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Abstract: This study aims to analyze the effectiveness of product promotion within the
framework of the Business Model Canvas for the fruit jelly business in Medan. The study
involved three respondents, all of whom are fruit jelly business owners in Medan. This
research employs a descriptive qualitative approach through interviews and surveys with
consumers and business owners in the fruit jelly industry in Medan. The findings indicate
that promotional elements in the Business Model Canvas, such as distribution channels,
customer segmentation, and value propositions, have a significant impact on consumers'
purchasing decisions. Understanding the effectiveness of each promotional element helps
business owners design more targeted strategies to attract consumer interest in the local
market.
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Introduction

One of the driving factors of Indonesia's economic growth is the local economic sector
driven by entrepreneurs. Many business actors feel the increasingly rapid and tight business
development, especially small and medium enterprises (SMESs), which require their ability to
allocate and manage all resources efficiently (Panggabean et al., 2018) .

In an increasingly competitive business world, an effective promotional strategy is one
of the main keys to attracting consumer attention and increasing sales. Well-planned
promotions not only help introduce products but also strengthen brand positions amidst
market competition. On the other hand, the use of planning tools such as the Business Model
Canvas (BMC) has become one of the popular approaches to designing a structured business
strategy.

Marketing communication, also known as promotion, is the process of conveying useful
information about a company or product with the aim of influencing potential buyers
(Mulyana, 2019) . Promotion is an activity in the field of marketing that involves
communication between business people and consumers. This activity aims to convey
information, persuade, and influence perceptions about the products and services offered.

The main goal of promotion is to influence consumers in decision making, so that it can
increase sales volume. In the promotion process, we not only focus on conveying
information, but also try to create an atmosphere that arouses consumer interest, so that they
are encouraged to choose and have the products offered (Syahputra, 2019) . Promotion
should not stop at the stage of introducing the product to consumers. The next important step
is to make efforts to influence them, so that consumers not only feel happy, but are also
encouraged to buy the product (Tarudin, 2015) .

Business Model Canvas, developed by Alexander Osterwalder and Yves Pigneur, is a
business model that is visualized like a painting canvas. Currently, many business people are
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trying to use it further. Indeed, of the various business models that exist, this is the most
unique (Pravitasi, 2013) .

Business Model Canvas is a business model creation tool that is now very popular in the
world of entrepreneurship because of its ability to more easily draw important components
of a business model on one canvas sheet. One of the advantages of BMC is its ease of
changing business models quickly and seeing the implications of changing an element on
other business elements (Jingga, 2020) .

Fruit jelly business in Medan City has a large market potential due to the high public
interest in healthy fruit-based snacks. However, to be able to compete in an increasingly
dynamic market, business actors need to continue to innovate, both in terms of products and
marketing strategies. In addition to offering a delicious and refreshing taste, fruit jelly also
needs to have other added values, such as high nutritional content, attractive packaging, or a
unique product concept.

The challenge of designing the right and effective promotion is often an obstacle for
small business actors. Promotion is not only about conveying product information, but also
must be able to differentiate products from competitors and create engagement with
consumers. Therefore, this article aims to analyze the effectiveness of product promotion
within the Business Model Canvas framework in fruit jelly businesses in Medan City, with a
focus on the aspects of innovation and creativity. This study is expected to provide a way to
implement innovative promotional strategies using the business model canvas framework.

The purpose of the literature in this study is to understand the basic concept of Business
Model Canvas as a framework in designing product promotion strategies in micro, small and
medium enterprises (MSMES). In addition, this study aims to identify innovative promotion
strategies implemented by fruit jelly businesses in Medan City, especially in the context of
utilizing Business Model Canvas elements.

This study also analyzes the effectiveness of the implementation of promotional
strategies designed using the Business Model Canvas to increase sales and brand awareness
of fruit jelly products. Furthermore, this study is expected to provide insight into how a
qualitative approach can be used in evaluating the implementation of business strategies in
the MSME sector.

Literature Review

Research on the effectiveness of product promotion has been a topic of interest to many
academics and business practitioners over the past few decades. Previous studies have
highlighted the importance of promotion as one of the main elements in the marketing mix
that plays a significant role in building brand awareness, influencing consumer purchasing
decisions, and increasing sales. (Kotler, P., & Keller, 2016) explained that an effective
promotional strategy can create strong communication between companies and consumers,
which ultimately strengthens customer loyalty and encourages repeat purchases. However,
with the ever-evolving market dynamics, companies are faced with the challenge of
designing promotional strategies that are relevant to modern consumer behavior that is
increasingly influenced by digital technology.

