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Abstract
This study aims to examine seasonal products through customer satisfaction so that the stages of product creation can
be found following market desires. The research was conducted using the action research method, considering that
the researcher is also an entrepreneur who runs a business with Doodle Noodle's name. The study was carried out by
creating a business canvas model through the value proposition canvas, followed by the creation of product
prototyping, and evaluating customer satisfaction through a quantitative questionnaire. The research results found that
the value proposition canvas is a tool capable of supporting entrepreneurs before creating products. Where the value
proposition canvas allows entrepreneurs to know the weaknesses and strengths of their resources, furthermore, it is
known that the value proposition canvas provides important information for the creation of new products following
market desires. So that the products created can be accepted by the market well. The results of distributing
questionnaires show that the products created by Doodle Noodle can be well received by consumers, based on the
value of customer satisfaction and consumer acceptance of Doodle Noodle products. This research is particularly
beneficial for entrepreneurs who are starting or updating innovative products. It also provides new views on the
importance of product prototyping to support the process of receiving products to target markets.
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1. Introduction

The food business in Bandung is one of the fastest-growing businesses and can support the regional economy (Utama
and Ratnapuri 2018). According to the Central Bureau of Statistics, the increase in the culinary business in Bandung
is motivated by the rapid progress in science and information technology, which has a positive influence on the tourism
sector in the city of Bandung. The ease of accessing tourism destination data makes tourists interested in visiting and
requires availability to support their trip, one of which is food and drinks (Hikmawati and Alamsyah 2018). The
culinary business in Bandung is considered very promising given the growth in demand for culinary products reaching
ten percent per year. This invites the presence of many new players in the culinary business (Utama and Ratnapuri
2018). The growth in demand for culinary products in Bandung is influenced by several things, such as the breadth of
the culinary product market that always makes people curious (Alamsyah et al. 2018; Limakrisna, Sudarso, and Daryus
2015). Coupled with the geographical structure at an altitude with cold weather, culinary products are always the
choice for consumers to choose (Nurani, Subekti, and Ana 2016). This opprtunities certainly provides new
opportunities covering a company's efforts to innovate and introduce products or services. The demand is for a
business to be one step ahead of its competitors (Alamsyah and Febriani 2020; Novari 2020). However, without
research and product development, a business will find it difficult to compete with its competitors (Bello et al. 2016).
Therefore, the role of research and development in new business is very decisive and needs to be done by culinary
business people. Considering the number of business people who enter the culinary sector is quite high, it requires
continuous innovation to continue to compete in the market.
In Indonesia, noodle products are one of the public's staple foods, especially instant noodles (Herryani, Sinaga, and
Brahmantyo 2016). Based on the National Socio-Economic Survey data in 2018, it is said that the national average
consumption of instant noodles reaches 15 packs per month per household. WorldPanel Indonesia launched the
ranking of brands in the fast-moving consumer goods industry through the Brand Footprint in 2015 (Herryani et al.
2016). In this research, the Indomie brand was ranked first as the brand most frequently purchased by households,
followed by Mie Sedaap in second place (Tian and Slocum 2016). These findings certainly explain the large market
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for noodle products in Indonesia, thus providing new opportunities for entrepreneurs who enter the culinary sector
with this type of noodle (Kreiser et al. 2013). However, noodle products are considered unhealthy, considering that
instant products' content is not beneficial for health when consumed in the long term (Alamsyah et al. 2020; Alamsyah,
Hariyanto, and Rohaeni 2019; Hariyanto and Alamsyah 2019; Hikmawati and Alamsyah 2018). Instant noodles
contain lots of carbohydrates and have a very high sodium content (Farrand et al. 2017). This will negatively impact
health in the long term, such as weight gain, hypertension, diabetes, and even heart disease (Park et al. 2011). Women
who consume instant noodles two or more times a week are at risk of developing metabolic syndrome, which is a
condition that occurs simultaneously, such as increased blood pressure, diabetes, excess fat, and unusual increases in
cholesterol levels (Charles, Ogbolosingha, and Afia 2018). These factors lead to stereotypes about noodle products as
a whole that the noodle products are not healthy. Examining the phenomenon of noodle products, there is an
opportunity to create a new noodle product as an alternative to healthier noodle products.
The culinary business, especially in the noodle product business, needs innovation and development of noodle
products, both in product variations and in new perspectives from consumers (Razak and Othman 2012). This is part
of the company's research and development task on creating healthier noodle products according to the desires of the
target market (Farrand et al. 2017). The thing that is being considered is a consumer behavior that has demanded
healthy products that can be healthy if consumed in the long term (Alamsyah and Syarifuddin 2017). In the sense that
consumer concern for health has increased, which is accompanied by consumer concern for the environment (Charles
et al. 2018). Based on entrepreneurs' problems related to healthy noodle product innovation and consumers' views on
healthy products, this study focuses on evaluating business performance on new products created following market
desires (seasonal product). So, it seems clear that the research position is to assess the actions research of the ongoing
business on the results of research and development performance in creating products. This research certainly has
benefits in providing information for new entrepreneurs who run a business with seasonal products that are adjusted
to market desires to know the impact on business performance.

