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 

Abstract—Bean bags are a breakthrough in the furniture 

industry, this frameless chair made from fabric and styrofoam 

granules was popular in America in the 800s. Bean bags 

returned to Indonesia in early 2010, especially in the Bali area. 

Bean bag products produced in Indonesia were initially limited 

to only two models, namely the triangle and pampkin models. As 

time went by, the bean bag business was increasingly in demand 

by the public, which eventually spread widely to various regions 

in Indonesia.  Based on the results of the SWOT analysis of 

internal factors (Strengths and Weaknesses) and external 

factors (Opportunities and Threats), the development strategies 

obtained from Strengths and Opportunities (SO) can be 

identified as follows: targeting the young family market, loading 

more customer testimonials as promotional material on social 

media, opening production sites outside the area to get closer to 

consumers, product innovation by creating more varied product 

variations, local / domestic product campaigns, making 

advertisements containing customer testimonials about the 

quality of Anomali Bean bag products. Then, analyze with 4P. 

First, the product. The innovations made to Anomali Bean Bag 

through core products by creating new products are able to 

increase consumer attractiveness, which is evidenced by the 

increase in sales of innovative products in 2021 sales. Second, 

price, the strategy of increasing prices by adjusting to the 

conditions of rising prices for basic commodities has no impact 

on sales, on the contrary, the strategy of increasing prices by 

adjusting to the nominal can be proven in the increase in sales in 

the January-December 2021 period compared to the comparison 

period in the previous year before innovation. Third, Promotion. 

The implementation of the Competitive Strategy with Product 

Innovation on promotions through Instagram reels content to 

reach customers on social media has succeeded in increasing the 

number of Anomali Bean Bag's Instagram social media 

followers. Innovation in promotion is also carried out by adding 

banner media to outlets that function to provide product 

information or ongoing promos to the surrounding community 

directly. Fourth, place, the strategy of Competing with Product 

Innovation by changing the layout of the outlet through 

replacing signage and replacing lighting is able to increase the 

number of buyers in offline distribution channels, where in the 

period of implementing innovation in January 2021 there was an 

increase in the number of purchases. The implementation of 

strategies to compete with product innovation through the 

marketing mix as described above has a positive impact on sales, 

with the pandemic situation that has not ended has proven that 

the potential to maintain the position of bean bag manufacturers 

still exists. 

Index terms-  Anomali Bean Bag, Business Model Canvas, 

Competitive Strategy, SWOT.  
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I. INTRODUCTION 

  The economic growth in Indonesia, which is growing 

every day plus the support of technology that continues to 

advance, indirectly encourages furniture companies to 

continue to innovate and increase production (Musta'in, 

2021). Furniture business players also maintain product 

quality as much as possible so that they can survive in an 

increasingly competitive market. The furniture industry is 

currently one of the industrial factors that has developed in 

Indonesia. This industry is able to provide interior design and 

provide artistic value that can increase comfort so that it can 

support activities (Kusumasari, 2022). 

 

 

 

 

 

 

 

 

 

 

Source : (Ministry of Industry, 2022)  

Figure 1 Furniture Industry Trend Data 2021-2022 

Bean bag is one of the breakthroughs in the furniture 

industry, this frameless chair in fabric and polystyrene 

granules was popular in America in the 1980s. Bean bags 

made a comeback in Indonesia in early 2010, especially in 

Bali. Functionally, bean bags are flexible seating that can 

follow the curves of the body. The shape is unique, 

lightweight, and quite decorative, making the Bean bag chair 

placed as one of the interior elements to beautify the room or 

house. 

Bean bag products produced in Indonesia were initially 

limited to only two models, namely the triangle and pampkin 

models. Over time, the bean bag business became more and 

more popular with the public, which eventually spread to 

various regions in Indonesia. Bean bags are now increasingly 

loved in Indonesia because currently people tend to like 

objects that are decorative but do not take up too much space, 

especially among young people who like practicality and 

comfort. From this, it can be concluded that this business is 

still very potential and has a large enough market. Moreover, 

the demand for Bean bags is increasing while the supply is 

very limited. 

Anomali Bean Bag is among the MSMEs (Micro, Small 

and Medium Enterprises) involved in the furniture sector 

since 2017. Anomali Bean bag was established based on 
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research and reading market opportunities, that Bean bag 

products in Yogyakarta at that time did not exist and were not 

well known to the public. To be able to survive and be able to 

compete with other competitors, every business must have a 

competitive advantage in order to increase the number of 

consumers. A company can have a competitive advantage if 

the company is willing and continues to adapt and innovate 

regarding existing opportunities and strengths. Departing 

from this, Anomali Bean bag conducts research and various 

kinds of breakthroughs and innovations. 