The Business Model Canvas (BMC) approach has become a popular strategic tool in
designing, analyzing, and developing business models. BMC allows business actors to
visualize nine important elements of a business, such as value proposition, customer
segments, distribution channels, and customer relationships, thereby creating a holistic
understanding of business operations (Osterwalder, A., & Pigneur, 2010) . Several studies
have shown that the application of BMC can increase efficiency and innovation in business
strategy. Timmons, Spinelli, and Bygrave (2011) suggest that BMC helps companies
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identify new opportunities in the market, create competitive advantages, and develop more
sustainable business strategies.

In the food and beverage business world, this approach is increasingly relevant because
it helps business actors to understand the various needs of different consumers. A study by
(Zott, C., & Amit, 2010) revealed that BMC is very effective in helping small and medium
enterprises (SMESs) to adapt their strategies to changing market trends, including the use of
digital technology in operations and marketing.

In the food and beverage industry, especially small businesses such as fruit jelly
products, consumer preferences are a very important factor. Research by (Lee, JH, &
Hwang, 2015) shows that elements such as taste, texture, nutritional content, and price have
a significant influence on consumer purchasing decisions. In addition, strong branding and
promotional strategies can increase the appeal of products in a competitive market.

The role of social media in promoting food products has been widely highlighted in
research. (Chaffey, 2017) highlighted that digital marketing through platforms such as
Instagram and Whatsapp can increase consumer reach, especially among the younger
generation. The use of attractive visual content, customer testimonials, and interactive
promotional campaigns are the keys to success in utilizing social media for marketing.

Although many studies have discussed the effectiveness of digital promotion and BMC
approaches in general, there is still a gap in the literature regarding the implementation of
innovative promotional strategies in the context of local businesses, such as fruit jelly
businesses in Medan. Previous studies tend to focus on global or national perspectives
without considering local factors, such as organizational culture, local consumer
preferences, and specific market dynamics.

This study aims to fill this gap by exploring how a fruit jelly business in Medan
implements innovative promotional strategies using the BMC framework. The main focus is
on how BMC elements, such as distribution channels and customer relationships, are
integrated with digital promotional approaches to achieve success in the local market. By
paying special attention to the cultural, social, and economic dynamics of Medan, this study
is expected to provide significant contributions to understanding the influence of local
context on strategic decision making in business.

Through this approach, this study not only provides insight into promotional practices in
small businesses, but also enriches the literature on the application of BMC on a local scale.
The results of the study are expected to be a reference for small business actors in the food
and beverage sector, especially in Indonesia, in developing more effective and innovative
business strategies according to local market characteristics. This study can also be a basis
for further studies that examine more deeply the integration between the BMC approach,
digital technology, and product promotion in small businesses in various other regions.

Method

In this study, the methodology applied is a descriptive qualitative approach, which
aims to examine the effectiveness of product promotion in the context of Business Model
Canvas on fruit jelly businesses in Medan City. Fruit jelly business owners in the area
became the main respondents in this study. Data were obtained through in-depth interviews
with business owners, to explore understanding related to the promotional strategies
implemented, the challenges they face, and the opportunities that exist according to the
elements in the Business Model Canvas.

In addition to interviews, additional documentation such as social media content
analysis, sales records, and promotional activity reports were also used as supporting data.
The collected data was then analyzed using a thematic analysis approach, where key themes
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such as distribution channels, customer segmentation, and product value were identified.
The results of the analysis were then linked to the elements in the Business Model Canvas,
in order to explore the interactions between elements that can strengthen the effectiveness of
the business promotion.

Results and Discussion

The fruit jelly business studied is one of the MSMEs located in Medan City, with a
focus on offering fresh and healthy natural products. Based on interviews with the business
owner, this MSME started its operations with the aim of providing alternative snacks made
from natural fruit without preservatives. The main market segments targeted are the younger
generation and families, especially those who have a high awareness of a healthy lifestyle.

To reach the target market more effectively, business owners use the Business Model
Canvas framework as a strategic guide, especially in terms of promotion. This framework
facilitates business owners in understanding market needs and designing strategies that are
in line with the values their products want to offer.

The results of the study revealed that two key elements in the Business Model Canvas,
namely Customer Segment and Value Proposition, have a significant role in the
effectiveness of this business's promotional strategy. In terms of Customer Segment, this
business targets consumers who are active on social media such as Instagram and Whatsapp.
Social media was chosen as the main channel because of its high ability to attract the
attention of the younger generation who are highly engaged with digital platforms. The
promotional content that was prepared, including photos of the fruit jelly making process
and reviews from customers, was designed with creativity to attract the audience.

