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ABSTRACT

Embracing technologies and sustainable practices can lead to a competitive edge in horticulture. One
of them is the use of greenhouses for premium horticultural cultivation. A business model is essential
to highlight the competitiveness and sustainability of businesses. This study aimed to design a
Business Model Canvas (BMC) of greenhouse-based premium horticulture business planning. The
study starts from June—December 2024. It was conducted in six provinces on Java Island. There are
thirty informants. The data used is primary and secondary data. Primary data was collected through
questionnaires, in-depth interviews, observations, and focus group discussions. Secondary data is
obtained from various sources of literature and company documentation. Data was analysed
according to nine block of BMC. The BMC consists of nine blocks that explain the key elements of
the business, which are: customer segments, value proportions, channels, customer relationships,
revenue stream, key resources, key activities, key partnerships, and cost structure. The research
results present the BMC elements that need to be noticed and carried out by greenhouse premium
horticulture entrepreneurs in Java to make their business run well. It also can be a reference for
investors who want to invest their capital in a premium horticulture business based on a greenhouse.

Keywords: Business Model Canvas, Bussiness Planning, Melon, Premium Horticulture.

BACKGROUND

Horticulture is one of the subsectors that supports the national economy because it has great
economic value and is a source of income for small, medium, and large-scale farmers. Horticulture
has advantages, including immense selling value, diversity of types, land availability, and rapid
development of cultivation technology (Nurhayati, 2020). Several methods exist in agricultural
cultivation, including hydroponic systems and greenhouses. Some premium horticultural
commodities require a modern cultivation system to ensure an optimal growing environment to obtain
the expected quality. The use of greenhouses in the plant cultivation process is one of the efforts to
provide a more optimal environment for plant growth.
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Horticultural commodities cultivated in greenhouses by the hydroponic system are a type of
horticulture with a high selling value or are included in the category of premium fruits and vegetables
to cover the operational costs of hydroponic horticulture cultivation in greenhouses. Several previous
research (Harniati et al., 2023; Kamyod & Yooyatiwong, 2022a; Wiseansart, 2023) revealed that
premium melon cultivation in smart greenhouses can yield higher financial returns per production
cycle, even involves higher costs and greater management complexity. On the other hand, premium
vegetable cultivation, particularly in semi-smart greenhouses, offers a more balanced approach with
lower costs and higher economic viability, making it a more sustainable option for small to medium-
sized farms. This may have contributed to the growth of the premium melon business in greenhouses
in recent years, compared to the premium leafy vegetable business. With the recent growth of
premium horticulture businesses in greenhouses, it is necessary to prepare a business model to guide
a beginner entrepreneur in this potential business.

The demand for hydroponic produce, including melons, has risen due to consumer preferences
for higher quality and taste. Melon is well-known for its high vitamin and antioxidant content, which
attracts health-conscious consumers (Crosby et al., 2015). It is a popular premium fruit with a good
market share. In recent years, consumer preference for superior quality, nutritional benefits, and
flavour has significantly driven the demand for premium hydroponic melons over regular ones
cultivated in open fields. This trend is driven by the willingness of consumers to pay higher prices
for high-quality products. Hydroponic systems can consistently meet these expectations, supporting
the growth trend in demand for high-quality products (Brentlinger, 2007; Crosby et al., 2015; Syah
et al., 2024). Hydroponic melons are often perceived as superior in sweetness and quality compared
to conventionally grown melons (Syah et al., 2024). Consumer preferences for attributes such as taste,
freshness, ripeness, and sweetness heavily influence the market demand for melon.

It is necessary to meet the demand of the premium market, which demands superior quality
products. Greenhouses will create controlled conditions, producing high-quality vegetables and fruits
with better nutritional value, taste, and appearance than open-field cultivation (Kamyod &
Yooyatiwong, 2022b). Although initial costs for infrastructure and greenhouse technology
investments may be high, the long-term benefits, such as reduced labour costs, the use of fewer
pesticides, and increased crop yields, can offset the costs (Kamyod & Yooyatiwong, 2022b; Zhu et
al., 2023).

Apart from the economic potential of melons in particular, the market for premium
horticulture is not as vast as horticultural commodities in general. Generally, premium horticulture is
sold only in modern markets, hotels, restaurants, and supermarkets. Its limitation is a challenge in
penetrating the market share that is still limited. This problem requires a solution in business planning
to create the right business concept for the hydroponic fruit and vegetable business (Nazil et al., 2017).
Premium melon is experiencing rapid business growth today. This fact is supported by the fact that
several greenhouses have begun to be built for the hydroponic cultivation of premium melons on the
island of Java in recent years. The public increasingly demands premium melons, although they are
still demographically segmented in big cities.

Business models are essential to highlight the competitiveness and sustainability of bio-based
solutions. This tool helps primary producers capitalise on opportunities in the bioeconomy by
analysing value chains and adjusting the focus to cover market or business readiness levels (Hatvani
et al., 2022). Embracing new technologies and sustainable practices can lead to a competitive edge in
horticulture. For instance, pineapple farmers in Nigeria have gained a competitive advantage by
adopting technology and differentiation strategies. Utilising new technology and sustainable practices
can provide a competitive advantage in horticulture. For example, pineapple farmers in Nigeria have
managed to gain a competitive advantage and the implementation of differentiation strategies
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(Oladapo et al., 2023). By adopting an expanded Business Model Canvas that includes sustainability
and ecosystem aspects, companies can have a more comprehensive framework for analysing and
developing business strategies (Hatvani et al., 2022; PEK et al., 2017). Implementing the
differentiation strategies used by pineapple farmers in Nigeria can help them gain a competitive
advantage in the premium horticultural market (Oladapo et al., 2023).

Horticultural premium commodity businesses that offer potential high profits, such as
premium melon business will undoubtedly attract business actors to participate in the premium melon
business. Entrepreneurs not engaged in agriculture are starting to see this business opportunity. This
condition can be seen in new greenhouses in several regions, such as D.I. Yogyakarta, Central Java,
and East Java. However, this business is capital- and technology-intensive, so planning a mature
business model for the premium melon in a greenhouse is necessary.

Developing a robust business model design is essential to recognise the value and advantages
of competitors in the premium horticulture business. Understanding the importance of business
models, overcoming innovation barriers, and implementing differentiation strategies allow firms to
navigate the competitive landscape better and develop effective growth strategies. By leveraging
these insights, businesses in the premium horticulture sector can identify competitive strengths and
devise strategies to improve their market position. Business Model Canvas is a helpful tool for
identifying and leveraging competitive advantages. By mapping out business models, companies can
better understand their value propositions and those of competitors, which will make it easier to plan
and grow strategically more effectively. Combining traditional strategic analysis with BMC can also
improve its usefulness in a competitive environment (Diderich, 2020; Markovic & Furjan, 2021;
Pratiwi & Chumaidiyah, 2021; Silva et al., 2020). Business Model Canvas describes the business
model of a company or organisation in creating, conveying, and capturing values and supporting the
formation of new strategic options through nine essential elements (Osterwalder dan Pigneur, 2015).

In developing a greenhouse-based business, designing a business model is essential. Without
a business model, greenhouse-based business owners will have difficulty understanding who the
entities in their ecosystem are. It is not easy to identify the value and advantages of competitors,
making it challenging to plan a strategy to grow in the future. Business owners will also find it
challenging to understand the primary value and additional value that can be potentially provided by
a greenhouse-based premium melon business and have difficulty identifying marketing channels
under the characteristics of the melon produced. Previous research has focused more on preparing a
business model BMC for businesses that have been running and are carried out only on one specific
business unit, so it cannot comprehensively represent or describe the business conditions of premium
melons. Based on the background described, this study was formulated to design nine components of
Business Model Canvas for greenhouse-based premium melon business planning on Java Island. With
this business model, prospective greenhouse-based premium horticulture melen entrepreneurs can
more easily recognise the services, interactions, and resources involved. As for investors, this
business model map will be helpful when investing.

