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CHAPTER 1

The Important of the Business Model

The use of the business model in conducting business has shown increasingly
important among business organizations and entrepreneurs (Hedman & Kalling, 2003;
Makides, 2006; Teece, 2007; Johnson, Christensen, and Kagermann, 2008; Zott, Amit,
and Massa, 2011;). Stampfl (2014) indicates that change that happened in the 21°
century has remarkably influenced the way of living, behavior, attitude, social
interaction, and daily experience. People change results in the shifting of thinking
paradigm and changing the social norm. The traditional business practices that have
long been operated are replacing by new business paradigms such as a new business
model, e-commerce, platforms, and crowdfunding. These changes are exceptionally
increasing the level of consumer sophistication. A business that is not complacent to
adapt itself to this change will perish. The business failure of large-scale firms fields
many records such as the Borders Bookstore. Borders international bookstore was an
international book and music retailer based in Michigan, USA. The company was found
in 1971 by brothers Tom and Louis Borders. By the year 2003, Border expands its
bookstore franchise to 1,249 stores. The rapid development of internet technology
posted a colossal threat to Borders, while the advancement of internet technology
enhances growth to the Borders main rival like Amazon.com. Not only Border aware
of this change but also consumers had perceived and had adapted to the change. In
2006, Borders began to encounter financial difficulty, and the year 2006 is the last year
that Borders could enjoy a profit. The decline of Borders came from the incompetence
to defend its market position from the aggression of the online bookstore, especially
from the Borders main rival Amazon.com. Border Bookstore came to an end in 2011

when the company declares bankruptcy.

Not only large-scale businesses suffer from environmental changes, but small-
scale firms have also affected by this phenomenon. Daidomon, Thai’s barbeque grills

restaurant, is the evidence of this change. Daidomon restaurant was a Thai food



company founded in 1983 with aimed to introduce exotic barbeque grills style to Thai
consumers. The restaurant gained fast popularity among Thai people during the 1980s.
The remarkable growth of Daidomon drove the company to expand from one small
branch in Siam Square to sixty-seven branches throughout the country. The company
was listed in the Thailand SET in 2011. A heavily focus of the opening new branches
led to the incremental of foods and services quality and cleanliness downgrade.
Daidomon was finally delisted from Thailand SET and was acquired by the Property
Perfect group, a Thai property ventures in 2013. The incidents of both Border Bookstore
and Diadomon marks that a dynamic of changes in today's business environment post

a severe threat to the entrepreneurs disregards their sizes.

Thailand's food industry is considered one of the key drivers in the country's
economic growth. The Office of SMEs Promotion (OSMEP) reported that there were
approximately 329,000 food stores operated in Thailand in 2018. These food
businesses are hiring nearly one million jobs. The food industry contributed around
33.2% of the country’s GDP, with an annual growth of 8 to 10 percent. The total value
of the food business in Thailand was estimated between 410,000 to 450,000 million
THB (OSMEP, 2018). The food industry is decisive to Thailand's economy because it is
extensively related to other industries in its supply chains such as the tourism industry,
accommodation industry, aviation industry, retail industry, and services industry —
nearly 99 percent of the food businesses run by the small firms. Hence, small food

firms play an imperative role in Thailand's GDP vitality development.

Thailand National Science and Technology Development Agency (NSTDA)
revealed in 2017 that the major barrier of the food business development in Thailand
was the inability of Thai SMEs in expanding the businesses. The microlocal food
producers were not competent to uplift themselves to become the small food firms
whilst, the small food firms were lack of competence to upgrade themselves to
become the mid-sized firms. Amit and Zott (2010) suggest that a one-way firm can
grow their business by avoiding the old-fashion cost-cutting method is to find out

business model innovation in order to optimize available firm resources.
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The current challenging issue of the Thai small food firms is how the small size
food firms can build the capability to construct a useful business model in order to
gain access to the consumer market and the financial market. Stampfl (2014) proposes
that if firms want to survive or grow, they need to come up with new and viable
business models that fit with the environmental changes. A business that cannot react

to the new face of demand tends to leave behind and then fades away.

To examine this issue, the researcher attempts to explore and investigates the
empirical core elements that are essential to construct a new comprehensive business
model. The new business model can well perform by small food firms, including bricks
and mortar food sellers, microlocal food producers, bakeries, fresh foods sellers,
vegetable retailers, and the small food processors. The second facet of this study is to
develop a business model that can effectively create a bona fide competitive

advantage for small businesses in the Thailand food industry.

1.1 Research Gap

Since business model has emerged as a guideline for firm to do business
(Osterwalder et al,, 2005; Shafer et al., 2005; Zott et al., 2007; Chesbrough, 2007,
Johnson et al.,, 2008), there are no consensus of what and how many components
should be best fit in the business model (Nenonen & Storgacka, 2009; Seppédnen &
Makinen, 2007). The literature indicates that the food business model has received
limited attention from researchers even though food is the common ground of daily
business, especially small size food firms. Without a proper business model, the small

food firms may not be able to earn a sustainable profit in their business.

Market opportunity does not provide the absolute ground of business success.
The firms are looking for atop factors that make them stay in the upper hand of
competition. The business model is significantly the main source of firm competitive
advantages (Christensen, 2001; Eppler et al,, 2011; DaSilva & Trkman, 2013; Ranjith,
2016). Ireland et al. (2001) note that the entrepreneur usually finds a new way of
conducting business that will let them stay in a competitive position. It will lead to

the development of new business models. To come up with a compelling business



model, firms are searching for high impacted components that can be constituted to
their business model. The review of the literature shows that there many significant
components that could enhance the firm to gain competitive advantages over the
rivals. This leaves a remaining question of what are the components that could be the

best fit in the business model of the small food firms.

The second issue is the design and structure of the business model. From the
review of literature, it can notice that many well-known business models are highly
diversifying and vastly abstract, which makes them quite difficult for fresh comers to
discern and take it into action. The confusion and misunderstood in concepts and
components presented in the business model lead to the perplexity of
implementation, which will cause newcomers to failure to create, capture and deliver
value to the customers. Zott & Amit (2007) states that the business model has greatly
influenced the performance of the firm; thus, the improper design of the business
model can have a substantially negative impact on the novice. To reduce the
confusion among the new food entrepreneurs in acquiring business models for their
own use leads to the question of how business models will be designed and structured

to articulate the new business ventures to compete in the market.

1.2 Research Objectives

1. To explore the constitutional elements of the business model of small food
firms.

2. To develop a business model for small food firms.

3. To validate the business model for small food firms.

4. To develop the business model web application for small food firms



1.3 Contribution to the study

1.3.1 Technology

Emerging from the results of this study is the new business model. The small
food firms may apply this new business model to uplift their situation from being a
small food firm to become a mid-sized food firm. The word “business model” usually
creates confusion with the word “business plan.” That might be the reason why many
small food firms may not aware of the substantial benefits they will receive from
having a useful business model that intimately connects to the business plan design.
Besides, many entrepreneurs perceived that the business model is quite abstract and

difficult to implement.

The old-fashion business models required a firm to operate in the complete
cycle before getting to know of their end performance. That is the tough choice for
small food firms because to complete a business model cycle, and it takes time,

resources, and more burdens for small firms to bear.

The researcher has the intention to develop the business model application
that can signal the small food firms regarding their business position without the need
to complete the whole business process. The researcher will employ the website
technology to develop the self-evaluation web application for the small food firm.
The web application will be in the form of a questionnaire. The web application will
act as an early warning device to the entrepreneurs. The entrepreneurs can

acknowledge their business status before getting into real business implementation.



1.3.2 Innovation

Chesbrough (2010) mentions that a firm gains much value through the
developing of a new business model. Business model innovation recently disrupts the
business landscape in many industries, such as Air BNB, Uber, Alibaba. Johnson et al.
(2008) delineate that the business model act as a reliable driver in reshaping the
industry. The new business model innovation will be invented to assist the small food
entrepreneurs in Thailand to be able to compete in the market they exist. Schumpeter
(1934) discusses the newness of innovation as the induction of new good, the launch
of an improved or modified method of production, new market channel, the
occupation of a new source of supply of raw material or half-manufactured goods, and
the carrying out of the better organization of any industry. The new business model
from this research can become a new vital force of the firm’s dynamic competitive

strategy.
1.3.3 Management

The commercialization phase of a new business model has determined by the
outcome’s products produced from a new business model. The products of this series
will be seminars and talks, books and e-books, and consulting services. The revenue
stream from product portfolio is in the combinations forms of monetizations such as
remuneration for talks, fee-based seminar, straight buy for books and e-books, fee-

based for a consultant.
1.4 Scope of the study

This study has set a parameter to cover the three areas in the study. The first
area is to determine what components are essential to the business model for a small
food business. Secondly, a new business model in this study will be constructed based
upon the general food category, which is consumed for daily living or mass
consumption. Lastly, this study was designed to collect data from entrepreneurs who
have operated a business by employing a kind of innovation to enhance their business

growth.



1.5 Limitation of the Study

A business model is not a well-known term, and it is not easy to understand

among Thai SMEs and small Thai entrepreneurs. Small firms usually set up their

businesses without considering employing business models as tools to grow and to

expand their businesses. The business model considers a luxury item. The business

model is widely known and studied in the faculty that teaches business or business-

related to large firms in Thailand. The term ‘Business Model’ leads to the suspicious

of its definition and usage. The suspicious posts some limitations to this research as

the following,

1.

The samples may not explicitly understand the word “business model.” It
could be a threat of bias in giving information for an interview.

There are several studies that report a certain level of blur stage of the
word business model, business plan, strategy, and tactic (Casadesus-
Masanell & Ricart, 2010).

Some samples might not know or aware that they use a business model in
conducting their business. It has the possibility of not co-operating in
releasing information

The new business model constructed has not provided a generalizable
quality in applying to the even size of the different industries

The new business model may not apply to specialty foods such as medical
foods, military foods that produced to serve a specific or niche group of

customers.

1.6 Definition of Terms

Business model refers to the blueprint or guideline or other constitution forms of

doing business.

Innovation refers to new things, new inventions that are capable of commercializing.

Small food firm refers to small food business as small entrepreneurs who earn rights

on foods they prepare, process, produce, and distribute to the buyers such as farmers



who own distribution channel, food processor companies, restaurants that preparing
and processing foods to sell, small food process factories that own channel to sell

their products.

Business model components refer to factors that have influenced small entrepreneurs

in conducting business in the market.

Value Delivery is the values delivered to the consumer in the value delivery chain by
small firms

Value Proposition is a mutual benefit between the regulator, distributor, and consumer
to adhere to a given exchange promise.

Compelling Strategy is the tool the small firm used to create and capture the demand
of the firm’s product in the marketplace.

Revenue Model is the main source of a firm’s income. Revenue provides the financial
viability to the business.

Performance is the reflection of the firm’s capability to accomplish its own setting
missions.

Pattern refers to a particular way in which a business model is created and organized.
ex-post refers to measurement after the operating business.

ex-ante refers to measurement before business operates.



1.7 Research Framework
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Figure 1 Research Framework
Table 1 Research Procedures
Procedure Method Output
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development of the status of business
business model model
theoretical foundations - Understands the scope
from the journal, trade of business model
papers, books, e-books, - Determines the business
Websites. model and business

model components

Review of In-depth - Review of mid-size food - Summarizes the per se
interviews firms in YouTube’s status of business
achieves model

- Transcript the interviews - Understands the scope
of business model
- Determines the business
model and business

model components
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Procedure

Method

Output

- Articulates the missing
components from
literature

- Discover essential
business model
components that form
the small business

- Increase external validity

Business Model

Development

- Data extraction, grouped

and categorized

- Pattern identifying

- Constitute the business

model components

- Construction of the

initial business model

Conceptual Business

Model

- Analysis and synthesis of

the data

- Initial conceptual of the

Business model

Questionnaire

Development

- Questionnaire

- To collect opinions of
the owners of the small

business firm

Business Model Validation

- Statistical analysis;

Correlations coefficients

- the relationship of the
business model

components

Business Model

Adjustment

- Analysis and synthesis

- New business model

after adjustment
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CHAPTER 2

Literature Review

2.1 The need for a new business model

The business model is considering as a core essence of the firm to do business
(Baregheh, Rowley, Sambrook, & Davies, 2012; Pfeifer, Peterka, & Stani¢, 2017). The
business model exhibits states of logic and strategy to firm for value creation
(Verhoeven & Johnson, 2017), how to capture and deliver the value (Hacklin, Bjorkdahl,
& Wallin, 2018). Thus, to remain competitive in the industry, firms need to pay
attention to the business focal point in creating, capturing, finding unique propositions
and delivering value to their customers (Bocken, Short, Rana, and Evans 2014; Zott,
Amit, & Massa, 2011). The competent business model can create something new that
differentiates the way of a firm in doing business. The decrepit business model usually
portrays conceptualized ideas (Malone et al., 2006), which is quite difficult for small
firms to implement. Berglund and Sandstrém (2013) explained their thinking on the
business model as“ a high-level description of how a firm or part of a firm creates,
delivers and appropriates value that is and centered on a focal firm, but that also
transcends the boundaries of the focal firm.” Adopting a business model from time
to time creates skeptical to the users, as they might not aware of their business
readiness prior to implementing the business model (Mateu & March-Chorda, 2016).
McGrath (2010) pointed out that firms have a difficult time to anticipate their foreseen
business at the beginning; the current business model was designed for them to learn

and explore, instead.

A dynamic change in the business ecosystem is not only presented its threat
to a small-firm-level; however, we can also see the evidence in a large-scale-firm-level.
Tuso, Stoll, and Li (2015) stated that the plant-based diet is increasing awareness
among healthier. The food market has gradually experienced a value shift to a more
plant-based diet for reasons that the products are easier accessible, cost-competitive,

and improved taste (Allen, 2018). In 2011, Pat Brown left his career, a professor in
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Biochemistry, at Stanford University with an unsettled question of how do “we have
to produce foods that consumers prefer over what they are getting today from
animals.” Brown described his aim on staying focus with the plant-based meat that
“the ambitious goal is to drastically reduce humanity’s destructive impact on the global
environment by completely replacing the use of animals as a food production
technology.” (Brown, 2018). Brown, along with his team at the Impossible Foods
Company, devoted an ambitious six years to find out a technology that can make
meat, meat. Eventually, Brown and his team discover the method, which is able to
optimize molecular mechanisms that hinder the real taste of meat. They called it
“Magic Ingredient” or “Heme.” Starting from the lab tests to the public panels blind
test, the plant-based meat resulted in an astonishing endeavor of discovery. In 1996,
the Impossible Foods introduced the first-of-a-kind of plant-based meat where the
human brain will tell all of its sensory that what they are eating is meat. By the year
2017, Impossible Foods started to produce plant-based patty meat on a large scale
and debuted of rolling out for a commercial. Burger King, the second largest fast food
hamburger chain, committed to commercializing the Impossible plant-based meat in
a trial run in 59 restaurants in the city of St. Louis, USA, in April 2019. According to the
New York Times, the Chief Marketing Officer of Burger King, Fernando Machado, stated
that if the outcome is satisfactory, Burger King has planned to launch the plant-based

meat to a nationwide Burger King’s branches (Popper, 2019).

The incident of Impossible Foods can be well explained through the work of
Hacklin, Bjorkdahs, and Wallin about a shifting of value in the carnivore industry.
Hacklin et al. (2018) presented the concept of “Value Migration,” which depicted the
value migration as ... “value moves from old business models to new business models
that better meet customer’s concern and desire.” The value of meat-eater has
gradually shifted from consuming meat from animals to cultivating meat from plants.

This shifted may revolt the culinary meat landscape in the future.

A discovery of new technologies, e.g¢. plant-based meats production, has
formidable impacted to a shift of value, use of big data, changes of social lifestyle,

improvement of production processes, new analysis methods (Sabden, Turginbayeva,
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& Kazakh, 2017; Safarpour & Sillanpad, 2017; Tauscher & Abdelkafi, 2017) emerging of
new distribution channel, and new monetization of revenue streams. These changes
twist the business magnitude resulted in weakening the competitiveness of the existing
business model (Hacklin et al., 2018). This implies that small firms that still clinch on
a conventional style operation will face a new demand uncertainty of its
consequences in perusing an orthodox business model. As a matter of fact, small
business firms are facing a new challenge in designing and constructing a new business
model and its processes to fit with their own use (Tduscher & Abdelkafi, 2017). This is
virtually not an easy task for small firms to come up with a fitted business model, as
the business model is highly dynamic and complex (Casadesus-Masanell & Ricart,

2010) to be understood.

The small food firms in Thailand has also experienced a shift of value in food
production. The food industry in Thailand is currently in the transition period from
basic food processes to value-added and innovative food processes. Thailand is a
tropical agriculture-based country; located in Southeast Asia. The country has known
for an abundance of food resources. Statistics from the Thailand Office of Agricultural
Economics reported that the total export value of Thailand in 2016 was 7,534,737
million Thai THB (approx. $215,278 million) of which agricultural products accounted
for 1,206,597 million Thai THB (approx. USD. 34,474 million). The agricultural products
generated a trade surplus of 714,042 million Thai THB (approx. $20,401 million). Even
though Thailand has experienced a trade surplus in agricultural products, the major
contributors of this surplus lie in the hand of large and medium-sized firms, not micro
and small firms. Report of Thailand Office of SMEs Promotion (OSMEP) in 2014 showed
that there were 2.73 million SMEs in Thailand, and the 2.72 million enterprises were
classified as small size firms .The OSMEP report was in line with the information
published in 2015 by the Asian Development Bank (ADB). ADB (2015) mentioned that
Thailand had a high density of small size firms, but a large number of small-sized firms

had a relatively weakened contribution to the country’s output.

Why a huge number of small Thai firms contribute less in terms of output?

SMEs are a significant contributor to the country’s growth (Botha, Van Vuuren, &
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Kunene, 2015). Unlike medium and large size firms, small firms have typically less
familiar in adopting an innovation. Thai small food firms have virtual disadvantages on
a constraint of resources (Salavou, Baltas, & Lioukas, 2004), less capacity to assimilate
a complicated knowledge, uncertain about making use of new knowledge (Brunswicker
& Vanhaverbeke, 2015), hesitate to participate in formal R&D processes (Bessant, 1999;
Lee, Park, Yoon, & Park, 2010; Vossen, 1998), scale deficit for investment (Lee, Sameen,
and Cowling 2015), financial constraints (Hutton & Nightingale, 2011) and lack of scaling
management knowledge and practice (OSEMP, 2016). The small food firms still
operate their businesses in an old fashion of brick-and-mortar style, doing business by
using instinct or combined with their cumulative of experiences without proper
business guidelines. New products sold in the market have relatively few connections
to innovation and technology. Most new products are minor product improvements,
otherwise the expansion of the existing product lines. These practices consequently
create an undifferentiated market, and price competition becomes a common ground
strategy of the firms. Many firms live on the low stream of income, and hardly adopt
themselves to a new paradigm. To accompany the shift of today paradigm, small food
firms are a quest for a well-defined business model which designs for a firm to get
along with changes of demand in a new business eco-system (McGrath, 2010; Sosna,
Trevinyo-Rodriguez, & Velamuri, 2010). The phenomena force firms to explore the new
pace of living. The firm responds to this change by looking for business model
innovation that is well fitted with newly emerging demand (Hacklin et al., 2018; M.W.
Johnson, C.M. Christensen, & H. Kagermann, 2008; McGrath, 2010). The new business
model innovation should be able to raise a small firm’s capabilities in terms of
performance (Magretta, 2002b) and competitiveness not only to survive but also to

experience constant growth.

2.2 Business Model

The business model is broadly agreed by scholars that it is the center of
business activities, which can induce success (Peters, Blohm, & Leimeister, 2015) of
small firms. Even though the study of business model innovation is extensively

increasing during the past years (Foss & Saebi, 2018), but the exploration of a business
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model in the food industry, especially for a small firm, is quite rare. The most
mentioned topics regarding foods in Thailand are food production, food trade, food
services (Chittithaworn, Islam, Keawchana, & Muhd Yusuf, 2011), and food
manufacturing (Bakiewicz, 2005). The empirical setting of the food business model has
been repeatedly mentioned among Thai scholars, administrations, and entrepreneurs,
but no conspicuous evidence in the Thai academic sphere. Zott and Amit (2009)
suggested that a one-way firm can grow its business by avoiding the old-fashion cost-
cutting method is to find out business models to optimize available firm resources.
The terms of the business model have been coined into different forms and meanings
depend upon the objectives of using it (Ghaziani & Ventresca, 2005). Academics have
defined the business model in a variety of meanings (Foss & Saebi, 2018; Voelpel t,
Leibold, & Tekie, el, et al.,, 2004). Timmer (1998) stated that the business model is
“architecture of the product, service, and information flows, including a description of
the various business actors and their roles; a description of the potential benefits for
the various business actors; a description of the sources of revenues.” Gambardella
and McGahan (2010) implied a business model as an approach to generating revenue
for the organization. Teece (2007) supported that the important elements of the firm
are the ability to come up with well design of the revenue stream. Weill & Vitale (2001)
described that business model act as a tool to create relationship among actors.
Venkatraman and Henderson (1998) pointed out a business model as “an architecture
along three dimensions: customer interaction, asset configuration, and knowledge
leverage.” Bocken, Short, Rana, and Evans (2014) perceived business model acts as a
tool to aid the firm in being better understood how the firm will pursue the business
by creating competitive advantages. Teece (2010) described a business model as the
company’s tools used to respond to those customer’s needs and wants. Zott et al.
(2011) added that the business model could be used as a tool to create and capture
values that finally delivery value benefits to the customers. Osterwalder (2005)
proposed the concept of a business model as a tool that use to organize business-
thinking concepts, which are related together in order to achieve the company’s set
of objectives. Even though scholars have given various meanings, the business model

still gains a little interest among scholars (Morris, Schindehutte, & Allen, 2005). Many
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business model concepts have portrayed in conceptualized ideas (Hamel, 2000;
Malone et al, 2006) but lack practicality in implementation. Magretta (2002a)
supported that business models have been developed over a long period, but it is in
a deficit of concrete of proper concept, and many important challenges are left to be

explored (Berglund & Sandstrom, 2013).

From the literature shows, that business model is criticized for being vague and
lack of unity of its terminology (Nenonen, 2009). The given definitions of the business
model might depend on particular disciplines that each scholar has been engaged in.
Otherwise, they are some commonalities of concept, values, process, competitive

advantages, revenue-generating, and direction of the business.

Table 2 Business Model Definition

Authors, (Year) Definition
Chesbrough “Business models are essential for converting ideas and
(2006) technologies into economic value...The business model is a

useful framework to link ideas and technologies to economic

outcomes.”

Seelos and Mair  “Business model as a set of capabilities that is configured to
(2007) enable value creation consistent with either economic or social

strategic objectives.”

(Zott & Amit, “Business models can create value either by enhancing the
2007) customers' willingness to pay or by decreasing suppliers' and

partners' opportunity costs.”

Johnson et al. “A business model, from our point of view, consists of four
(2008) interlocking elements that, taken together, create and deliver

»

value.
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Authors, (Year)

Definition

Demil and

Lecocq (2010)

Baden-Fuller &
Haefliger (2013)

Zott & Amit
(2013)

Girotra (2014)

Casadesus-
Masanell &
Heilbron (2015)

Peters et al.

(2015)

Remane,

Hanelt, Tesch,

“The business model concept generally refers to the articulation
between different areas of a firm’s activity designed to produce

a proposition of value to customers.”

“The business model as a system that solves the problem of
identifying who is (or are) the customer(s), engaging with their

needs, delivering satisfaction, and monetizing the value.”

“We have argued that business models can create value
through efficiency (anchored in transaction costs economics),
novelty (through Schumpeterian innovation), complementarities
(anchored in resource-based theory), and

lock-in (inherent in strategic networks).”

“Business model is essentially a set of key decisions that
collectively determine how a business earns its revenue, incurs

its costs, and manages its risks.”

“Business model, a collection of decisions enforced by the
authority of the firm on its employees. There are two aspects of
a business model - the internal constitution of the firm and the
firm’s external alignment - and these are the result of the
different degrees of authority a firm has over its employees as

opposed to other market actors.”

“A business model presents a company’s core business
activities, and its economic success consequently depends on

an appropriate business model.”

“The business model is a useful lens for understanding a

company’s underlying logic because it describes what value is
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Authors, (Year) Definition

and Kolbe provided, how this value is created and delivered, and how
(2017) profits can be generated therefrom.”