This approach has proven to be successful in increasing engagement and building brand
awareness among the target market. Because In today's era, increasingly tight competition
encourages entrepreneurs to be more creative and innovative in marketing their products.
One effective way is through the use of social media, which offers great opportunities to
reach more consumers (Oetama et al., 2023) . The use of technology brings major changes
in many areas of human life, including business (Afandi et al., 2022) . Below are some
pictures of Medan City Fruit Jelly products.

A

Gambar 1. Proses pembuatan dan pemasaran jelly buah

In marketing communications, there are various complementary elements, one of which
is promotion. The main purpose of promotional activities is to increase public knowledge
about the products offered. The more people know about the product, the greater the
potential for increasing sales. A key element in promotion is creating an effective persuasive
message, so that it can attract the attention of consumers. An effective message will be able
to convey the purpose of the promotion clearly and attract the interest of the audience
(Puspitarini & Nuraeni, 2019) .
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On the other hand, the Value Propositions element is the main foundation in building
product appeal. This fruit jelly product offers uniqueness in the form of using fresh fruit
without preservatives and environmentally friendly packaging. In its promotional strategy,
this business emphasizes the main message of health, freshness, and concern for the
environment.

This is an added value that differentiates their products from other competitors in the
market. This message not only attracts customers' attention but also creates a deep emotional
bond between the brand and consumers, especially amidst the increasing public awareness
of sustainability issues and healthy lifestyles.

Promotion is done through a combination of channels, namely social media and word of
mouth. Social media is used to reach a wider audience, while word of moth serves to
introduce products directly to people in the local community. Word of mouth is a form of
communication between individuals, where information about a product, service, or brand is
conveyed non-commercially between the message source and the recipient (Paputungan et
al., 2018).

Almost all communication between humans takes place through oral interaction. This
process involves conversation, exchange of ideas, and the delivery of information that is
done directly. In the context of word of mouth communication, consumers' search for
information about products or services also occurs very often (Hermawan, 2017) .

With such promotions, the business is able to build a more personal relationship with
customers while providing a direct experience of trying the product. Additional strategies
such as offering discounts on first purchases or promotions for savings packages are also
effective ways to attract new consumers.

However, behind the success of this promotional strategy, there are several challenges
faced by the fruit jelly business. The main challenge is consistency in producing creative
content on social media. With so many competitors in the same industry, this business must
continue to innovate in creating interesting content to stay relevant and competitive.

In addition, limited promotional budget is an obstacle to conducting wider marketing.
To overcome this, business owners utilize a collaboration strategy with local influencers
who have similar audiences. This collaboration not only increases product exposure but also
strengthens the brand image in the eyes of customers. In addition, photo and video contests
on social media are also held to encourage customer engagement, which indirectly becomes
part of a community-based marketing strategy.

Overall, the implementation of the Business Model Canvas has proven to help this
business in developing a more targeted and effective promotional strategy. Through this
approach, business owners are able to better understand customer needs and preferences, so
they can design appropriate promotions. The results of this study also strengthen the
findings of previous studies which show that the Business Model Canvas is a very useful
tool for MSMEs in increasing business competitiveness and sustainability. The
implementation of this framework not only has a positive impact on increasing sales, but
also helps this fruit jelly business build long-term relationships with their customers.

Conclusion

This study shows that the application of the Business Model Canvas (BMC) framework
can be an effective tool in designing innovative promotional strategies for small and medium
enterprises (SMEs), especially in a local context such as the fruit jelly business in Medan
City. By utilizing BMC elements, such as Customer Segments and Value Propositions, this
fruit jelly business is able to understand market needs while creating relevant value for their
consumers.
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The research results highlight the importance of utilizing social media as a primary
channel in reaching consumers, especially the younger generation who are digitally active.
Creative promotional content, such as customer reviews and engaging visual campaigns, can
increase brand awareness while building emotional connections with consumers. In addition,
the added value of the product in the form of the use of natural ingredients, environmentally
friendly packaging, and promotion of health messages are differentiating factors that
strengthen the product's appeal in a competitive market.

Although this strategy has proven to be effective, challenges such as limited
promotional budget and consistency in creating creative content remain obstacles that must
be overcome. To overcome these obstacles, collaboration with local influencers and
community-based promotional strategies, such as social media contests, are solutions that
help these businesses stay relevant and competitive.

Overall, this study confirms that BMC is a very useful framework for SMEs in
developing targeted and sustainable promotional strategies. In addition to supporting
increased sales, this approach also helps small businesses build long-term relationships with
customers. These findings are expected to be a reference for other business actors in
implementing innovative promotional strategies that are in accordance with the
characteristics of their local markets.
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