RESEARCH METHODS

This study uses a descriptive research method with a qualitative approach. Implementation of
research time starts from July — December 2024. The research was carried out on the island of Java,
covering six provinces: D.I. Yogyakarta, Central Java, East Java, West Java, DKI Jakarta, and Banten.
The research location was determined purposively according to the research objectives. The sample
was selected based on convenience sampling techniques, under consideration of respondents willing
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to be interviewed and easy be accessed. The sample consists of horticulture premium producers in
greenhouses, marketers, and stakeholders. Research informants include greenhouse-based premium
melon business actors, premium horticulture off-takers and the Provincial Agriculture Office of D.I.
Yogyakarta. There were thirty informants in this study. The informants comprised twenty-one
premium melon producers, eight marketers of premium horticultural products (resellers and retailers),
and one stakeholder. Primary and secondary data were collected for this study. Primary data was
collected through questionnaires, in-depth interviews, observations, and focus group discussions.
Secondary data is obtained from various sources of literature and company documentation. The
collected data was given triangulated techniques and sources before being analysed through data
reduction, categorisation stages, and conclusion. The data is processed according to the nine
components of the Business Model Canvas (BMC), developed by Osterwalder and Pigneur (2010).
The nine elements of the BMC shown in the Figure 1, can be explained as follow 1) customer
segments, to describe the targeted customer segmentation 2) value propositions, to describe what
value will be offered to customers 3) channels, to describe the company’s way of reaching its
customers to convey the value proposition offered 4) customer relationship, to describe the
company’s way of communicating with customers specifically 5) revenue streams, to describe the
revenue flow that the company receives for the products sold and also the payment system carried
out by customers 6) key resources, to describe the most important resources in running the company
so that the business model can be carried out properly 7) key activities to explain what important
activities must be done by the company so that the business model can run 8) key partnership, to
describe other parties who cooperate with the company to achieve the company’s goals, and 9) cost
structure to describe all costs incurred to run the business model.

Key Key Activities Value Customer Customer
Partners Propositions Relationships Segments
Key Resources Channels
Cost Structure Revenue Streams

Figure 1. Business Model Camvas
Source: Osterwalder & Pigneur (2015)

The research approach using BMC has been applied to various studies for business planning
in the agricultural sector. The BMC is a valuable tool for designing and optimising horticulture
businesses (Atuahene-Gima & Amuzu, 2019; Donner et al., 2020; Vlachopoulou et al., 2021).
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RESULT AND DISCUSSION

Informants of Green House-Based Horticulture Premium Business
The data was collected from thirty key infomans: twenty-one premium melon producers, eight

premium melon marketers (off-takers and retailers), and one stakeholder. The premium melon
business producers, marketers, and stakeholders are spread across Java Island. From twenty-one
greenhouse-based horticulture producers, all cultivate premium melons. Of the twenty-one producers,
only four cultivate other premium horticulture commodities, such as cherry tomatoes, lettuce, kale,
spinach, and pak coy, but the main one is still melon. Premium melons are dominantly cultivated
because they have the highest economic value and are the easiest to market compared to other
commodities. Leaf vegetable plants such as lettuce, spinach, pakcoy, and kale have a short shelf
freshness, so they must be quickly marketed. With a market share that has begun to be saturated and
considering the freshness of products, new greenhouse-based horticulture business actors do not
prefer to choose cultivated leaf vegetables.

Table 1. Distribution of Informant Locations by Province

No Business Location Amount
1 Central Java
a. Semarang Regency 2
b. Purworejo Regency 1
c. Sragen Regency 1
2 West Java
a. Sukabumi City 1
b. Karawang Regency 1
c. Bogor Regency
3 D.I. Yogyakarta
a. Sleman Regency 12
b. Yogyakarta City 4
4 DKI Jakarta
a. FEast Jakarta 1
5 East Java
a. Malang Regency 1
b. Tulung Agung Regency 1
c. Magetan Regency 1
d. Kediri City 1
6 Banten
a. Tangerang City 1
Total 30

Source: Research Primary Data, 2024.

Designing Business Model Canvas of Greenhouse-Based Premium Horticulture

The Business Model Canvas is a business model of a logical picture of how an organisation
creates, delivers, and captures value (Osterwalder et al. 2015). The canvas divides a business model
into nine main components, then separate further into the right (creative) and left (logic) components.
Using nine components in the BMC, the condition of premium horticultural businesses in Java was
designed. The design was carried out to make it easier to see how the premium horticultural business
runs. Based on information obtained from practitioners of cultivating premium melons in a
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greenhouse and stakeholders, a premium melon business plan in the form of a business model canvas
can be designed, as shown in Figure 2.

Key Resources

1.

Greenhouse physical facilities
400m*/unit

hd

Unique experience
6. Experiential Learning
in Modern Farming

Channels

1. Direct marketing
2. Indirect marketing

Key Partners Key Activities Value Propositions Customer Relationships Customer Segments
1. Off-taker of 1. Cultivation of melons 1. Less pesticide for 1. Personal Assistance 1. Fruit supplier for
premium 2. Marketing melons For suppliers the modern market
horticulture 3. Open farm tourism 2. Free pesticide for 2. Self-Service for open 2. Visitors of open
product 4. Premium horticultural cultivation leafy vegetables farm visitors farm
2. Modern training services in a greenhouse 3. Product uniformity in 3. Individual
market for the community (short/long size, freshness, customers
3. Production training) sweetness
input 5. Skill and knowledge transfer 4. Exclusive physical
distributor internship appearance

2. Knowledge and expertise in the 3. Social media:
cultivation of melons Instagram, tik tok,
hydroponic Facebook,
3. Financial WhatsApp)
4. Hydroponics and automation 4. Website
technology
5. Trained/skilled human resource
Cost Structure Revenue Streams
1. Investment costs for greenhouse construction and hydroponic installations | 1. Premium melon & leafy vegetable sales
2. Operational costs per planting season 2. Picking your own agri-tourism
3. Training in melon premium cultivation

Figure 2. Design of Premium Melon Business Model Canvas in Java Island
Source: Research Primary Data, 2024

1. Consumer Segment

The customer segment aims to identify and know potential customer segments from
horticultural hydroponic cultivation using greenhouses. This identification is done to find potential
customers who will buy or accommodate the crop. Customer segmentation in the Business Model
Canvas is about who is being served and how to segment customers based on their needs and
behaviours. Three main customer segments are planned to be marketing targets, namely:

a. Premium fruit supplier for the modern market

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach

Premium horticulture product suppliers, especially in big cities, are targeting modern markets
and premium fruit shops in Java. This supplier wants high-quality products with consistent
quantities. The growth of big cities significantly boosts the demand for premium horticultural
products through urbanisation, changing consumer preferences, economic factors, and
technological advancements (Batt, 2023). Health and nutrition awareness, indulgence in
quality, transparency, sustainability, convenience, higher incomes, and technological
innovations drive the demand for premium horticultural products in the capital or big cities.
These factors collectively shape consumer preferences and willingness to pay for premium
products (Batt, 2019; Wang et al., 2019). The results of this study revealed Jakarta area still
dominates the largest market segment of premium melons. This large market is shown by the
flow of premium melon products cultivated in D.I. Yogyakarta, Banten, West Java, Central
Java, and East Java, many of which are sent to Jakarta. Modern markets and premium fruit
shops often demand high-quality standards, given that the reputation of their businesses
depends on the products they sell to consumers. This collaboration with premium melon
suppliers is strategic because it can guarantee sustainable product distribution.

303
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2.