Zott & Amit “Business model is the new source of innovation. Business
(2017) model innovation is a complete reconfiguration of how a

company does business.”

Foss and Saebi “Business model has been referred to as a statement, a
(2018) description, a representation, an architecture, a structural
template, a framework,

a pattern, and a set.”

Firms are possibly vulnerable to exposure to the risk of failure when they keep
themselves restricted to the ever-changing business model (Doz & Kosonen, 2010).
Data from U.S. Small Business Administration in 2017 indicated that the average of 78.5
percent of a new small business establishment could survive within one year, but only
half of them can survive within five years or longer .Thus, if firms want to survive or
grow, they will need to come up with a new or improved viable business model that
fits with the environmental changes (McGrath, 2010; Stampfl, 2014). Yang, Evans,
Vladimirova, and Rana (2016, 2017) expounded that the business model helps the firm
to find a new way to create, capture, and deliver value to the customers. While new
entrant firms are looking for a new business model, the existing firms have to revise
their business model to encounter the incoming market threats. (Sosna et al., 2010).
From our literature showed that the business model is vital to small firms, but what

should business model constitute the small food business.
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2.3 Roles of the Business Model

Kim and Min (2015) state that the leading company tried to add new value to
into their business operation to response with the uncertainty of the market. The
incumbent seeks for new value propositions to defend their market share. In the
meantime, they try to search for a new untapped market space. Voelpel et al. (2004)
express that the rapid changing brings in a new business model to win over the old
model. The incumbent has to deploy the counter-attack to new comings to protect
their marketing share and leading position. The conventional way of doing business
might not be effective as it has ever been today. Factors that accelerate this change
are including; internet, technology, innovation, strategic g¢lobalization (Casadesus-
Masanell and Ricart, 2009). Kim & Mauborgne (2005) mention that many companies
have strugeled in the tide of competition because they choose to follow their
yesterday strategy. It is a winning illusion of the incumbents, and they hardly earn any
success unless they look for new ways of doing business for different results. Kim and
Mauborgne find new components of the business model as they called it “value
Innovation.” Value Innovation is the ability of a firm to reduce costs while being able
to lift up the perceived value of the business in the eyes of the consumer. There are
certain benefits from literature point out that the business model helps the firm to
better organize the firm level of operations (Baden-Fuller & Morgan, 2010). The work
of Casadesus-Masanell and Ricart (2010) states that the business model allows firms
to commercialize their ideas and concept. Business model creates an opportunity for
an entrepreneur to be able to capture value in the marketplace (Casadesus-Masanell
and Ricart, 2010; Demil and Lecocq, 2010; Zott and Amit, 2009). Casadesus-Masanell
& Zhu (2013) add that innovation of the business model is a new route to capture
value to customers through the new way of offering new value proposition while
generating revenue (Zott and Amit 2007, 2008; Baden-Fuller et al. 2008; Teece, 2010).
Business model can enhance firm to focus on the focal point of their interested
business (Zott & Amit, 2009) and can render affect the entire success of the firms (Amit
& Zott, 2001; Magretta, 2002; Morris et al., 2005; Casadesus-Masanell & Ricart, 2010;

Brettel et al., 2012). Bonakdar (2015) notes that a new business model can be a game-
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changer and open a new spectrum of how to do business. There are many successful
disruptive new business models scholarly mentioned in many articles; Airbnb, Uber,
and Nespresso. Airbnb runs a successful accommodation business without having its
own room. Uber, on the other hand, does a taxi business without buying a single car
to operate. Nespresso creates new segment groups of people who preferred to have
good taste coffee in the office. These remarkable successful business models have
disrupted the way of doing business from owning to sharing. They erase the old
mindset and write down a new chapter of doing tourism accommodation,

transportation business, and selling premium coffee.

From the above example, it pins pointed roles of business model innovation
as an effective functions company used to organize their business ideas and put those
ideas into a manageable systematic flow and used as a guideline in conducting
business. (Johnson et al,, 2008). The ability of management to acquire, combine,
create, and utilize value from business their business model is essential to the firm for
sustainable growth of the company. Keys sustaining business value are controversial
among scholars (Feng et al., 2001; Lambert et al., 2013; Fielt, 2013). Few studies have
conducted research to create a theoretical framework to investigate the dynamic
competitive of firms in using different business models (Casadesus-Masanell & Ricart,
2010). Venkatarman & Handerson (1998) study various definitions of business models

and concluded roles of the business model as:

2.3.1 Business models as a real-life phenomenon

As the business model acts as the guidelines for the company of doing business
(Gebauer & Ginsburg 2003; Osterwalder et al. 2005), the design of the business model
reflects people's needs and wants in the market. Morris et al. (2006) note that model
eases to simplify the real-life scenario. As a matter of fact, the business model needs
to be adapted to respond to the continuous changing of the market environment in
order to fulfill new needs and wants. To make the fit of the business model, the firm
must be able to capture and create value in the market (Bos-de Vos, M., Lieftink,

Volker, and Wamelink, 2014).
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2.3.2 Business models as models

A business model has represented conceptual thinking (Winter & Szulanski,
2001; Teece, 2010) of how firms do businesses. The ways in which a firm may share
the similarity or differentiation forms of business behavior. Baden-Fuller & Morgan
(2010) view them as a thinking model. A generic name or corporate name may use to
explain a firm’s business operation thinking such as Startup model, Crowd Funding
model, Apple model, Nissan model. These models are based upon the idea of how
to deliver value to the customers while firms can earn a profit, growth of the company,

and finally, a wealth of the investors.

2.3.3 Business models as a tool to structure organizations

Business models are being used as a tool to draw the company blueprint
(Johnson, et al., 2008; Osterwalder, et al.,, 2010; Demil & Lecocq, 2010; Casadesus-
Masanell, et al., 2013) of how to earn revenue (Afuah, 2003; Debelak, 2006), manage
cost (Watson, 2005, Baden-Fuller & Morgan, 2010) and generating profit (Wheelen &
Hunger, 2008) as well as delivering value (Magretta, 2002; Johnson, et al., 2008; Teece,
2010). If the business is not well developed, it is possible that firms will not be able

to deliver value to their customers (Magretta, 2002).

2.3.4 Business models as a mediator between technology and markets

The business model acts as a framework that links the idea to the technologies
for the result (Chesbrough & Rosenbloom, 2002; Chesbrough, 2006; Zott et al., 2011).
Today technology is fast to obsolete which drives to the short life cycle of a product
in the highly volatile market (Aytac & Wu, 2013). The connection between technology
innovation and economic value are interrelated. Firms have to fully utilize their existing
technology for sustaining their business, and at the same time, it needs to look for
new technology to replace. The change of technology may require firms to adapt their
business model to respond with technology change (Chirstensen, 1997). The new
business model assists firms to unlock and capture the latent value (Chesbrough,

2002).
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2.3.5 Business models as a strategic variable

The business model is the source of a firm’s competitive advantages
(Christensen, 2001; Teece, Eppler, et al., 2011; DaSilva & Trkman, 2013; 2010; Ranjith,
2016) and can be defined as a strategic variable (Christensen 2001). The business
model considers as the strategy that firms are aware of (Casadesus-Masanell & Ricart,
2010). Venkataraman et al., 1998 states that a key component of corporate strategy is

the choice of a business model.

Besides the roles, business model also serves various functions in doing
business: establishing the company (Markides & Oyon, 2010), making money
(Birkenshaw & Goddard, 2009; Hienerth, Keinz & Lettl, 2011), making offering to the
target customers (Sinfield, Calder, McConnell & Miralles, 2012) generating profit
(Gambardella & McGahan, 2010), generating and delivering economic value or social
value, describing value chain and determine how costs and revenues structured (Dahan
et al,, 2010; Nielsen & Lund, 2014), laying the groundwork for the competitive
interaction, revealing and formulating firm strategy (Casadesus-Masanell & Zhu, 2010;
Weill, Malone & Apel, 2011; Nielsen & Lund, 2014), mapping the company’s purposes
and opportunities for value capture and value creation (Smith, Binns & Tushman, 2010;
Zott & Amit, 2010; Bocken, Rana, Short & Evan 2015; Roome & Louche, 2016),
identifying market segment, articulating value proposition (Nielsen & Lund, 2014).
Chesbrough (2003, 2010) reviews that business model performs six functions:
articulating the value proposition to the users by market offering, identifying a market
segment by located the users who have need to use, defining the structure of the
value chain and determine the complementary assets in the chain where firm can
eventually deliver its offering, specifying the revenue generation mechanism(s) for the
firm and estimating the cost structure and profit potential, describing the position of
the firm within the value network and formulating the competitive strategy to gain

advantages over the rival.
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Functions

Author(s)

Establishing the company

Making money

Making an offering to the target

customers

Generating profit

Generating and delivering economic

value or social value

Describing the value chain and determine

how costs and revenues structured

Laying the groundwork for the

competitive interaction

Revealing and formulating a firm strategy

Mapping the company’s purposes and

opportunities for value capture and

value creation

Markides & Oyon, 2010

Magretta, 2002a; Birkenshaw & Goddard,
2009; Hienerth, Keinz & Lettl, 2011

Sinfield, Calder, McConnell & Miralles,
2011

Gambardella & McGahan, 2010

Chesbrough & Rosenbloom, 2002; Dahan
et al., 2010; Nielsen & Lund, 2014

Timmer, 1998; Selz, 1999; Magretta, 2002;
Johnson, et al., 2008; Dahan et al., 2010;
Nielsen & Lund, 2014; Chesbrough, 2007;
Teece, 2010

Casadesus-Masanell & Zhu, 2010; Weill,
Malone & Apel, 2011; Nielsen & Lund,
2014

Casadesus-Masanell & Zhu, 2010; Weill,
Malone & Apel, 2011; Nielsen & Lund,
2014

Amit & Zott, 2001; Smith, Sosna et al,,
2010; Binns & Tushman, 2010; Zott &
Amit, 2010; Casadesus-Masanell, et al.,
2011; Bocken, Rana, Short & Evan 2014;
Roome & Louche, 2016
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Identifying market segment Chesbrough, 2007; Nielsen & Lund, 2014

Articulating value proposition Osterwalder et al., 2005; Chesbrough,
2007; Teece, 2010; Nielsen & Lund, 2014

Formulate the competitive strategy Morris et al., 2005; Chesbrough, 2007,
Casadesus-Masanell & Ricart, 2010

Define the market structure of the value ~ Weill & Vitale, 2001; Chesbrough, 2007

chain

2.4 Business Model Framework and Components

Chesbrough (2007) describes seven types of Business Model Framework (BMF)
in sequential orders from a basic firm set up to advanced firms. Firms in different types
produce different levels of values. Framework Type 1 to Type 3 relies heavily on the
internal idea of creating and capturing values, while type 4 to type 6 creates value
aggregation through opening systems. The seven types of Business Model Framework
helps a firm to assess themselves to realize at what level the firm stands for. The

seven types of Business Model Framework are as the following:

2.4.1 Type 1 Company has an undifferentiated business model

Firm in this type has less to none in creating new value. Chesbrough (2007)
mentions that the majority of a firm operating today fallen into this type. Firm in this
type is considered selling commodity products such as restaurant, bricks-and-mortar
retail shop. Chesbrough calls it a “Commodity Trap.” They do not create or create
very less differentiated value to their customers. The selling points of a firm in this

type are to compete on prices and availability of merchandise.
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2.4.2 Type 2 Company has with differentiation in its business model

Firm in type 2 shares some similarity characteristics with a firm in type 1, but
firm in this type springs some certain degree of differentiation in creating value in terms
of its product or services such as product quality, product, or service performance
enhancement. With this kind of differentiating qualities compared to type 1, it will be
able to leverage resources in creating different business models from type 1.
Chesbrough notices that some firm in type 2 has fallen in the “One Hit Wonders”
situation where the first product launch can gain impressive popularity from the buyers,

but the following products may not well perform as the previous one.

2.4.3 Type 3 Company develops a segmented business model

Firm in type 3 possesses the ability to run business in multiple segments. They
make volume sales in price-sensitive markets and enjoy significant profits in the high
margin segment, simultaneously. Firms in this category are still vulnerable to significant

technology changes, which may run off the hands of their businesses.

2.4.4 Type 4 Company has an externally ware business model

Exposure to the external environment is the business model of a firm in type
4. Firms at this level start to expose to external contact beyond their internal
boundary. They start to build a relationship with outsiders in exchanging ideas and
technologies. The outsiders can be firm suppliers or customers in which firms will share
their internal road map on a regular basis. Sharing enhances firms to learn new
innovative things such as cost-saving, time reduction in launching new offerings to

market.

2.4.5 Type 5 Company integrates its innovation process with its business

model

Firms in this type have sufficient ability to assimilate innovation into the
business models. Firms' activities tie-up with their partners, suppliers, customers to
build innovation processes. Firms share their roadmaps with their partners and vice

versa. These activities help every party to have a better vision of pursuing their current
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business as well as seeing the potential opportunities in the future. Firms can manage

their supply chain to perform better to tap unmet needs in the market.

2.4.6 Type 6 Company is an adaptive platform

The last type of firm in the business model framework is the firms that are fully
engaged to the external system. Firms in this type are more open and very adaptive
to learn new things. Chesbrough mentions, “this ability to adapt requires a
commitment to experimentation with one or more business model variants.” It means
that firms will expose to risks of adapting or experimenting with new ideas to doing
business. Firms possess the absorptive ability, which allows them to assimilate new
knowledge from their business partners: key suppliers and customers. Processes of
creating and capturing values will be examined throughout the value chain. Some firm
in this type has leveraged their new ideas, new technology through spin-offs and joint
ventures. New knowledge will either generate within the company or co-create with
the key business partners. As firms are open to the external environment, a firm has a
greater ability to acquire resources from external. Taking more risks than other business

model types will allow the firm to come up with variances of a business platform.

Different types of the business model framework that each firm stand needs
different kinds of component in integrating into a firm’s business models. The study
of Lambert and Davidson (2013) indicates three components needed for the business
model; the use for company classification, the measurement of business performance,
and the source of innovation. Osterwalder et al. (2005) enumerated the business
model into two arrays, which are taxonomy, and conceptual model. Schmid et al.
(2001) propose six fundamental elements of a business model, which are mission,
structure, processes, revenues, legal issues, and technology. Hamel (2000) postulates
that the elements of a business concept and a business model are similar. A business
concept consists of four major components: core strategy, strategic resources,
customer interface, and value network. Viscio & Paternack (1996) argue that firms
should have five components in conducting the business, which are global core (with

five key missions: identity, strategic leadership, capabilities, control mission, and capital
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mission), business units, services, governance, and linkages. Firms that possess this
five-component will create a “system” in addition to the value from the individual
parts, which enhances the firm to have better performance. These components are
unequally contributed to the performance of the firm (Stampfl, 2016). Morris (2005)

studies component in from various scholars and collects the different

Table 4 Business Model Components

Author(s) Business Model Components
Eriksson & Magnus (1999) Vision, process, structure, behavior.
Timmers (1998) Product/service/information flow architecture,

business actors and roles, actor benefits, revenue

sources and marketing strategy

Markides (1999) Product innovation, customer relationship,
infrastructure

management and financial aspects

Kluber (2000) Business architecture, potential benefit, source of

revenue, IS architecture

Gordijn et al. (2001) Actors, market segments, value offering, value
activity, stakeholder network, value interfaces, value

ports, and value exchanges

Linder and Cantrell (2000) Pricing model, revenue model, channel model,
a commerce process model, Internet-enabled
commerce
relationship, organizational form, and value

proposition
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Author(s)

Business Model Components

Chesbrough and
Rosenbaum (2002)

Hedman & Kalling (2003)

Hamel & Trudel (2001)

Petrovic et al. (2001)

Dubosson-Torbay

et al. (2001)

Afuah and Tucci (2001)

Weill and Vitale (2001)

Applegate (2001)

Amit and Zott (2001)

Alt and Zimmerman (2001)

Value proposition, target markets, internal value
chain structure, cost structure and profit model,

value network and competitive strategy

Marketing, price, resource, production, supplier,

service, competition, physical component

Core strategy, strategic resources, value network, and

customer interface

Value model, resource model, production model,
customer relations model, revenue model, capital

model, and market model

Products, customer relationship, infrastructure

and network of partners, and financial aspects

Customer value, scope, price, revenue, connected
activities, implementation, capabilities, and

sustainability

Strategic objectives, value proposition,
revenue sources, success factors, channels, core
competencies, customer segments, and IT

infrastructure

Concept, capabilities, and value

Transaction content, transaction structure,

and transaction governance

Mission, structure, processes, revenues, legalities,



29

Author(s) Business Model Components

and technology

Rayport and Value cluster, market space offering, resource
Jaworski (2001) system, and financial model

Betz (2002) Resources, sales, profits, and capital

Amit & Zott (2008, 2010) Content, structure, governance, novelty,

complementarities, Lock-in, efficiency

Demil & Lecocq (2010) Resources an competencies, organizational structure,

value propositions for value delivery

Baden-Fuller & Morgan (2010) Resources, capabilities, products, customers,

technologies, markets, replicating, adopting, copying

Chesbrough & Rosenbloom Value proposition, market segment, value chain, cost
(2002) structure/profit potential, value network, competitive
strategy

Casadesus-Masanell & Ricart ~ Competitive imitate, competitive advantage,

(2010b) innovation, copy

Gassman et al. (2016) Value propositions (what), the customer (who), profit

mechanism (how), value chain (why)

Markides & Chu (2008) Exploitation, exploration, ambidextrous

Source: Morris et al. (2005); Zott et al. (2011) Gassmann et al. (2016)



30

2.5 Patterns of Business Model

Zott (2007) stated that entrepreneurs always search for a new way of
developing. Grassmann et al., (2016) argued that there are seven schools of thought
which burgeons the disciplines of the business model and describes each model as an
activity system, process, cognitive, technology-driven, strategic choice, recombination,

and duality.

2.5.1 Business model as an activity system

The modern concept in the 20™ century views the business model as a pattern
of interrelated systems. The early work of Amit and Zott (2008, 2010) investigated the
relationship of a firm’s strategy and structure to product-market strategy and
discovered that the business model has largely impacted the design of product-market
strategy. They view the business model as an interlinkage of interdependent activities.
The activity system helps to increase boundary-spanning (Zott et al, 2011) and
broadens the scope of a ‘focal firm’ (Gassmann, 2016). The activity system model
creates a link between economic theories to the value creation activity by employing
theories to explain this model. The theory includes Transaction cost economies,
Schumpeterian innovation, Resource-based view (RVB), and strategic network. Zott &
Amit (2008) viewed a business model as content, structure, and governance of
transaction design, which creates value and exploits the business opportunity and
finally delivers value to the customers. Activities system will encourage management
to construct a business model through holistic thinking (Osterwalder and Pigneur, 2010
Nenone & Storbacka, 2009). Under the activities system point of view, Amit and Zott
(2008) propose that it will consist of design elements and design themes. The design
elements constitute of activity system content, activity system structure, and activity

system governance which can be described as follow:

1. Content (what) refers to activity selection, which can be well performed to
serve the needs of the customers. Content can initiate in multiple forms, such as new
platforms, new applications, or new channels. To implement content effectively, the

firm needs to invest in making content understandable to the person who will be
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engaging in this new content. Knowledge and practical training to employees who

engage in the use of content are needed.

2. Structure (how) refers to the design of linkages and transitions of activities to
ensure the smooth flow of the operations. The stall or interruption of the linkages and
transitions of activities can determine the success or failure of the new content

initiative.

3. Governance (who) refers to persons who are responsible for performing

activities. Creative and disruptive ideas can play a very important role in this stage.

@ @ ®

Determine Determine

L. Govern
Activity System / ivi 5% /
ty oy Activity System the Activity System -
Content 7 Structure .
. Defines what tasks to
Defines 2
defines A execute and who is
connection of :
responsible
- o ' ‘ -
create
for
Design Themes

“detail the system’s dominant value-creation drivers. [...] are
configurations of design elements, or the degree to which they
are orchestrated and connected by distinct themes.”

* Novelty » Complementarities
* Lock-In » Efficiency

Figure 2 Business model as an activity system

Source: Gassmann et al. (2016)

2.5.2 Business model as a process

Demil & Lecoq (2010) argue that the business model is fragile to change. Demil
and Lecoq (2010) propose two types of business standard processes, which are static
approach and transformational approach. The static approach employed the ideas of
the tight connection of core components, meanwhile; transformational approach sees
business model as a concept or tool in response to change of innovation (Osterwalder

et al., 2005; Markides, 2006; Teece, 2007, Johnson et al., 2008, Zott & Amit 2008). Three



32

F 3

Resources & Competences

Value Internal and External
propositions < Organization
A 4 Y
Volume & Structure of Volume & Structure of
Revenues Costs
| l I
Margin

main components of the business model consist of resources and competencies,
organizational structure, and proposition for value delivery. The three components
mentioned can be used as an indicator to determine the revenue stream and cost
structure of the firm.

Figure 3 Business Model as a Process

Source: Demil & Lecocq (2010)

2.5.3 Business model as a cognitive view

Baden-Fuller & Winter (2007) suggest that the business model has no need to
be an entirely new thing, but it could be viewed as an absorption processor that could
be replicated of an existing business model. The later work of Baden-Fuller & Morgan
(2010) suggests that the look-across disciplines and replicated process of success can

spur the variation of business model innovation, which they called it “Scale Model.”
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Figure 4 Business Model as a Cognitive View

Source: Gassmann et al. (2016)

2.5.4 Business model as a technology-driven

Teece (2010) delineates that the business model has driven by technology,
which will formulate a competitive strategy to firm for delivering value. This value will
appeal to customers to purchase, and the firm will earn the profit. Firms that springs
new ideas and technology can be maneuvering their business through business models
(Chesbrough, 2010; Chesbrough & Rosenbloom, 2002). As a matter of fact, a firm should
possess the internal dynamic capability, which is the ability to exploit new business
opportunities, the balance of resources used, and the commitment to employees
(Teece et al, 1997). Pisano (2015) indicates that under the firm’s constraint of
resources, a firm may consider one of the two approaches in building dynamic
capabilities in which the firm may select the general-purpose or application-specific

approach.
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“Articulate the value created for users by the offering based on the
technology”™

“Identify the users to whom the technology is useful and for what purpose,
and specify the revenue generation mechanism(s)”

“Define the value chain required to create and distribute the offering, and
determine the complementary assets needed to support™

“Estimate cost structure and profit potential producing the offering, given the
value proposition and value chain structure chosen”

“Position the firm within the value network linking suppliers and customers,
identify potential complementors and competitors™

“Formulate the competitive strategy by which the innovating firm will gain
and hold advantage over rivals™

Figure 5 Business Model as Technology-driven

Source: Gassmann et al. (2016)

2.5.5. Business model as a strategic choice

Grassmann et al. (2016) state that there is everlasting confusion of the term

strategy, business model, and tactic among scholars, which needed to be addressed

the differences between these three concepts. Casadesus-Masanell & Ricart (2010b)

delineate that the business model is the consequence of strategic choices. Strategy

acts as the main driver for emerging of a collective set of business models. The chosen

business model allows firms to make a choice on tactics (Haubro et al., 2015; Brea-

Solis et al., 2012). Business model choices can be divided into three main categories,

which are policies, assets, and governance structures. The selection of choice proceeds

the company to choose the implication of tactics to create value for customers.
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Figure 6 Business Model as a Strategic Choice

Source: Casadesus-Masanell & Ricart (2010)

2.5.6 Business model as a recombination

Gassmann, Frankenberger, and Csik (2014) suggest that the business model
framework spurred from the recombination of four elements, customer, value
proposition, and the revenue model. A result of their study indicated that about 90%
of the business model comes from the repetition of 55 patterns. The study is partly in
line with the scale model of Casadesus-Masanell & Ricart (2010b) that the business
model has not to be entirely new things (Oliver et al.,, 2016). Gassmann et al. (2014)
propose four dimensions of the recombination elements that form a business, which
is what? (value proposition), who (value chain), value (revenue model), and who (target

customer).
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What? |

Value Proposition: What do
you offer to the customer?

Customer: Who is your target
customer (segment)?

How? | .~ Why? |
Who?
Profit Mechanism: N\, Value Chain: How is
How is revenue the value proposition
created? created?

