for environmental, social, and economic sustainability 
(Ford and Despeisse, 2016). Business model changes 
have far-reaching implications for overall company 
performance, including social and environmental 
aspects. According to Bocken et al. (2019), research 
explicitly supporting the development of sustainable 
business models still needs to be completed. One of the 
most frequently used tools in designing business models 
is the Business Model Canvas (BMC), introduced by 
Osterwalder and Euchner in 2010. The Business Model 
Canvas is a popular tool for designing business models, 
but it does not emphasize sustainability, primarily 
social and environmental aspects. While it effectively 
analyzes economic aspects (cost structure and revenue 
streams), it needs to integrate social and environmental 
aspects that are increasingly important in today's 
business world. In other words, BMC tends to focus 
more on economic aspects alone. According to Cardeal 
et al. (2020), until now, there has been a lack of a 
standardized approach to integrating environmental and 
social dimensions comprehensively into the Business 
Model Canvas (BMC) framework; the application of 
BMC in the context of sustainability (BMCS) is an 

innovation that offers a new perspective in analyzing and 
designing sustainable business models.

In 2016, Tiemann and Fichter introduced a new business 
model concept with a sustainability perspective known as 
the Business Model Canvas for Sustainability (BMCS). 
The development of this business model canvas lies 
in the addition of elements related to sustainability, 
such as ecological and social costs and revenues, as 
well as consideration of vision, mission, competitors, 
and stakeholders, and combining customer segments, 
channels, and customer relationships into a single 
element, namely "customer." Several researchers have 
proposed modifications to the Business Model Canvas 
(BMC) regarding the business model canvas concept. 
Osterwalder and Euchner (2019) again suggested the 
addition of ecological and social cost and revenue 
elements. Upward and Jones (2016) enriched the BMC 
concept with four stakeholder perspectives: product, 
process, and measurement, as well as new elements 
such as biophysical stocks. Then Joyce and Paquin 
(2016) proposed a three-layer business model canvas 
that separates the economic, environmental, and social 
dimensions while maintaining the internal coherence 
of the business model. These efforts show a consensus 
that the BMC needs to be developed to accommodate the 
complexity of sustainability issues in today's business 
world.

Over the past few years, studies on business or 
entrepreneurship have focused more on urban areas, 
with in-depth analysis of business creation processes, 
business models, and value (Pato and Teixeira, 2016). 
However, studies on rural entrepreneurship, especially 
in developing countries, are still minimal. Data from 
2021 shows that 78% (10 documents) of publications are 
journal articles, dominated by the fields of social science 
(26%), business, management, accounting (19%), and 
agriculture and biology (7%) (Tabares et al. 2022). Rural 
entrepreneurship has excellent potential to reduce poverty 
and inequality and promote sustainable development, 
especially for women in rural areas (Akinbami et al. 
2019). This statement is also supported by Ball (2020), 
noting that there is a research gap in the economic field, 
especially regarding the role of women in organic farming, 
even though women are more often involved in organic 
farming than men. Thus, more research needs to be done 
to understand the dynamics of rural entrepreneurship or 
business and develop models that fit the rural context. 
One business that is currently growing in rural areas is 
organic farming (Mishra et al. 2019).
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METHODS

The research was conducted in Neglasari Village, 
Dramaga Sub-district, Bogor District, West Java, 
Indonesia. The research was conducted for 3 months 
for one case study from July to September 2024. The 
selection of case studies was based on the amount of 
organic vegetable production in several villages in 
Bogor Regency with small-scale farmers in rural areas.
The research method used is a descriptive method with 
a qualitative approach. This study’s sample selection 
of respondents used a purposive sampling method of 
20 respondents. The sample consists of 17 farmers 
who are prominent members of Mekar Sari’s WFG, 
one respondent who is the Head of the OKE FARM, 
and two respondents from the government, namely 
the Village Head and Secretary of Neglasari Village. 
The selection of respondents is based on criteria that 
consider their expertise and experience in organic 
farming and their role as stakeholders who are directly 
involved in the organic vegetable business, especially 
in vegetable cultivation in Mekar Sari’s WFG. The data 
collected consisted of primary data obtained through in-
depth interviews to explore in-depth information from 
individual perspectives, focus group discussions (FGD) 
to obtain collective perspectives, and direct observation 
to observe practices in the field. Meanwhile, secondary 
data was obtained from various sources, such as the 
Badan Pusat Statistik (BPS), the agriculture office, the 
village office, WFG internal documents, and related 
scientific journals.