On the other hand, long-term cooperation with premium fruit suppliers allows greenhouses to
get a stable income stream, which is very important in agriculture-based businesses. Referring
to the Market Segmentation theory from Kotler and Keller (2016), market segments can be
grouped based on business demographics (large or small producers/suppliers), geography
(provincial location), and psychographics (preference for premium products). By understanding
the characteristics of each segment, greenhouse business actors can adjust their products to the
specific needs of each target segment.

Loyal individual customer

Premium melon producers and suppliers can attract and create loyal end consumers.
Communication and service are important in creating loyal consumers for premium melon
products. Information about product excellence, variety origins, exclusive cultivation methods,
and unique values in premium horticultural products helps build consumer trust and
appreciation. Focusing on eco-friendly practices and obtaining organic certification can
significantly increase consumer loyalty. Consumers tend to be more loyal to eco-friendly brands
than conventional brands, as evidenced in the case of eggs with eco-labels that show a 3%
higher loyalty rate (Danko & Nifatova, 2022).

Carrying excellent services, such as personalised services (e.g., special packaging for gifts),
after-sales service, and quick response to complaints, provide a positive experience to
consumers, potentially increasing loyalty in the long run. In line with research, Kotliarov (2013)
states that increasing direct interaction between producers and consumers through e-commerce,
vending machines, and direct purchases can strengthen relationships and increase loyalty. With
proper communication and excellent service, premium melon producers and off-takers can
reach and retain loyal customers. These consumers will not only be loyal to buying the product
but will also be happy to recommend the product to others. Some premium horticultural
producers state they have loyal customers.

Visitors of the open farm (Picking your own agri-tourism)

This segment is individuals or groups who come to the greenhouse to enjoy the experience of
picking fruit directly. Agri-tourism's open farm activities offer fresh produce and a fun and
educational experience. This educational tour targets consumers interested in modern
agriculture and sustainable plant cultivation. Edutourism has recently become a trend due to the
increasing interest in more personalised and nature-based experiences (Roberts & Hall, 2004).
This experience educates visitors and facilitates direct interaction with the products they
consume, increasing customer satisfaction.

Value Proposition

The value proposition is a key element in Business Model Canvas that explains why customers

should choose the company's products or services over competitors. The value proposition also plays
a role in knowing what a premium horticultural business should have to influence consumers to
choose the products produced. Based on data from greenhouse-based business actors, there are several
main aspects of the value proposition developed to run a greenhouse-based premium horticulture
business.

a.

Less Pesticide.

Most smart greenhouse-based hydroponic business actors are working on exclusive/premium
hydroponic melon commodities as the primary commodity rather than leafy vegetable
commodities. Currently, widely cultivated melons are Inthanon, Sweet Nett, Sweet Hami,
Fujisawa, and Hamigua. Hydroponic premium melons are often the top choice of the modern
market because they offer superior quality that appeals to middle-to-upper-class consumers,
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following the theory of Value Proposition Design by Osterwalder et al. (2014), where the
selected product must be able to meet the unique needs and preferences of customers. The value
built from premium melons in greenhouses is less pesticide spray, while the leafy vegetables
are pesticide-free. This concept is one of the selling points of premium leafy vegetables and
melons cultivated in greenhouses compared to open fields. Cultivation in the open field requires
more intense pest control, so pesticide application is often carried out excessively. Premium
agricultural products, especially pesticide-free ones, are more in demand by high-end
consumers for health and environmental reasons. Their willingness to pay higher prices for
these products reflects a broader trend toward sustainable, health-conscious consumption
(Nohara, 2024; Seck & Racine Thiam, 2022; Wendt & Weinrich, 2024; Zheng et al., 2022).

b. Product uniformity
Premium melons are uniform in terms of size, freshness, and standardised sweetness. This is
in line with (Lavarestagh et al., 2024) research that stated the visual characteristics of
agricultural products, including shape, colour, size, and uniformity, are the consumers
evaluated the first attributes. These attributes significantly influence their initial purchase
decisions. Consumers in the premium segment are willing to pay higher prices for products
with superior quality attributes. It includes intrinsic qualities like flavour and texture and
extrinsic qualities like appearance and uniformity (Zhou et al., 2021). Consumers of hydroponic
premium leafy vegetables generally want products that are uniform in freshness and visual
appeal. They tend to choose fresh vegetables that have leaves without holes, are fresh, and have
light colours. A high level of visual uniformity will positively impact consumer acceptance
(Yasmin et al., 2017). Meanwhile, melon consumers expect premium melons to maintain high
firmness as a key indicator of freshness (Jang et al., 2024). Melon consumers prefer a sweetness
level of 12° Brix or higher (Lu et al., 2015). Melons that maintain their firmness over time are
more likely to be perceived as fresh and high-quality (Jang et al., 2024).

c. Exclusive physical display
Premium fruits are always marketed with an attractive and memorable appearance that is
exclusive, reflecting an exclusive product and making it look more luxurious. Attractive and
luxurious premium fruit packaging plays an important role in increasing the attractiveness of
the product in the market. Research by Nik Wan et al. (2023) stated that using high-quality
packaging materials can increase the perception of product value in the eyes of consumers.

d. Unique experience with agri-tourism tours.
The premium horticultural business in the greenhouse allows consumers to buy fresh products
directly from the garden, get a unique experience by picking the desired fruits and vegetables,
and learn to know modern agriculture through technology smart farming. The experience of
picking fresh produce in the greenhouse is unique and enjoyable for tourists and supports a
healthy and active lifestyle (Aldous, 2017). This tourism activity model allows visitors to interact
with nature, positively impacting their physical and mental well-being (Perkins & Brown, 2012).
Educational tourism packages can also be bundled with cultivation training, adding educational
value for visitors. According to Pine and Gilmore (1998), in the concept of the Experience
Economy, companies that can create unforgettable experiences will have more value than those
that only sell products. Edutourism not only provides entertainment but also education for
consumers who are interested in the sustainable aspects of modern agriculture.

e. Experience Learning in Modern Farming
The greenhouse-based premium horticulture business is an opportunity for students and
students in the context of field practice and entrepreneurial practice. It adds value for students
as part of applicable learning while improving conventional and digital cultivation or marketing
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skills. This collaboration is based on the concept of experiential learning by Jhon Dewy, and
David A. Kolb, where applying the learning-by-doing method is essential to help students
develop practical skills and competencies (Knobloch & Smith, 2024). Research related to the
development of the premium melon business conducted by Spain and Widodo (2013) stated
that the dominant competencies to achieve competitive advantage in sustainable melon are
innovation, the technical ability of cultivation, and greenhouse use.

3. Channel

The distribution channel in BMC describes how a company's products or services get into the
hands of customers. In business activities, distribution can be interpreted as moving goods or services
from producers to consumers (Manullang, 2016). Companies use distribution channels to
communicate with consumer segments to fulfill their value proposition. Based on the mapping of
greenhouse business actors, all business actors use websites and social media to convey information
and promote products like WhatsApp, Instagram, Facebook, and TikTok. Social media allows
existing and new customers to get accurate information about the availability of premium horticultural
products. All business actors apply two sales channel systems: direct and indirect. In addition to direct
sales channels to end users, greenhouse business actors also market to off-takers, direct supermarkets
around big cities, and premium fruit shops. The distribution channel planning for the premium melon
business in the greenhouse is arranged as follows:

a. Offline Channels. Direct communication with premium fruit suppliers is the primary channel
for marketing melon products. This communication involves a personal approach, where the
greenhouse manager can arrange a cooperation agreement directly with the off-taker who
will buy many crops. Some off-takers also have the opportunity to make purchases with a
sell-out system, but on the condition that they notify a few days before harvest and send
visuals/samples of the products to be harvested. Based on Kotler and Keller's theory of direct
marketing (2016), this channel is very effective for the B2B (business-to-business) business
segment, where personalisation and direct negotiation are important factors in building
strong relationships.

b. Online Channels: marketing is carried out through social media platforms such as Instagram,
Facebook, and TikTok to attract agrotourism visitors and end consumers. Social media could
be an example of a digital marketing strategy that allows greenhouses to reach a wider
audience at a lower cost. According to research by Chaffey and Ellis-Chadwick (2019), using
social media as a marketing channel can increase brand awareness and consumer
engagement, especially in interactive agri-tourism businesses. Marketing through
marketplaces/e-commerce is not an option for many greenhouse managers because the
availability of products (predominantly premium fruits) cannot be provided continuously.