Figure 7 Business Model as a Recombination

Source: Gassmann et al., (2016)

2.5.7 Business model as a duality

Markides (2006) views that new business model innovation is not necessarily to
be better than the firm’s existing business model. A firm may pursue new business
opportunities with a different business model that subsequently fit improved and new
emerging business. A firm can sustain its business by continuously exploiting the
existing business while exploring new opportunities and turn them into preferred
products or services. The challenge is exploiting the current business, and exploring
new territory required different sets of skills, knowledge, mindset, structure, and
processes (Markides & Chu, 2006). A firm needs to balance it because of both the
consumer resources of the firms. As a matter of fact, the firm might pursue two
businesses by using different models simultaneously. It required a firm’s ambidexterity

thinking. The firm ambidexterity is the ability of a firm to manage demands that have
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dissimilarity in its nature or the trade-off situation (Duncan, 1976; Gibson & Birkinshaw,
2004; Markides & Chu, 2006). Tushman and O’Reilly (1996) define the ambidexterity
organization as “The ability to simultaneously pursue both incremental and
discontinuous innovation...from hosting multiple contradictory structures, processes,
and cultures within the same firm (p. 24)” March (1991) views that “the basic problem
confronting an organization is to engage insufficient exploitation to ensure its current
viability and, at the same time, devote enough energy to exploration to exploration

to ensure its future viability (1991, p. 105)”.
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Figure 8 Dual Business Model

(Adapted from Makides and Charitou, 2004)

A study of Malone, et al., (2006) from 1998 to 2002 of 10,910 business models,
finally make a conclusion that there is no one best business model. Most of the
business model they reviewed has basically given the same performance. They used

four criteria, which are creator, distributor, landlord, and broker, to filter and classify
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typology of the business plan. They discovered 16-type of business plan and have

given a means of each type of business plan as follow:

1. Entrepreneur: those who create and sell financial assets.
. Manufacturer: those who create and sell physical assets.
. Inventor: those who create and sell intangible assets.

. Human Creator: those who creates and sells human assets

o A W DN

. Financial Trader: those who buy and sell financial assets without significantly
transforming them.

. Wholesaler/Retailer: those who buy and sell physical assets.

. Intellectual Property (IP) Trader: those who buy and sell intangible assets.

. Human Distributor: those who buy and sells human assets

O 0O ~N O

. Financial Landlord: those that allow others to use their cash.
9a. Lenders provide cash that their customers can use for a limited time in
return for a fee (usually called “interest”). Examples: Bank of America,
Fannie Mae.
9b. Insurers provide their customers with financial reserves that the
customers can use only if they experience losses. The fee for this
service is usually called a “premium.”
10. Physical Landlord: those who sell the right to use a physical asset
11. Intellectual Landlord licenses: those who paid for limited use of intangible
assets.
11a. Publisher: those who provide limited use of information assets such
as software, newspapers, or databases in return for a purchase price
or other fee (often called a subscription or license fee).
11b. Brand Manager: those who get paid for the use of a trademark, know-
how, or other elements of a brand.
11c. An Attractor: those who attract people’s attention using, for example,
television programs or web content.
12. A Contractor: those who sell a service provided primarily by people, such as

consulting, construction, education, personal care, package delivery13)
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Financial broker: those who match buyers and sellers of financial assets. This
includes insurance Brokers and stock Brokerage functions in many large
financial firms.

14) Physical Broker: those who match buyers and sellers of physical assets15) An
Intellectual Property (IP) Broker: those who match buyers and sellers of
intangible assets.

15) An Intellectual Property (IP) broker: the matchmaker of intellectual property
between buyer and seller.

16) A Human Resources (HR) broker: those who match buyers and sellers of

human services.

2.6 Business Model Constellations

Ideas of constructing a business model from scholars present no inclusive of
what and how many components will be the best fit in the business model (Hacklin &
Wallnéfer, 2012; Sanja Pfeifer et al., 2017). Yang, Evans, Vladimirova, and Rana (2017)
indicate that the business model has connected to the concept of value. If a firm can
determine the proper benefits of value, it will create competitive advantages to the
business (Waghmare & Golhar, 2017). Hacklin et al. (2018) illustrate that a newly
constructed business model emphasizes the congruity of relationships among the
elements in the framework to create a good balance between economic value and
the ability of a firm to pursue business. The concept of the congruency of relationships
is undeniable in the business model, but the constellation is problematic to construct
a model. Foss and Saebi (2018) explain that the constellations in the business model
are literally unclear and skeptical. L. Morris (2009) states that there are three most
critical market factors are accelerating change, increasing complexity, and increasing
competition, which can create “Change Conspiracy ”to the market environment .
Richardson (2008) proposes that business models should include a value proposition,
value creation, and delivery and value capture. Yang et al. (2017) assert that the
sustainability of the business model has been measured through the value proposition,
value capture, and value creation and delivery. Amit and Zott (2010) delineate that

business model as an activities system, which consists of content, structure, and
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governance of an activity. A firm can explore new capabilities by using open innovation
and the constellation that will help a firm to equipped with that higher capability of
value proposition, market segment, value chain, cost/structure and profit potential,
value network, and competitive strategy (Chesbrough, 2010). Osterwalder (2015)
enumerates the business model into two arrays, which are the taxonomy and
conceptual model. Osterwalder (2004) proposed a business model canvas and
determined nine essence elements, which are customer segments, value propositions,
channels, customer relationships, revenue streams, key resources, key activities, key
partners, and cost structure .The nine elements presented in the Osterwalder’s
business model canvas is trying to blueprint the questions of “what "firm should do,
of “why ”firm has to do, of “who” firm should respond to response, and of “how”
firm will do it (Sanja Pfeifer et al.,, 2017). The business model canvas represents the
recombination of patterns (Gassmann, Frankenberger, & Csik, 2014) of the
interdependent activities creating by the firm to deliver value to the customer (Zott &
Amit, 2008). Demil and Lecocq (2010) portray the business model structure as a
dynamic process that consisted of three components; resources and competencies,
internal and external organizational structure, and value propositions, which they were
called “RCOV” framework. Demil & Lecocq believed that the interactions within and
between the three components could encourage firms to discover new choices of a
value proposition. In contrast to an RCOV framework, C. Baden-Fuller and Morgan
(2010) argue that firms should have to study the logical model from the external
epistemology in the different fields such as biology, economics, then adopted and

assimilated knowledge to construct a new owned business model.

2.6.1 Innovation and Firm’s Performance

Innovation and Invention shared a common ground of “Newness” (Sener,
Hacioglu, & Akdemir, 2017). The invention is involved with creating new things, but the
invention, in fact, is not an innovation (Myers & Marquis, 1969). Invention associated
with turning newness into practical products or services. An invention alone cannot
fulfill the gross meaning of innovation. Smith (2010) depicts innovation as the process

of forming an invention, which can be commercialized and benefit from widening users.
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Wallace (2017) characterizes innovation as “a complex process, encompassing
everything from basic research activity, to new working practices or even more
attractive packaging. Drucker (2014) views innovation as a tool of an entrepreneur,
using to capturing the opportunity, making sense of doing things in a new way, and
bringing new learning into a workable format. Knight (1996) presents four major types
of innovations, which are product or services, production-process, organization
structure, and people innovations. Knight perceives that all types of innovations are
highly interrelated; change of one element creates a magnitude of uncertain changes
to the rest. If Knight’s assumption is correct, it may be difficult to predict future firm’s
performance as it is presumably involved in lots of factors. Dewar & Dutton (1986)
argue that a firm would have affected on two types of innovation, which are radical
innovation and incremental innovation. The differences in innovations magnitude
determined by new knowledge firms absorbed. Radical innovation obsessed a high
degree of revolutionized in fundamental technology changes, while incremental
innovation is less in a degree of changes, which can be seen as product improvement
or adjustment to the existing technology. Works of Knight and Dewar & Dutton view
innovation in pair-wise perspectives, which one is related to another, but not obviously
shown the economic value of innovation. Francis and Bessant (2005) have a different
way to categorize innovations. They proposed 4 P’s of innovation as products,
processes, positioning, and paradigm innovations. These fours had impacted to firm’s
performance in term of quality improvement, cost reduction, new product initiative,
and new methods of sales and financing. Smith (2010) notes that a firm could put the
invention into practice by employing “Business Model” as a key mechanism to
commercialize ideas. Tidd and Bessant (2014) report that product innovation had a
strong correlation with firm’s market performance (Verhees & Meulenberg, 2004) in the
areas of market share, sales growth (Han, Kim, & Srivastava, 1998; Zahra & Covin, 1994),
and profitability (Drucker, 2014). A business model can be seen as the new dimension
of innovation (Massa & Tucci, 2013) that has powered to revolutionize or to disrupt the
industry (Christensen, 2013). A firm with innovation can have an advantage over a firm
with no innovation in the period of turbulence time (Jiménez-Jiménez & Sanz-Valle,

2011).
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Table 5 Type of Innovation

Authors, (Year)

Type of Innovation

Schumpeter and A new product, new quality product, a new source of

Opie (1934)

Knight (1966)

Dewar and

Dutton (1986)

Damanpour

(1996)

Cooper (1998)

Francis and

Bessant (2005)
Smith (2010)
Pisano (2015)

Satell (2017)

supply, A new organization

Product or services, production-process , organization-

structure, and people

Radical and incremental innovations

Administrative innovation and technical innovation

Product-process, administrative-technical, radical-

incremental innovation

Products, processes, positioning, and paradigm

innovations.
Product, service, process, business model innovation
Disruptive, architecture, routine, radical innovation

Breakthrough, sustaining, disruptive innovation, and basic

research

2.6.2 Value Proposition and Value Delivery

From our literature found that new value that a firm created needs a vehicle to

carry out ideas into practice (Ostewalder, 2004; Teece, 2010). Value proposition and
value delivery stand in the first row as growth engines that drive the conceptualized
value into the usable value to the firm (Foss & Saebi, 2018; Sosna et al., 2010). Teece

(2010) adds that whenever a firm uses a business model to create value, the business
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model should be able to deliver that value to the customers in a profitable manner
(Chesbrough & Rosenbloom, 2002; Magretta, 2002a). Foss & Saebi (2018) view that the
business model is the interconnected system of independent activities. In their view,
the elements constituted the business model should display the connections in a
certain relationship. Lanning and Michaels (1988) mention that the value proposition
is the prominence value of the offering through the method of communication. Kotler
and Armstrong (2006) argue that the value proposition is the integration of benefits
that firm promises to deliver to its customer for satisfaction. Tung, Jai, and Davis Burns
(2014) elaborate that value proposition helps to differentiate a firm from its rivals.
Lanning, Keane, Cormican, and Sheahan (2018) determine the value proposition as firm
functions use to locate the customer segment by communicating and delivering value
through a variety of channels. Safarpour and Sillanpaa (2017) view value proposition
supports firms to dually receive a great return from customers as well as the company

itself.

If the value proposition is critically useful for a firm to build a fundamental root
of perusing business, what will be the active elements of the value proposition?
Chesbrough and Rosenbloom (2002) view the value proposition as a technology that
can create real value to the customers. They added that the struggle to look for a
value proposition leads XEROX into a new chapter of the company’s innovation spin-
off. They added that “The missing piece seems to have been the effective pursuit of
a powerful value proposition for customer-delivering document management
technologies that added value to customer’s existing equipment and reshaping the
technical architecture to realize that value proposition.” Bridging technology and
economic explains the innovated the value proposition at XEROX. Oliver Gassmann,
Frankenberger, and Sauer (2016) studies the work of Zott & Amit (2008, 2010) and
reports that content is an essential element in the business model and content creates
a value proposition to a firm. The study of Lambert and Davidson (2013) indicates three
components needed for a business model; the use for company classification, the
measurement of business performance, and the source of innovation. Hamel (2000)

postulates that the elements of a business concept and a business model are a



similarity. A business concept consists of four major components;
strategic resources, customer interface, and value network. Viscio and Pasternack
(1996) argue that the firms should have five components in conducting the business,
which is a global core with five vital missions: identity, strategic leadership, capabilities,
control mission, and capital mission, business units, services, governance, and linkages.
Firms that possess these five components will create a “system” in addition to the
value from the individual parts, which enhances firm to have better performance.
These components are unequally contributed to the performance of the firm (Stampfl,

2014). The business model components from various scholars have shown in table 6.

Table 6 Business Model Components

Authors, (Year)

Business Model Components

Viscio & Pasternack

(1996)

Chesbrough and

Rosenbloom (2002)

Hamel (2000)

Chesbrough &
Rosenbloom (2002)

Gassman et al. (2004)

Amit & Zott (2008,2010)

Markides & Chu (2008)

Global core, governance, business units, services,

and linkages

The value proposition, target markets, internal
value chain structure, cost structure and profit

model, value network, and competitive strategy

Core strategy, strategic resources, value network,

and customer interface

Value proposition, market segment, value chain,
cost structure/profit potential, value network,

competitive strategy

Value propositions (what), the customer (who),

profit mechanism (how), value chain (why)

Content, structure, governance, novelty,

complementarities, lock-in, efficiency

Exploitation, exploration, ambidextrous

core strategy,
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Authors, (Year)

Business Model Components

Casadesus-Masanell &

Ricart (2010b)

Baden-Fuller & Morgan
(2010)

Demil & Lecocq (2010)

Rayna and Striukova

(2016)

Spieth and Schneider
(2016)

Zhang, Zhao, and Xu
(2016)

Competitive imitate, competitive advantage,

innovation, copy

Resources, capabilities, products, customers,

technologies, markets, replicating, adopting, copying

Resources an competency, organizational structure,

value propositions for value delivery

Product, service, and pricing offerings

Value offering, value creation architecture, and

revenue model.

Enterprise business process, core product, target

market, value distribution, value chain structure,

information flow.

The literature review from scholars agrees upon the concept of the value
proposition as essential core elements of the firm to serve end-users, but it seems that
other customers in the value chain have been neglected or mentioned. From our study
of food business model innovation revealed that a firm has to create and provide
values to different kinds of the customer at different levels. Other customers that are
worth to mention in this paper are the regulator, distributor, and end consumer. When
a firm creates value, it will not only be delivering those values to the end-user, but

also the firm has to consider delivering value to the regulator and distributor.

In 2008 Thai government issued an Alcohol Beverage Control Act B.E.2551
(2008) to regulate all types of beer sellers, including manufacturers, importer, and
distributors. The act has weakened the selling and marketing flexibility of the liquor

sellers in Thailand. The act has prohibited liquor sellers and drinkers to advertise
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publicly, communicate, label, and display the message; and to those who violated this
act will be charged as a serious crime. The Food Act B.E.2552 (1979) illustrates another
example of the power of the regulators. After the food act was implemented, the Thai
food commission found that many Thai food producers and importers were legally
charged in the case of illegally selling food without licenses and legal permission .This
act has consequences in license suspension or license withdrawal of the Thai food
producers and sellers. Any case with a severe violation of this act brought food
producers and food sellers into the court of law. In the new food business model,
regulator views as atop of the value proposition pyramid. If the food producer cannot
comply with rules and regulations imposed by the regulators, those food products will
not be able to present themselves on the store’s shelf. The second layer of value
proposition lies in the hand of distributors. Tung et al. (2014) assert that tablet catalog
producer needs to emphasize care to their retailers because retailers are chained to
deliver value to the end-users. Without sufficient knowledge and ability to
understanding and communicate the value, tablet catalog producers may not be able
to efficiently sell their products to the consumer. At the ground of the value,
proposition pyramid is the customer’s perception of the value offered by the sellers .
Sellers may sell a similar product to the same target group of customers, but those
who can better be offered a robust perceived value of benefits to the customers at
the end would be the winner in the customer’s buying decision process. To enable to
deliver value to the customer, the firm needs to seek competitive advantages in
resources or skills through customer value creation activities (Ketchen & Hult, 2007;
Slater, 1997). Value delivery is the process of value chain activities that move the

product from ground to the hand of consumers.

2.6.3 Revenue Model & Compelling Strategy

To be able to sustain the continuity of the new business model, the revenue
stream plays an essential part in business practice (Teece, 2010; Timmer, 1998).
Revenue is an essential inclusive element when constructing a business model.
Casadesus-Masanell and Tarzijan (2012) points that secured business model has to

deal with the diversity of revenue generated sources, to lower the risk of doing
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business. The antecedences of changing business model components will have a
certain impact on the firms’ earning revenue. Casadesus-Masenell and Tarzijan (2012)
propose two types of revenue-based generation, which are one-off, pay-per-use,
subscription, and advertisement. Van, Parker, and Choudary (2016) adds that the
platform business models could monetize their revenue into two formations, the one-
time earning and recurring earning through performance-based charge or agency fee
charge approaches. Foss and Saebi (2018) argue that architecture of firm activities
related to how a firm can monetize from the offered as it creates linkage among all
components of the business model (Bakker, den Hollander, Van Hinte, & Zljlstra, 2014,
Casadesus-Masanell & Zhu, 2013). Zott (2017) and Keoane, Corican, and Sheahan
(2018) mentions that the firm’s system activities tightly connect with a firm’s business
sustainability strategy. Keanea et al. (2018) assert that firms could earn revenue streams
by creating, capturing, and delivery of value. The concept of value is interconnected
with the monetization of value and strategy to earn revenue. The firm needs to

structure the organization for a good fitting strategy to formulate its revenue strategy.

AirAsia is an Asia fast-growing and outstanding low-cost airline in the Asia-pacific
region. Founded in 2001, the Malaysia-based short-haul low-cost carrier (LCC) develops
a new strategic platform that renounces the traditional aviation service industry into a
new chapter. In 1997 the World Travel Awards (WTA) Grand Final recognized AirAsia as
the World’s Leading Low-Cost Airline for the fifth year consecutively. Starting its
operation from flying with two aircraft in 2001, firms had expanded its fleet to 205
aircraft in 2017. Today AirAsia is carrying over 435 million guests across 239 routes over
119 destinations in 21 countries with 23 hubs in 6 countries (Malaysia, Indonesia,
Philippines, Thailand, India, and Japan). The airline has fled from the existing aviation
boundary and conditions that rule the industry competition into a new unoccupied
market space. Kim and Mauborgne (2017) stated that, in the long-established industry
position, it is difficult to make any changes in a given condition unless the firm needs
to build a strategy based on them. AirAsia has transcended itself into a new aviation
boundary with a new “Value Innovation” of lower cost and incremental of values

(Chan Kim & Mauborgne, 2005). AirAsia has formulated the migration of value strategy,
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starting from reducing the aircraft type into a single model of Airbus A320. Besides, it
raises the turnaround time, which helps the firm to maximize aircraft utilization into 25
minutes, the fastest turnaround time in the region. An airline has eliminated the airport
lounge services and to offer paying-for-choice of meals, drinks, or snacks to offset with
no-frill on board to lower the airfares. The firm deployed the Point-to-Point Network
strategy instead of the hub and spoke approaches. The Point-to-Point Network helps
the airline to eliminate the need for connection, reduce the travel time, minimize the
risk of baggage loss, saving energy consumption, and eradicated personnel at the transit
locations. Today, AirAsia has over 20,000 staff in operations. The market capitalization
is accounted for over 3.5 billion USD and earning 2.3 billion USD in revenue (AirAsia,

2017).

To sustain business in a dynamic change environment, firms need to look for
new tools to mobilize their operations. From our review of the literature, it indicates
that business model can systematically modernize firm in migrating value from the
conventional way of thinking into a better to a response of new customer’s desire and
need (Chesbrough, 2010; Saarenketo, Eriksson, Sainio, & Nummela, 2011) The small
food business in Thailand has also encountered the same challenge of new consumer
demand. The old fashion in making foods and selling them through available of the
existing distribution channel is an outdated concept. This research aims to construct a
new business model for a small food business where they can capture and create
values in a new paradigm. A focus of constructing a new business model leads to the
discovery of the relevance of constitutions that are interrelated to help small food

firms to perform better.
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CHAPTER 3
Methodology

This research will conduct by using a mix-method of qualitative and
quantitative research approaches. Sandelowski (2000) argues that “mixed-method
studlies are not mixtures of paradigms of inquiry per se, but rather paradigms are
reflected in what techniques researchers choose to combine, and how and why they
desire to combine them.” In the first phase of this study, the qualitative approach will
use to collect data. The inductive and exploratory is considered to appropriate method
as there is a rare number of publications on business models for small food businesses,
and it is quite limited. Guba (1981) contributes to the trustworthiness of qualitative
research in four categories: credibility, transferability, dependability, and confirmability.
Chittithaworn, Islam, and Keawchana (2011) have studied the food system in Thailand
and founded three sectors in the food SMEs in Thailand, which consist of food
production, food trade, and food services. Most of the food studies in Thailand are
involved with nutrition components in foods, food systems, food preservation, food
technology, food preparations, food process, food sellers, and food distributions and
supply chains, brands, and images. It is rare from the literature to study the food
business model and its constitutions. The body of knowledge in the food business
model is considering of being vague and blur. The second study researcher decided to
employ a quantitative method of collecting data. The quantitative has demonstrated
the rigor and trustworthiness form of research (Shenton, 2004). In this research, it
consists of 3 phases of the study. The first phase is to explore the constitutions food
business model. The second phase is to develop a food business model for small food
entrepreneurs. Besides, the last phase is to validate the business model. This research

will carry out over a period of one year.

3.1 Population

To classify the population of small food businesses is quite a controversial

issue; the small food businesses word is vast in its meanings. It consists of two words
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that need to be defined and scope the boundary, food, and small food business. In
fact, to define the population in this research, the researcher needs to define the

parameter of food and small food business boundary.

Food can be viewed as either raw material used in the cooking processes or
being in the form of finished food that is in the ready-to-serve category. The food that
this research includes finished food or food that is in a ready-to-serve category.
Meanwhile, ready-to-serve foods are also included in the following food groups;

cooked meal, preserved foods, desserts or snack, beverage, dairy products,

Similarly, with foods, the word ‘small food business, as we mentioned, could
be misled of its meanings. Food business can possess the following qualities;
producers, designers or producers, sellers, resellers, licensors, brokers of the foods
(Malone et al., 2006). The producer is the person who designs the products they sell.
A distributor is a person who buys the product for reselling, a landlord is a person who
sells the right to use their property, and the broker acts as the facilitators who are
matching potential buyers and sellers. If the boundary of the food business is a blur,
it will create many arguments on the validity of the word small food business. For
example, being a food producer might not possess all of the rights of those foods they
produced. In this sense, if the producer of food does not possess the right to that food,

then they may not be able to sell the food they produced.

From this typology, two criteria have strong discriminated ability in small food
businesses, which are creators and distributors. By combining these criteria, we can
come up with the term food owner, and it will be used in this research as those who
create and produce foods and distribute them to the buyers. From this definition, the
boundary of the word “small food business” is drawn to those who used to be small
entrepreneurs and earn rights on foods they prepare, process, produce and distribute
to the buyers. The capital investment of the small food business is between 3 to 10

million THB.
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3.2 Sample

In the beginning, we reviewed the theoretical and empirical studies that
involved and related to a business model from various sources: books, trade papers,
e-journals, and the journals to date in order to construct the preliminary framework
outline. The qualitative data were collected from the video archives of 13 mid-size
food firms, a total of 165 videos. The selected samples were the small size food firms
when they started their businesses. The videos archived of the small sizes food firms
on Youtube take place between the years 2010 to 2018 at different interval times. The
samples which were drawn from the youtube archived shared certain commonality
characteristics in developing the firm’s selection criteria. The criteria that determine
the fitting characteristics of a food firm that the researcher is interested in making case

studies are of the following.

1. All of them are mid-sized food firms that function as both food processors and

sellers.

2. None of them is a food broker whose primary role is purely buying food products
for a resale purpose.

3. All of them have earned certain kinds of achievement awards, or as winners in
food competitions.

4. all of them are still in the food business during the data collection period.

The in-depth interview in the Youtube archives will help the researcher to
understand the thinking concepts and their point of view (Burgess, 1982a) and diversity
of perspective (Leegard, 1982a) in running a food business. Morse (1994) comments
that saturated information is the key to determine the proper size of the interview,
and it has no conspicuous publication for the adequacy for estimating the sample size
required to reach saturation. Guest, Bunce, and Johanson (2006) add that qualitative
research by nature is not concerned with statistical generalizability, which often uses
nonprobabilistic samples. The sample size to determine the nonprobabilistic sample
(Miles & Huberman, 1994; Bernard, 1995; Morse, 1994; Rubin and Rubin, 1995; Flick,
1998; LeCompte & Schensul, 1999; Schensul, Schensul, and LeCompte 1999; Patton,
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2002), has found only seven sources that provided guidelines for actual sample sizes

(Guest, et al., 2006).