The data collection techniques used were triangulated, 
combining several data collection techniques (Figure 
1). The first interview was conducted with the head of 
WFG, Mekar Sari, to obtain an overview of the current 
situation and challenges. In addition, interviews were 
conducted using the BMCS script and open-ended 
questions for board members, long-time partners, and 
customers to gain a more comprehensive understanding 
of the business model and the application of the 
sustainable business model concept.

The analysis technique used in designing this business 
model will refer to the book Developing Business 
Models with the Sustainable Business Canvas: Manual 
for Conducting Workshops, designed by Tiemann and 
Fichter (2016). BMCS is a strategic management tool 
designed to formulate a company’s business model 
by considering sustainability aspects in one canvas. 
This framework has been chosen as the primary 

Organic farming, which relies on environmentally 
friendly cultivation practices, offers a more sustainable 
alternative to conventional farming (Sapbamrer and 
Thammachai, 2021). With the increasing public 
awareness of a healthy lifestyle, the demand for organic 
agricultural products, especially vegetable products, 
is increasing daily (Fausiah et al. 2021). Based on 
data from the Aliansi Organik Indonesia (2020), the 
total organic farmland in Indonesia in 2018 reached 
251,630.98 hectares, of which 122,01 hectares were 
used for organic vegetable cultivation. Research shows 
that consumers trust organic products more because 
they are safer to consume and positively impact the 
environment (Nguyen et al. 2019). Nonetheless, 
the development of organic farming, especially at 
the village level, still faces various challenges. For 
example, the Mekar Sari Women Farmers Group (WFG) 
is experiencing challenges in increasing productivity 
and market stability.   Data obtained based on field 
observations show that in 2020-2021, the productivity 
of organic vegetables at WFG Mekar Sari reached a high 
point of around 280 kg, while the lowest production 
was around 43 kg. The average yield has decreased 
by 84% in recent years, which is caused by market 
changes due to the Covid-19 pandemic. In addition, 
market instability remains uncertain, with fluctuating 
vegetable prices leading to a 57% to 90% decrease in 
farmers' income compared to the previous four years. 
To overcome these obstacles, applying Business Model 
Canvas for Sustainability (BMCS) can be an effective 
solution. It can help farmer groups identify business 
opportunities, manage risks, and develop sustainable 
strategies to improve competitiveness and the welfare 
of village communities.

Based on previous research, sustainable business 
models are essential and have yet to be widely applied 
at the village scale, especially among women farmer 
groups. This research proposes to implement the 
BMCS framework to analyze the existing business 
model of Mekar Sari’s WFG as a business that focuses 
on sustainability. This research aims to provide a clear 
picture of the current business model implemented by 
Mekar Sari’s WFG and identify the main obstacles 
faced in running the business model so that it can be the 
basis for designing a sustainable development strategy.



Indonesian Journal of Business and Entrepreneurship, Vol. 3 No. 2, May 2017322

P-ISSN: 2407-5434  E-ISSN: 2407-7321

Accredited by Ministry of RTHE Number 32a/E/KPT/2017

Indonesian Journal of Business and Entrepreneurship, 
Vol. 11 No. 2, May 2025

of this analysis are then used to identify the 10 main 
elements of BMCS (Figure 2).

Using the Business Model Canvas for Sustainability 
(BMCS), this study analyzes each component of the 
WFG business model in depth. The discussion of this 
research is divided into two parts: A description of 
WFG’s profile and business processes and an analysis 
of the visual representation of the BMCS.

RESULTS

The results of this research discussion use Business 
Model Canvas for Sustainability (BMCS) analysis. 
The data processed by BMCS analysis is primary 
data obtained from direct interviews with farmer 
respondents, village heads, village secretaries of 
Neglasari, and previous business partners using 
questionnaire tools. The following are the results of 
data processing using BMCS components.

foundation for facilitating the design process, analysis 
of sustainability concepts, and organizational business 
activities.