4. Customer Relationship

Customer Relationship is a relationship that can be established with customers. Through a
good relationship with customers, the company can know the desires of consumers so that they can
make predictions of market demand. The company can also find out what complaints customers feel
so that they can be input for improvements in the future. Fostering trust and commitment through
relationship marketing strategies can improve sales performance and customer loyalty (Dagger &
Danaher, 2014; Samaha & Palmatier, 2015). Trust and commitment are the main foundations of a
strong relationship between customers and the company, which is crucial in retaining premium melon
customers. The planned customer relationships on the greenhouse-based premium horticulture
business model are divided into two types according to their customer segments:
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a.

Personal Assistance for Suppliers: This relationship involves a more intensive approach in
which the greenhouse management interacts directly with the supplier. Intensive and
personalised communication allows the greenhouse to ensure that every cooperation
agreement related to price, distribution, and quantity goes according to plan. According to
Gronroos (2000), this personal relationship is important in B2B business because it builds
trust and long-term commitment between the two parties.

Self-Service for agro-tourism visitors: Visitors can directly pick the desired fruit without any
intervention from the greenhouse. Self-service agro-tourism allows visitors to have a more
personalised and interactive experience. This self-service concept also aligns with the
modern trend where consumers prefer control over their experience. Prahalad and
Ramaswamy (2004), in the Co-Creation theory, explain that customers allowed to participate
in the buying process will have a higher level of engagement and greater satisfaction.

5. Revenue Stream

Revenue flow is a crucial aspect of the financial sustainability of a business. Based on the

information that has been collected in this study, the source of income is designed as the results of
the mapping as follows:

a.

Sales of premium melon cultivation through off-takers, both in the form of distributors and

retailers. The selling price and terms given by each off-taker generally vary. Tong (2022)

explained that the level of economic development and the presence of modern retail

infrastructure in large cities can influence prices. Some off-takers located near the capital

city give higher purchase prices. From the survey results, it is known that the price range

based on the location of the premium melon off-taker is as follows:

1) D.I. Yogyakarta Region provides a price of Rp.20,000 to Rp.25,000/kg for grade A.

2) Central Java Region provides a price of Rp.16,000 to Rp.25,000/kg for grade A

3) East Java Region provides a price of Rp.17,000 to Rp.20,000/kg for grade A

4) Off-takers with large capacities are in the West Java and DKI regions. Jakarta (only
accepts products in the form of premium hydroponic melons), prices between Rp.18,000
—Rp. 25,000/kg

5) For off-takers with small-medium capacity in the West Java and DKI Jakarta regions
(only accepting products in premium hydroponic melons), buy products at prices that
arrive at the company's warehouse between Rp.20,000-28,000/kg.

The purchase price offered by off-takers varies based on the company's location. This is

under a differential pricing strategy that allows companies to adjust prices based on specific

geographical locations or market conditions (Nagle & Hogan, 2006). Based on this pattern,

it is recommended that premium melon greenhouse producers should be sold to off-takers

around the capital (Jakarta) because they can provide better selling prices due to many

premium melon consumers in big cities.

Open farm agri-tourism.

Agri-tourism also provides significant income streams for greenhouse producers. Entrance

tickets for garden picking and cultivation training are a stable source of income, especially

during the holiday season or when the demand for educational tourism increases. Agri-

tourism has proven to be a business with great potential, as it offers consumers entertainment

and education (Roberts & Hall, 2004). The selling price of melons during open farm

activities is also higher, around Rp.30,000/kg — Rp.45,000/kg compared to if sold to off-

takers. In open farm agri-tourism activities, there are usually also introduction and plant

training packages. In line with Nelson and Pade (2007) findings, educational activities and

tours on farms, such as those involving aquaponics and hydroponics, play an important role
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in increasing product recognition and profitability. These activities can attract tourists,
school groups, and the public, who are willing to pay more to get the learning experience
and products they learn.

Training/Course.

Human resource knowledge and skills can be packaged into a training service/course.
Premium horticultural cultivation courses/training/workshops in greenhouses can be
packaged in short durations, in the form of an introduction to hydroponic cultivation in
greenhouses (1-3 days) or long-term (1 planting season cycle).

Consulting/technical assistance for hydroponic cultivation in greenhouses

Some business actors in the greenhouse-based hydroponic business for about 5 years
generally have experience in various cultivation techniques with hydroponic systems and
greenhouse automation technology. Armed with their experience and knowledge, some
greenhouse actors offer consulting and mentoring services to novice business actors.
Production Input Sales

Business actors not yet established or experienced generally lack experience in formulating
nutrients. It becomes a business opportunity for greenhouse business actors who are
experienced and have knowledge in nutrition to provide nutritional formulations for beginner
greenhouse entrepreneurs.

6. Key Resources

Key resource describes the important assets needed in a business to function correctly. Every

business model needs key resources to create and offer added value, reach the market, establish good
customer relationships, and earn income. The primary resources in the design of this greenhouse-
based premium horticulture business process include:

a.

Physical facilities: Greenhouse is the central infrastructure supporting melon premium
production. Modern technology is needed so that greenhouses can be operated with high
efficiency. Greenhouse melon cultivation offers a competitive advantage through improved
yields, quality, and profitability while supporting sustainable and environmentally friendly
practices (Brezeanu et al., 2020; Cavalcanti et al., 2015; Kamyod & Yooyatiwong, 2022b;
Sato, 2023; Zhu et al., 2023). Based on the obsessiveness of several melon greenhouses, it
is known that the greenhouse models built are generally separated from one unit to another.
However, it was also found that one greenhouse cub was partitioned into several rooms,
separated from each other so that it could still be planted with different types or with the
same variety but with different planting ages. Suggestions from greenhouse cultivation
practitioners the optimal area for one greenhouse unit ranges from 400m? to 500m?, with an
automated system only in the irrigation and nutrition systems.

Cultivation knowledge and expertise: Technical knowledge related to the cultivation of
premium melons and vegetables in greenhouses is an important intellectual asset. According
to Nonaka and Takeuchi (1995), knowledge possessed by an organisation can be one of the
competitive advantages that is difficult for competitors to imitate. The knowledge that needs
to be possessed is the cultivation process in the greenhouse.

Financial resources: The initial capital used to build a greenhouse and carry out operational
activities is obtained from various sources, including capital and loans. Some greenhouse
businesses established, on average, start with their capital but with a limited area.
Furthermore, the revenue stream from product sales and tourism will be used to maintain
operational continuity. Furthermore, it will use the turnover of business results in the
greenhouse.
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d. Trained/skilled human resources: Running a greenhouse-based business requires trained and

skilled human resources to optimise modern technology used in the management of the
planting environment. Using sensors, automated irrigation systems, and applications to set
up automation requires special skills to function efficiently. Trained employees can monitor
and adjust greenhouse conditions, ensuring plants get optimal nutrients and an environment
conducive to growth.