In the second phase, 100 samples of the small food firm owners will be
selected for conducting questionnaire, Guadagnoli & Velicer (1988) recommend from
their review studies that qualify of a sample does not come from absolute minimum
sample sizes, rather than subject to item ratios, are more relevant. The range in their
recommendation varies from an N of 50 (Barrett & Kline, 1981) to 400 (Aleamoni,
1976). Quantitative information will determine the congruence of relationships of the

new business model.

3.3 Development of the Business Model Components

The initial phase of this research will conduct by using interaction research
(Gummesson, 2001), which is the combination of different approaches to collect data.
Gummerson (2001) stated that the interactive research involved with various
interaction with objects in order to recognize the perceptions, complexity, ambiguity,
and reality in their local setting (Eisenhardt, 1989; Taylor & Bogdan, 1998). The data

collected will be included in both primary and secondary data.

The secondary data will be the extensive reviews of literature collected from
journals, proceedings, working papers in the form of electronic databases, journals,
trade papers, books, government documents, articles on the websites. Content
analysis will employ and perform for extracting data. The coding of data will attempt
to extract core components that the samples used them to create business
competitiveness for their business. Data coding will allow the researcher to understand
the implication and recognize the gap between data from literature and operational

reality.

The second set of data will gather from the archive of interviews and the
questionnaire. From the archive of interviews, the purposive of 13 samples of food
firms will be collected in a field-based study through reviews of and interviews. Firms
selected for reviews will allow the researcher to investigate their business operation

competence, business value propositions, and strategies. Data gathered will be used
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to ensure the constitution of business model components and will use to design the

framework.

The questionnaire will be used as an instrument to collect data. The
judgmental method will be adopted for the quantitative questionnaire, and
participation will ask for their voluntary. The questionnaire will be adopted and aims
to validate the relationships of the food business model for a small food firm. The
structured questionnaire will be measured on a five-point Likert scale where; 1 -
strongly disagree, 2- disagree, 3 — neutral, 4 — agree, and 5 - strongly agree. Lu and
Yong (2013) state that Likert is commonly used through multiple disciplines. The 100
samples will be judgmentally drawn from the food firms to conduct the questionnaire.

Raw data will be statistically interpretation.

3.4 Construction of Business Model

Information extracted from the qualitative data will be coding and construct
the axial matrix coding. The researcher will adopt the process of theory building
(Eisenhardt, 1989) to analyze data. The first step is to transcribe the data and detailed
reading to gain familiarity with data. Data will be grouped and categorized. This step
will provide the overview picture of scattered data. Thereafter the subcomponents

will be categorized into appropriate groups.

Then, the researcher will identify the similarities and differences across the
samples. This will allow the researcher to identify the pattern of investigating
components. The cross-case thematic analysis will choose for viewing data in the
multiple aspects to go beyond the initial perceptions and understandings. The
framework of a new business model will draw from the preliminary study. Later, the
framework will be validated by cross-checking with the reviews of works of literature
to accuracy confirmed the definition, validity, and measurable. At the end of this

phase, the business model will finalize and will ready to statistically validate.

To validate the relationship between the new business model. The quantitative

data draws from the questionnaire; data will be compiled and to verify the
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relationships among core components. The correlation coefficient (“r”) will be used

to investigate how strong pairs of core components in the business model are related.
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CHAPTER 4

Results

4.1 Theory Development

Based on the systematic review of the literature, it is explicitly clear that the
existing business models are ambiguous (Foss & Saebi, 2015) and inadequate of
antecedent conditions for a small food firm. The outright constellations of the business
model in the food industry have not been addressed in the literature. Thus, the
counterpart between the business model and its constellation is likely to be an

imperative antecedent to the new food business model for a small firm.

The idea of applying the grounded theory is to use qualitative data to formulate
the theory. The unit of analysis was the sentences that transcript from 64 interviews
of 13 mid-size food firms video achieved on YouTube. We selected the mid-size food
firms as they were small at the beginning, but they were very efficient and continuously
experience of growing to become mid-size food firms at present. The coding procedure
begins with an “Open Code.” The open code is the process of comprehending the
meaning of sentences by breaking the whole conversations down into small units and
labeling the data. In this stage, we were able to separate 867 sentences from the
interview contents. The coded sentences have scrutinized the differences and
similarities to investigate the pattern of action (Strauss & Corbin, 1994). The related
patterns were assigned to the meaningful akin categories in the “Axial Coding” process.
The assigned categories were eventually consolidated into the core categories by their
relatives in the “Selective Coding” process. The example of the coding procedure is

exhibited in Figure 8.
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[ Selective Coding I Axial Coding I Open Coding ]

"We received orders from China, Vietnam that help us
to expand our business"

"80% of our production is for export"

"We exhibited our product in the Trade Fare. At the

end of the day, we get orders from overseas clients.

N

Export Monetization

Revenue
Model

"Revenue comes from our franchise...we have
totally 56 franchisees"

"We sell our products in the convenience strore such
as 7-eleven."

"We sell at ex-factory price for those who want to

sell our products."

Domestic Monetization ]47

Figure 9 Example of the coding procedures

Source: Researcher (2018)

All sentences were compared and grouped based upon the differences and
the similarities to investigate the pattern of action (Strauss & Corbin, 1994). The open
codes were labeled into 17 categories. In the Axial coding process, we anticipate the
relationships among subcategories by repeating the scheme of differences and
similarities among categories. The categories that were related will be merged into new
labels of the core categories. Corbin & Strauss (1990) stated that Selective Coding is
the process by which all categories were consolidated into “core” categories. They

mentioned that “the core category represents the central phenomenon of the study.”

The compiled data enabled us to categorize the primal food business model
into six themes. Prior to our commitment to the new food business model for a small
food business, we had consulted with five experts in different disciplines of food
science, management, and strategy, and technology management to modify and
refined the theoretical model. We furthered examine the data by reviewing content
details in each group, redefined, merged, condensed, and reassigned them to ensure
that all six components had relevancy to the firm’s business sustainability. The six
components of the food business model for small food businesses were consisted of:

innovation, value proposition, value delivery, revenue model, compelling strategy, and



57

the firm’s performance. In the study, the six core categories emerged from the unifying

of the relevance of categories, which was presented in table 7.

Table 7 Coding Output

Selective Code

Axial Code

Open Code

(6 cores) (17 categories) (867 sentences)
Lateral Innovation 133
Innovation
Vertical Innovation 27
Regulator 22
Value Proposition Distributor 41
Consumer 51
Emotional Engagement 48
Value Delivery
Physical Engagement 107
Export Monetization 69
Revenue Model
Domestic Monetization 35
Technology Driven 18
Export-led Strategy 114
Compelling Strategy Market Dominant 11
Networking 76
Service Strategy 23
Annual Sales 11
Profitability 24
Performance
Growth 18
Market Share 12

The extraction of codes from the interviews can be grouped into six categories.

Each category is meticulously distributed according to the concerns of the gatekeeper.

Table 7 presents the assigned codes of the related contents, derived from the

executives of food firms, to a particular division code.
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The six core categories from selective codes represented the business model’s
doctrine that a small food firm needs to be considering when they want to grow and
to sustain their food business which are the innovation, the value proposition, the
value delivery, the revenue model, the compelling strategy, and the firm’s

performances.

4.2 Innovation

Innovation takes place into two formations of lateral and vertical innovations.
The emerging innovation is connecting with the entrepreneur’s enthusiasm for

establishing a food business.

*Freezing
*Heat processing

*No additives ]

*New product
*New ideas
Y : *New Formula
Food Preservation «Product Improvement

Incremental NPD (" Trial & Errors

*Texture improvement

+* Adjusted formula
Process Improvement +Cost conrol

. vy

= ("*Buy ncw machine N
Acquiring Process *Leaning from vendors

*Buy better machine
*Fry techniques
\ *New ideas

Lateral
Innovation

(" Upgrade business

~
a . *Setaim high
IllS]J].laTlOIl *Duplicate other business
*Debt over run

*Want to be entrepreneur

Innovation

/

Challenging Question *Difficult to attain ]
*Taking time and resources
o Radical New Product «Product knowledge
Vertical *Process Knowledge
Innovation . *Knowledge from R&D
<+—| Process Inmovation *Knowledge from expert

*New process
*Advance process
*Patent process

Figure 10 Innovation
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Table 8 Selective Code of Lateral Innovation

Selective Code

Lateral Innovation

Axial Code Code

Codes from Interview

Food No additive

Preservation

“The boiled rice is easy to rancid, and we have to think
of how to extend their shelf-life without adding

chemical additives.”
“We do not use any preservatives in our products.”

“We avoid adding sodium and monosodium glutamate in

our products.”

Freezing

“We use frozen technology to preserve the shelf-life

extension of our products.

“To be able to export products to the oversea market,

we manage by freezing our coconut juice.

“Freeze technology reassures our customers that they

will get quality products for sell.”

Heat

processing

“We use thermal processing of food to kill bacteria that

contaminated in food texture.”

“The thermal treatment can reduce the microbiological

flora presented in the food.”

“Heat processing can optimize the retention of food

quality.”

Incremental

NPD

New Product

“We develop our boiled sticky rice to be easy to eat.”
“We add product variant into our product lines.”

“We add new center-filled flavor to increase our product

portfolio.”
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New ideas “My mom likes to cook. One day she asks me what you

will do to the shrimp’s chins.”

“We are thinking, what is the best morning meal to

people would be?”

“How to secure our business? | think of selling a product
like selling pipe water. Instead of produce finish
products, we produce product ingredients that

everyone has to use to make their bakeries.”

New formula  “Our new formula is 100% free of starch.”
“Our fried shrimp’s chins are less greasy.”

“Waste food is a thing that people always look over.”

Product “We try to develop superfood, high nutrition blended,

improvement  with no sugar added.”

“We are repositioning crispy vegetables from healthy

food to snack where people can eat on any occasion.”

“Our unique selling point is a tinny flour with a chuck of

center filled.”

Process Trials & Errors ~ “We spend two years in the laboratories to come out

Improvement with two years shelf-live boiled sticky rice.”

“We attempt for 365 frying pans to finally discover a
secret formula of making it less greasy fried-shrimp

shrimp’s chins.”

“We spend three months of the first attempt, and it is
sadly failed.”

Texture “We reach a solution of making the non-sticky boiled

improvement  sticky rice to hand.”
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“We study until we know that the time when coconut
appears to 2 layers texture is the perfect time to

cultivate.”

“The perfect temperature to preserve a natural smell of

fruit is at 100 degrees Celsius.”

Adjusted “To replace the original formula is a long and tough time.

formula To make the best-fit formula needs to be determined.”
“Without flour, it can deliver a better granola’s taste.”

“We adjust our product to have less sugar, no chemical

additives, no fermentation process.”

“We test more than a thousand batches before getting

the decent formula.”

Cost control  “We use a machine partly replace humans as it renders

us the lower-cost benefits.”

“We use a running belt to help in the production

process. It is faster and saver.”

“We buy the whole farm products or making a contract
farming to ensure that we do not have the problem of

supply to production.”
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Table 9 Selective Code of Vertical Innovation

Selective Coding

Vertical Innovation

Challenging Difficult “How can we preserve the freshness quality of the fishes to

Question to attain be exact as they just catch from the sea.”

“How do you get your brain to say, “YUM” and associate it
with actually eating meat, even though it has not come

from an animal.”

“How do we develop an egg that has better nutrition than

the fresh egg.”

“To achieve this goal, we set out eight years ago to create
and scale up the world’s most delicious, nutritious,
versatile, affordable and sustainable meat, fish and dairy
foods, and make them available to consumers around the

world.”

Taking time and ~ “We design special refrigeration that egg’s cells do not die, but
Resources hard to survive. To make it, it takes much time and requires
the advance knowledge which | get from the professors at the

university.”

“The science behind the impossible burger needs a lot of
investment and a number of scientists that are literally

breaking down a beef patty, molecule by molecule.”

“The unique machine isolates every single aroma molecule in a
burger where the Flavor scientists sit, sniff, and then jot down

what they smell one by one.”

Radical Product “The impossible burger can revolutionize the carnivore

Innovation knowledge industry.
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“Heme is what makes the meat taste like meat. It is an
essential molecule found in every living plant and animal --
most abundantly in animals -- and something we have been

eating and craving since the dawn of humanity.”

“Cells Alive System (CAS) is innovative freezing technology
that can keep cells membrane and tissue structure almost

intact while freezing.”

“Our decisive advantage over the incumbent industry is our
ability to continue improving our products, processes, and
supply chain, in every way that matters to consumers and the

environment.”

Process “A present freezing system in the market incurs freezer burn by

knowledge causing the substance to lose its water content and, therefore,
destroys product quality. However, the ABI freezing system
keeps the substance internal moisture and prevents freezer

burn phenomenon from occurring.”

“The new technology, called Cells Alive System (CAS), applies
minute amounts of energy to the food using a magnetic field,
which makes the water molecules vibrate and keeps them

from coming together to form crystals.”

“ABI refrigeration storage system can preserve deliciousness of
just harvested materials and freshness of high-quality food
products for a certain period. This results in eliminating the

producing of loss and waste.”

Research & “More than 1,500 consumers have taken sensory tests in which

Development they cannot tell the difference between a traditional meat
burger and the Impossible Burger, and Impossible Foods’
flavor scientists conduct at least 100 internal taste tests per

week.”
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“The R&D team set ambitious goals for improving flavor, texture,
appearance, versatility and protein quality, while lowering
calories, total fat, saturated fat and sodium content, and
further reducing environmental impact. The team nailed all of

the goals.”

“Innovation is at the heart of what we do at Flow. Through
research and development, we aim to continue to innovate,
to improve our customer's experience and support healthy,

thriving bee colonies the world over.”

Knowledge “We joined the UN Global Compact, pledging our commitment
from experts to the organization’s ten principles of corporate sustainability,
including Life on Land, Zero Hunger, Climate Action, Clean

Water, Biodiversity and Good Health and Wellbeing.”

“In 2019, the EAT-Lancet Commission on Food, Planet, Health —
in partnership with over 30 leading scientists from around the
world - launched a report that represents both a call to
action and scientific consensus on healthy and sustainable
diets...Moreover, we intend to offer those products, starting

with the Impossible Burger.”

Process New process “With this new process, when water starts to freeze, water

Innovation molecules clump together and form a large ice crystal. The
complex energy created by CAS Function Generator of ABI
makes the water clusters to vibrate, with which it prevents
water molecules to gather together and keep them under the

super-cooling condition to attain small ice crystal formation.”

“We started by extracting heme from the root nodules of
soybean plants, but we knew there was a better way. So, we
took the DNA from these soy plants and inserted it into a

genetically engineered yeast.”
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Patent “Impossible Foods has filed 24 patents, most recently 'Methods
and compositions for affecting the flavor and aroma profile of

consumables."”

“The 52-page patent, awarded in 2017 after many years of work
to Impossible Foods of Redwood City, CA for “magic mix,”
opens with two-columned pages of patent and article

citations.”

Table 10 Inspiration

Selective Code

Lateral and Vertical Innovation

Axial Code Code Codes from Interview
Inspiration Upgrade "l have observed the middlemen who buy my coconut;
business they make a reasonable margin at the marketplace. It

inspires me that one day, | will stand where they are

doing today.”

“We want to upgrade our honey product to be sold in the

world market.”

Set aim high “I'wish to bring my mother’s cooking formula to the world-
class of sweets. The wish to diffuse Thai culture through

our traditional Thai sweets.”
“How to make delicious granola without using sugar.”

“How to make meat, meat by using plant-based materials."

Duplicate other  “I think of how we can sell the product that buyers cannot
business refuse. | look at the running water and come up with the
idea that | will sell the product like running water. That

idea is driving me to sell pineapple stir.”
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“I go to Hong Kong, and | see a bakery shop where it is
crowded with Thais. That makes me stop and taste the
bakery at this shop. | memorize the taste of the bakeries.
When | come back to Thailand, | start to duplicate the
taste that | try.”

Debt overrun “Our products are refused by the bakeries from time to
time. That refusal drives us to run business in the red ink. |
sell many properties and loan money to keep my
business survive. At that time, it seems that there is no
light at the end of the tunnel. How can | get out of this
hardship?”

Wanted to be an  “We dream of having a small shop that sells foods. Both of
entrepreneur using taking quite a long time to figure out which business

is the best fit for us.”

Innovation is emerging into two forms, which are “Lateral” and “Vertical”
innovation. The lateral innovation refers to an incremental of ideas that firms use to
leverage their new products into the market. The lateral innovation does not literally
make a substantial difference to the market. Products that spring from the lateral
innovation are in the form of food preservation, incremental of new product

development, process improvement, and buying a new production process.

Small food firms employ lateral innovation for various reasons; defending their
market share, create excitement to the market, response to consumer behavioral
changes, cost control, create a new consumer segment, or adding a particular feature

to respond to the niche market.

Why many new products of the small food firms usually spring from the lateral
innovation? The answer is quite evident because the lateral innovation is usually in a
capable of the small firms to pursue. It does not require huge or advance investment

to produce the product and consume less time to attain innovation. Small firms can
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initiate new products in their own laboratory or even outsourcing. Form our study, the
most time-consuming of the samples is approximately two years and the least of three

months.

The example of this innovation type can be seen in the case of “Diamond
Grains.” Diamond Grains is the name of the Thai small food firm, at that time, who sell
a breakfast food and snack food made from rolled oats, nuts, honey or other
sweeteners. A couple of owners of the firm has a vision of producing healthy foods.
This vision leaps them to the clean-eating trend question of how we eradicate flour
from the product. With this commitment, they spend nearly a year to earn the right
formula for new delicious granola without flour. Today Diamond Grains becomes

number one the best-selling granola in Thailand.

The vertical innovation refers to the new trailblazing idea that can revolutionize
the industry. The vertical innovation consists of three critical elements, which are a
challenging question, a radical new product, and a new process innovation. A vertical
innovation is mostly time and resources consuming. With the vertical innovation, the
firm is usually own new food processes or first-of-a-kind radical product. The
Impossible Foods company, which is a US-based food firm, heavily spends five years
of research efforts and comes up with a state-of-the-art food process of making a
plant-based hamburger. They called it “Impossible burger.” The impossible burger is
purely made from plants, but the taste, smell, touch, sound is exactly the same as the
cow meat. Pat Brown, CEO of the Impossible Foods, said in an interview in 2019

Stockholm Food Forum that

“I try to pick the most important problem in the world that | could
contribute to solving... | realize that the catastrophic environmental

impact is to use the animal as food technology.”

“Nobody is serious and try to solve the problem. We have to
replace the animal with food technology...That is the problem | can

solve... In order to replace animal food, we eat. We need to deliver
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food that consumers want... and they care about deliciousness,

nutrition, and affordability.”

The challenging questions led Pat Brown to find the Impossible Food Company
in 2011. Today impossible burger is widely distributed through the Burger King

franchises and many reputable restaurants in the United States.

The innovation is the foundation of this business model. The firm owner’s
inspiration can be seen as the offspring of the business innovation idea. From our
study, we found that the complication of questions can carry out a different degree of
innovation leverage. As the level of challenge to the firm increased, the more advance
achievement can be expected at the higher performance of the outcome. The easy-
to-achieve question results in the incremental innovation outcome, while the

challenging question can be delivered the superior output performance.
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4.3 Value Proposition

The value proposition is cascaded into the three tiers of catekeeper, which
are regulators, distributors, and consumers. A firm that intends to enlarge the firm’s
size and to expand the market share needs to gratify the value proposition to

comply with the gatekeeper's demand.
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Figure 11 Value Proposition
Table 11 Selective Code of Value Proposition
Selective Code
Value Proposition
Axial Code  Code Codes from Interview
Regulator Standard "All shrimp farms that we are dealing with earned GAP and

COC certificates.”

“We make sure that the coconuts farms receive GAP,

HACCP, GMP certificates.”
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“Our products earned the Thailand FDA mark, and they

are good for domestic sales.”

“We look for certified factories that are in compliance with

food safety standards.”

Distributor Product quality “With this level of quality, we shipped products to

Malaysia, Singapore, Indonesia, Taiwan.”

“Our products are 100% preservative-free and 100% free

of monosodium glutamate.”

“Qur products have a one-year shelf life. The shelf-life

period is good for overseas distribution."

“We look for the top tier quality vegetables grown under

the Greenday process.”

“Innovation is only the product itself, but also the

smartest of the tools.

Relationships “We develop good relationships with the distributors.”
“Thai markets ask us to supply our products for retailing.”

“Development of long been relationships makes them

generously offer increased sales space to us.”

“They have given good recommendations to friends and

relatives to purchase from us.”

“Our diffusion of a product starts from word-of-mouth

regarding quality.”
“We earned the 7-Eleven Product Award of the year.”

“The Australian importer asked us for the rights to

exclusive sales.”
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“80% of the Stirring pineapple Singapore importers are our

clients.”

Profitability “We need mass volume sales to achieve economy of

scale.”

“They are delighted with our bakery. They order huge

amounts from us.”
“Our offered prices are very market competitive.”
“We partner them to expand our business.”

“We have better cost management. When the raw
material prices are soaring, our competitors raise their
prices. We reduce our prices. Therefore, the buyers have

remained with us, on our side.”

Convenience “We need modern trade as it provides convenience to our

customers in the purchase of our products.”

“Mailing is the other source of convenience that they can

enable us to reach consumers everywhere.”

“Multiple outlets empower us to cover all possible

geographical locations."
“70% of our income is earned from E-tailing.”

“New services can shorten the delivery time by 4 to 5

days from the original 3week delivery.”

Consumer Food and taste “When they first sampled our product, they contacted us

promptly.”

“Product should not only provide good smell and taste

delicious but should have much more.”

“At the moment, we are in favor of clean-eating

customers.”
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“We calculate how many calories the body needs in one

portion of our Granola.”

“The heart and soul of our products can be defined as

‘Delicious.’”

“We have developed an online system to make it easy for

our customers to place and replace orders.”

Communication

“We are the prime mover in this business, and then we

have a lot of time to talk with our customers.”

“We do not position our product for the occasional dinner
but wish to turn it into the essential meal for health-

conscious customers.”

“The name ‘Diamond Grains' contains the added value in
its meaning. The Diamond is an asset and is rare to

find.”

“Our point of differentiation is a thin-covered flour

coating, and a mouthful of center-filled ingredients.”

“We changed our way of doing business and mindset
within the company by listening to feedback from
customers and to what they really need and want from

our products.”

Experience

“Our products go beyond the word “safe,” but should
make consumption an enjoyable experience due to the

quality they have received.”

“I am pleased when the customers tell me that our

bakery products are so delicious.”

“Clean food customers enjoy eating our product.”
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“We have our own history, and customers love to hear it,

and they share stories of their own with us.”

“Those who want to buy our franchise are mostly regular

customers.”

The regulator is top in the adoption of the exchange process. The regulator is
the policy executioner who governs and facilitates firms to comply within the context
of laws and legislation in a particular market. Coglianese (2012) points out that the
existence of regulation is to compel firms to align their behaviors for the desired
outcomes. The regulator has the literal responsibility for protecting and promoting the
interests of consumers (Delgadillo, 2012). Values could not flow from producer to end-
user unless approved by the authorities. In the food and drugs market, the regulator
has an imperative role in determining the entrance or exit of the products to the
market. The regulator applies an array of tools in preventing unsafe or deficient
standard products being released to the market. These tools include acts, standard

codes, marks, licenses, labels, specifications, and certificates.

The distributor is the intermediary in the reselling of a firm's products. They
appear in different forms of a distributor, trader, agent, broker, wholesaler, retailer,
direct selling, franchising, or licensing store. Ghosh, Benoy Joseph, Gardner, and Thach
(2004) points out that choosing the correct distributor is an imperative asset to a firm
when planning to maneuver into selected geographic locations. Ng (2008) supports
that the distributor helps to be better manage the uncertainty of the market demand.
Therefore, the firm has to understand the distributors' demand and their limitations in
order to produce their maximum value-in-need. Developing a strong bond with the
distributor enables a firm to discover the unmet demand of the distributor. When a
firm is selecting a distributor, consideration must be given to market dominance, quality
of service distribution, and the ability to draw customer attention must come into
consideration. A poor relationship with the distributors may result in the termination

of the business operation. Without the acceptance of the distributor to distribute and
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market the firm's product, a firm is vulnerable at birth to product undervalue and put

future sales success at risk.