This research began focusing on WFG Mekar Sari, 
the study object. This case study focuses on a rural 
vegetable business with growth potential. Mekar Sari’s 
WFG, which operates in the organic farming sector, was 
chosen as the research object because it faces common 
challenges of organic farming groups in Indonesia, 
such as price fluctuations, market limitations, and lack 
of external support. These conditions make it relevant 
to analyze in the context of sustainable business 
model development. The research was carried out 
through three main approaches: literature study, field 
observation, and interviews to understand the business’s 
conditions. Once the data is collected, the next step 
is to analyze the existing business model using the 
BMCS framework. This analysis evaluates how current 
business models have integrated sustainability aspects 
in practice, especially at the village level. The results 

Figure 1. Research framework

Figure 2. Business Model Canvas for Sustainability (BMCS) (Tiemann and Fichter, 2016)

Mekar Sari WFG

Study Literature Field Observation Interview

Existing Business Model Analysis by 
BMCS 

Identification of 10 BMCS Elements
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synthetic chemicals. The results of the interview with 
the head of the Women Farmers Group (WFG) Mekar 
Sari show that the organic vegetable cultivation process 
carried out by WFG Mekar Sari includes the stages 
of land preparation, seeding, planting, maintenance, 
harvesting, post-harvest, and distribution. WFG Mekar 
Sari successfully produces organic vegetables with an 
average of 200-300 kg per month, including various 
types of vegetables such as kailan, katuk, papaya 
flowers, and various other types of leaf vegetables. 
The produce is distributed mainly to the distribution 
partner, OKE FARM. 

In early 2022, the Mekar Sari Women Farmers 
Group (WFG) experienced a significant decline in 
the production and sales of organic vegetables. This 
was due to the impact of the pandemic that disrupted 
business management, especially in distribution. 
Other challenges faced include fluctuations in market 
demand, contract termination with business partners, 
and over-reliance on a single partner (OKE FARM) as 
a marketing channel. WFG Mekar Sari is working hard 
to recover its organic vegetable business. However, 
the main obstacles faced are limited markets and low 
selling prices. As an adaptation effort, WFG members 
now focus more on vegetable cultivation on their land 
with a smaller production scale. WFG Mekar Sari's 
marketing strategy has also changed. Their products 
are mainly sold to middlemen at much lower prices. 
The drastic drop in selling prices has harmed farmers' 
income. 

Identification of BMCS (Business Model Canvas for 
Sustainability) Existing Conditions in the Organic 
Vegetable Business WFG Mekar Sari

Identifying existing business models using the Business 
Model Canvas for Sustainability (BMCS) approach is 
a crucial first step in understanding current business 
operations. Through BMCS mapping, various aspects 
of the business can be comprehensively analyzed, 
including opportunities, strengths, weaknesses, and 
threats. According to Canestrino et al. (2019), by 
adapting the Business Model Canvas (BMC), it can 
develop a BMCS that allows the identification of 
critical factors to create social value. The identification 
of organic vegetable BMCS at WFG Mekar Sari can be 
illustrated in Figure 3.

Overview of the Profile and Business Processes of 
Mekar Sari Women Farmers Group, Neglasari 
Village 

Mekar Sari Women Farmers Group was established in 
2012 as a learning class to become a forum for learning, 
cooperation, and production for its members. WFG 
Mekar Sari has 20 members and initially focuses on 
agricultural activities. This group was formed through 
the initiative of the Human Initiative in collaboration 
with PT Paragon Technology and Innovation in the 
village community empowerment program. Over 
time, WFG Mekar Sari has developed both in business 
scale and organizational structure. The business 
activities carried out by WFG Mekar Sari are in line 
with Sustainable Development Goals (SDGs) numbers 
5 and 8. The main goals of the SDGs are to achieve 
social welfare, economic growth, and environmental 
sustainability (Sjaf et al. 2021).

In 2019, the Mekar Sari Women Farmers Group 
started organic farming activities with a focus on leaf 
vegetables (kailan, kale, lettuce, pakcoy, spinach, 
knicker), fruit vegetables (cayenne pepper, tomatoes), 
and grains (soybeans, beans, eggplant). Besides 
producing fresh vegetables, WFG Mekar Sari also does 
further processing into processed products such as 
organic tempeh, organic salad, ready-to-eat vegetables, 
and organic spinach chips. To expand marketing, 
WFG Mekar Sari collaborates with OKE FARM as 
a distribution partner by utilizing home yard land for 
distribution activities and product packaging houses. 
WFG Mekar Sari also received support from ICTS 
through the Human Initiative through training for 
trainers (ToT) in smart organic farming. This training 
aims to increase the capacity of group members to 
manage post-harvest organic agricultural products and 
organic vegetable cultivation techniques. In addition 
to training, WFG Mekar Sari also received financial 
assistance by planting gutters and business capital 
to support its business development. According to 
Oktavia and Saharuddin (2015), the programs designed 
by stakeholders aim to improve the ability of farmers' 
human resources to manage technical and business 
aspects of agriculture. 