Hydroponic technology: The technology used, such as the fertigation system in hydroponic
melon cultivation, allows for more efficient use of water and nutrients. This hydroponic
system provides more advantages in terms of operational cost savings, in line with the
principles of sustainable agriculture, which focuses on resource efficiency (Kamyod &
Y ooyatiwong, 2022b)

7. Key Activity

Key activities describe the main activities that need to be carried out by a company to generate

and provide a value proposition, reach consumer segments, maintain good relationships with
customers, and obtain revenue income on a sustainable basis. The key activities of the horticulture
business based on greenhouses are designed to consist of:

a.

Production (Cultivation of melons with fertigation system and NFT system): The explanation
from the premium horticultural cultivation actors is in line with various previous studies that
state that hydroponic NFTs appear to be more efficient than traditional fertigation methods in
the use of energy, water, and nutrient management, and have a lower environmental impact.
However, to reap these benefits, careful monitoring and maintenance are required. By
integrating advanced technologies such as IoT and machine learning, the efficiency and
effectiveness of NFT systems can be further improved (Agustian et al., 2022; Gillani et al.,
2023; Ibarra et al., 2020; Lycoskoufis & Mavrogianopoulos, 2020; Patel et al., 2024; Sidibé
etal., 2023)

Marketing: Marketing is carried out with a dual approach, namely through online to attract
agri-tourism visitors and offline premium fruit suppliers. These two activities are carried out
simultaneously to maximise market penetration under the integrated marketing
communication theory (IMC), which emphasises the importance of message coherence across
various channels. Online branding is prioritised through cohesive visual identity (e.g., logos,
colour schemes) and storytelling across social media platforms (Wu et al., 2022). For instance,
Instagram campaigns featuring visitor experiences at the PY O agri-tourism site enhance brand
recognition and emotional engagement (Galloway, 2020). These efforts align with IMC’s
principle of unified messaging to amplify market reach. Branding elements online have been
implemented, such as the company’s website, social media profiles (e.g., Instagram,
Facebook), and targeted digital campaigns that consistently showcase the brand’s identity
(e.g., logo, slogans, visual themes). Companies also have used content strategies like user-
generated content (e.g., visitor photos) and educational posts to reinforce brand values (e.g.,
sustainability, farm-to-table authenticity). They implemented metrics for success, such as
brief mentions of engagement metrics (likes, shares) or conversion rates tied to branding
efforts. Thus, companies can optimally increase brand value, consumer engagement, and
market coverage. The integration of social media and continuous adaptation to technological
developments are the keys to the success of IMC's strategy in the future (Galloway, 2020;
Harizi & Trebicka, 2023; Oladele Jo, 2011; Wu et al., 2022).

Picking Your Own (PYO) agri-tourism: There is a growing interest in people interested in
educational tourism as an educational and fun means of recreation recently. PYO agri-tourism
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not only offers an interactive and educational experience but also provides health benefits
through outdoor activities and the consumption of fresh produce. By taking advantage of this
trend, the PYO agri-tourism business can become an alternative tourism option that attracts
various market segments and significantly increases the company's revenue. It is also stated
by Nelso & Pade (2007) that PYO agri-tourism provides additional income for farmers by
attracting tourists who pay to pick their produce. This diversification helps stabilise farmers'
incomes and is especially beneficial during the low season for conventional farming activities.
In addition, PYO agri-tourism allows farmers to reach new consumer segments, increasing
product recognition and demand. Its added value benefits unique agricultural companies such
as aquaponics and hydroponics.

d. Course/training services: After the team that manages the greenhouse already has enough
experience cultivating premium horticulture with a greenhouse-based hydroponic system, the
course/training becomes the target of the next activity. The training will be packaged for short-
term and long-term duration. The agricultural sector is now transforming thanks to the
integration of modern technology, which creates various business opportunities in training
services. With the increasing adoption of digital technologies in agriculture, training is needed
for personnel to be able to use these technologies effectively, including specialised software,
advanced equipment, and innovative agricultural practices (Kozina, 2021; Shumakova et al.,
2022)

e. Field Practice/Internship: Internship activities are intended for students and students. This
activity is aimed at supporting the birth of the young generation in the field of modern
agriculture.

8. Key Partnerships

Key partnerships describe the relationship between the supplier network and partners that
make the business model work well. Collaboration with partners such as off-takers (buyers) and input
distributors can be highly beneficial in addressing challenges in the melon premium market. Effective
collaboration between distributors and suppliers can lead to better communication and information
sharing, which enhances supply chain efficiency. A study by Akiri et al. (2024) explained that
working with off-takers can provide better access to high-quality niche markets. This is particularly
important for smallholder farmers struggling with market entry barriers. Agricultural input
distributors can offer knowledge and resources related to advanced agronomic practices, including
genomics techniques and nanotechnology applications, which can improve the sensory and consumer
acceptance qualities of melons (Brandao et al., 2022; Nagashima et al., 2022)

The types of cooperative relationships can be in the form of strategic alliances between
companies rather than competitors, strategic partnerships between competitors, partnerships to open
new businesses, and relationships between suppliers and buyers to ensure the availability of reliable
production materials. The primary partnership of the greenhouse business is designed to be able to
involve:

a. Supplier premium fruit: Cooperation with off-takers/suppliers allows premium melon
producers to market their products more widely. It is a strategic alliance in which both parties
support each other to achieve their business goals. Alliance able to improve market access and
smooth operations (Pérez-Mesa et al., 2019)

b. Modern market: Products sold through the modern market target consumers with middle-to
upper-income levels. Thus, it becomes important to establish cooperation with the modern
market. Research by Perdana (2017) reveals that increased demand for high-quality vegetables
in Indonesia, such as carrots, results from the growth of modern retail markets.
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c. Production input distribution

Building partnerships with hydroponic nutrient input providers is important to ensure the

quality and consistency of production. This partnership allows access to the quality nutrients

necessary for optimal plant growth and helps reduce production costs through bulk purchases
and more competitive prices. Collaborative purchasing and marketing with supply chain
partners give opportunity economic benefits such as acquiring inputs at lower costs, increasing

distribution efficiencies, and combining selling activities (Stegelin, 2015)

9. Cost Structure

The cost structure of greenhouses is classified as cost-driven, where cost efficiency is the top
priority in business management. Every aspect of operations, from infrastructure development to
marketing, is designed to optimise the use of resources and minimise waste. The lean startup
principle introduced by Ries (2011) is relevant for greenhouse businesses because companies strive
to reduce costs while maintaining high product quality.

Referring to one of the premium horticultural hydroponic business actors, which has a
greenhouse physical development business line, it is known that the cost to build a greenhouse unit
with galvanised iron material, the building area is 19.2m x 21m = 403.2m?, an investment of Rp.
392,516,000 is required. This cost includes a greenhouse building for hydroponic melon cultivation
with a fertigation system, a seed nursery room, a reservoir veranda, and a media sink. The greenhouse
unit is designed for a population of 1,260 melon plants. The greenhouse structure is targeted to have
an economic life of 10 years. Operational costs for a population of 1,260 melon plant pits per planting
season reached Rp.29,419,715.