2. Literature Review

2.1. Research and Development

Research and development are among the most important parts of an organization related to creating new products or
services. Research and development are formed to get product advantages over competitors (Heitor, Horta, and
Mendonça 2014); the company must continue to make new innovative movements. Activities carried out by Research
and development focus on a series of research processes and product development to be made (Welty Peachey et al.
2015). The purpose of research and development is so that companies can launch innovative products or services
optimally (Lavorata 2014). This is related to the performance of the products offered to consumers to be well received,
including the seasonal products currently trending (Tsai et al. 2012). Technology is beneficial in conducting research
where researchers can collect data through the creation of new products (Malhotra 2003). Research can be completed
quickly and effectively with technology. Researchers in the business environment should make the most of and be
very careful in conducting concept and product tests (Procházka and Pelák 2015). This is related to product quality
and product sustainability so that product development can be carried out (Hasibuan 2015). New product development
is the only key factor in gaining a competitive advantage in any business. The current product life cycle can be concise,
so it is considered important for companies to develop new products, especially for seasonal products (Shaw 2012).
New or seasonal product development is more effective organizing and management process that uses less time and
costs for product sales (Malhotra 2003). In fact, seasonal products carried out by companies are a series of activities
starting with market research and ending with the production and sale of products in the market. The new product
development consists of activities whose results are new results or redesigns of products already on the market (Block
et al. 2016). This process consists of creating opportunities, selecting existing opportunities, and implementing them
on the concrete products offered to consumers.

2.2. Business Model Canvas

The business model canvas is one of the tools used by entrepreneurs in starting a business (Ojasalo and Ojasalo 2018).
In this case, the canvas business model can be done when starting a new business, launching new products, or seasonal
products tailored to market desires (Dudin et al. 2015; Toro-Jarrín, Ponce-Jaramillo, and Güemes-Castorena 2016).
So that product offerings can be well received, and the company continues to operate to increase business profits. The
business model canvas has many purposes in its creation, including explaining or describing the company's position
in the business changes that occur to survive and be sustainable (Joyce and Paquin 2016; Keane, Cormican, and
Sheahan 2018). The implementation of the business model canvas is not limited to one type of industry but to all
industries that aim to implement a company or launch a new product (Wallin, Chirumalla, and Thompson 2013). The
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business model canvas is implemented following the company's vision and mission so that business performance can
be achieved optimally. Previous studies have found that through the business model canvas, the business's weaknesses
and strengths can be identified so that it can position the business in market competition (Fitriasari 2020; King, Funk,
and Wilkins 2011). There is nine business model canvas, including customer segment, value proposition, channels,
revenue streams, key resource, customer relationship, key activity, key partnership, and cost structure (Dudin et al.
2015; Keane et al. 2018; Wallin et al. 2013). This study focuses on the value proposition canvas model, which provides
opportunities related to business positions by creating new products according to market desires.