The most popular bean bag models in Indonesia, which 

were originally only triangles and pampkins, became one of 

the starting points for innovation by Anomali Bean bag. The 

selection of Bean bag materials and raw materials at the 

beginning of Anomali Bean bag was still not very satisfying, 

which resulted in the low quality and durability of Bean bags 

on the market. Departing from these findings, Anomali Bean 

Bag wants to innovate using premium materials that are 

stronger and of higher quality, which of course have passed 

repeated trials. This study aims to determine the 

implementation of the business in terms of operational 

aspects, human resource aspects, and financial aspects in the 

Anomali Bean bag business, as well as to find out innovations 

such as to remain competitive in the furniture industry and to 

find out the competitive strategies that Anomali Bean Bag 

will carry out in order to achieve positioning in the minds of 

consumers.  

II. LITERATUR REVIEW 

A. Strategy Management Process 

The strategic management process presents a set of 

sequential analyses and choices that can increase the 

likelihood that the company will choose a good strategy that 

results in competitive advantage (Barney, 2015). Strategic 

planning sets the stage for planning in the company. 

Companies usually prepare annual plans, long-term plans, and 

strategic plans. Annual and long-term plans deal with the 

company's current business and how to maintain it. In 

contrast, strategic plans involve adapting the company to take 

advantage of opportunities in its changing environment 

(Philip Kotler, 2018). Below are the management strategies 

used to prepare the Anomali Bean Bag activity.. 

B. Business Model Canvas 

A business model is a framework and description of how an 

organization creates, delivers, and captures value to form an 

effective strategy for expected performance (Thorisdottir, 

2019). The application of business models in companies has 

several benefits. First, related to its components, the business 

model makes it easier for planners and decision makers in the 

company to see the logical relationship between the 

components in the business, so that value can be generated for 

customers and the company. Second, the business model can 

be used to test the consistency of the relationships between its 

components. Third, the business model can be used to test the 

market and assumptions used when developing the business. 

Fourth, the economic model can be used to demonstrate how 

radical change is achieved and its consequences 

(Management, 2012). 

c. SWOT Analysis 

SWOT (Strengths, Weaknesses, Opportunities, Threats) 

analysis is one of the tools that can be used to develop 

strategies based on the external and internal environmental 

situation that can affect company performance. To analyze the 

internal and external environment, a SWOT matrix is needed 

(Rangkuti, 2016). The SWOT matrix is an important tool to 

help managers develop four types of strategies, namely SO 

(strengths-opportunities), WO (weaknesses-opportunities), 

ST (strengths-threats), and WT (weaknesses-threats). 

 

d. Marketing Planning 

Marketing is the process by which companies engage 

customers, build strong customer relationships, and create 

customer value to get value from customers in return. Each 

company must find a plan for long-term survival and growth 

that makes the most sense given its specific situation, 

opportunities, goals and resources. This is the focus of 

strategic planning as the process of developing and 

maintaining a strategic fit between organizational goals and 

capabilities and changing marketing opportunities (Kotler P. 

A., 2018). 

e. Strategic Marketing 

Strategic marketing is an important process in gaining 

competitive advantage, a process supported by strategy 

development that considers the dynamic business 

environment and strives to provide value from customer 

needs. Delivering customer value is not a short-term process 

but a long-term process because it includes creating, 

delivering, maintaining and developing customer value so 

that it can always be superior to the value delivered by 

competitors (Cravens, 2013). 

f. Brand Positioning 

Market leader firms tend to have the largest market share 

and usually lead in product price changes, new product 

introductions, distribution coverage, and promotional 

intensity (Keller, 2016). In a competitive market situation, in 

order to compete, market leader firms need to instill their 

timeless strategies such as cost control and product 

differentiation with greater intensity and focus, and then 

execute them appropriately. To remain a market leader, 

companies must first find ways to expand market demand. 

Second, the company must protect its current market and 

positioning through good defensive and offensive actions. 

Third, it must increase market share, even if the market size 

remains constant. In a competition, efforts to conduct a 

defensive strategy can be made by companies to reduce the 

likelihood of attacks, divert attacks to less threatened areas, 

and reduce their intensity  (Keller, 2016). 

 

g. Marketing Mix 

The marketing mix is a set of marketing tools that a 

company uses to achieve its marketing objectives in target 

markets (Keller, 2016). The marketing mix of four broad 

types is called the 4Ps of marketing, namely: product, price, 

promotion, and place.  

h. Operations Management and Sustainable Supply Chain 

Operations and force chain operation( OSCM) is defined as 

the design, operation, and enhancement of systems that 

produce and deliver a company's crucial products and 
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services. OSCM is concerned with managing the entire 

system that produces products or delivers services( Robert, 

2018). Operations operation( OM) plays an important part in 

organizational operation especially in areas similar as product 

design, manufacturing planning, control and conservation to 

induce the stylish productivity from coffers( Chawla, 2020). 

Limited coffers and the emergence of colorful environmental 

issues gave rise to the Sustainable Operations Management 

movement. Sustainable Operation Management( SOM) is 

gaining attention which includes motifs similar as green force 

chain operation, green procurement, and rear logistics( RL). 

