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Abstract

Elderly person has become one of key customer segments from many business organizations.
However, business cannot success without fully understand what their customer value for their products and
services. This research, therefore, aimed to explore customer value of snack products for the elderly using
value proposition design canvas by conducting a comprehensive in-depth interview with 30 elderly persons.
The collected data then had been analyzed using content analysis of qualitative data analysis techniques.

The research result demonstrated the value of elderly person toward elderly snacks. The results
suggested that elderly person paid more attention to emotional job such as eat to thrown back in their time
more than functional job such as to relieve hunger, eat in addition to main meal. For customer pain, results
suggested that elderly concern most about their personal health and their underlying disease. For customer
gain, elderly person expected that elderly snacks are safe to eat, having a tasty taste, easy to swallow, and

appropriate to eat at once. The ranking of the value of elderly person toward elderly snacks in job-to-be-done,
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customer pain, and customer gain are eating to thrown back in their time, concerning about their personal
health, and having a tasty taste respectively.

This research is one of the first to empirically explore elderly snack products using value proposition
design concept. The results are useful for managers in charge of designing new products and services in elderly
snack sector so they can design elderly snacks that fit with customer value, especially the fact that elderly pay
more attention to emotional job than functional job of snacks.

Keywords: Snack, Elderly, Value proposition design, Qualitative research
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J2 muitewiuiiovdn Functional Job 4 7.55

J3 Wul,wmmmiﬁ’aﬁﬁﬂ Functional Job 3 5.66

14 mudieiduresing Functional Job 3 5.66

15 uiierdda Social Job 3 5.66

39U 53 100
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M1319% 2 AeidgeangliinuAtuaznisdnarnuaudfgy (fa)
ey

Aendalailet P11 finadunsiesiogunin Risks 13 2031
AUHZAINFUIY P9 amsldmngiulsausednd Obstacles 8 12.50
Customer Pain P12 fnaienfunisinen Risks 7 10.94

P3 dnaysawerly Problems 6 9.38

P4 samAliesey Problems 6 9.38

P1 fsafvnuly Problems 5 7.81

P7 ymudailoanysn Problems 5 7.81

P6 liAupaiuyunadel Problems 4 6.25

P8 LAulalaiunuy Problems a4 6.25

P2 fausiuuinly Problems 3 4.69

P10 51A7LLNS Obstacles 2 3.13

P5 UsTfuTiunzeNuazIWIn Ml Problems 1 1.56

bt 64 100

AnuAardsluniaun Gl iamﬁaiaagﬂﬂﬁﬂ Required Gains 15 26.32

Customer Gain G7 iﬂizia“uﬁﬁiaqmmw Desired Gains 13 22.81

G2 fmuvannasie Required Gains 6 10.53

G3 safldnnuiu Expected Gains 6 10.53

G6 vianualyl Desired Gains 6 10.53

G4 FEYRRDINIY Expected Gains 5 8.77

G5 nauelifnae Expected Gains 3 5.26

G8 ﬂuummmwmﬂ%ﬂﬁm Desired Gains 3 5.26

Eiebl 57 100
anUsenaLazasUNa

3

ATsatuildunuidedvinisi@aussynd (Applied Research) Tngldnszuiunsivoidenanin Judu

]

nIrUIUNITMINgaNdmsuMsAnwgsiaialndfdnan1s3dedassendog1anineane Inganiz Yy lu
nswuwInnssudmsugsiufalmiiuemsirdmivdaeigfonisviannuianudilaluguslaaidnedis

wiase 1w ldidnladngndndesnisdudnluiieldinesls viielinsuanuldasainauieiiguslnalasulududdagdu

=

Jusiu Fadunisluanmaudniivihilinisiauiuinnssuludduwmadiia 72% (Ramanujam & Tacke, 2016) Fedaya
wianiliiansaAunuldmenseuinnsidedalsnm msaduinnssuemnshaemnzdmiuggieigidndunsdedd
nsruIuNsITenun e lldundoyaidadniieatuiuilaaunuide aduidasdeliuinnssulnivseay

pudnsalugsialdednadsdu

Va v o

Aidedaldrunuusznuiiinaulannuansfinm Ao JasenglinrudrAgydiunudueisuaiuinninauay

wifiwazauaudiay dwadfeiivandiiuindaegiinnuddydunisinemsiaiiedeugaadeunniinudu

3
[ a v

Wiy auranams awiiawnua1vsilondn dadunaldenfunuuseulndiiuinanauisedy wu uideves

[ a

fisie BeUssiaiguazamy (2561) Inuidgeongdilinnuddyivsanfemsduduiuusn uazenidevedivende
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n1539n15 uvAnendending Anuin fgeerginsansandemaiususunisunisideniiuens Gnendons
IANTT WAINYIALNRRE, 2561) %ﬂﬁ%‘ﬁ@@ﬂﬂLﬁuLWiwzmuﬁaﬁaﬂénLﬁwuﬁﬁmﬂ%w%mm allaAnwnanganienu
Fruorsuaifarnzauiunuidedmmuamennnd sndfeatuifalunuideinnsatuusnuandanuduesu
Tuemsinigeeny Jadunaideiiesdnsgsisanansnihlulflumsesnuuunueiliaenndesiunanisine Tasiawz
nseenuUVALAIar I M seneuid s i Salaeiunufuesualidundn Wy onshadieligeeny

SAnlddougradeluatonuduin Fanseenwuuiiemddsnuiuensualilunaniiludesinsgsiainaziasls

Y

o =% =2

Fiefdlunsiaundndusilnl uwindudulladondnivinlifaogfeduiuaruimaveasildnninuiiuriaiade
8n (Christensen, Hall, Dillon, & Duncan, 2016) guAnanunsnthiladomanilulfusenounmiunumienisainuas
nagnsnandueliingauiunaveifela
miAfvatiuimunsateliesdnsgsiniwansfnuasdifuilaainnugeenludagtu wardsdiguslian
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v
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1% ' o
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q q
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v
v a [
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