3. Methods

The research method used is action research because the research was conducted on a researcher's business with the
business name Doodle Noodle. In this business, new seasonal products are innovated according to consumer needs.
The purpose of this research is to evaluate the performance of new products through the design thinking stage, namely
from empathy to prototyping. The research variables seem to focus on customer satisfaction as a product evaluation
and value proposition canvas. The research stage began by forming a value proposition canvas, making prototyping,
and evaluating products through customer satisfaction questionnaires. There were 20 consumers whose data was taken
through a quantitative questionnaire. Data from consumers are then processed through weighting and averaging
values.

4. Results and Discussion

Based on the research's objectives and stages, this research begins with making a business model canvas through the
value proposition canvas. The purpose of making a value proposition canvas is to assess the product's market segment
and market position to be created. Followed by evaluation of products that have been created based on prototyping
through customer satisfaction values.

4.1. Development of Business Model Canvas

The first research results from the value proposition canvas, in which there are two main things discussed, namely
products and consumers. The value proposition canvas's main purpose is to measure the products created, namely
seasonal products from Doodle Noodle, according to consumer and market desires. So that the next stage can be
carried out, namely making product prototyping before entering the market. Most previous research stated that the
value proportion canvas is used to enhance existing products or innovate with new products such as seasonal products.
When building the value proposition canvas, the things that are considered when building the value proposition canvas
include customer profile, gains, pains, customer jobs, value map, gains creator, pains relievers, products, and services.
The following in Figure 1 shows the results of making a value proposition canvas tailored to market desires.

Figure 1. Value Proposition Canvas Model
The finding at this stage of research is that a model can be used as an adaptation in creating culinary products such as
noodles. It is known that there are six things on the consumer side regarding gains, jobs, and pains, while on the
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product side, the development consists of products, gain creators, and pain killers. These findings become input and
initial capital before prototyping products are created. Based on the value proposition canvas created based on input
from consumers and research results from research and development, followed by the creation of products that match
the criteria. In this case, Noodle Noodles creates two products, namely Healthy Noodle and Healthy Mentai. Then the
product is sent to consumers to be tested and assessed for customer satisfaction.

4.2. Consumer Satisfaction of Products

In the next stage of the research, questionnaires were distributed to new consumers; 20 consumers were targeted to
evaluate the product's level of satisfaction. After distributing the questionnaires to respondents, the data from the
questionnaires were tabulated, and a frequency was made to assess the result in the form of an average value. There
are six measurement indicators with tabulated results attached to Table 1.
Indicators
Level of like to products
Level of intent to products
Level of consume to products
Level of products attractiveness
Level of satisfactions
Level of products seasonal

Table 1. Survey Score by Scale
Scale 1 Scale 2 Scale 3 Scale 4
0
1
4
11
1
5
7
11
2
12
6
7
0
0
2
6
0
0
5
27
0
0
3
20

Scale 5
17
9
6
25
19
31

Score Survey
4,33
3,67
3,09
4,70
4,03
4,68

Based on the results in Table 1, six assessment survey results focus on assessing satisfaction with the prototyping
product from Doodle Noodle. Assessed from the survey score that most consumers like the product, they are interested
in buying the product, consuming the product, and attraction to the product. This is based on the average values
obtained above 3.00, which explains the acceptance of the Doodle Noodle products created, namely Healthy Noodle
and Healthy Mentai. Another interesting finding is the level of satisfaction with the product, where it is known that
the average value is 4.03, which explains that all consumers are satisfied with the product they receive. Especially for
revenue as a seasonal product, considering the average value is above 4, namely 4.68. These findings can affect the
implementation of the creation of new products carried out by Doodle Noodle based on market desires and continued
to be marketed. These findings explain the importance of the value proposition canvas and product validation to
prepare new products or seasonal products following market desires.