The consumer is the final destination for a firm in delivering value. In this layer,
a firm encounters the multiple facets of consumer demand. The value of a firm's
product on offer may, by necessity, differ in response to the needs of particular
customer segments. Ballantyne and Varey (2016) reveal that approval of a firm’s value
propositions by the customers would facilitate the mutual co-creation of value. This
incident indicates that the value offered by the firm should align with the consumer’s
willingness to pay. Thus, firm performance is relatively dependent on the value the
firm has offered to the market. A. Osterwalder, Pigneur, Y (2009) describes that the
value proposition is the engine that drives a firm in solving customer problems and in
satisfying consumer needs. As a value proposition is intangible, the evidence of value
benefits will only be revealed with the customer experience in the use of the products

(Skalén, Gummerus, von Koskull, & Magnusson, 2014).

Our findings show eight value propositions that influenced the decisions of
gatekeepers in admitting or accepting a firm's product for their consideration. The
greatest concern of the regulator in accepting a firm's value is compliance with food
standards. The presence of food firm products depends mostly on the ability of a
particular firm to present the values to meet the regulator's requirements. Standards
refer to the safety of food products produced from reliable and certified factories,
which then provide sufficient qualities of product for both domestic consumption as

well as export capability.

The distributor pays attention to four kinds of value, which are product quality,
relationship, and profitability. Developing and maintaining good relationships with
distributors can enhance the growth of a firm; additional space allocation, purchase of
more product, exclusivity deals, and extra promotional space allowance can be
expected from the continuing relationship with the distributor. Profitability is also of
interest to distributors. Profitability comes in the form of profit-sharing, profit margin

and allowances, continuity of supply, and persuasive offered to price.
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Value propositions that consumers pay attention to are the convenience
offered, the foods and taste, the channel of communication, and the moment of
experience. Convenience is the ability of firms to facilitate their customers through
multiple channels of distribution; retailers, wholesalers, e-tailing, and mailing. Food
firms need to present their promising offerings of values in order to win sales space
from the distributors. Convenience also refers to the viability of an outlet or point-of-
contact where consumers can easily gain access. Food and taste are combinations of
food and taste values. Food values are the attributes and benefits the consumer will
experience from buying the firm’s products. Taste value is food flavor, food essence
that comes from the development of new kinds of foods, or a new chapter of the
recipes. Communication is the way a firm uses to convey messages regarding the
distinctiveness of the firm’s products to the consumer. Product and brand point-of-
differentiation, using promotional campaigns, are strong persuasive messages that
affect the decision- making process of the consumer. Product benefits address the
solution to apprehension and relieve the customer's distress. Feedback and prompt
response bring about admiration of the brand. Experience is created from the
customer's contact with brands. Experience induces product history in one's lifetime.
The more the positive experience customers gain, the higher the delight of customer

engagement to a firms’ products and brands.
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4.4 Value Delivery

The value delivery reflects the firm’s ability to handle both emotional and
physical engagements in delivering values to satisfy the customers. Physical
engagement involves organizing and managing the loop of a firm’s supply chain
while the emotional engagement deals with the customer perceptions toward the

company, the brand and the product.
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Figure 12 Value Delivery

Table 12 Table of Selective Code of Value Delivery

Selective Code

Value Delivery

Axial Code Code Codes from Interview
Emotional Product "Our food has completed the necessary nutrition. It
Engagement benefits includes fiber, which is used to promotes the movement

of material through the digestive system."
“Our product has the ability to healing diabetic wounded.”

“Product gives the energy with high calcium.”

Branding “I use my mother’s name as a brand of the product.”

“We set a goal and aim to enhance our brand to become

a global brand.”

“Our brand retains its original formula.”
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Engagement

“With no butter, it is a preferable dish to those who eat

clean foods.”

“A praising from customers gives us the energy to move

forward.”

“The tipping point of our firm comes from our customer's

admirable word-of-mouth.”

Co-creation

“The product originates from the co-creation with the

sesame seeds growers in the high hills.”

“At that time, we do not truly understand to packaging our
grains; the customers tell us what should be fitted to our

products.”

“Customers declines to our product is incremental of the

experience to make it better.”

Consumer-

insights

“We conduct research and find out that the shrimp's

rostrum often stabs the customers.”

“We start to communicate with the limited group, a small

group of clean eating.”

“Many customers use our products in the way we never

think of, such as sprinkle them on top of the meal.”

“Our innovation leads us to discover new product usages;
put food offerings in a Buddhist monk's alms bowl,
donating to the orphans, donating to the nursing homes,

used as reserved food for sports activities.

Physical Raw material

Engagement selection

“We select only domestic quality, raw materials.”

“The contract shrimp farms that we deal with have to earn

the GAP and COC certificates.”
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“Children can safely eat them as there is no monosodium

glutamate.”

Production “In our production process, it is free of chemical
process preservatives.”

“Our plant earned the GAP, GMP, HACCP certificates.”

“To comply with the food standards, we need a proper
and approved plant lay-out, food hygiene practices,
controlling the production and importation of food
products.”

Marketing “We have a strong determination to drive Thai food
eating culture into the global market.”

“We win the highest award from Rak Bann Kerd.”

“We received orders from many large sizes of food
companies.”

Infrastructure “We plan to open ten new franchises this year.”

“We deploy the contract farming strategy.”

“Recently, we upgrade our e-commerce along with the
deployment of the membership system to provide
better service delivery.”

Technology “We further develop the frozen pie to extend the

product shelf-life.”
“We can produce crisp with no foul-smelling broccoli.”

“We replace palm oil with the rice bran oil, which offers

a better benefit for consumption.”
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Human resources “We have an innovative human resource who often
create new products and introduce them into the

market.”

“We always provide training for our employees to

improve their working skills.”

“We distribute products through the community

enterprise, which share mutual business benefits.”

The value delivery divides into two dimensions: emotional engagement and
physical engagement. The emotional engagement is dealing with the intangible
properties. These are including product benefits, branding, customer relationship, co-
creation, and consumer insight. The affection of emotion is an essential mechanism in
driving consumer behavior. One of the major concerns of the consumer in eating is the
benefits of eating, especially those who are health-conscious eating. People pay more
attention to eating because their eating has a direct impact on their health, shape, and
beauty. People are engaging with food not only taste but also preoccupied with the
human sensory; see, hear, smell, taste, touch. As a matter of fact, foods in the eyes of
the consumer are not in the sense of what to eat. However, it is portrayed in a sense

of joy.

The shrimp’s chins (shrimp gills and walking legs) are the animal waste when
people are cooking shrimp’s recipe. The shrimp demand for domestic consumption is
approximate 1.2 thousand tons per year (Sowcharoensuk, 2019). This waste is sold at
a meagre price for animal feed production; otherwise, throw-away. Pimmada
Pattanapratyapong is the CEO of the Okusno Foods company. The word Okusno
derives from the Slovenian word means “Delicious” and Okusno brand is the flagship
brand of fried shrimp chins snack of the Okusno Foods company. The fried shrimp
chins originate from the throw-away waste of shrimp. Pimmada invested her time to

explore how to add value to the throw-away waste. Pimmada revealed that,
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“One day at the dining table with my mother, | noticed there were
a lot of shrimp chins left over. | thought we should try to make

some use of them.”

Pimmada began to test her hypothesis by experimenting with frying the shrimp
chins until she discovered that the shrimp chins could deliver a good taste when it
fried. She finally found the proper frying technique that can make the delicious fried
shrimp chins with less grease remained. The product can also survive for a year's shelf-

life. Pimyada adds that,

“My brother and | tried every means of processing them and found

that ¢rilling them gave the best result.”

Okusno has an annual income of 4.7 million baths. In 2017 Okusno

earned seven times its annual income to 29.5 Million THB.

The collection of engagement in value delivery also includes physical
engagement. The physical engagement is the tangible properties that consumers can
sense of the appearance of the values in the value delivery chain. They are including
raw material selection, production process, infrastructure, marketing, technology, and
human resources. Sang Pheung is a small food firm founded by Patchanee
Chantaklang. The farm is continuously growing through employing the business
concept of community enterprise formation. The farm is an organic honey farm located
in Lampoon province. Eakasit Chantaklang, one of the owners of Sang Phueng farm,
said that he encountered with the financial difficulty in the year 2008. This incident
creates the unresolved of a substantial financial burden to Eakasit. Eakasit decided to
return to his home town in Lampoon province, where his family was doing longan
orchards farm. Longan is a commodity product whose price is mainly controlled by
the middlemen. The price of the longan highly fluctuates, which depends upon the
market demand and the middlemen manipulations. During working in a longan
orchard, Eakasit accidentally met several bee’s hives in his orchard. The longan flowers
are very attractive to bees because the pollen and nectar of the longan flowers are a

good source of food for bees’ larvae. The idea of doing a bee farm comes into
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consideration. The price level per liter of honey is much higher and more stable than
the price level of fresh longan per kilogram. As a matter of fact, Eakasit decided to
farm the bees. Eakasit has given the name “Sang Phueng” to the honey output of his
farm. The quality of honey from the longan flowers is in demand of the buyers, but
the farm had shortened supply. Eakasit resolved the shortage of supply, creating the
community of farmers and started to do marketing of the farm output. Eakasit

illustrates that,

“We start the bee’s community farm to assist the local villages in
earning more money. | share my knowledge and information on
how to farm the bees with the villagers. When the farm earns more
income, many more villagers are willing to join in this community;

then, we need to market our output.”

The bee farming community was firmly grown up. Eakasit and his community
alliances started to build awareness of community farms as well as Sang Phueng brand.
Sang Phueng brand is currently distributed in multiple channels; trade fair,
supermarkets, department stores, retail outlets, e-commerce, sales representatives,

brokers, and business to business trade. Eakasit added that,

“We want to upgrade our local honey products to become world-

class products.”

Today, Sang Phueng honey brand has no longer selling only in the domestic

market; the brand is travel so far to many countries.
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4.5 Revenue Model

The revenue model is the firm’s monetization, a stream of income. A firm can
earn income through two alternative courses, which are export monetization or

domestic monetization.
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Figure 13 Revenue Model

Table 13 Selective Code of Revenue Model

Selective Code

Revenue Model

Axial Code Code Codes from Interview

Export Export “We sell through our agents in Australia.”

Monetization  agent/broker “The broker is our marketing arm in distributing products

overseas.”

“We sell a hundred cartons of our product in the first week at
the trade fair. The second week they come back and place

another four hundred cartons.”

E-commerce  “We have oversea customers who purchase through our

website.”

“They are continuing to purchase on-line.”
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“We recently sell thorough on-line Facebook, Instagram.”

Direct export ~ “We are so confident that we can expand our services
because we receive orders steadily from China and

Vietnam.”

“We sell our crispy broccoli by direct export for the value of

37.5 million THB.”

“Nearly Eighty percent of our product is on direct export.”

Exhibition/ “Presenting our product in a foreign exhibition or trade fair is

trade fair one of our export strategies.”

“Once we go to the exhibition, we surprisingly get the bulk

orders from the buyer who do not even know our products.”

“Trade fair is the active distribution channel. We export to four
countries.”
“We discovered that setting up a booth was good because
consumers could test our products. Since our snack was new,

taste testing was important.”

Services “We do not only supply product to our client, but we also

take care of their currency risks.”

“The Taiwanese customer asks us to develop the product to

sell in Taiwan.”

“We export Thai eating culture to the world.”

Domestic OEM “We partly produce the product under our customer’s brand.”

Monetization “There are firms whose interest in products ask us to produce.”

“Our product is an essential ingredient to our customer

products.”
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Franchise “We currently have 56 franchise branches. Ten of them are

system our own stores.”
“Franchise system supports our growth strategy.”

“Operating under a franchise system allows us to monitor our

sell closely.”

Chain stores  “One of our distribution strategies is selling through our chain

stores.”

“The cooperative farming supports the extension of the chain

stores.”

“Thirty percent of our product sells in our chain stores.”

Modern trade  “We add our sales channel in the supermarket such as Top’s

supermarket.”

“We receive the 7-eleven awards for our innovative product

which sell in the 7-eleven stores.”

“We sell our product in the modern trade. It helps us gain

volume.”

Retail outlets  “There are many sellers who want to have our products to sell

in their store.”
“We ask the bakery shops to put our products on their shelf.”

“Our product has three months of shelf-life. The longer shelf-

life, the better for remote distribution stores.”

The revenue model is the main source of a firm’s income. Revenue provides
the financial viability to the business. The firm can generate revenue through two-core
strategy mechanisms: the export mechanism, and the domestic selling mechanism.
The strategy constituted in the export mechanism consists of the revenue earned from

the agents or the brokers, e-commerce, direct export, exhibition or trade fair, and
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services provided. On the other hand, the domestic selling mechanism generates the
revenue from being an OEM, earning the franchise fees, profit margins from the

wholesalers and the retailers, e-commerce, and revenue from the firm’s chain store.

The primary source of income of the NC Coconut company comes from the
export of aroma coconut and its product lines. The NC Coconut exports coconut
products under the Thai Aromatic coconut brand. Narongsak Chuensuchone, the
coconut farmer in Rachaburi province, is the founder of the NC Coconut. Norongsak
has lengthened experience in supplying coconut to the domestic market. Coconut is
perceived as a commodity product. This is the obstacle in doing coconut business as
the price of coconut in the wholesales market is quite cheap (2 to 3 THB per unit). The
profit margin is steep, especially in the winter season, where the demand is depressed.
Narongsak sought an alternative way to added value to his coconut. He eventually
chose to raise the coconut price through an export strategy. Even though there are
abundant of coconut in Thailand, but the aromatic coconut is quite rare, and there is
under service demand overseas. Narongsak decided to grow aroma coconut and began
to promote his product to various channels; trade fair, exhibition, e-commerce, direct
exporting, and export agent. Today 95% of the farm’s output is exporting overseas.
The export income of the NC Coconut started from 20 million THB in 2008 to 300
million THB in 2018. Narongsak expresses his idea of going after the exporting strategy

as follows.

“Our business is selling coconut, but the price is seriously beaten
down by the middlemen. | then decide to create our brand and to

set a goal to export our products.”
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4.6 Compelling Strategy

The compelling strategy subsists into five sub-categories, which are technology-
driven, export-led strategy, market dominant, networking, and service strategy. The
compelling strategy sives a strategic direction to a firm to pursue in growing the

business.
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Figure 14 Compelling Strategy
Table 14 Selective Code of Compelling Strategy
Selective Code
Compelling Strategy
Axial Code Code Codes from Interview
Technological ~ Buy “We buy technology to help us keep production cost low.”
Driven technology

“The preservation cost is quite high; we need to achieve the

economy of scale to survive.”

“We use the merger and acquisition to acquire the

technology.”
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Develop its “We develop delicious granola by using no flour.”
own « . .
We upgrade our own machine to attain low cost of
technology production.”
“We have our own technology to conserve quality products.”
Export-led Focus on “Our strategy is focused on Export.”
Strategy export “The overseas export occupies 70% of our production
capacity.”
“We export dry jack fruit to the United States.”
Trade fair “We employee fairs and exhibitions to promote our product
overseas.”
“At the exhibition, there are eight countries show their interest
in our products.”
Visit overseas  “We choose to knock door approach to visit our overseas
clients clients.”
“We regularly pay our visit to our overseas clients.”
“After visiting our clients, we receive orders.”
Direct export ~ “We export to nearly 20 countries at the moment.”
“We have the customer-based in Australia. They agree to
cooperate in distributing our product in Australia.”
“The export is the prime source of selling products.”
Market Franchise “The advantage of the franchise system is you can closely
Dominant system monitor business activities.”

“If sales dropped, we have a quick response by sending our

sales investigator to investigate the incident.”

“Having many franchise stores, we benefit from the low cost

of the economy of scales.”
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Merger & “Merger helps us to acquire skills, technology, and market that

Acquisitions we do not have.”

“We choose to acquire a small opponent to add the

production capacity.”

“One of the benefits of acquiring a small opponent is to

reduce our competitors in the market.”

Partnership “We have a cooperative investment with our clients to share

knowledge and get sales orders from them.”

“We deploy the contract farming strategy because we need to

control the cost of the raw materials.”

“Our partner takes care of the market that gives us time to

concentrate on the production side.”

Networking Joint “Cooperative farmers assist the firm in the way to ensure the

community supply of raw material.”
“They are benefits from the raw material prices guarantee.”

“The networking induces the expansion of community interest

in honey bee farming.”

Co-creation “The community can greatly assist in developing new

products.”

“The networking brings in new knowledge to the community

in farming coconut.”

“The aggregation of the farmers increases the bargaining

power over the middlemen.”

Membership  “Members are quite loyal to our products.”

“Members feel good when they earn privilege offered. They

tend to stay with us longer.”
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“Members usually create positive word-of-mouth.”

Service “I do not raise the prices; | reduce the prices instead.”

strategy “We had shortened the delivery time by sending through

express mail services.”

“I sell pineapple stir in the form of our customers’ currency. It

reduces their currency exchange risk.”

The compelling strategy is the tool the firm used to create and capture the
demand for the firm’s product in the marketplace. The strategy also involves the scope
of a business that a firm wants to pursue. Small food firms use five key strategies to
attack the market, which are technology-driven, export-led, market dominant,
networking, and service strategy. The ability to scale up the business of the small food
firm is to attain the economy of scale production. The key driver to achieve the mass
production of the small food firm is technology. Our study shows that scale-up small
food firms are mainly driven by technology. Firms embrace technology through
purchasing or inventing them. Technology enhances a firm’s ability to escalate better

and faster production processes and leveling up existing products and new products.

Greenday Global company is the Thai dry fruits and vegetable snacks firm that
adopts to buying processing technology for production. The firm acquired several of
drying technologies; the vacuum frying, freeze-drying, and air crisp under low heat
process. These technologies enable Greenday to become a leading firm in producing
crisp products in the fruits and vegetable categories. The advance technologies
acquired allowed Greenday to introduce lines of healthy crisp fruits and vegetable
product selling in Thailand’s snack market. The extension of having advantages
technologies over the rivals stimulated firms to produce for export. Greenday recently
exports to more than twenty countries. Mass production of several lines contributes
Greenday to attain healthy production at the economy of scale. Chairat

Kongsuphamanon, CEO of the Greenday Global, states that
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“We do not invent the technology, but we love to R&D of our
products; with this technology, we research and test many kinds of

fruits and vegetables to come up with new products.”

The Greenday approach is different from The Impossible Food. Instead of
inventing new machines to produce snacks, Greenday chooses to purchase a new
vacuum freeze drying machine to produce the new snack products. The Greenday’s
outcome is a fresh new vegetable and fruit snacks which are new in the healthy snack
category. Today Greenday earned an annual of approximately 400-500 million THB.
The firm can export its products to 30 countries, and the Greenday brand grows into a

leading healthy snack brand in Thailand.

The Impossible Food, on the other hand, pursues a different approach from
Greenday. Impossible food is a first-of-a-kind innovative US firm that introduces new-
to-the-word plant-based meat into a new market frontier. Pat Brown, CEO of the
Impossible Food, decides to invent a new production process to produce plant-based
meat. The firm introduced a new first meat analogue product in 2011 and called it
“The Impossible Burger.” The essential ingredient in the new food processing that The
Impossible food scientists discovered is the Soy leghemoglobin or “Heme.”
Leghemoslobin is a type of protein found in the leguminous plants which naturally
carries heme, an iron-containing molecule that is essential for living creatures. The
confidential code of heme that the scientist discovered is that heme can deliver an
identical color, and taste like the animal meat. This impossible burger becomes a new-
to-the-world meat product. The patty plant-based meat of The Impossible Food is
currently drawing a substantial demand, and the product becomes widely recognized
in the world meat markets. In August 2019, after the test run of the new plant-based
patty beef in fifty-nine Burger King restaurants in St. Louis, the Burger King finally
decided to roll out plant-based meat burger to the entire Burger King restaurants across
the United States. With a massive demand for the impossible burger drives The
Impossible Food to become a leading brand in the patty plant-based meat category.

Pat Brand expresses his thought that,


https://en.wikipedia.org/wiki/Meat_analogue
https://en.wikipedia.org/wiki/Legume
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“The mission of Impossible Foods is very simple. It’s to completely

replace animals in the food system by 2035.”
4.7 Firm Performances

The firm performances consist of four sub-categories, which are annual sales,
profitability, esrowth, and marketing share. Firm performance acts as an indicator of the

firm’s achievement and the ability to manage the business.

Annual sales
Profitability
Firm
Performance Growth
Market share

Figure 15 Firm Performance

Table 15 Selective Code of Firm Performances

Selective Code

Firm Performances

Axial Code Code Codes from Interview

Annual sales “We target to increase our total sales to 300 million THB.”

“Total sales reach 100 million THB with six years.”

“The first year, we earn 20 million, and 70 million, and 100

million, and 160 million, and 280 million THB in the recent

year.

Profitability “We are able to 30 to 40 percent margin in exporting our

products.”
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“We can increase the value of our coconut, then the profit margin

surge.”

“By filling innovation ideas to the product, we can create the

added value products which deliver a better profit margin.”

Growth “We increase our sales to 4,000 tons a year. It is a sharp rising

growth for our firm.”

“We build two new factories in Pranburi and another new one in

the south.”

“Because of our product innovation, we are able to penetrate
new market segments such as bus tour, for donation, orphan

houses, merit donation, sports activities, outdoor activities.”

Market share “We earn new customers in China and Vietnam market that
support our hypothesis that we gain more market share in

those countries.”

“The clean eating trend encourages us to gain more market

share.”

“We are the first mover, and we are the biggest in the market.”

The firm’s performances reflect the firm’s capability to accomplish its own
setting missions. The performance indexes indicate the firm’s business sustainability.
Blackburn (2013) states that performance has a strong relationship in shaping the
growth of the firm and its profitability. The performance is shown by the evidence of

the firm’s annual sales, profitability, gsrowth, and market share.

Our study shows that small food firms in this study are sharing a commmon
ground index that moving forward in the same direction. The grown-up small food firm
exhibits the ability to uplift their annual sales figures. Innovation plays a critical role in
fortifying the small food firms from intense competition. The higher the level of the

product or the process innovation the small food firm possesses, the better protection
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from the competitors to imitate. Ratachart (Eugene) Vee is the owner of Youyee
company. The main product of Youyee is the pineapple stir. Pineapple stir is used in
many food recipes, especially in baking the bakery. The regular pineapple stir can have
up to four months of shelf-life. With the food preservation technology, the Youyee’s

pineapple stir can last for two years long.

The two years' life extended makes Youyee gains an advantage over its rival in
export. To firmly secure the market share, Youyee offered better logistics and financial
services added to the clientele. Youyee offered to trade the pineapple stir in the
clientele currencies instead of US dollars. Youyee carried a certain amount of
pineapple inventory to service a client who had an immediate need to use the
pineapple stir. As soon as the order came, Youyee was rushing to send its pineapple
stir through the express mail service to the client. Besides, the clients can order in a
small portion, and they will receive the merchandise within four to five days instead
of three weeks. The combination of product innovation and service innovation raises
the compound annual sales growth rate of Youyee to approximately 15% per year,

with an annual income of over 200 million THB. Ratachart added that

“Our annual sales are more than 200 million THB this year and
sales are rising at the rate of 15% every year. We export the
pineapple stir to our clientele in Singapore and Malaysia with the

value worth is more than 40 million THB a year.”

Youyee has currently owned two pineapple stir factories, and it is recently
building a new pineapple stir factory in the southern province. The annual steadily
growth of the company provides positive cash flow to the company. The ability to
retain good cash flow allows Youyee to be able to acquire the small local pineapple
factories. The acquisition benefits Youyee in gaining more market share while reducing

the number of competitors at the same time. Rathachart adds that



“When the farm prices of the pineapple increase, it is a positive
opportunity of Youyee. The small factories will have a difficult time
to raise export prices. Our factories have fewer export prices
impacted because we have a large scale of contract farming with
a secure price mechanism. As soon as the small factory stops

exporting, we earn new customers.”

4.8 Model Relationship

We further develop the questionnaire to validate the relationships between

the six core categories. The questionnaire was distributed to 100 small food firms.
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Out of this number, 46 replied, and 43 sets of the questionnaire were readable data.

Data capturing, and data analysis was compiled using SPSS statistical software. The 5-

point Likert scales used to denote the level of agreement (Norman, 2010). The result

is exhibited in table 16.