CONCLUSION AND SUGGESTION

Using nine components of Business Model Canvas, a greenhouse-based premium horticulture
business plan can be designed each element as following: 1) The demand for premium horticultural
products is a segmented market, such as off-takers of premium fruits, visitors of agri-tourism, and
individual customers 2) value proposition that can be create are less pesticide for premium fruits,
product uniformity (in size, sweetness, freshness) according to consumer wishes, exclusive physical
appearance, unique experience, modern farming experiential learning 3) channels: done through
direct marketing, indirect marketing, social media ( Instagram, TikTok, Facebook, WhatsApp) and
website 4)Customer Relationship: Personal assistance for suppliers and self-service for agri-tourism
visitors is a kind of customer relationship that should be develoved 5) revenue streams are obtained
from sales of premium fruits (melons), agri-tourism tickets, and hydroponic melon cultivation
courses/training services 6) Key Resources are physical facilities of the greenhouse 400m?-
500m?/unit, knowledge, and expertise in the cultivation of premium melons, finance, hydroponic
system technology and automation, and skilled human resources are key resources that need to be
owned 7) the key activities planned are premium melon cultivation, marketing, picking your own
agri-tourism, melon cultivation training services (short/long training), and skill and knowledge
transfer internships 8) key partnerships should be build with the premium fruit off-takers, modern
market and production input distributors, and 9) cost structure consists of investment costs for
greenhouse construction, hydroponic installations, and operational costs per planting season. The
BMC elements that have been stated are important elements that need to be noticed and carried out
by premium horticulture greenhouse startups in Java if they want their business to run well. This
BMC can also be a reference for investors who want to invest their capital in a premium horticulture
business based on a greenhouse.

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach 311
(Yekti et al., 2026)



AGRISOCIONOMICS ISSN 2580-0566; E-ISSN 2621-9778

http://ejournal2.undip.ac.id/index.php/agrisocionomics
Jurnal Sosial Ekonomi dan Kebijakan Pertanian Vol 10 (1): 298-317, March 2026

ACKNOWLEDGEMENT

This journal article was written based on the results of research funded by the Ministry of
Agriculture Republic Indonesia through Research Grant 2024 for the Strategic Research Fund in
Agriculture in Vocational Higher Education within the Ministry of Agriculture.

REFERENCES

Agustian, 1., Prayoga, B. I., Santosa, H., Daratha, N., & Faurina, R. (2022). NFT Hydroponic Control
Using Mamdani Fuzzy Inference System. Journal of Robotics and Control (JRC), 3(3), 374—
385. https://do1.org/10.18196/jrc.v313.14714

Ajitama, T. F., Susila, A. D., & Suwarno, W. B. (2024). The Effects of Watering Volume and Topping
on the Fruit Quality of Two Melon Varieties in a Substrate Hydroponic System. Journal of
Tropical Crop Science, 11(02), 165—174. https://doi.org/10.29244/jtcs.11.02.165-174

Akiri, M., Mbugua, F., Njunge, R., Agwanda, C., Gurmessa, N. E., Phiri, N. A., Musebe, R., Kalisa,
J. P., Uzayisenga, B., Kansiime, M. K., & Karanja, D. (2024). Intervention Options for
Enhancing Smallholder Compliance with Regulatory and Market Standards for High-Value
Fruits and Vegetables in Rwanda and Zambia. Sustainability, 16(14), 6243.
https://doi.org/10.3390/su16146243

Aldous, D. E. (2017). Integrating horticulture into the tourism supply chain. Acta Horticulturae, 1181,
55-68. https://doi.org/10.17660/ActaHortic.2017.1181.7

Atuahene-Gima, K., & Amuzu, J. (2019). Farmcrowdy: digital business model innovation for farming
in  Nigeria. Emerald  Emerging  Markets Case  Studies,  9(2), 1-22.
https://doi.org/10.1108/EEMCS-03-2019-0065

Batt, P. J. (2019). Comprehending and capitalising on market trends for fresh fruit and vegetables.
Acta Horticulturae, 1258, 1-10. https://doi.org/10.17660/ActaHortic.2019.1258.1

Batt, P. J. (2023). Gaining a better understanding of the trends shaping the consumer demand for
ornamental plants. Acta Horticulturae, 1368, 155-164.
https://doi.org/10.17660/ActaHortic.2023.1368.21

Brandao, S. C. R., Diniz, G. F. G., da Silva, J. H. F., da Silva, E. S., de Medeiros, R. A. B., & Azoubel,
P. M. (2022). Ultrasound-Assisted Vacuum Drying of Melon: Influence on Kinetics, Water
Activity and Color. In P. S. . Patil B., Dhowlaghar N., Singh J. (Ed.), Melon Breeding and
Genetics: Developments in Food Safety & Quality (pp. 127-136). American Chemical Society.
https://doi.org/10.1021/bk-2022-1415.ch009

Brentlinger, D. J. (2007). New Trends In Hydroponic Crop Production In The U.S. Acta
Horticulturae, 742, 31-33. https://doi.org/10.17660/ActaHortic.2007.742.3

Brezeanu, P. M., Brezeanu, C., Ambarus, S., Voda, A., Robu, T., Cristea, T. O., & Calin, M. (2020).
The influence of grafting on yield and quality of peppers, eggplants, tomatoes and melons — a
review. Acta Horticulturae, 1270, 347-354. https://doi.org/10.17660/ActaHortic.2020.1270.42

Cavalcanti, N. M. da S., Dutra, A. F., Melo, A. S. de, Silva, F. G. da, Dutra, W. F., & Nunes Junior,
E. da S. (2015). Agricultural aspects of ‘mandacaru’ melon grown in a greenhouse under

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach 312
(Yekti et al., 2026)



AGRISOCIONOMICS ISSN 2580-0566; E-ISSN 2621-9778

http://ejournal2.undip.ac.id/index.php/agrisocionomics
Jurnal Sosial Ekonomi dan Kebijakan Pertanian Vol 10 (1): 298-317, March 2026

different irrigation levels. IRRIGA, 20(2), 261-272.
https://doi.org/10.15809/irriga.2015v20n2p261

Crosby, K. M., Leskovar, D., Jifon, J. L., & Masabni, J. (2015). ‘Pacal’ Orange Casaba: A Multi-
disease Resistant, Specialty Melon Cultivar from Texas A&amp;M Agrilife Research.
HortScience, 50(11), 1723—-1725. https://doi.org/10.21273/HORTSCI.50.11.1723

Dagger, T. S., & Danaher, P. J. (2014). A comparison of relationship marketing models. In Handbook
of Service Marketing Research. Edward Elgar Publishing.
https://doi.org/10.4337/9780857938855.00010

Danko, Y., & Nifatova, O. (2022). Agro-sphere determinants of green branding: eco-consumption,
loyalty, and price premium. Humanities and Social Sciences Communications, 9(1), 77.
https://doi.org/10.1057/s41599-022-01077-9

Diderich, C. (2020). Revisiting the Business Model Canvas as a Common Language (pp. 29-45).
Springer Nature. https://doi.org/10.1007/978-3-030-25875-7 3

Donner, M., Gohier, R., & de Vries, H. (2020). A new circular business model typology for creating
value from agro-waste. Science of The Total FEnvironment, 716, 137065.
https://doi.org/10.1016/j.scitotenv.2020.137065

Galloway, C. (2020). Integrated marketing communication. In Theory and Practice Public Relations
(pp. 186-207). Routledge. https://doi.org/10.4324/9781003116950-10

Gillani, S. A., Abbasi, R., Martinez, P., & Ahmad, R. (2023). Comparison of Energy-use Efficiency
for Lettuce Plantation under Nutrient Film Technique and Deep-Water Culture Hydroponic
Systems. Procedia Computer Science, 217, 11-19. https://doi.org/10.1016/j.procs.2022.12.197

Harizi, A., & Trebicka, B. (2023). The Integration of Social Media in Integrated Marketing
Communication: A Systematic Review and Theorical Framework. Academic Journal of
Interdisciplinary Studies, 12(6), 159. https://doi.org/10.36941/ajis-2023-0161

Harniati, -, Trisnasari, W., & Saridewi, T. R. (2023). Smart Greenhouse Technology for Hydroponic
Farming: Is it Viable and Profitable Business? International Journal on Advanced Science,
Engineering and Information Technology, 13(4), 1333-1341.
https://doi.org/10.18517/ijaseit.13.4.17916