6. Conclusion

This study aims to examine the seasonal product prototyping created by Doodle Noodle. The study was conducted
with the stages of creating a business model canvas and testing customer satisfaction. This research activity found that
the value proposition canvas, which is part of the business model canvas, can be used by companies who want to
change or create new products according to market desires. After there is a value proposition canvas, the company
can create new products, and it needs to be tested, including using the consumer satisfaction index. The new products
created by Doodle Noodle, namely Healthy Noodle and Healthy Mentai, are in fact acceptable to the market, based
on the results of quantitative assessments. This research provides benefits for culinary entrepreneurs, especially in
paying attention to the business canvas model's benefits and testing new products. However, this study has limitations,
where the study of products on consumers is limited in scope and does not examine other factors that can determine
consumer interest. So that it becomes a suggestion for further research in assessing new products through evaluation
based on a wider scale of respondents and other factors supporting consumer interest.

References

Alamsyah, Doni Purnama and Reni Febriani. 2020. “Green Customer Behaviour : Impact of Green Brand Awareness
to Green Trust.” Journal of Physics: Conference Series 1477:072022.
Alamsyah, Doni Purnama, Oda I. B. Hariyanto, and Heni Rohaeni. 2019. “Customer Green Awareness and Eco-Label
for Organic Products.” Pp. 64–68 in International Conference on Organizational Innovation (ICOI). Vol. 100.
Atlantis Press.
Alamsyah, Doni Purnama, Norfaridatul Akmaliah Othman, Mohammed Hariri Bakri, Angel Natalia Adjie, Keisya
Salsabila, and Didin Syarifuddin. 2020. “Confirmatory Factor Analysis of Green Advertising and Its Impact on
Green Awareness.” Management Science Letters 10(16):3899–3906.
Alamsyah, Doni Purnama, Titin Suhartini, Yayu Rahayu, Irma Setyawati, and Oda I. B. Hariyanto. 2018. “Green

© IEOM Society International

1219

Proceedings of the International Conference on Industrial Engineering and Operations Management
Sao Paulo, Brazil, April 5 - 8, 2021