Table 16 Summary Statistics of Mean and SD

No. Components Mean SD

1 The innovation is essential to the food business 4.63 0.48
The value proposition is essential to the food

2 4.72 0.50
business

3 The value delivery is essential to the food business 4.70 0.46
The compelling strategy is essential to the food

4 4.63 0.53
business
The revenue model is essential to the food

5 4.53 0.54
business

6  The performance is essential to the food business 4.65 0.48

From the theoretical framework, we conducted a hypothesis testing whether

the significance of the correlation coefficient is suitable to use to model the
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relationship. From our statistics investigation, the measurement of scale reliability by
using Cronbach’s Alpha (Alpha coefficient) of six components is .866, which means that
the components have relatively high internal consistency. We were further measured
the degree of relationship between pairs of a variable by using the Pearson Correlation
Coefficient (Pearson’s r) technique. The null hypotheses are that there is no
relationship between two variables of X and Y if 0 or rho represents the true

correlation coefficient for the two variables X and Y.

Ho:p:O
Hy:p %0

Where; P = population correlation coefficient, O = 0.05

The pairs result of the hypothesis testing and the new business food model for

small food firms have shown in table 17.

Table 17 Correlation Coefficient

Value Value  Compelling Revenue Firm’s

Component Innovation Proposition Delivery Strategy ~ Model  Performance

Innovation 1

Value Proposition  .342(%) 1

Value Delivery A36(%%) .547(*%) 1

Compelling Strategy .550(**)  .489(**) 398(**) 1

Revenue Model 404(**)  .552(%)  .368(*)  .692(*%) 1

Performance BAT7(*%) AT72(%%) 687(%%) .684(**) 631%%) 1

*Correlation is significant at the 0.05 level (2-tailed).

**Correlation is significant at the 0.01 level (2-tailed).

The results suggested that paired correlations of all components result in a

positive correlation with statistically significant at the level of 0.05 and 0.01. The



96

significance levels have confirmed that the two variables are not related to each other
by chance. Mukaka (2012) states that the correlation coefficient could be a good
measurement to assess both the strength and direction of the variables, whether the
data is formed in linear relationships. The positive correlation coefficient value means
that both variables have a tendency to move upward in the same direction when the
value of one variable increased or vice versa. The size of the correlation interpretation

(Taylor, 1990) exhibited in table 18.

Table 18 Correlation Magnitude

Paris Size of Correlation  Interpretation
Innovation and Value Proposition r=.342, p<0.05 Low positive
Innovation and Value Delivery r=.436, p<0.01 Moderate positive
Value Proposition and Value Delivery r=.547, p<0.01 Moderate positive
Value Proposition and Revenue Model r=.552, p<0.01 Moderate positive
Value Delivery and Revenue Model r=.368, p<0.05 Moderate positive

Revenue Model and Compelling Strategy r=.692, p<0.01 Strong positive
Compelling Strategy and Performance r=.648, p<0.01 Moderate positive

Performance and Innovation r=.547, p<0.01 Moderate positive

Chesbrough (2010) states that a firm exploits new ideas or new technology
based upon a productive business plan. The construction of the business model
administered based upon the value chain concept (Morris et al., 2005). Osterwalder
and Pigneur (2010) construe that the business model complied with the logic of how
a firm can exercise its activities to monetize. The new business model was constructed

from the denoted of Morris and Osterwalder & Pigner.

A developing small food firm that is having plans to grow needs innovation
initiative to graduate into the mid-size food firm. Most notable, high earning income

small food firms fail to increase the value of their products; the enlarging of the
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revenue comes from the volume of sales, lower prices of their existing products, or
reducing the operation costs. The consequence of being stuck in the low prices trap is
an inevitable firm to endlessly expand their selling channels. With this theoretical
expansion of growth, the small food firms are eventually encountered with downsizing
or filing of bankruptcy when the market is disrupted by changing consumer preferences
or technological advancement. This phenomenon may occur when the firm is unable
to attain a new level of product differentiation. The advancement of product
differentiation highly engages with the build-up of the innovation capacity (Ettlie,
Bridges, & O'keefe, 1984). All mid-size food firms that we study held innovation as a
platform to grow when they were the small food firm. We also found that innovation
is not a stand-alone solution to a firm’s differentiation, but innovation associates with
other obligated components in the business cycle. We found a moderately positive
correlation between innovations to the firm’s performance. This implies that the lifted
up of innovation advancement will bear the positive effects on the overall
performance of the firm. The momentous magnitude of innovation shows low positive
correlations to the value proposition and moderate positive correlation to the value
delivery. The newness of a product has low involvement with the go-to-market
permission of the gatekeepers, as stated by Sengupta that consumers do not buy
features; they purchase benefits (Sengupta, 2005). Value delivery is the firm internal
process management; thus, it involves the channel design process of the arrangement
to deliver both emotion and physical value to the consumers. The revenue model has
moderately association with the value proposition and value delivery. Value
proposition and value delivery are interconnected with the firm’s earning ability. A
small firm will not able to generate its revenue unless it can meet the requirements
of both gatekeepers. The revenue model has a strong association with a compelling
strategy. The revenue model helps the firm to exploit the route to pursue business,
which turns out to be a compelling strategy. Performance is the result of firm

competence in operating business.
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The six-block of the business model was organized to fulfill the complete arrays

of the business cycle, as it is shown in figure 16.

r=0.547

" Value
\ > Coee
e ~ r=0.692" r=0.684"
o Revenue Compellin Firm
Innovation l r=0.547 hig [ Strgtegy & J g [ Performances
™~ Value /:= 0.368*
r=0.436" Delivery

*Correlation is significant at the 0.05 level (2-tailed).

**Correlation is significant at the 0.01 level (2-tailed).

Figure 16 Business Model Correlation Coefficient

In response to new business conditions and changing environments, small food
firms should employ a concrete business model as their strategic oriented, which might
worth trying to discern their competitive advantages and firm’s position in the market.
The innovation proactive is the door-open to a small firm to mobilize and to sustain
their existing in the marketplace in the fierce competition of future food business. The
innovation competence of the business owner will largely share a paramount role in
the future expansion of the firm. To impel the innovation, a firm’s challenging question
should be commenced. The higher the challenging of the question, the better of
product and service outcomes will present. Innovation undoubtedly conceives values
that roam into the different tiers of the recipient in the entire value chain. The
accessible understanding pattern of a consumer behavior prevails firm to better
engaging in distinctive value delivery. By sharpening the flow of monetization system
will lubricate the firm to be able the supply new ideations into the market. Obtaining
of product and sales volume can be positively leveraged income to small food firm.
The export strategy encourages the small firm to achieve a kind of volume, while
domestic franchising induces demand for product or service as well as the firm’s

prominence base. The strategy has a relatively strong connection to the firm’s
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performance, as a matter of fact, the proper deployment of a perceptive strategy leads

to firm growth, higher profitability, and capturing a considerable market share.
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CHAPTER 5

Application Development and Commericialization

5.1 Application Development

One of the difficulties that small firms have encountered is how to execute the
business model. Even though the business model is a guiding principle to do the
business, but most of the business model has presented in the form of circular graphics
relationships. As aforementioned in the research gap, many of the business models
are highly abstract in their context (Nenonen, 2009), and some of them have
profoundly burdensome to comprehend (Magretta (2002a). The deficit of clearly
understanding the guiding principles makes small firms to retreat from implementing
the business model. In case that the small food firm wants to pursue the planned
business model, they will need to overcome another critical encumber. The erstwhile
business models typically fall into the ex-post trap. It requires a firm to implement a
complete circle in the model before getting to know whether the execution is well
performed or underperformed. This is occurred due to the lack of pre-measurements
or checkpoints at the different nodes of the business model. The underperform
execution of the business model may require the small firm to adjust the model and
redo it again. This circumstance is taking time, resources, and investment, which small
firms may not be able to afford. That is why many small firms are operating their

business in bits and pieces execution.

Thus, the researcher has the intention to resolve the problematic business
model execution of the small food firm by developing the ex-ante application. The
ex-ante application acts as an auditor of business readiness in pursuing the food
business. The application will allow small food firms firm to investigate the aptness of
the business to ensure that the firms will not miss the crucial checkpoints that are

critical to the business continuity.
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5.2 Application Design

The ex-ante application is designed in the form of a website that allows the
user to use in either desktop or mobile phone. The name of the application is “A Food
Business Model for The Small Food Firms.” The measurements of the questionnaires
are the dichotomous scale and the ranking scale. The design of the application divided

into six core modules. The six modules are,
1. Innovation module
2. Value Proposition module
3. Value Delivery module
4. Revenue Model module
5. Compelling Strategy module

6. Firm Performance Module

5.2.1 Application Pages

Figure 17 to 18 The entry page is the first page that specifies the name of the
application and the brief description of how the module can benefit the small food

firm.
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Figure 17 Entry page
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Figure 18 Introductory page
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Figure 17 is the introductory page which consists of four parts,
1. The introduction to the application

2. The appropriateness advice for the user

3. The registration icon

4. The system linkage icon
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Figure 19 Registration page
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Figure 20 Personal Data Entry page
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Figure 22 Personal Information 2

Figure 19 to 22 is the registration page. The registration page uses to collect the
user’s information. User needs to register before entering into the test modules. The
user is required to completely fill up his or her personal information to get through
the next page. The personal data consist of three sets of information including,

1. Type of business

2. Geographic location

3. Duration of business in operation

Figure 21, on this page, the user has to answer the question of his or her
inspiration in doing the business and then choose one answer in the provided set of

choices.
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Figure 23 System Entry page

Figure 23 is the system entry page. This page is designed for the user to enter

into the test modules on the website.
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In figure 24 shows the module selection. The tests are arranging into six
modules; innovation, value proposition, value delivery, revenue model, compelling

strategy, and performance.

5.2.1.1 Module 1 Innovation
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Figure 25 Innovation Questions
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Figure 25 to 26 is the list of the fourteen questions involved with the invention
and the usage of innovation of the small food firm. User needs to choose the choice

that truly fits with his or her business operations.
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Figure 27 Innovation firm
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Figure 28 Advice to the innovation firm
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Figure 27 to 28 is the questions and the advice to the innovation firm. The
innovation firm will receive further advice on how to improve his or her business
operations. The advice will address what issues should small food firms considering

making an improvement in the business.
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Figure 29 Firm without innovation
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Ficure 30 Advice to a firm without innovation
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Figure 29 to 30 is the questions and advice to the firm without innovation. A

firm without innovation will receive comments and advice for further business

improvement.

5.2.1.2 Module 2 Value Proposition
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Figure 31 Module 2 Value proposition

Figure 31, the value proposition module consists of nine questions. The value
proposition module uses to investigate the level of value creations that small firms
presented to the gatekeepers. Small food firm needs to satisfy the three tiers of the
gatekeepers, which are regulator, distributor, and consumer unless they will not be

able to deliver products to the hand of the consumers.
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Figure 32 Satisfaction of the value proposition
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Figure 33 Advice to a firm with satisfied Value Proposition

Figure 32 to 33 are pages of the firm that can satisfy the demands of the three
tiers of gatekeeper. The firm will receive further advice on how to make getting better

in its business operation.
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Fisure 34 Unsatisfied value proposition firm
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Figure 35 Advice to a firm with an unsatisfied value proposition

Figure 34 to 35 are the pages of a firm that cannot satisfy the gatekeepers. The

firm will receive comments and advice for further business improvement.
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5.2.1.3 Module 3 Value Delivery
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Figure 36 Value Delivery

Figure 36 shows the value proposition pages. This module consists of ten
questions. The value proposition module is used to investigate the creations of
delivery values, which include Emotional engagement and the Physical engagement of

the firm to the consumers.
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Figure 37 Firm with an engagement creation
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Figure 38 Advice to a firm with engagement creation

Figure 37 to 38 are pages of the firm that creates both Emotional and Physical

engagements to the consumers. The firm will receive advice for better business

operations.
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Figure 39 Firm without engagement creation
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Figure 40 Advice to a firm without Engagement creation

Figure 39 to 40 are the pages of a firm that cannot meet the demand for
engagements. The firm will receive comments and advice for further business

improvement.
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5.2.1.4 Module 4 Revenue Model

[ sptness auirosls anm INTEGRATED THESIS & % [[RCURNINVTSORSPANNRIE @ T.icncsisovmndis X

dule04 Qxw *OEQOR @

i Apps cMMU cuTp BUU M Gmail @ Youtube G Google B GoogleMaps @ GScolar [ Facebook @ Pantip Marketing Biggy Blog Misc Media SCOPUS

< C & foodbusiness.apphb.com/Portal/M

wiwsn | duusth | Gadeis) * wybud> F1 senvmsuu

FoUD QW / O W
1. rulda ansrufiomsIUgocihousINARSLINNGY 50% SUSoWAQ (OEM) 1Wddvaan v x
2. opulisuvsvrhubianndoud 20 awrsadFvaBauwsuluddoud 20 s1BUTU v x
3. Sruvsvriulddvesntuchous:inalasruekth dunu Ko Tmsdadodinnutudous:ina a7 x
4, Muldlauausmsdun WU msdvdou msthszutugUuuuananaviu HAURGatucious:inA v x
5. MulduisnaasiuniaHIsuaviun E-Commerce K32 Social media lagtiaswlduinniy v x

10% wovsI8TdsIUAVHLA

6. MutldthraadnunoHsyoviuiusannuudavaumeocous:inannl v x
7. fuldnenaasauioisvaviutuduuiGunéinsadioa wu 7-stawisu Gnd tada WBudu v x
8. upn IMsNUTHLhetUSLTUIGUNSINsa ruldusnEaduiprIsuporiLIuSUgUILLEUA Goe < x
1Bu $umudn aanata $usvuy oIS Rwasswaumitudrdoriadioa Suddotu
JoH30
9. MnAuULEY 10 THUAMLAILISS: iits eidtow Lif 10 [ ]
AU 5/ 10
a o= - ; 10:36 PM
gi Q ~ )
M O Type here to search =] n @ c < G - ey e 10/29/2019 =

Figure 41 Revenue model

Figure 41 is the Revenue model module. The revenue model consists of nine
questions regarding the ability to earn an income of the firm. A firm can earn income
in two approaches; Export monetization and Domestic monetization. The firm has to
earn income or has the potential to earn income to meet the economy of scale

production.
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Figure 42 Firm with a potential of economy of scale earning
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Figure 43 Advice to the firm with a potential economy of scale earning

Figure 42 to 43 are pages of the firm that potentially be able to meet the
economy of scale production. A firm with an economy of scale production is obligated
to market its outputs through for volume and earning a favorable stream of income.

The firm will receive advice for better business operations.
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Figure 44 Firm with potential scales of earning
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Figure 45 Advice to the firm without the potential scale of earning

Figure 44 to 45 are the pages of a firm that cannot meet the sizable scale of
production. This incident leads to the incompatibility of a firm to earn favorable
income. The firm will receive comments and advice for further business

improvement.
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5.2.1.5 Module 5 Compelling Strategy
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Figure 46 Compelling Strategy

Figure 46 is a Compelling strategy page. This module consists of five
questions. The compelling strategy module is used to investigate the small food

firm’s competence to compete in the market.
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Figure 47 Firm with a compelling strategy
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Figure 48 Advice to a firm with a compelling strategy

Figure 47 to 48 are pages of the firm the arms with compelling competence to
compete in the market — firm with marketing competence. The firm will receive

advice for better business operations.
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Figure 49 Firm without a compelling strategy
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Figure 50 Advice to a firm without a compelling strategy

Figure 49 to 50 is the pages of a firm that has not yet able to fully utilize its
competing ability. The firm will receive comments and advice for further business

improvement.
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5.2.1.6 Module 6 Firm Performance
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Figure 51 Firm Performance

Figure 51 is the firm performance page. This module consists of five
questions. The firm performance reflects the ability of a firm to expand their earning,
market territory, growth, and profitability. This module acts as the cross-check
outpost of a firm’s ability. A firm that has not attained the key indices may not be

able to scale itself up to mid-sized firms.
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Figure 52 Firm with satisfying performance
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Figure 53 Advice to the firm with satisfying performance

Figure 52 to 53 are pages of the firm with satisfying performance. A firm that

has satisfactory performance will receive advice for better business operations.
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Figure 54 Firm without satisfying performance
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Figure 55 Advice to frim without satisfying performance

Figures 54 to 55 are the pages of a firm that are not able to make satisfaction
performance. The firm will receive comments and advice for further business

improvement.
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Figure 56 Log out page

The last user page is the “Log Out” page, and it is the end of the test. Users
may repeat the test by clicking the “Back to Main Page” icon. The users can revisit this
page as soon as they feel hesitancy about the completeness of their business
operation, or the users want to ensure that they are running the food business in the

right direction.
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Figure 57 Administer page

The administer page is an essential functions page for the website administered
and the web developer. “A Food Model For The Small Food Firms” website consists
of two functionality modes, which are database inventory mode and the users’
information mode.

Data inventory mode is the entry page that of the users’ data entry. Data will
be kept in the excel format. Excel data can be retrieved and compiled for data analysis

purposes.
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Figure 58 The user’s information

The users’ information page is the administrative monitoring page. The
web administer will use this page for search, control, and manage the log-in users in

the system.

5.3 Product extension

The application basically designs for free-to-use approach. Small food firms are
free to use the application to probe the level of firm readiness to escalate into mid-
sized firms. The design strategy is operated under the theme of a “Freemium
application.” Freemium is the business model where the firm overtures free-of-use to
the users and induces the user to purchase on-top for a higher caliber of value-added
product features (Holm & Ginzel-Jensen, 2016; Koch & Benlian, 2017; Hamari, Hanner,
and Koivisto, 2017). Freemium is full implement in mobile game applications. It is
considered as one of the capable revenue generators in the game application business
model.

Apart from a free-of-use web application, the “A Food Business Model for A
Small Food Firms Application” will progressively offer the different tiers of the product
lines to the web users. By applying the freemium concept, we can earn income form
the series of product that offered through the additional page in the web application.

The revenue model will be illustrated in the form of an inverted pyramid.
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Seminars & Talks

\ Books/E-books

Consulting

Figure 59 Inverted pyramid of the business model commercialization

5.3.1 Free-to-use web application

The free-to-use web application acts as the recruitment mechanism to draw
potential users into the system. The web application is designed in the self-evaluate
application format. Users will receive the prevalent advice after finishing the test. The
advice is relatively applicable for small food firms to acknowledge their business
standing status. Data of the users will be kept in the server and will be systematically

analyzed to scrutinize the user’s pain points in doing the food business.

5.3.2 Seminars and Talks

Seminars and talks place in the second tier of the product monetization
offerings. Seminars and talks are the quick wins for income-generating of the business
model. Users or a group of users who finish self-evaluated tests may need to learn
more about the business model. They possibly have inquiries and want to explore the
details of the business model for their further usages. This is an opportunity for the

researcher to offer the seminar or talk services to the food entrepreneurs. The
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Seminars and talks can be managed by the researcher or the invitations to talk

organized by the independent organizers.

5.3.3 Books and E-books

Books and E-books stand on the third tier of product monetization offerings.
The researcher and team have planned to publish books or e-books regarding the food
business model and its relevant contents to serve the needs of the small food firms,
food startup, or those who interested in the food business. Books and e-books will be
distributed through Omni channels, researcher's own e-commerce website, book web
aggregators, retail outlets. Books and e-books can become a stream source of income
as long as the contents in the book and e-book are relevance, up-to-date, and fitted

with the trends.

5.3.4 Consulting Services

Consulting services can generate the amount of income for the business. Food
firms who are ready to elevate themselves into the mid-sized firm may inevitable to
look for consultancy. The potential small food firms who attempt to uplift their
business scale need to undertake themselves beyond self-accomplishment
competence. As aforementioned in chapter 4, the difficulty of small food firms that
they eventually encountered before expanding their business operations is the level
of innovation they assume. The “vertical innovation” is a higher level of invention that
goes beyond the small food firm’s self-accomplishment. It needs a certain amount of
advice, supports, and assistant from professional experts. The consulting services will

appropriately fit with the need for these small food firms.

5.4 Commercialization

The commercialization of the new business model within 3-years period show
a positive cash flow at the end of each year. The Net Present Value (NPV) of the initial
investment of 30,000 THB. It is expected to generate a net cash flow of 2,417,600 THB
for the entire 36 months based on the assumption that the salvage value of the project

is zero, and the target return is 15% per annum. The value of the NPV of this project
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is equal to 1,684,499.51 THB. The Internal Rate of Return (IRR), which is used to
estimate the profitability of the potential investments is equal to 1,004%. The project

is considering acceptable for an investment

Table 19 Financial feasibility

Income Statement  Total Year 1 Year2 Year 3

Revenue

Seminar 1,320,000.00 240,000.00  480,000.00  600,000.00

Talks 420,000.00 120,000.00  140,000.00  160,000.00
4 v

Books & e-books 282,000.00  40,000.00  110,000.00 132,000.00
Consulting Services 1,800,000.00  400,000.00 600,000.00 800,000.00

Gross Profit 3,822,000.00 800,000.00 1,330,000.00 1,692,000.00

Expenses

Innitial Investment 50,000.00  50,000.00 - -
Oranizing Seminars ~ 330,000.00  60,000.00  120,000.00  150,000.00
Talks 42,000.00  12,000.00 14,000.00 16,000.00
Books Production 372,000.00 120,000.00 ’ 120,000.00  132,000.00
E-book Production 15,000.00 5,000.00 ’ 5,000.00 5,000.00
Sales Commission 66,000.00  12,000.00 24,000.00 30,000.00
Books Commission 133,000.00 17,500.00 g 46,200.00 g 69,300.00
Admistrators 66,000.00  16,000.00 24,000.00 26,000.00
Documents 18,000.00 6,000.00 6,000.00 6,000.00

Total Expenses 1,042,000.00 248,500.00  359,200.00  434,300.00

Profit/Loss 2,780,000.00 551,500.00  970,800.00 1,257,700.00

Taxes 556,000.00 82,725.00  145,620.00  188,655.00

Net Profit 2,224,000.00 468,775.00  825,180.00 1,069,045.00
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CHAPTER 6
TAM Analysis

The web application “A Food Business Model for The Small Food Firms”
designed to be a self-evaluated device for the small food firms to exam a business
readiness to advance to become a mid-sized firm. The questions in the web application
enlist the ability of the food firm to apply innovation, value creation, and value capture
as a firm’s growth engine. The web application consists of six sections, which are
innovation, value proposition, value delivery, revenue model, compelling strategy, and
firm’s performance, which has a total of 50 questions. The web application was
adopted by employing several technologies. The web application was created through
the Microsoft Azure Cloud Platform with used in building, testing, deploying, and
managing applications and services through Microsoft-managed data centers. The
program was written by C#, HTML, and JavaScript programming languages under the
Microsoft Visual Studio 2017 environment. Davis, Bagozzi, and Warshaw (1989) mention
that the advance and sophistication of modern computer technologies create barriers
to technology users. The understanding of the users is critical to the computer-based
program developers in designing and delivering the computer programming outputs.
David (1985) proposes the Technology Acceptance Model (TAM) model to investigate
the acceptance and rejection of technology programming based. The TAM model has
its primary purpose of gathering the user’s attitudes toward the usages of the
technology programing. TAM model suggests examining the technology users in three
motivational aspects; perceived ease of use, perceived usefulness, and attitude toward

using computer programs.

As the “A Food Business Model for The Small Food Firms” is designed to
provide self-test and recommendations to the small food entrepreneurs over web
applications, the TAM model is applied to examine the technology acceptance among
the users. Six modules of the questionnaire were designed to be responded in
dichotomous scales, while the technology acceptance was providing respondents to

answer in the numerical scale of 1 to 10. The numerical scale of the technology
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acceptance was adopted to measure the level of the user’s attitudes of the TAM
questions. Krosnick & Fabrigar (1997) state that the numerical rating scale is a simple
and reliable form to measure subjective phenomena such as attitude and belief. The
value 1 in the numerical rating scale represents the meaning of strongly disagree, and

value 10 means the strongly agreeable.

As the numerical rating scale of the value 1 to 10 is relatively a large scale, the
researcher decides to formulate the class interval of the given value into four
segments, of equal width. The range (R) which is the largest measurement is 10, and
1, is the smallest measurement of the data. The number of class (k) in which the data
are uncomplicated to read is considering to segment into four classes. The given

meanings of the class interval are as follows.

Table 20 Class interval

Class Interval Meaning

7.26 - 10.00 Strongly agree
501-7.25 Agree
2.26 -5.00  Disagree

1.00-2.25  Strongly disagree

To collect the data, the linkage of the web application was distributed through
social media; Line and Facebook. All respondents were voluntary to reply to the
questionnaire. There were 39 replied, and only 35 questionnaires were valid for

statistical analysis.
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6.1 Demographics of the respondents

From the valid replied questionnaires, the geographic locations are shown in

table 21.