SOM has a potentially important part to play in contributing 

to results to the complex sustainability challenges faced by 

numerous associations in integrating sustainability issues in 

guarding the terrain (Gunasekaran, 2014). 

i. Human Resource Management 

Human Resource Management (HRM) describes how 

people are hired, managed, and developed in organizations 

(Armstrong, 2020). Human resource management refers to 

the collection of policies used to organize work in the 

employment relationship. It centers on the management of 

work and the management of the people who do this work. 

Therefore, HRM is concerned with recruitment, selection, 

learning and development, rewards, communication and 

employee engagement, teamwork and performance 

managemen (Beardwell, 2017). 

j. Financial Management Analysis 

Financial management is concerned with the acquisition, 

financing, and management of assets with various objectives. 

Thus the decision function of financial management can be 

broken down into three main areas: investment decisions, 

financing, and asset management. Efficient financial 

management requires the existence of several goals or 

objectives, as judgments regarding whether or not financial 

decisions are efficient must be made by considering several 

standards (Wachowicz, 2009). 

III. RESEARCH METHODS 

This research is a qualitative research with primary data 

taken from the company. This research is a prediction 

research using innovations carried out from 2021 to 2025. 

The data used is data obtained directly from the company.  

 

IV. RESULTS AND DISCUSSION 

A. Product Design 

  

No. Model Name Product Photos 

1 Pepino 
 

 

2 Aqua 

 

3 Circular Lounger 

 

4 Pets 

 

Figure 2 Anomali Bean bag Product Design 

  

B. 5-Year Profit and Loss Projection 

Before determining the Projected Income Statement for the 

next 5 years, it is necessary to know the revenue and costs that 

must be incurred first. The following describes the calculation 

of revenue / sales for the next 5 years. 
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Table 1 Bean bag Anomali balance projections January 

2021-2025 

      

 

Table 2 Cash Flow Projection of Anomali Bean  

bag within 5 years 

 
 

C. FEASIBILITY ANALYSIS 

Payback Period 

Payback period can be interpreted as the period of return of 

the investment that has been issued, through the profits 

obtained (Abdul Choliq, 2014). 

Table 3 Payback Period 

 
The investment value required to return Anomali's 

investment value of  75,618,000 is year 1. 

NPV 

Net Present Value (NPV) is defined as a financial analysis 

used to determine whether or not the business carried out by 

the company is feasible seen through the present value of the 

net cash flow that will be received by the company concerned 

compared to the present value of the investment capital issued 

by the company. 

Table 4 Net Present Value (NPV) 

 
 

Anomali Bean bag investment is declared feasible to 

develop because the NPV value is greater than 0 (zero), above 

the bank interest rate of 5%. 

B. SWOT ANALYSIS 

Table 5 IFE Matrix 

Assessment

 
Table 6 EFE Matrix Analysis 
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Table 7 SWOT analysis of Anomali Bean bag 

 
Table 8 Comparison of SWOT  

Analysis Strategy Plan and Realization 

 
 

 

 

 

 

 

 

 

 

 

 

Table 9 Addition of Analysis Results 

on Existing BMC Indicators 

 
 

Sales Increase 

 
Figure 2 Sales Before Innovation 

 
Figure 3 Sales after innovation 

Based on the picture of sales turnover after the 

implementation of innovation in the period January 2021 to 

December 2021, it illustrates an increase in sales when 

compared to the period at the end of 2020, before innovation 
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V. CONCLUSION 

It can be identified that the development strategies obtained 

from Strengths and Opportunities (SO) are targeting the 

young family market, loading more customer testimonials as 

promotional material on social media, opening production 

sites outside the region to get closer to consumers, product 

innovation by creating more varied product variations, local / 

domestic product campaigns, creating advertisements 

containing customer testimonials about the quality of 

Anomali Bean bag products. 

Analyze with 4P (Product, Price, Promotion, and Place) as 

follows. First, Product. The innovations made at Anomali 

Bean Bag through core products by creating new products are 

able to increase consumer attractiveness, which is evidenced 

by the increase in sales of innovative products in 2021 sales. 

Second, Price, the strategy of increasing prices by adjusting to 

the conditions of rising prices for basic commodities has no 

impact on decreasing sales, on the contrary, the strategy of 

increasing prices by adjusting to the nominal can be proven in 

the increase in sales in the January-December 2021 period 

compared to the comparison period in the previous year 

before innovation. Third is Promotion, the implementation of 

the Strategy to Compete with Product Innovation on 

promotion through Instagram reels content to reach customers 

on social media has succeeded in increasing the number of 

Anomali Bean Bag's Instagram social media followers. 

Innovation in promotion is also carried out by adding banner 

media to outlets that function to provide product information 

or ongoing promos to the surrounding community directly. 

Fourth, Place. Competing Strategies with Product Innovation 

by changing the layout of the outlet through replacing signage 

and replacing lighting is able to increase the number of buyers 

in offline distribution channels, where in the period of 

implementation of innovation in January 2021 there was an 

increase in the number of purchases. The implementation of a 

competitive strategy with product innovation through the 

marketing mix as described above has a positive impact on 

sales, with the pandemic situation that has not ended has 

proven that the potential to maintain the position of bean bag 

manufacturers still exists. 
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