The cultivation of organic vegetables by WFG Mekar 
Sari entirely relies on natural ingredients without 
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The vision is to be the main driver in realizing independent and prosperous villages through sustainable rural-based 
agriculture. The mission is to revitalize agriculture and encourage rural-based development to increase the competitiveness 
of the regional economy.

- Middlemen/
   collectors
- Local farmers 

-Vegetable 
  cultivation
- Process production
- Non-technical 
   activities

- Healthy and hygienic 
   vegetables
- No pesticides
- Affordable price
- Diverse organic 
   products

- Physical asset 
- Brand/merk 
- Human resources

- Collecting traders/
   middlemen
- Neighbour, 
   Individual buyer
- Farmer group 
   association 

- Vegetables labeled 
   organic
- Traditional market
- Supermarket/
   convenience store

- Distribution 
   partners
- Government 
- Consumers
- Academics/
  Experts

- Production cost (fixed cost)
- Labor cost (variable cost) 

- Direct product sales
- Product innovation

Figure 3. WFG Mekar Sari’s current business model

BMCS enables businesses like WFG Mekar Sari 
to operate efficiently, effectively, and sustainably. 
As such, the company can identify aspects that need 
improvement and take appropriate action to achieve 
its business goals. The following is an explanation and 
content of each of the 10 BMCS elements:

Vision and Mission (VM)

Vision and mission are essential for every company. 
Both are guidelines for all members/teams to move in 
the same direction towards the same goal and are the 
key to the company’s success in achieving sustainable 
growth. This aligns with research by Contreras et al. 
(2022), who asserted that vision, mission, and corporate 
values are critical components in building competitive 
advantage and encouraging all organization members 
to work together to achieve the company’s strategic 
goals.

Value Proposition (VP)

The term “value proposition” or “unique selling 
point” of a product or service refers to the statement 
of reasons why customers should use a particular good 
or service, as well as the benefits that customers will 
get from a product or service. This value proposition 
is the basis for companies to differentiate themselves 
from competitors and attract consumers. According to 
Wulandari et al. (2019), a value proposition is a critical 
element in the success of a business model. This 
value proposition reflects the four main principles of 
WFG Mekar Sari’s business, as seen in Table 1. The 
proportion of business value that WFG Mekar Sari 
has is not only offering products but also providing 
solutions for consumers looking for healthy and quality 
food at affordable prices. 
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Table 1. WFG Mekar Sari’s business value proposition
VP Element Description
Healthy and hygienic 
vegetables

WFG Mekar Sari prioritizes product quality by ensuring that the vegetables produced are fresh, 
clean, and safe for consumption.

No pesticides WFG Mekar Sari contributes to sustainable agriculture by avoiding chemical pesticides and 
providing healthier consumer alternatives.

Affordable price WFG Mekar Sari is committed to making its products accessible by offering competitive prices.
Diverse organic 
products

WFG Mekar Sari provides various innovative vegetable products to meet consumers' diverse 
preferences and nutritional needs.

obstacle for WFG Mekar Sari in increasing product 
competitiveness in an increasingly competitive 
market. This competition is intensified by increasing 
consumer awareness of the importance of organic and 
healthy products. According to Sutarni et al. (2018), 
organic certification is the main determining factor for 
consumers in choosing organic vegetable products.

Stakeholders (SH)

Stakeholders are parties that have an interest in or 
relationship with organizational activities. Stakeholders 
in the organic vegetable business at the Mekar Sari 
Women Farmers Group (WFG) have a crucial role in 
the business’s success. They are individuals, groups, 
or organizations with a direct or indirect interest in the 
sustainability and development of WFG. Some of the 
main stakeholders involved can be seen in Table 2.

Each stakeholder has different interests and different 
levels of influence on WFG. Therefore, WFG needs 
to build good relationships with all stakeholders to 
achieve a common goal: to develop sustainable organic 
farming and benefit all parties involved, directly or 
indirectly. Fauzi et al. (2021) state that stakeholders 
are important in business activities to help develop the 
company’s goals.