Table 21 Region

Region Frequency  Percent
Northern Provinces 7 233
Central Provinces 14 a6.7
Norteastern Provinces 1 3.3
Eastern Provinces 5 16.7
Southern Provinces 3 10.0
Total 30 100.0

The majority of the small food firms that respond to the questionnaire are
located in the central provinces. The central provinces account for 46.7 percent,

follows by the northern provinces 23.3 percent and the eastern provinces 16.7 percent.

Table 22 Business type

Business Type Frequency Percent
Processed Meat 3 10.0
Vetgetable or Fruits a4 13.3
Processed Vet. Or Fruits 1 33
Dessert/Thai Dessert 6 20.0
Bakery 5 16.7
Snack 8 26.7
Streamed or Baked Dish 3 10.0

Total 30 100.0
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The snack producer is the largest group of respondents. Snack producers

account for 26.7 percent, follows by dessert/Thai dessert 20 percent, and bakery 16.7

percent, respectively.

Table 23 Business intention

Business Intention Frequency Percent
Maximum profit 1 33
Oversea growth 8 26.7
Highest market share 3 10.0
Making the best foods 18 60.0
Total 30 100.0

Sixty percent of the small food firms have a business motive in producing the

best foods for customers, and 26.7 percent express the intention to expand business

overseas.

6.2 The overall of the technology acceptance

Table 24 Overall technology acceptance

Motivational Factor ~ Mean SD Meaning
Ease of use 7.12 0.40 Agree
Attitude to use 6.87 0.47 Agree
Usefulness 6.86 0.71 Agree

The overall motivation of the acceptance-to-use of the food web application
technology falls in the “Agree” category of the above three factors. ease-of-use has
the highest mean score of 7.12, the attitude-to-use is 6.87, and the usefulness is 6.86.
The agreeable mean scores of the motivational factors imply that the sample users
of the web application find that the web application provides a convenience for

them to get involved; it can deliver helpful information with amiable of usages.
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6.3 Module 1: Innovation

Module 1 consists of thirteen questions that involve the innovation formulation
and the innovation deployment of the sample small food firms, which is shown in

table 25.

Table 25 Innovation questions

No. Module 1 Innovation Questions No Yes
1 You have created a new food within 2 Years. 5 30
2 You have distributed new food within 2 years. 11 24
3 You are able to create new food with your own expertise. 13 22
4 Your new food needs advice from the expert. 5 30

5 Your new food needs a long time to develop and needed a new

24 11
production process.
6  You are adjusting new ingredients with new materials or new
23 12
formula.
7 You are preserving a new food with heat treatments. 12 23
8 You are preserving a new food with cold treatments. 19 16
9  You are refraining from fusing chemical substances in your food. 23 12
10 You are renting or buying a new machine for producing a new
product. ’ 20
11 You are inventing the new food machine. 20 15
12 You already contact with the food experts to assist you in making
new food. v e
13 Your new food can be declared as "New to the world." 28 7

The questions in module 1 aim to investigate the existence of innovation
among the samples. The first question focuses on the invention of food. If the
respondent answers “No,” it can assume that it has no newness of food produced in
the business. If the respondent answers “Yes” on the question 1 and 2, this will be
implied that the respondent is inventing new food and he or she is able to

commercialize the new food in the marketplace. Result of the samples shows that 24
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out of 35 have invented food products and sell them into the market and 7 of them
indicate that they are inventing “New to the World” foods. It is noted, however, that
there are 16 replied that mentioned that they are already in contact with the food

experts, and 7 replied declared their new food as “New to the world.”

Table 26 Module 1 TAM

Motivational Factor Mean SD Meaning

Ease of use 7.30 0.84 Strongly Agree
Attitude to use 7.23 0.97 Agree
Usefulness M1 7.17 1.05 Agree

The motivation of the acceptance-to-use of the food web application
technology in module 1 falls in the “Strongly Agree” and “Agree” categories. The
mean value of the ease-of-use has the highest of 7.30, the attitude-to-use is 7.23, and
the usefulness is 7.17. The strongly agreeable and the agreeable mean scores of the
motivational factors implies that the sample users of the web application found that
the web application provides a convenience for them to get involved; it can deliver

helpful information with highly amiable of usages.

6.4 Module 2: Value proposition

Module 2 consists of eight questions that involve compliance with the demand
of the authorities and building a good relationship with the distributors in order to

convey food to the hand of the ultimate buyers.
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No. Module 2 Value Proposition Questions No Yes
1 Your foods have wholly complied with the food export standards. 28 7
2 You sell your food on various channels and having more than twenty

point-of-sales. 24 11
3 You have experienced a constant growth of your product. 12 23
4 Your foods are clean and ready to be inspected the production

processes by authorities. 8 27
5 Your have heard the customer mention that it is convenience to buy

your foods. 22 13
6 You are so sure that your quality food induces the word-of-mouth. 17 18
7 You have ever inviting to be broadcasted or appeared in the social

media. 24 11
8 Many customers mention that they will rebuy your foods. 5 30

The questions in module 2 aim to investigate the complete deliverance of the

firm’s value proposition to the users in each value tiers. The value proposition is

cascading in a linear formation. The first question is atop of the value delivery chains;

it is the regulator tier. If the respondent answers “No”, it can be taken into account

that the overall quality of food is not up to the food security standards. The second

tier of food compromising is the ability of the firm to satisfy the needs of the

distributors. The second question is asking whether the food is able to distribute into

the variety of channels. The answer “No” indicates the distributor’s devoid of

acceptance. The result from the samples shows that 7 out of 35 food firms have

complied with the food standards and food regulations and, 11 out of 35 firms are

able to distribute their foods on an expanded scale.
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Table 28 Module 2 Value proposition

Motivational Factor Mean SD Meaning
Ease of use 7.13 1.20 Agree
Attitude to use 6.83 1.05 Agree
Usefulness 6.43 1.99 Agree

The motivation of the acceptance-to-use of the food web application
technology in module 2 falls in the “Agree” category. The mean value of the ease-of-
use has the highest of 7.13, the attitude-to-use is 6.83, and the usefulness is 6.43. The
agreeable mean scores of the motivational factors imply that the sample users of the
web application found that the web application provides a convenience for them to

get involved; it can deliver helpful information with highly amiable of usages.

6.5 Module 3: Value delivery

Module 3 consists of nine questions that involve the ability to handle the
engagement of both physical and emotional properties in the value delivery chains.

Small food firms are obligated to manage and to deploy in ambidextrous manners.
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No. Module 3 Value Delivery Questions No Yes
1 Your food has a well-known brand. 28 7
2 You have the operation manual of your food production. 23 12
3 The label has the outright necessary information. 13 22
4 You have built your brand and it is eminent. 22 13
5 You take all complaints and suggestions to be sources of

product improvement. ° *
6 You can control buying price levels from your suppliers. 19 16
7 Your are domestically and internationally marketing your food

23 12

products.
8 You have nation-wide coverage and partly international

coverage distributions. > 1
9 You are not hesitate to invest to buy new machines for making )1 y

food products.

The questions in module 3 are designed to examine the dynamic balance of

management and deployment of the small food firms in delivering both physical and

emotional appearances. The second question in this module aims to examine the

ability to deliver a satisfactory physical engagement of the food products, while the

fourth question is a scheme in investigating the handling ability of the emotional

engagement of the small food firm. Result of the samples show that 13 food firms

invest in brand building to create emotional engagement, and 12 food firms create the

operation manual for their food production processes.

Table 30 Module 3 Value delivery

Motivational Factor Mean SD Meaning
Ease of use 7.07 0.78 Agee
Attitude to use 6.90 0.84 Agee
Usefulness 6.93 1.01 Agee
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The motivation of the acceptance-to-use of the food web application
technology in module 3 falls in the “Agree” category. The mean value of the ease-of-
use has the highest of 7.07, the attitude-to-use is 6.90, and the usefulness is 6.93. The
agreeable mean scores of the motivational factors imply that the sample users of the
web application found that the web application provides a convenience for them to

get involved; it can deliver helpful information with highly amiable of usages.

6.6 Module 4: Revenue model

Module 4 consists of eight questions that involve the ability of a small food
firm’s monetization. Small food firms can generate a stream of revenue in 2

approaches, either the domestic monetization or the export monetization.

Table 31 Revenue model

No. Module 4 Revenue Model Questions No Yes

1 Your production capacity has 50% or more occupied for
export. 31 4

2 You own more than twenty chain stores or selling more than

twenty franchises. 31 4
3 Your sell over brokers, agents, or having an oversea office. 29 6
4 You have offered extra services to clientele. 30 5
5 Twenty percent of your revenue comes from e-commerce. 24 11
6  You have participated in internation food fairs every year. 21 14

7 You are selling your food products in the nation-wide
convenience stores. 21 14

8  You are selling your food products in the local outlets. 7 28

The questions in module 4 are designed to examine the ability of small food
firms to generate a stream of revenue. If the respondent answers “No” in all questions.
It can be assumed that the small firm is lack of revenue monetization competence. If
the respondent answers “Yes” in one of the provided questions, it may assume that

the food firm earns a certain ability to generate volume sales. The results of the
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samples show that food firms choose one or another route to build the steam of
income. The 28 out of 35 firms are actively selling their food the local outlets and 14

firms are selling their food in nation-wide convenience stores.

Table 32 Module 4 Revenue Model

Motivational Factor Mean SD Meaning
Ease of use 6.93 0.83 Agee
Attitude to use 6.97 1.16 Agee
Usefulness 6.97 1.16 Agee

The motivation of the acceptance-to-use of the food web application
technology in module-4 falls in the “Agree” category. The mean value of the ease-of-
use has the highest of 6.93, the attitude-to-use is 6.97, and the usefulness is 6.97. The
agreeable mean scores of the motivational factors imply that the sample users of the
web application found that the web application provides a convenience for them to

get involved; it can deliver helpful information with highly amiable of usages.

6.7 Module 5: Compelling strategy

Module 5 consists of six questions that involve strategy deployment. Small
food firms demand strategy to create trade volume. The presented compelling strategy
in this study is a technology-driven strategy, export-led strategy, market dominant

strategy, networking strategy, and service strategy.
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No. Module 5 Compelling Strategy Questions No Yes
1 Youinstalled a modern machine for producing new food 14 21
2 You focus is on export. 24 11
3 You have an advantage over the rivals by having more

distribution outlets. 28 7
4 You brand is overcome the competitor brands 24 11
5  You have a strong supplier network. 18 17
6  You offered extra services to your clientele such as express

service or made-to-order. 13 22

The questions in module-5 are designed to investigate the use of a strategy of

the small food firms in generating a stream of revenue. If the respondent answers “No”

in all questions. It can be assumed that the small firm is lack of strategy deployment

ability. If the respondent answers “Yes” in one of the provided questions, it may

assume that the food firm has demonstrated a certain ability to utilize a growth

strategy. Result of the samples show that 22 out of 35 food firm offer the extra services

to their clientele, and 21 food firms decide to install @ modern machine for producing

new food services.

Table 34 Module 5 Compelling strategy

Motivational Factor Mean SD Meaning
Ease of use 7.13 0.94 Agee
Attitude to use 6.83 0.91 Agee
Usefulness 7.00 0.95 Agee

The motivation of the acceptance-to-use of the food web application

technology in module 4 falls in the “Agree” category. The mean value of the ease-of-

use has the highest of 7.13, the attitude-to-use is 6.83, and the usefulness is 7.00. The

agreeable mean scores of the motivational factors imply that the sample users of the
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web application found that the web application provides a convenience for them to

get involved; it can deliver helpful information with highly amiable of usages.

6.8 Module 6: Firm’s performance

Module 6 consists of four questions that involve the firm’s performance. The
firm’s performance reflects the ability to efficient utilization of the company resources.
The indexes use to indicate the growth of the firm are annual sales, the levels of

profitability, firm growth, and market share.

Table 35 Firm’s performance

No. Module 6 Firm's Performance Questions No Yes

1 Your company continuously earns positive income in the

last three years. 18 17
2 Your profit margin is growing every year. 17 18
3 You have an increased number of distribution outlets every

year. 17 18

4 You gain larger market share in the last three years. 14 21

The questions in module 6 aim to investigate the firm ability to grow. The
questions are asking quite straight forward regarding the firm performances. If the
respondent answers “Yes” in one of the questions, it may assume that the firm is
experiencing relative business growth. The result of the sample shows that about half
of the samples were experiencing a higher earning income, rising in profit margin, added

new distribution outlets, and gaining more market share.

Table 36 Module 6 Firm’s performance question

Motivational Factor Mean SD Meaning
Ease of use 7.13 1.87 Agee
Attitude to use 6.97 0.85 Agee

Usefulness 7.13 0.85 Agee
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The motivation of the acceptance-to-use of the food web application
technology in module 4 falls in the “Agree” category. The mean value of the ease-of-
use has the highest of 7.13, the attitude-to-use is 6.97, and the usefulness is 7.13. The
agreeable mean scores of the motivational factors imply that the sample users of the
web application found that the web application provides a convenience for them to

get involved; it can deliver helpful information with highly amiable of usages.
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CHAPTER 7

Conclusion

The growth of the Thai small food firms from a small-sized to become a mid-
sized food firms remains questionable. OSMEP reports that the obstacles of the Thai
SMEs are a deficit of resources of the small food firms, less capacity to assimilate a
new knowledge of small food firms, the uncertainty of making use of the new
knowledge, less formal R&D process, lack of scaling management. To raise the business
capability of the Thai small food firms, the small food firms need a tool to aid their
ability in creating and capturing value to react to the new face of demand and the
rapidly changing business environment. DaSilva & Turkman (2013) state that the
business model is considered as a ground-rule of firm competence and contemplated
as a source of the firm competitive advantages. The literature argues that the food
business model has received limited attention from researchers even though food is
the common ground of daily business, especially small size food firms. This research
aims to investigate the core components of the food business and to develop the
food business model for the small food firm. The study is conducting by using a mix-

method approach.

A business model is considered as a ground rule of the firm innovation to do
the business. Many scholars indicate that business model is the source of firm
competitive advantages (Christensen, 2001; Teece & Eppler et al.,, 2011; DaSilva &
Turkman, 2013; 2010; Ranjith, 2016), but business model receives many arguments on
the validity of the business model for up-to-date execution. The push of technology
has rapidly changed the way of doing business; it creates the migration of value (Hacklin
et al,, 2018). E-commerce is replacing the old fashion business style like brick and
mortar. Usage of cash is less important in modern business time, where the economy
is moving forward to a cashless society. The traditional stores are succeeding by
modern trade. Ireland et al. (2001) pointed out that the business model is not endured
when time and business environment changes. A firm needs to adjust or search for a

new business model to keep the firm remained competitive in the marketplace.



145

The aging business model theories are quite ambitious to comprehend as they
are profoundly abstract to the small firms. (Nenonen, 2009) stated that the business
model is criticized for being vague and lack of unity of its terminology. The definition
of the business model has been used based upon the disciplinary that the business
model is applied. (Kim & Mauborgne, 2005) mentioned that failed firm results from the

anchor of strategy that remains unchanged.

Scholars has viewed roles of business models in a diversify senses in the
economy such as establishing the company, making money, making offering to the
target customers, generating and delivering of economic value or social value,
describing the value chain, determine how costs and revenue structured, laying the
groundwork for the competition, revealing and formulating firm strategy, mapping the
company’s purposes, opportunities for value capture and value creation, identifying
market segment, articulating value proposition (Markides & Onyon, 2010; Birkensaw &
McGahan, 2010; Hienerth et al., 2011; Sinfield et al,, 2011; Gambardella & McGahan,
2010; Dahan et al,, 2010; Nielsen & Lund, 2014; Cassdesus-Masnell & Zhu, 2010; Weill
et al., 2011; Smith et al,, 2010; Zott & Amit, 2010; Boken et al., 2015 Roome & Louche,
2016) Venkatarman & Handerson (1998) reveal the roles of the business models and

classified them into five aspects.

1. Business models as a real-life phenomenon

2. Business models as models

3. Business models as a tool to structure organizations

4. Business models as a mediator between technology and markets

5. Business models as a strategic variable

Chesbrough (2007) proposed the framework of the business model and
elaborated that the different types of firms delivered different levels of values. His

framework starts from the basic set up to the advanced firms as the following.

1. The company has an undifferentiated business model (type 1)
2. The company has come differentiation in its business model (type2)

3. The company develops a segmented business model (type 3)
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4. The company has an externally ware business model (type 4)
5. The company integrated its innovation process with its business model

(type 5)

The different types of business model required a different component to make
them fit with the business. Osterwalder and Pigneur (2005) postulate their business
model in the form of a business canvas. They proposed that a business model consists
of two layers, which are taxonomy and a conceptual model. Gassman et al. (2016)
collect the patterns of the business model from the literature. They identify that the

business models created from the seven schools of thought.

1. Business model as an activity system
. Business model as a process

. Business model as a cognitive view

2
3
4. Business model as a technology-driven
5. Business model as a strategic choice

6. Business model as a combination

-

. Business model as a duality

Malone et al. (2006) reach the conclusion that there is no one best business
model. Yang et al. (2017) argue that the business model has connected to the concept
of value. Hacklin et al. (2018) added that relationships among the elements construct
a business model and provide the right balance between economic value and the
ability of a firm to pursue business. A. Osterwalder (2004) develop a business can which
he chose nine elements that are interrelated. The nine elements consist of customer
segments, value propositions, channels, customer relationships, revenue streams, key

resources, key activities, key partners, and cost structure.

If the business model can enhance values and benefits to the firm as reviewed
in the literature, what will be a business model for small food firms? What are the
essential components that small firms need to grow up? To answer these questions,
we design to conduct our research by using a mix-method, which are both qualitative

and quantitative approaches to reach the answer. We adopt the content analysis
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technique to explore the question of what the business model for small food firms in
Thailand is and what are the components in the business model for small food firms.
One the other hand we choose to explain the relationship of the business elements
by using the correlation coefficient technique. The thirteen samples were drawn by

using the following criteria,

1. AWl of them are mid-sized food firms that function as both food processors and
sellers.

2. None of them is a food broker whose main role is purely buying food products
for a resale purpose.

3. All of them have earned certain kinds of achievement awards, or as winners in
food competitions.

4. all of them were still in the food business during the data collection period.

Why we chose the mid-size food firms as samples in this study? From our
preliminary study, we started to conduct the interview of the twenty small food firms
to explore how could they will become the mid-sized food firm. We eventually
discovered that all samples we interviewed could not give us the usable data of to
what extent they enlarge their business and become the mid-size firm. This incident
makes us realized that the small food firms are not able to lead to answer to our
preoccupied questions. We restarted our findings with the new mindset of how to
retrieve the necessary information. We moved to focus on a new group of informants,
which are mid-sized food firms. The mid-sized food firms once were the small food
firms. They envoy the same route of being the mid-sized firm as the small food firms
that we had an interview. The difference is that these firms have successfully become
mid-sized firms while other small food firms cannot. The term “Small Food Firm” is
determined to those who used to be the small entrepreneurs and earn rights on foods
they prepare, process, produce, and distribute to the buyers. They create and produce
foods and distribute them to the buyers. The capital investment of the small food

business is between 3 to 10 million THB.

The research processes started with gathering the two sets of secondary data.

The purposes of the secondary are used to the researcher to construct the preliminary
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business model framework. The first set of data was gathered from journals,
proceedings, working papers in the form of electronic databases, journals, trade papers,
books, sovernment documents, articles on the websites. The second set is amassed
from the archive of interviews on Youtube. Sixty-four archive collections were drawn
from thirteen samples. The archive videos were extensively reviewed. The information
of the thirteen samples will allow the researcher to investigate visions, business
operations competencies, business value propositions, and strategies. The researcher
adopted the process of theory building (Eisenhardt, 1989) to analyze data. Information

extracted from the qualitative data will be coding and construct the axial matrix coding.

The quantitative approach was used to validate the business model framework
of the small food firm. The questionnaire was used as a tool for data collection. A
hundred questionnaire was distributed to the small food firms, and 43 sets of readable
questionnaires were returned. The statistical techniques that research employed to
comply with the data were a descriptive and inferential statistic in the form of
frequency, percentage, standard deviations (SD), and correlation coefficient (r?). The
results of the analysis of the data were presented in the tabulations and construction

of the relationship model.

The results of the study show that there are six components that are relatively
associated with the business model for small food firms. Those components are
innovation, value proposition, value delivery, revenue model, compelling strategy, and
firm performance. Each component contains different sub-elements, which are

illustrated in the below graphic of relationships.
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Figure 60 Business model and components

The six selective codes of the business model component, which are
innovation, value proposition, value delivery, revenue model, compelling strategy,
were analyzed to confirm the relationships among components by using the
correlation coefficient technique. The findings of the correlations are confirmed that
the six components in the business model are significantly correlated at the level of

0.05 and 0.01.

In conclusion, the new food business model can be a reliable engine for growth
for a small food firm. It helps the small firms to be better organizing their resources
yet provides a systematic direction for revenue-generating. The generic business model
is a shortcoming of the ex-ante ability to recognize the flaw of an incomplete business
operational circle unless it has ex-post to the complete loop of the operations. Unlike
the generic business model, the new food business model is capable of ex-ante
alarming when there is a fallacy in a particular module in the business model. The
alarming benefits small food firms in reminding them to amend the unfinished task

before moving into the full-scale operations.
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The migration of the small food firm to become a mid-size food firm is not
apparent. Innovation is the adversity to achieve. From our study, we found that the
small firms invested two to five years to attain new food innovation. The innovation
looped up from the degree of ambitious question the firm set. The harder the goal to
attain, the higher the degree of innovation emerged. Trial and error manner is a
common practice found in our sample groups. The difficult to attain questions often
required advance knowledge, specialized skills, sophisticated equipment, and
advanced machinery, but the consequence resulted in the high magnitude of

innovation.

The value proposition acts as a gateway to the market. The interruption in the
value proposition process perilously increases the risk of being a dead-ended product.
The value offered to the gatekeepers should amount to needs and requirements. The
value delivery system bridges the vendor offers to the buyer obligations of either
emotional engagement or physical engagement. The engagements are vital in driving
consumer preferences, which largely contribute to the advancement of a mid-size food
firm. The revenue model plays a crucial part in the food firm ecosystem, as it is an
engine to mobilize the firm business. Our study showed that the three strategic options
to grow a firm’s revenue were export, escalated the chain stores, and adopted the
franchise system. The larger sales volume forced the firm to acquire better skills in
production, logistics, communication, financing, marketing, and management. These
skills are crucial determinants that segregate the capable mobilizing firm from the inert
firm. The change of the firm’s behavior can be an indicator to predict the future
environment that the firm will inhibit. Increased revenue, market share, and

profitability are relatively determined by the growth of a small business.

A new business model for small food firms in this study exhibits an active
relationship of six components; innovation, value proposition, value delivery, revenue
model, compelling strategy, and performance. This model applies to small food firms,
which suggested that the fundamental architecture underlying the success of a small
firm in the food business should consist of the aforementioned six components.

Findings from this study may contribute useful, practical advice regarding how small
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food firms should pay their concerns when they want to grow their food business. A

change of a component affects all the others in the model as a whole.

7.1 Discussion: Business model as an engine of growth

The patterns of the business model have viewed in the different aspects by
the different schools of thought and the scholars, but they have one common share
foundation in the business that the business model enhances the growth of firms.
From the review of the literature, most of the erstwhile business models are
constructed to be broad and generic in terms of conceptual metaphor. The
presentations of the business model give a direction to a firm to exploit the core
competence in the sense of what a firm should have rather than what a firm should
do and how to do it. Besides, the erstwhile business models have considerably
neglected the size of the firms whose size is relatively connected to the viable firm’s
resources and the ability to leverage the resources. The One-size-fits-all concept
metaphors can create disorientation to small firms as the idea requires a high level of
thinking, which is typically a deficit for the small business owners. One of the critical
drawbacks of any business model is the creation of the “ex post” scenario. It means
that the firm owners who decide to follow a particular business model need to

complete the implementation circle before knowing the result.

The new business model for a small food business provides a new perspective
in conducting business. This new business model is exclusively designed for the “ex
ante” scenario, the condition that the firms can notice any improper circumstance
while running the businesses. The new business model is constructed in the form of a
structural metaphor. The structural model is not only provided the firm’s core
competence concepts of how to become a mid-sized firm but also provides the sub-
elements for a firm to engage business operation in every module. If the firm notices
the sign of incompletion achievement in each module, the firm may slow down or
pause the operation and look back to the running operation at any time without

waiting till completing the model loop.
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Table 37 shows the business model comparison between the erstwhile

business model and the new food business model.

