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Abstract

The objective of this research is to create guidelines for the development of service innovations
in the retail business of daily consumer goods. With the Business Model Canvas Strategic Retail Business
Case Studies, both quantitative and qualitative data were collected from primary sources. from the target
customers of the store and interviews with retail store operators, case studies data from secondary sources
By searching academic articles, research papers, and data analysis using strategic tools such as SWOT
Analysis, 5 Forces Model, Ansof's Matrix, Value Chain, in order to obtain information and issues for use in
the design and development of value and business models, the Business Model Canvas. The result of the
study was to obtain guidelines for the development of service innovations in consumer goods retail stores.
in the business model, a strategic Business Model Canvas, which can be used as a business development
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guideline and create long-term business advantages under potential and suitability of the next business.

Keywords: Service Innovation, Retail Business, Business Model Canvas
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