Hatvani, N., Van den Oever, M. J. A., Matefty, K., & Koos, A. (2022). Bio-based Business Models:
specific and general learnings from recent good practice cases in different business sectors. Bio-
Based and Applied Economics, 11(3), 185-205. https://doi.org/10.36253/bae-10820

Ibarra, M. J., Alcarraz, E., Tapia, O., Atencio, Y. P., Mamani-Coaquira, Y., & Huillcen Baca, H. A.
(2020). NFT-I technique using IoT to improve hydroponic cultivation of lettuce. 2020 39th
International Conference of the Chilean Computer Science Society (SCCC), 1-7.
https://doi.org/10.1109/SCCC51225.2020.9281277

Jang, Y.-J., Ko, D.-Y., Ryu, J.-A., Kang, M.-G., Han, J.-S., & Ku, K.-M. (2024). Quality Evaluation
and Shipping Export Potential of ‘Eliteggul’ Korean Melon (Cucumis melo var. makuwa) to
Singapore Using MAP Technology. Horticulturae, 10(12), 1354.
https://doi.org/10.3390/horticulturac10121354

Kamyod, C., & Yooyatiwong, T. (2022a). The Practical loT System Designed for a Melon Farm: A
Case Study for Farmer Development in Northern Thailand Region. 2022 Joint International
Conference on Digital Arts, Media and Technology with ECTI Northern Section Conference on

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach 313
(Yekti et al., 2026)



AGRISOCIONOMICS ISSN 2580-0566; E-ISSN 2621-9778

http://ejournal2.undip.ac.id/index.php/agrisocionomics
Jurnal Sosial Ekonomi dan Kebijakan Pertanian Vol 10 (1): 298-317, March 2026

Electrical, Electronics, Computer and Telecommunications Engineering (ECTI DAMT <&
NCON), 497-500. https://doi.org/10.1109/ECTIDAMTNCONS53731.2022.9720323

Kamyod, C., & Yooyatiwong, T. (2022b). The Practical [oT System Designed for a Melon Farm: A
Case Study for Farmer Development in Northern Thailand Region. 2022 Joint International
Conference on Digital Arts, Media and Technology with ECTI Northern Section Conference on

Electrical, Electronics, Computer and Telecommunications Engineering (ECTI DAMT &
NCON), 497-500. https://doi.org/10.1109/ECTIDAMTNCONS53731.2022.9720323

Knobloch, N. A., & Smith, M. (2024). Experiential Learning in School-Based Agricultural Education.
In Emerging Research in Agricultural Teacher Education (pp. 98—-121). IGI Golbal.
https://doi.org/10.4018/979-8-3693-2766-1.ch006

Kotliarov, I. (2013). How Can Farmers Get Access to Customers? Voprosy Ekonomiki, 3, 138—151.
https://doi.org/10.32609/0042-8736-2013-3-138-151

Kozina, A. M. (2021). Key Issues of Digital Transformation in Agricultural Education. /OP
Conference  Series:  Earth  and  Environmental  Science,  852(1), 012054.
https://doi.org/10.1088/1755-1315/852/1/012054

Kurniasari, L., Azizah, M., Cahyaningrum, D. T., Rohman, F., & Dinata, G. F. (2023). Response of
growth and production of melon (Cucumis melo L. var. inodorous) on different concentrations
of AB mix fertilizer and gibberellin in tefa smart green house polije. IOP Conference Series:
Earth and Environmental Science, 1168(1), 012011. https://doi.org/10.1088/1755-
1315/1168/1/012011

Lavarestagh, M., Zamindar, N., & Esmaeili, Y. (2024). Optimization of Pigment Extraction from Red
Beet. [Iranian Food Science and Technology Research Journal, 20(4), 381-393.
https://doi.org/https://doi.org/10.22067/ifstr].%202023.81079.1235

Lu,J., Q1 S., Liu, R, Zhou, E., Li, W., Song, S., & Han, D. (2015). Nondestructive determination of
soluble solids and firmness in mix-cultivar melon using near-infrared CCD spectroscopy.
Journal of  Innovative Optical Health Sciences, 08(06), 1550032.
https://doi.org/10.1142/S1793545815500327

Lycoskoufis, 1., & Mavrogianopoulos, G. (2020). NDT, a new soilless growing system without
substrate suitable for Mediterranean conditions. Notulae Botanicae Horti Agrobotanici Cluj-
Napoca, 48(3), 1292—-1305. https://doi.org/10.15835/nbha48311877

Manullang, M. (2016). Pengantar bisnis. Gadjah Mana University Press.

Markovic, G., & Furjan, M. T. (2021). Sustainable Business Model Development. 2021 44th
International Convention on Information, Communication and Electronic Technology (MIPRO),

1436-1441. https://doi.org/10.23919/MIPR0O52101.2021.9597098

Nagashima, Y., Niyakan, S., He, K., Singh, J., Metrani, R., Crosby, K. M., Jifon, J., Jayaprakasha,
G., Patil, B., Qian, X., & Koiwa, H. (2022). Differential Expression of Transcription Factors in
Developing Melon Fruits. In Patil B., Dhowlaghar N., Singh J., Pillai S.S. (Ed.), Melon Breeding
And Genetics: Developments in Food, uality & Savety (pp. 3—21). American Chemical Society.
https://doi.org/10.1021/bk-2022-1415.ch001

Nelson, R. L., & Pade, J. S. (2007). AGRI-TOURISM. Acta Horticulturae, 742, 225-227.
https://doi.org/10.17660/ActaHortic.2007.742.29

Nik Wan, N., Abd Ghani, S. M., Mohamed, M. F., Said, R., Abdul Halim-Lim, S., & Kamarulzaman,

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach 314
(Yekti et al., 2026)



AGRISOCIONOMICS ISSN 2580-0566; E-ISSN 2621-9778

http://ejournal2.undip.ac.id/index.php/agrisocionomics
Jurnal Sosial Ekonomi dan Kebijakan Pertanian Vol 10 (1): 298-317, March 2026

N. H. (2023). A Study on Premium Packaging for Fresh Agricultural Products. Journal of
Agribusiness Marketing, 11(2), 30-59. https://doi.org/10.56527/jabm.11.2.4

Nohara, K. (2024). Willingness to pay for pesticide-free vegetables in Hokkaido, Japan: the
relationship between appearance and pesticide use. Humanities and Social Sciences
Communications, 11(1), 12. https://doi.org/10.1057/s41599-023-02515-y

Oladapo, M. O., Abualqumboz, M., Ngoe, L. M., Oyetunji, A. K., Amaechi, C. V., Bello, R., &
Amaechi, E. C. (2023). Sustainable Technology Adoption as a Source of Competitive Advantage
for  Pineapple  Production in  Ejigbo, Nigeria. = Economies, 11(9), 222.
https://doi.org/10.3390/economies 11090222

Oladele Jo, K. (2011). Integrated Marketing Communication: A Catalyst for the Growth of E-
Business Management. The Social Sciences, 6(2), 64-73.
https://doi.org/10.3923/sscience.2011.64.73

Osterwalder, A., & Pigneur, Y. (2010). Business Model Generation: A Handbook for Visionaries,
Game Changers, and Challengers. John Wiley and Sons.