Table 37 Business model comparison

Erstwhile BM New BM

Suited to a generic firm Suited to small food firm
One-sizes-fit-all scenario  Focus scenario
Conceptual metaphor Structural meaphor
Inclusive business model  Exclusive business model
What to have What and how to do

Ex-post Ex-ante

The right business model will provide an opportunity and a comprehensive
idea to grow to a small food firm. A small food firm that en route to becoming a mid-
sized firm needs to understand the dynamic changes of the business environment.
The new business model for a small food business can as an engine that drives the

firm to the set target.
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APPENDIX A

Interview List

List of Entrepreneurs’ Video Archives

1. T1AULAUUAN
SME fiwsn | 91ausinuiunn L 28 &i.a. 58

https://www.youtube.com/watch?v=cstpUwVDpZo

SME #umn [2015] : 53707 39 Fradasfausiumm

https://www.youtube.com/watch?v=igil2516JEA

Presentation 9138U3IAWIUAT

https://www.youtube.com/watch?v=Ilh I5YEICY

SMEs f0a71@n lag M1 INe1aeuasMnganm ey 11iaudawiun aew 1 (13 unsiau
2559)

https://www.youtube.com/watch?v=7L X801bc-sA

SMEs H0871@n lag 1M INe1aeuesnngwnm aeu 41iaudaniun aew 2 (20 unsax

2559)

https://www.youtube.com/watch?v=NqgJ26t8i1A4
awad 3¢ mlalidu : drdudaudun dnduindusaguealml 3 a.a. 1381 08.30 w.

https://www.youtube.com/watch?v=SRrl hiEZM8¢

a11a17 34 oty Awawuuldsg Autsute “wiunt” 3 a.6. 59 (2/4)

https://www.youtube.com/watch?v=cruhTizUyBk

a11a@17 34 bty “usdunn” auulne Tuen 3 a.6. 59 (3/4)

https://www.youtube.com/watch?v=iAXJKdwrvXc

SMEsHAnnTs duniwal Trasusde usiunn

https://www.youtube.com/watch?v=i HJ7 X9BB4

MY SME : g3fiatnaugn

https://www.youtube.com/watch?v=Dna3GA1e800



https://www.youtube.com/watch?v=cstpUwVDpZo
https://www.youtube.com/watch?v=igil2516jEA
https://www.youtube.com/watch?v=IIh_l5YFlCY
https://www.youtube.com/watch?v=7LX8Q1bc-sA
https://www.youtube.com/watch?v=NqJ26t8i1A4
https://www.youtube.com/watch?v=SRrLhiEZM8g
https://www.youtube.com/watch?v=cruhTizUyBk
https://www.youtube.com/watch?v=iAXJKdwrvXc
https://www.youtube.com/watch?v=i_HJ7_X9BB4
https://www.youtube.com/watch?v=Dna3GA1e8o0
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2. OKUSNO
SME #umn THE FINAL [2015] : §5RusuA1anananaunsau Okusno (Full Version)

https://www.youtube.com/watch?v=CgN-HgywPnA

91ytaeSaaIU A9 Okusno

https://www.youtube.com/watch?v=mhsrSnvcEZk

91gteeSaa1U ANAMY Okusno | LYY NadgTdune

https://www.youtube.com/watch?v=J1TC50teROA

UsengdiATug AN9N9 by OKUSNO - 1ilgariugng

https://www.youtube.com/watch?v=fT37ZHaKagWg

egals iudasie : anefaennseu okusno @319g3NTMNRUAY

https://www.youtube.com/watch?v=vFur073Fkp8

Aaffanennseay Okusno | JU84528 4/4 | An$7 9 Augne 2559 | Smart SME

https://www.youtube.com/watch?v=L AXEJtR 9lc

Smart Focus | @17tae3auau §3navuuaane "Okusno” | Juf 2 unsiay 2559 |
Smart SME

https://www.youtube.com/watch?v=ygl KMrXy5ao

iailonnagsia.. aegailduuy Okusno asfasTuil SME fumn THE FINAL [2016]

https://www.youtube.com/watch ?v=MPi3KfScXao

ganamum A9 leAgli Okusno YUNBTRY UARLTELEAY sme teetak

https://www.youtube.com/watch?v=mmeZT0ixXkt4

"Okusno" wuNANfeNlawedugulve asaRudu

https://www.youtube.com/watch?v=ysh75F3pARU
The Family Business : Promote OKUSNO Iaﬂfﬂ;u' [5 w.&. 58] Full HD

https://www.youtube.com/watch?v=SiFFE2dDbwl

The Family Business : OKUSNO Iaﬂﬁ‘ﬂﬂ [5 n.8. 58] (1/4) Full HD

https://www.youtube.com/watch?v=Sbo8kaOQglDc
The Family Business : OKUSNO lapalu [5 w.6. 58] (2/4) Full HD
https://www.youtube.com/watch?v=tl16zURDF2k

The Family Business : OKUSNO Iaaaiu' [5 w.g. 58] (3/4) Full HD

https://www.youtube.com/watch?v=6x6DmzE2184



https://www.youtube.com/watch?v=CgN-HgywPnA
https://www.youtube.com/watch?v=mhsrSnvcEZk
https://www.youtube.com/watch?v=J1TC5QteRQA
https://www.youtube.com/watch?v=fT3ZHaKagWg
https://www.youtube.com/watch?v=vFur073Fkp8
https://www.youtube.com/watch?v=LAXEJtR_9Ic
https://www.youtube.com/watch?v=ygLKMrXy5ao
https://www.youtube.com/watch?v=MPi3KfScXao
https://www.youtube.com/watch?v=mmeZT0iXkt4
https://www.youtube.com/watch?v=ysh75F3pARU
https://www.youtube.com/watch?v=SiFFE2dDbwI
https://www.youtube.com/watch?v=Sbo8kaQqlDc
https://www.youtube.com/watch?v=tl16zURDF2k
https://www.youtube.com/watch?v=6x6DmzE2184

177

The Family Business : OKUSNO lapalu [5 w.¢. 58] (4/4) Full HD
https://www.youtube.com/watch?v=Ncm49PARNws

DC OKUSNO 181058

https://www.youtube.com/watch?v=AwXALfé6hogY

3. Greenday

91ytosesau ganavuninuasnalinseu Greenday

https://www.youtube.com/watch?v=0Tj70ss3104
SME @umn [2010] : Green Day #n waldeunseu (19 d.a. 53)

https://www.youtube.com/watch?v=jPcYKPsctOU

SME fuan 19 3.A. 53 (Green Day)

https://www.youtube.com/watch?v=xFpjhRoT6Uw

CEO Talk : Aautiesni AarnuUum 599U5851UNITTUNIT USEN n3ued Inavea 911n

https://www.youtube.com/watch?v=bm4APNs|jyM

Greenday Snack "nszl3guNIOU NIULAE"

https://www.youtube.com/watch?v=1WHp3C0t26s

ddumsugna : dnnaldeunseu ynaandusaunin

https://www.youtube.com/watch?v=xpMVe9Msvto

GreenDay Wnwaldwussu #KMoming

https://www.youtube.com/watch?v=Hqg_2i2sOXRI

v A

AUATITTIY (15 W.8.59) WaAuATesAY uwUssyU /n - wald eunseu | 98¢ 9 MCOT HD

https://www.youtube.com/watch?v=3UczIBgww60
neRSAAKUTEA © maldeuuns anwaliidunain dniswenledeiunneng 9 n.e. 57 (1/3)

https://www.youtube.com/watch?v=BGcAJ F6iFO

NYATARLUTUA : Wallouwi Mnualiidunain gnmsiwenlowenuaneie 9 n.e. 57 (2/3)

https://www.youtube.com/watch?v=8cV550gJI8Q
nASAAKUTEA ; maldeuunis annaliidunain dniswenlomeiunneng 9 n.e. 57 (3/3)

https://www.youtube.com/watch?v=fUOUrIFHxS0



https://www.youtube.com/watch?v=Ncm49PARNws
https://www.youtube.com/watch?v=AwXALf6hogY
https://www.youtube.com/watch?v=0Tj7Oss31Q4
https://www.youtube.com/watch?v=jPcYKPsct9U
https://www.youtube.com/watch?v=xFpjhRoT6Uw
https://www.youtube.com/watch?v=bm4APNsljyM
https://www.youtube.com/watch?v=1WHp3C0t26s
https://www.youtube.com/watch?v=xpMVe9Msvto
https://www.youtube.com/watch?v=Hq_2i2sQXRI
https://www.youtube.com/watch?v=3UczIBgww6Q
https://www.youtube.com/watch?v=BGcAJ_F6iF0
https://www.youtube.com/watch?v=8cV55oqJI8Q
https://www.youtube.com/watch?v=fUOUrIFHxS0
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4. April’s Bakery
SME fwan | April's Bakery 20 5.a. 57

https://www.youtube.com/watch?v=CvIBZbwbAvo

91yt Sauau April's Bakery

https://www.youtube.com/watch?v=3kDO1mLDcUO

57U April's Bakery a30gidfiuammsn 9 n.a. 57
https://www.youtube.com/watch?v=gJllpkvaT-0

SCN April's Bakery OA 05 02 5

https://www.youtube.com/watch?v=4BI8JfAYGQl

The Spy Man Show | 30 July 2018 | EP. 87 - 1 |AQUEUSUNT Lgai’uwm@m [ April's Bakery]
https://www.youtube.com/watch?v=TcvhiOMbPj8

SME Secret by Siam U TAPE 12 part 1/5

https://www.youtube.com/watch?v=L 43MuhUYmE8

SME Secret by Siam U TAPE 14 part 2/5 Star Business
https://www.youtube.com/watch?v=CCys5dKmloQ

SME Secret by Siam U TAPE 12 part 3/5 Top Secret 1

https://www.youtube.com/watch?v=UDdEghZ585U

SME Secret by Siam U TAPE 12 part 4/5 Top Secret 2
https://www.youtube.com/watch?v=Hle-WBKcwCM

SME Secret by Siam U TAPE 12 part 5/5 close

https://www.youtube.com/watch?v=FIVNWs5Eh 4

"SdenfenuduAaa Tty Yuilnadaslasulundn”

https://www.youtube.com/watch?v=WOvO5ID8tok

318113 Tax Talk Biz Focus :April's Bakery 9n.A.3/4

https://www.youtube.com/watch?v=_wanUw7Ph5E

318015 Tax Talk Biz Focus :April's Bakery 9n.a.4/4

https://www.youtube.com/watch?v=pD0fydemdnU



https://www.youtube.com/watch?v=CvlBZbwbAvo
https://www.youtube.com/watch?v=3kDO1mLDcU0
https://www.youtube.com/watch?v=gJIlpkvaT-0
https://www.youtube.com/watch?v=4Bl8JfAYGqI
https://www.youtube.com/watch?v=Tcvhi0MbPj8
https://www.youtube.com/watch?v=L43MuhUYmE8
https://www.youtube.com/watch?v=CCys5dKmloQ
https://www.youtube.com/watch?v=UDdEqhZ58SU
https://www.youtube.com/watch?v=HIe-WBKcwCM
https://www.youtube.com/watch?v=FIvNWs5Eh_4
https://www.youtube.com/watch?v=WOvO5ID8tok
https://www.youtube.com/watch?v=_w4nUw7Ph5E
https://www.youtube.com/watch?v=pD0fy4emdnU
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5. Diamond Grains
SME fikmn | Diamond Grains | 6 .. 58

https://www.youtube.com/watch?v=WwMF5dlL zMpY

SME #usn [2015] : 5377l 49 Diamond Grains aWnsARUWTaMMY

https://www.youtube.com/watch?v=ndzwy pvzEc

91giossesa1u Diamond Grains Final

https://www.youtube.com/watch?v=n9HWGANnfdX0

918tieSaea1u Diamond Grains #1

https://www.youtube.com/watch?v=iGgpglYugRM

91ytiosToea1u Diamond Grains #2

https://www.youtube.com/watch?v=tAlEbphf9Z¢

918t saea1u Diamond Grains #3

https://www.youtube.com/watch?v=Ywr7vCeMEKw

Diamond Grains 518015 Money360

https://www.youtube.com/watch?v=vigd3GXMUHY

Diamond Grains As1tuan: Juwisuangn

https://www.youtube.com/watch?v=IwY30aUYp88
“Diamond Grains” n31luA1AGY AUTRYUABIRD!

https://www.youtube.com/watch?v=gnOd-yVRTr0

The Secret Sauce EP.5 Diamond Grains kusuans1luafsngnAmes) funisvinduen

GRERI]

https://www.youtube.com/watch?v=TzOpyh07AM4
Diamond Grains n51luaIARY 91MN5ATY | S18N155INANTN ASEAN

https://www.youtube.com/watch?v=>5¢4vofDM2X4



https://www.youtube.com/watch?v=WwMF5dLzMpY
https://www.youtube.com/watch?v=n4zwy_pvzEc
https://www.youtube.com/watch?v=n9HWGAnfdX0
https://www.youtube.com/watch?v=iGqpgIYugRM
https://www.youtube.com/watch?v=tAlEbphf9Zg
https://www.youtube.com/watch?v=Ywr7vCeMEKw
https://www.youtube.com/watch?v=vigd3GXMUHY
https://www.youtube.com/watch?v=IwY3QaUYp88
https://www.youtube.com/watch?v=gnOd-yVRTr0
https://www.youtube.com/watch?v=TzQpyh07AM4
https://www.youtube.com/watch?v=5g4vofDM2X4
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6. You Yee
SME fuan THE FINAL 2015 | You Yee | 25 n A 58
https://www.youtube.com/watch?v=DOFsGCYXjXo

SME Fusn THE FINAL [2015] : gsAandalduuy You Yee (Full Version)
https://www.youtube.com/watch?v=ZkMNf2gpEWk

91ytiosToeau §naldlunes You Yee

https://www.youtube.com/watch?v=zTjjaNSBg o

7. NC Coconut

SME #uan [2015] : g3fiafl 28 NC Coconut NgW3121me3ATU95

https://www.youtube.com/watch?v=gXzz10Wuo |
SME #usn | NC Coconut | 10 1.0 58

https://www.youtube.com/watch?v=VOWIlulhyoY

n3uNsuLsA : NC COCONUT gnanuagdmiieusniniuivied 30 a.. 59 (1/3)

https://www.youtube.com/watch?v=ZtGY24evK|s

n3uN1sulsh : NC COCONUT Enanuagdmunguzninitivies 30 a.a. 59 (2/3)

https://www.youtube.com/watch?v=A2jolbKr9lg

518M13 THE SOFA-R Moy iy 4.6 ginwnsns 100 a1u Part 1/3

https://www.youtube.com/watch?v=7hBtSt1NKgM

518n15 THE SOFA-R mau vyl 1.6 ginumsns 100 a1 Part 2/3

https://www.youtube.com/watch?v=avuiyjMJvxY

518M13 THE SOFA-R mou iy 4.6 ginwasns 100 a1u Part 3/3

https://www.youtube.com/watch?v=wAJUImkOggo

NC Coconut

https://www.youtube.com/watch?v=2YaNOB6Pjoo
n3unsuNlsh | auesevnggnanugni1Idmen 'NC COCONUT' | 20 1.A.62 (1/3)
https://www.youtube.com/watch?v=25f8cRhAH3w

n3unsuNlsh | auesenggndnugni1Idmen 'NC COCONUT' | 20 1.A.62 (2/3)

https://www.youtube.com/watch?v=91J57TH7W 4Y



https://www.youtube.com/watch?v=DOFsGCYXjXo
https://www.youtube.com/watch?v=ZkMNf2gpEWk
https://www.youtube.com/watch?v=zTjjaNSBg_o
https://www.youtube.com/watch?v=qXzz10Wuo_I
https://www.youtube.com/watch?v=VOWllulhyoY
https://www.youtube.com/watch?v=ZtGY24evKjs
https://www.youtube.com/watch?v=A2joIbKr9Ig
https://www.youtube.com/watch?v=7hBtSt1NKqM
https://www.youtube.com/watch?v=avuiyjMJvxY
https://www.youtube.com/watch?v=wAJUImkOggo
https://www.youtube.com/watch?v=2YaNOB6Pjoo
https://www.youtube.com/watch?v=2Sf8cRhAH3w
https://www.youtube.com/watch?v=9iJ57H7W_4Y
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nsusualsh | esAusznauddgylunisugn 'wensnaumen | 20 1.A.62 (3/3)

https://www.youtube.com/watch?v=yvOdCiOx2JY

GRAR

s

SMEs 7150 (U9 1) "waehie" 1nunInseAlmllidvoanHIngIwadle (1onans Junnans)

https://www.youtube.com/watch?v=YFvHréy49no

SMES"UUDUHUAY" : WASRN.. WIRMIUNLINANAT 04/03/2018

https://www.youtube.com/watch?time continue=1&v=jpimTgC8zPE

SMEs 1350 "haaile’ inwmsnsealuiidvenmins el dndvielag loin igan

https://www.youtube.com/watch?time continue=5&8v=HfORo_UIUSk
91y 108 T08A1U UIRINTY LR - URWA Wanisiud

https://www.youtube.com/watch?v=6rUZ6ePS9Hw

W AR LATUFAYUTY S

https://www.youtube.com/watch?v=JiyzDrl_ ytE

wilslulveuaud I diilandueendle Lusua “Uasils” anganuinnssuinunsnilesdu

https://www.youtube.com/watch?v=ZUz8cink7VI

9. UTVNUWINUHFY
91ytiosToeau gsnansv Ty a5y

https://www.youtube.com/watch?v=d9yz9 1MUEKo

Waauau 299nuluwliy 1z1u9ndn AWN1n7iies - Mai diary

https://www.youtube.com/watch?v=dn5PAvxfISO
uzuansy ANNIRTInegluluTURLUUEMELUSET | The Secret Sauce EP.37

https://www.youtube.com/watch?v=F23uealkTjw

‘@150’ 1A3us197a Bai Po Business Awards by Sasin

https://www.youtube.com/watch?v=kr2smVFstRl

UENESY enseuasy Blnglneuin 3/3/60

https://www.youtube.com/watch?v=kYjxFvT5VMg

#1359 UzLUTFULUUATUINRS

https://www.youtube.com/watch?v=UK30Quz2CjXs



https://www.youtube.com/watch?v=yvQdCiQx2JY
https://www.youtube.com/watch?v=YFvHr6y49no
https://www.youtube.com/watch?time_continue=1&v=jpimTgC8zPE
https://www.youtube.com/watch?time_continue=5&v=HfQRo_UIUSk
https://www.youtube.com/watch?v=6rUZ6ePS9Hw
https://www.youtube.com/watch?v=JiyzDrl_ytE
https://www.youtube.com/watch?v=ZUz8cink7VI
https://www.youtube.com/watch?v=d9yz91MUEKo
https://www.youtube.com/watch?v=dn5PAvxfISQ
https://www.youtube.com/watch?v=F23ueaIkTjw
https://www.youtube.com/watch?v=kr2smVFstRI
https://www.youtube.com/watch?v=kYjxFvT5VMg
https://www.youtube.com/watch?v=UK3Quz2CjXs
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dunwaliuszneuns USEm answansiiefis $11dn snnenann Sinmesysg

https://www.youtube.com/watch?v=KPO1BLSVzO

9ytiosToeau gsnausv NIy a5y

https://www.youtube.com/watch?v=d9yz91MUEKo&list=PLEBmxyhDMOE6C2cNPuxg5r

wb5lcC-b1T4

10. The Impossible Burger
The science behind the Impossible Burger

https://www.youtube.com/watch?v=ebNeUihciDI

The Strange Science of the Impossible Burger | WIRED

https://www.youtube.com/watch?v=nliL gNOOgPA
CES 2019 : IMPOSSIBLE BURGERS GO TO THE NEXT LEVEL!

https://www.youtube.com/watch?v=mDfol1Eu2GNE

The Impossible Burger 2.0

https://www.youtube.com/watch?v=SWxmglhyX9¢

Impossible Burger Challenge

https://www.youtube.com/watch?v="GaOK2oMWL o
Next Generation Plant-Based Burger Impossible Burger 2.0 at CES 2019!

https://www.youtube.com/watch?v=DcEodmFj5QY

The Impossible Burger Inventors Are on a Mission to Combat an Environmental Crisis

https://www.youtube.com/watch?v=KaH2|QGFi38

New Impossible Burger Is Being Heralded As A Triumph'

https://www.youtube.com/watch?v=4rfuxOhnSP4

Impossible CEO Pat Brown talks Impossible 2.0 and the future of meat

https://www.youtube.com/watch?v=dEK1DgwHinY



https://www.youtube.com/watch?v=KPO1BLSfVzQ
https://www.youtube.com/watch?v=d9yz91MUEKo&list=PLEBmxyhDMOE6C2cNPuxq5rwb5lcC-b1T4
https://www.youtube.com/watch?v=d9yz91MUEKo&list=PLEBmxyhDMOE6C2cNPuxq5rwb5lcC-b1T4
https://www.youtube.com/watch?v=ebNeUihciDI
https://www.youtube.com/watch?v=nIiLqNQOgPA
https://www.youtube.com/watch?v=mDfo1Eu2GNE
https://www.youtube.com/watch?v=SWxmglhyX9c
https://www.youtube.com/watch?v=_GaQK2oMWLo
https://www.youtube.com/watch?v=DcEodmFj5QY
https://www.youtube.com/watch?v=KaH2lQGFi38
https://www.youtube.com/watch?v=4rfuxQhnSP4
https://www.youtube.com/watch?v=dEK1DgwHinY
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11. ABI Company
Al : Yan 5 1 anwileuiaunnneia (17 .8, 59)

https://www.youtube.com/watch?v=imPnvtfCvnw

ABI Co., Ltd. — Freezer machine for keeping tissue cells alive

http://japan-product.com/ads/abi-co-ltd/
CAS Freezing

https://www.youtube.com/watch?v=1VBgc7HUg4l

NHKWORD20140525CDA )

https://www.youtube.com/watch?v=8Cklh5WpeBo

Amazing! the quick frozen fish is still alive! back to life!

https://www.youtube.com/watch?v=IMGOOAK-c2w

Frozen fish back alive.

https://www.youtube.com/watch?v=DU7¢hRv53N4

12. Satellite Company
aliis - it guunsirassd funnsesuagnsivey (28 w.a. 60)

https://www.youtube.com/watch?v=xnaCXaJgmuY

13. Flow
Flow™ Hive Full Reveal

https://www.youtube.com/watch?v=WbMV9qYIXgM

Flow Hive - A Global Beekeeping Community

https://www.youtube.com/watch?v=RzHxvBU1bSs

Flow Hive honey harvesting on a self sufficient ranch in Hawaii

https://www.youtube.com/watch?v=mvCUygwrlws
Learn how to listen to your bees with Hilary Kearney, Girl Next Door Honey

https://www.youtube.com/watch?v=Be06lpOHYal

Honey pyramid timelapse Flow Hive

https://www.youtube.com/watch?v=7CbUQT78 {0

Flow Hive 2 Araucaria Product Walkthrough


https://www.youtube.com/watch?v=imPnvtfCvnw
http://japan-product.com/ads/abi-co-ltd/
https://www.youtube.com/watch?v=1VBgc7HUq4I
https://www.youtube.com/watch?v=8Cklh5WpeBo
https://www.youtube.com/watch?v=lMGQOAK-c2w
https://www.youtube.com/watch?v=DU7ghRv53N4
https://www.youtube.com/watch?v=xnaCXaJgmuY
https://www.youtube.com/watch?v=WbMV9qYIXqM
https://www.youtube.com/watch?v=RzHxvBU1bSs
https://www.youtube.com/watch?v=mvCUygwrlws
https://www.youtube.com/watch?v=Be06lpQHYaI
https://www.youtube.com/watch?v=7CbUQT78_f0

https://www.youtube.com/watch?v=CUK5Q3RPL-8
How to assemble a your hive

https://www.youtube.com/watch?v=7Za-NMmPTXPc

The Flow On Effect- Flow Hive Two Years Later

https://www.youtube.com/watch?v=-BNnlIC3BbA

Flow™ Hive honey harvesting

https://www.youtube.com/watch?v=754bl 6kjyOl

184


https://www.youtube.com/watch?v=CUK5Q3RPL-8
https://www.youtube.com/watch?v=Za-NMmPTXPc
https://www.youtube.com/watch?v=-BNnlIC3BbA
https://www.youtube.com/watch?v=Z54bL6kjyOI
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APPENDIX C

Interview Questions
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A Food Business Model for A Small Food Firms Webpage

Website Lay-out
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