Advertising, Green Brand Image and Green Awareness for Environmental Products.” IOP Conference Series:
Materials Science and Engineering 434(1):012160.
Alamsyah, Doni Purnama and Didin Syarifuddin. 2017. “Store Image: Mediator of Social Responsibility and
Customer Perceived Value to Customer Trust for Organic Products.” IOP Conference Series: Materials Science
and Engineering 288(1):012045.
Bello, Daniel C., Lori P. Radulovich, Rajshekhar G. Javalgi, Robert F. Scherer, and Jennifer Taylor. 2016.
“Performance of Professional Service Firms from Emerging Markets: Role of Innovative Services and Firm
Capabilities.” Journal of World Business 51(3):413–24.
Block, Jörn H., Joachim Henkel, Tim G. Schweisfurth, and Annika Stiegler. 2016. “Commercializing User
Innovations by Vertical Diversification: The User-Manufacturer Innovator.” Research Policy 45(1):244–59.
Charles, Iniobong A., Atieme J. Ogbolosingha, and Inimfon U. Afia. 2018. “Health Risk Assessment of Instant
Noodles Commonly Consumed in Port Harcourt, Nigeria.” Environmental Science and Pollution Research
25(3):2580–87.
Dudin, Mikhail Nikolaevich, Nikolaj Vasil evich Lyasnikov, Lidija Sergeevna Leont’eva, Konstantin Jur evich
Reshetov, and Valentina Nikolaevna Sidorenko. 2015. “Business Model Canvas as a Basis for the Competitive
Advantage of Enterprise Structures in the Industrial Agriculture.” Biosciences Biotechnology Research Asia
12(1):887–94.
Farrand, Clare, Karen Charlton, Michelle Crino, Joseph Santos, Rodrigo Rodriguez-Fernandez, Cliona Ni Mhurchu,
and Jacqui Webster. 2017. “Know Your Noodles! Assessing Variations in Sodium Content of Instant Noodles
across Countries.” Nutrients 9(6):1–10.
Fitriasari, Fika. 2020. “How Do Small and Medium-Sized Enterprises (SME) Survive the COVID-19 Outbreak?”
Jurnal Inovasi Ekonomi 5(3):53–62.
Hariyanto, Oda I. B. and Doni Purnama Alamsyah. 2019. “The Relationship Of Environmental Knowledge And Green
Purchase Intention.” International Journal of Engineering and Advanced Technology 8(5):142–44.
Hasibuan, Sawarni. 2015. “SMEs Development Strategy for Competitive and Sustainable Typical Local Snacks of
Banten Province.” International Journal on Advanced Science, Engineering and Information Technology
5(6):410–14.
Heitor, Manuel, Hugo Horta, and Joana Mendonça. 2014. “Developing Human Capital and Research Capacity:
Science Policies Promoting Brain Gain.” Technological Forecasting and Social Change 82(1):6–22.
Herryani, Herra, Tiurma Sinaga, and Himawan Brahmantyo. 2016. “Crocodile Bread As A Ceremonial Marriage
Food: Symbolism For The Betawi Ethnic Group (Study Case In Setu Babakan).” 385–89.
Hikmawati, Nina Kurnia and Doni Pumama Alamsyah. 2018. “The Digital Company Based on Competitive Strategy.”
Proceedings of the 3rd International Conference on Informatics and Computing, ICIC 2018 (2001).
Joyce, Alexandre and Raymond L. Paquin. 2016. “The Triple Layered Business Model Canvas: A Tool to Design
More Sustainable Business Models.” Journal of Cleaner Production 135(November 2017):1474–86.
Keane, Seán F., Kathryn T. Cormican, and Jerome N. Sheahan. 2018. “Comparing How Entrepreneurs and Managers
Represent the Elements of the Business Model Canvas.” Journal of Business Venturing Insights 9(May
2020):65–74.
King, Ceridwyn, Daniel C. Funk, and Hugh Wilkins. 2011. “Bridging the Gap: An Examination of the Relative
Alignment of Hospitality Research and Industry Priorities.” International Journal of Hospitality Management
30(1):157–66.
Kreiser, Patrick M., Louis D. Marino, Donald F. Kuratko, and K. Mark Weaver. 2013. “Disaggregating
Entrepreneurial Orientation: The Non-Linear Impact of Innovativeness, Proactiveness and Risk-Taking on SME
Performance.” Small Business Economics 40(2):273–91.
Lavorata, Laure. 2014. “Influence of Retailers’ Commitment to Sustainable Development on Store Image, Consumer
Loyalty and Consumer Boycotts: Proposal for a Model Using the Theory of Planned Behavior.” Journal of
Retailing and Consumer Services 21(6):1021–27.
Limakrisna, Nandan, Andriasan Sudarso, and Cecep Daryus. 2015. “Entrepreneurship Orientation for Building
Business Performance: An Empirical Study Distro Small Medium Enterprises Bandung City.” International
Journal of Economics and Financial Issues 5:144–49.
Malhotra, Yogesh. 2003. “Measuring Knowledge Assets of a Nation: Knowledge Systems for Development.” United
Nations Advisory Meeting of the Department of Economic and Social Affairs Division for Public Administration
and Development Management 52.
Novari, Eri. 2020. “The SMEs Performance : Mediation of Ambitious Entreprenuer.” International Journal of
Psychosocial Rehabilitation 24(08).
Nurani, A. S., S. Subekti, and Ana. 2016. “West Java Snack Mapping Based on Snack Types, Main Ingredients, and