Revenue Model (RM)

The revenue model of a business explains how the 
company makes money from its products or services. 
The model includes who pays, what is purchased, and 
how the price is determined. WFG Mekar Sari initially 
adopted a distribution partnership model with OKE 
FARM, which resulted in higher revenue. However, 
since the contract was terminated in 2021, the WFG 
switched to a direct sales model for wholesalers. This 
change in the revenue model significantly impacted 
WFG's income. Based on interviews, previously, with 
larger production volumes and higher prices, income 

Customers Segment (CS)

Businesses will only be able to survive for long with 
potential users to meet consumer needs. Every company, 
including WFG Mekar Sari, must divide the market 
into segments based on consumer characteristics, 
needs, and behavior. 

WFG Mekar Sari’s biggest customers are the traders 
or middlemen who supply the Dramaga market and 
surrounding areas. This segment accounts for more 
than 90% of total sales. In addition, a segment of 
individual buyers consists of residents and farmer group 
members. However, the contribution of this segment 
to total sales is still relatively small, at less than 10%. 
Based on observation, WFG Mekar Sari’s customers 
have diverse and unstable characteristics. Product 
purchases also vary depending on consumer needs. 
According to Herista (2015), each product attribute’s 
level of importance and frequency of use influence 
customer preferences. Based on this description, WFG 
Mekar Sari currently relies heavily on the middlemen 
customer segment, which indicates that the revenue 
stream and business profits are highly dependent on the 
volume of orders from middlemen customers, which 
can jeopardize the sustainability of WFG Mekar Sari’s 
business journey due to the lack of market reach.

Competitors (CP)

Businesses engaged in organic products, such as 
WFG Mekar Sari, operate in a highly competitive 
environment. Traditional markets and supermarkets 
are the main competitors with the same target market, 
namely consumers looking for organic products, and 
offer various advantages, ranging from lower prices 
and ease of access to certified organic products, which 
can attract a broader range of consumers. The biggest 
challenge faced by WFG Mekar Sari is maintaining 
customer loyalty amidst increasingly fierce business 
competition. The need for organic certification is an 
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obtained from the personal capital of WFG members 
and village funds through village-owned enterprises 
(BUMDes) are the main drivers of operations. In 
addition, other critical key resources, namely the brand 
of organic vegetable products, are precious intangible 
assets, as seen in Figure 4.

In the context of WFG, the “Neglasari Farm” brand 
functions as a unique identity that distinguishes the 
products of this farmer group from competitors’ 
products on the market. Brands can be categorized as 
precious intellectual resources. Brands differentiate 
products and increase consumer loyalty, making them 
more likely to choose “Neglasari Farm” products 
over competitors’ products, according to Hidayat 
et al. (2024), emphasizing the importance of brand 
involvement in building consumer loyalty.

Key Activities (KA)

The main key activities carried out by WFG Mekar Sari 
are vegetable farming and production processes. Based 
on the results of interviews and observations, the key 
activities carried out by WFG Mekar Sari are broadly 
divided into two parts, namely technical operational 
activities and non-technical operational activities. The 
key activities of WFG Mekar Sari’s business activities 
can be seen in Table 3.

The success of the WFG-based organic vegetable 
business is highly dependent on the balance between 
non-technical and technical operational activities. 
The main activities of WFG Mekar Sari are limited 
to the production process and include direct product 
marketing to customers. According to Kamil et al. 
(2024), by identifying key activities, WFG can be 
more effective in allocating resources and achieving its 
business goals.

per farmer could reach IDR 350.000 to 3 million per 
month. After switching to wholesalers, the production 
volume decreased drastically, and the selling price 
was also lower, so the income per farmer dropped 
to around IDR 150.000 to IDR 300.000 per month. 
Further analysis shows that the partnership model with 
OKE FARM provides more significant benefits for 
WFG than selling directly to wholesalers. This is due 
to several factors, such as higher production volumes, 
more stable prices, and the possibility of long-term 
agreements. This aligns with research by Nugroho et al. 
(2015) that price influences consumer attitudes towards 
organic products. The pricing mechanism in WFG 
Mekar Sari is flexible and influenced by production 
volume and product type. Prices are often negotiated 
(dynamic pricing) directly with the collectors. The 
payment method commonly used is cash on delivery 
(COD) or cash payment when the goods are received. 
 