Patel, J., Bhatt, T., & Joshi, A. (2024). IoT-Driven Enhancement of Hydroponic Fertilization
Efficiency Through Machine Learning: A Data-Centric Strategy. 2024 Second International
Conference on Intelligent Cyber Physical Systems and Internet of Things (IColCI), 298-302.
https://doi.org/10.1109/IColC162503.2024.10696575

PEK, R., RIEDL, M., & JARSKY, V. (2017). Innovative approaches in forest management - the
application of a business model to designing a small-scale forestry strategy. Journal of Forest
Science, 63(9), 393—400. https://doi.org/10.17221/17/2017-JFS

Perdana, T., Renaldi, E., & Kusnandar. (2017). Is it possible to build an inclusive carrot supply chain
to meet modern market demand? Lessons learned from agribusiness cluster development in
Indonesia. Acta Horticulturae, 1179, 341-346.
https://doi.org/10.17660/ActaHortic.2017.1179.53

Pérez-Mesa, J. C., Piedra-Muiioz, L., Garcia-Barranco, M. C., & Giagnocavo, C. (2019). Response
of Fresh Food Suppliers to Sustainable Supply Chain Management of Large European Retailers.
Sustainability, 11(14), 3885. https://doi.org/10.3390/sul 1143885

Perkins, H. E., & Brown, P. R. (2012). Environmental Values and the So-Called True Ecotourist.
Journal of Travel Research, 51(6), 793—803. https://doi.org/10.1177/0047287512451133

Pratiwi, V. B., & Chumaidiyah, E. (2021). Evaluation of business model on e-commerce pt. Xyz
using business model canvas approach. Proceedings of the International Conference on
Industrial Engineering and Operations Management, 2008-2014.
https://doi.org/10.46254/sa02.20210675

Samaha, S. A., & Palmatier, R. W. (2015). Anti-relationship marketing: understanding relationship-
destroying behaviors. In Handbook on Research in Relationship Marketing. Edward Elgar
Publishing. https://doi.org/10.4337/9781783478637.00017

Sato, N. (2023). IoT of melon plant continuous diagnostic technique using an open chamber system
measurement for photosynthesis and transpiration. E3S Web of Conferences, 454, 01001.
https://doi.org/10.1051/e3sconf/202345401001

Seck, A., & Racine Thiam, D. (2022). Understanding consumer attitudes to and valuation of organic
food in Sub-Saharan Africa: A double-bound contingent method applied in Dakar, Senegal.

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach 315
(Yekti et al., 2026)



AGRISOCIONOMICS ISSN 2580-0566; E-ISSN 2621-9778

http://ejournal2.undip.ac.id/index.php/agrisocionomics
Jurnal Sosial Ekonomi dan Kebijakan Pertanian Vol 10 (1): 298-317, March 2026

African  Journal of  Agricultural and  Resource  Economics, 17(1), 31-47.
https://doi.org/10.53936/afjare.2022.17(1).2

Shumakova, O., Mozzherina, T., & Kryukova, O. (2022). The impact of digital technologies on the
transformation  processes  of  agrarian  science  and  education. 040008.
https://doi.org/10.1063/5.0109839

Sidibé, A., Ndeda, R., Murimi, E., Mutwiwa, U. N., Kriem, L. S., Beckett, M., & Fischer, P. (2023).
Design and Implementation of Energy-Water Nexus Management in a Solar-Powered NFT

Hydroponic System. Universal Journal of Agricultural Research, 11(3), 664—672.
https://doi.org/10.13189/ujar.2023.110316

Silva, D. S., Ghezzi, A., Aguiar, R. B. de, Cortimiglia, M. N., & ten Caten, C. S. (2020). Lean Startup,
Agile Methodologies and Customer Development for business model innovation. International
Journal of  Entrepreneurial Behavior & Research, 26(4), 595-628.
https://doi.org/10.1108/IJEBR-07-2019-0425

Stegelin, F. E. (2015). Adopting Strategic Alliances To Enhance Horticulture Supply Chain
Sustainability And Profitability. Acta Horticulturae, 1090, 61-66.
https://doi.org/10.17660/ActaHortic.2015.1090.10

Supanggih, D., & Widodo, S. (2013). Jurnal sosial ekonomi dan kebijakan pertanian issn 2301-9948.
Agriekonomika, 2(April 2012), 173-183.

Syah, R. F., Parwati, W. D. U., & Sinambela, G. P. (2024). Strategy to increase melon (Cucumis melo
L.) growth and yield hydroponically with types of installation and number of fruit per plant in
the greenhouse. /OP Conference Series: Earth and Environmental Science, 1377(1), 012015.
https://doi.org/10.1088/1755-1315/1377/1/012015

Tong, Y. (2022). Strategic Ideas and Directions of Urban Agricultural Economic Development Based
on the Comparative Perspective of Domestic Advanced Cities —A Case Study of Guangzhou.
Guangdong Agricultura Science, 49(1), 167-176. https://doi.org/10.16768/j.issn.1004-
874X.2022.01.020

Torres, A., Langenhoven, P., & Behe, B. K. (2020). Characterizing the U.S. Melon Market.
HortScience, 55(6), 795—-803. https://doi.org/10.21273/HORTSCI14859-20

Vlachopoulou, M., Ziakis, C., Vergidis, K., & Madas, M. (2021). Analyzing AgriFood-Tech e-
Business Models. Sustainability, 13(10), 5516. https://doi.org/10.3390/su13105516

Wang, L., Wang, J., & Huo, X. (2019). Consumer’s Willingness to Pay a Premium for Organic Fruits
in China: A Double-Hurdle Analysis. International Journal of Environmental Research and
Public Health, 16(1), 126. https://doi.org/10.3390/ijerph16010126

Wendt, M.-C., & Weinrich, R. (2024). Consumer Acceptance of Pesticide-Free Dairy Products in
Germany: A Partial Least Square Model. German Journal of Agricultural Economics, 73(2).
https://doi.org/10.52825/gjae.v7312.1358

Wiseansart, A. (2023). Factors affecting decision-making on greenhouse farming and cost-benefit
analysis of greenhouse vegetable crops and melons in the northeastern region of Thailand.
International Journal of Agricultural Technology, 19(4), 1939-1952. http://www.ijat-
aatsea.com/pdf/v19 n4 2023 July/39 1JAT 19(4) 2023 Wiseansart, A..pdf

Wu, L., Danko, Y., Chen, F., Yao, X., & Zhang, F. (2022). Mapping the literature of integrated
marketing communications: A scientometric analysis using CiteSpace. Innovative Marketing,

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach 316
(Yekti et al., 2026)



AGRISOCIONOMICS ISSN 2580-0566; E-ISSN 2621-9778

http://ejournal2.undip.ac.id/index.php/agrisocionomics
Jurnal Sosial Ekonomi dan Kebijakan Pertanian Vol 10 (1): 298-317, March 2026

18(1), 152-167. https://doi.org/10.21511/im.18(1).2022.13

Yasmin, T. R., Prastiwi, W. D., & Handayani, M. (2017). Analisis Konjoin Preferensi Konsumen
Sayuran Hidroponik Agrofarm Bandungan Kabupaten Semarang. Agrisocionomics: Jurnal
Sosial Ekonomi Pertanian, 1(1), 85. https://doi.org/10.14710/agrisocionomics.v1il.1643

Zheng, Q., Wen, X., Xiu, X., Yang, X., & Chen, Q. (2022). Can the Part Replace the Whole? A
Choice Experiment on Organic and Pesticide-Free Labels. Foods, 11(17), 2564.
https://doi.org/10.3390/foods11172564

Zhou, J., Huang, H., Gao, Z., Song, Y., & Yan, Z. (2021). Bias and reference-dependence in quality
perception of freshness: Analysis based on experimental auction and physical &amp;chemical
tests. Food Control, 126, 108077. https://doi.org/10.1016/j.foodcont.2021.108077

Zhu, N., Li, M., Nanzai, B., Kubono, S., Fujimura, H., & Sakamoto, M. (2023). Development of a
New Heat Source Based on Inducing Heat for Greenhouses. 2023 IEEE 5th Eurasia Conference
on Biomedical Engineering, Healthcare and Sustainability, 60.
https://doi.org/10.3390/engproc2023055060

Greenhouse-Based Premium Horticulture Business Plan Design in Java: Business Model Canvas Approach 317
(Yekti et al., 2026)