© IEOM Society International

1220

Proceedings of the International Conference on Industrial Engineering and Operations Management
Sao Paulo, Brazil, April 5 - 8, 2021

Processing Techniques.” IOP Conference Series: Materials Science and Engineering 128(1).
Ojasalo, Jukka and Katri Ojasalo. 2018. “Service Logic Business Model Canvas.” Journal of Research in Marketing
and Entrepreneurship 20(1):70–98.
Park, Juyeon, Jung Sug Lee, Young Ai Jang, Hae Rang Chung, and Jeongseon Kim. 2011. “A Comparison of Food
and Nutrient Intake between Instant Noodle Consumers and Non-Instant Noodle Consumers in Korean Adults.”
Nutrition Research and Practice 5(5):443–49.
Procházka, David and Jiří Pelák. 2015. “The Development of Capital Markets of New EU Countries in the IFRS Era.”
Procedia Economics and Finance 25(May):116–26.
Razak, Roslida Abdul and Mohd Shahril Othman. 2012. “Entrepreneurial Orientation without Stress as a ‘Tonic’ in
Magnifying the Malaysian Small and Medium Enterprises Productivity: A Theoretical Perspective.”
International Journal of Academic Research in Business and Social Sciences 2(4):163–80.
Shaw, Eric H. 2012. “Marketing Strategy: From the Origin of the Concept to the Development of a Conceptual
Framework.” Journal of Historical Research in Marketing 4(1):30–55.
Tian, Xiaowen and John W. Slocum. 2016. “Managing Corporate Social Responsibility in China.” Organizational
Dynamics 45(1):39–46.
Toro-Jarrín, Miguel Angel, Idalia Estefania Ponce-Jaramillo, and David Güemes-Castorena. 2016. “Methodology for
the of Building Process Integration of Business Model Canvas and Technological Roadmap.” Technological
Forecasting and Social Change 110:213–25.
Tsai, Ming-tien Tien, Li-min Min Chuang, Shu Tsung Chao, and Hsiao Ping Chang. 2012. “The Effects Assessment
of Firm Environmental Strategy and Customer Environmental Conscious on Green Product Development.”
Environmental Monitoring and Assessment 184(7):4435–47.
Utama, Iston Dwija and Chyintia Ika Ratnapuri. 2018. “Comparing the Business Process in Creative Industry at
Bandung.” Proceedings of the International Conference on Industrial Engineering and Operations Management
2018-March:999–1004.
Wallin, Johanna, Koteshwar Chirumalla, and Anthony Thompson. 2013. “Developing PSS Concepts from Traditional
Product Sales Situation: The Use of Business Model.” in 5th CIRP International Conference on Industrial
Products-Service Systems. Germany: Springer Berlin Heidelberg.
Welty Peachey, Jon, John Borland, Jami Lobpries, and Adam Cohen. 2015. “Managing Impact: Leveraging Sacred
Spaces and Community Celebration to Maximize Social Capital at a Sport-for-Development Event.” Sport
Management Review 18(1):86–98.

Biographies
Natalie Putri is a Student from Creativeprenuership Program, Bina Nusantara University. She focuses on business in
food and beverage, on this action research she as owner and researcher.
Rudy Aryanto is a Faculty Member of the Creativeprenuership Program, Bina Nusantara University. He focuses on
Experimental Behavior Research; on this research, he contributes to the research methodology process.
Chyntia Ika Ratnapuri is a Faculty Member of the Creativeprenuership Program, Bina Nusantara University. She
focuses on the Business and Behavior of Entrepreneurs research; she contributes to the Business Incubator process.
Doni Purnama Alamsyah is Faculty Member and researcher from Bina Nusantara University in Creativepreneurship
Program. Have focused research on Green Customer Behavior and interest in collaborative research, as the
corresponding author contributes to student papers' literacy.

© IEOM Society International

1221