Based on the description above, WFG Mekar Sari 
depends on middlemen to market its products. This 
makes farmers’ income very vulnerable to fluctuations 
in production volume and prices offered by middlemen. 
If this condition continues, WFG’s business growth 
will be hampered. 

Key Resources (KR)

Key resources describe the primary resources enabling 
a company to create and offer value propositions, 
reach markets, maintain customer relationships, and 
obtain revenue streams. Based on observations and 
interviews, WFG Mekar Sari’s key resources comprise 
several components. First, there are assets in the form of 
6,000 m² of land and post-harvest processing facilities 
(packing houses). Second, human resources are a very 
vital asset. WFG Mekar Sari relies on local workers 
who are experienced in cultivating and post-harvest 
processing organic products. Third, financial resources 

Table 2. Stakeholders of the organic vegetable business in WFG Mekar Sari
SH Element Description
Distribution partners Play a role in distributing WFG organic vegetable products to consumers. They are interested in 

maintaining product quality and continuity of supply.
Government The government acts as a regulator, facilitator, and investor in organic farming. Government 

policies related to organic farming include certification, incentives, and pesticide regulations.
Consumers Consumers are the final party in the value chain. They have an interest in product quality, safety, 

and price.
Academics/Experts Play a role in developing organic farming technology and providing training to farmers.
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Cost Structure (CS)

Cost structure describes the cost structure incurred by a 
company in operating its business model, creating value 
for customers, maintaining customer relationships, 
and generating revenue streams. The cost structure 
represents the total costs incurred by a company in 
running its business model (Wardana and Sitania, 
2023). Based on the observations and interviews, it is 
known that the cost structures for the business model 
run by WFG Mekar Sari consist of fixed and variable 
costs. Fixed costs are costs that do not change in the 
short term, regardless of the amount of production. In 
the WFG Mekar Sari business model, fixed costs are 
1) monthly agricultural production costs, including 
electricity, water, and depreciation costs for agricultural 
machinery and equipment. Variable costs are costs that 
change according to the level of production. The more 
production, the greater the variable costs, which consist 
of 1) seed costs; the more types and number of plants 
planted, the greater the seed costs incurred. 2) Organic 
pest and disease control costs. 3) Labor costs: labor 
used for planting, maintenance, and harvesting. 4) 
Packaging costs: Costs for product packaging depend 
on how many packs are produced.

Key Partnership (KP)

Key partnerships describe collaborative relationships 
with external parties that provide access to resources, 
networks, or competencies crucial to a business’s 
sustainability and growth. Examples of strategic 
partnerships include networks of suppliers, distributors, 
and other business partners. Based on interviews and 
observations, it is known that key partnerships in the 
WFG Mekar Sari business model still need to establish 
strategic partnerships with external parties. WFG’s 
business activities are still limited to cooperation between 
members and local farmers and involve collectors and 
middlemen as regular consumers. The lack of access to 
information regarding potential business partners and 
understanding of partnership mechanisms have become 
major obstacles to expanding the marketing network. 
According to Pratama and Yuana (2022), this condition 
can threaten business sustainability due to dependence 
on a handful of consumers and limited opportunities to 
develop a broader market.

Table 3. Important activities of the organic vegetable business at WFG Mekar Sari
Technical, operational activities Non-technical operational activities

Organic vegetable cultivation begins with the following: Marketing and sales:
Identification of land potential. Pricing. 
Preparation of production plans. Market search. 
Provision of facilities and infrastructure. Sales. 
Provision of seeds. Capacity development:
The organic vegetable production process begins with the following: Training. 
Land preparation. Product innovation (improve existing product). 
Planting and transplanting seedlings. Institutional management.
Plant care (watering, weeding, fertilizing, pest control). 
Harvest and post-harvest (sorting, cleaning, packaging).

Figure 4. WFG Mekar Sari products
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on expanding the customer segment through digital 
marketing and strategic partnerships with retailers, 
hotels, and restaurants. Strengthening cooperation with 
cooperatives, distributors, and organic communities 
can reduce dependence on middlemen and increase 
income stability. Marketing diversification through 
e-commerce and direct sales is also needed to improve 
competitiveness. Implementation of this strategy 
requires close coordination with stakeholders, with 
success measured by increased market reach, product 
credibility, and bargaining position in the supply chain. 
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