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ABSTRACT

ARTICLE INFO:

The creative industry plays a vital role in economic development, both
digitally and conventionally. Indonesia has many industries that are
creative and skilled in doing business. The craft business is also diverse.
The purpose of this research is to analyze the right strategy for the
creative industry of vetiver and bamboo in the Garut Regency. This
research was using a qualitative method with a SWOT analysis. In
literature studies, a literature review is to understand the theoretical
basis for conducting in-depth interviews. Measuring all constructs and
research indicators used a research questionnaire distributed in the
Craft Industries in Garut Regency. Based on the result, it can be seen
that the vetiver and bamboo handicraft industry is in quadrant 2. The
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recommended strategy given is diversification.

INTRODUCTION

The Creative Industry is an industry that has
authenticity in individual creativity, skills, and
talents that have the potential to generate
income and have proven employment through
the exploitation of intellectual property.
(Ananda & Susilowati, 2017). Several studies
explain that strategy is indispensable for
business development in the creative industry.
(Fitriaty & Kurniawan, 2018) and (Lita,
Meuthia, & Faisal, 2018). The classification of
the creative industries set by each country
varies. The variety of creative industries
depends on the analytic goals and the potential
of a nation. There are 16 creative industry sub-
sectors developed by the Indonesian
government. The Government of the Republic
of Indonesia, through the Ministry of Tourism
and Creative Economy, has identified the
scope of the creative industry to include 16
sub-sectors, namely: culinary, architecture,
advertising, fine arts, crafts, product design,

fashion, music, application, and game
development, performing arts, publishing,
communication design. visuals, interior
design, radio and television, photography, as
well as film, animation, and video
(Kemenperin, 2016)

The creative industry makes a significant
contribution to improving the economy of a
country. The creative sector provides support
for competitiveness to increase the amount of
gross domestic income (Utami & Lantu, 2013).
The creative industry is a potential driver for
job creation, innovation, and social relations
and significantly influences structural changes
in the Indonesian economy (Zuhdi, 2012).

The Creative Economy has promising
potential. In 2016, the creative economy's
contribution to the national economy was 7.44
percent and is projected to continue to
increase. In terms of value, the Creative
Economy Gross Domestic Product is projected
to exceed 1,000 trillion in 2017 and increase to
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nearly 1,102 trillion in 2018. In addition to the
GDP aspect, an increase has also occurred in
the Creative Economy Workforce aspect. In
2016, 16.91 million people worked in the
Creative Economy sector. Figure 1 shows the
increase of 5.95 percent compared to the
number of Creative Economy workers in 2015
(Bekraf, 2017)
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Figure 1. Creative Economy GDP Contribution

The craft sub-sector is in third place for the
GDP contribution of the national economy.
The craft sub-sector contributes more than the
other 13 sub-sectors under the craft sub-sector,
and it is necessary to accelerate development.
And management of the strategy that will be
determined because, in addition to contributing
to GDP, the craft sub-sector can preserve the
existing cultural heritage through the craft
products produced.

The creative economy is a concept in the
new economic era, which intensifies
information and creativity by relying on ideas
and knowledge from human resources as the
first production factor. (Sholihin, Arianto, &
Khasanah, 2018). The creative industry is the
industrial sector that comes from individual
creativity, skills, and talents to create welfare
and employment by creating and utilizing the
individual's innovative and creative power.
(Ananda & Susilowati, 2017). The creative
industry is as creating added value based on
ideas born from the creativity of human
resources (creative people) and based on the

use of science, including cultural and
technological heritage (Isa, 2016).

Several previous studies have explained the
importance of the creative industry strategy.
Innovation is the key to a successful strategy
implementation in the creative industry
(Bogavac-Cvetkovi¢c & Milickovi¢, 2014;
Hamdani, Solihat, Abdul, & Maulani, 2019).
The craft industry is very dependent on the
available raw materials. If there is a change in
the supply of raw materials or a difference in
the price of raw materials, it will have an
impact on several vital aspects, including
production capacity and price (Alexandri &
Chan, 2018). The competitiveness in creative
industry consists competitive abilities both
internal and external factors and competing
objects both financial and non-financial.
(Utami & Lantu, 2013).Several studies
emphasize the importance of strategies for the
creative industry (Pratt & Virani, 2015).
Meanwhile, other researchers believe that the
importance of strategies is adjusted to industry
characteristics (Rozentale & Lavanga, 2014).

The purpose of this research is to analyze
the right strategy for the creative industry of
vetiver and bamboo in Garut Regency which is
expected to provide direction and development
in terms of science and practical benefits.

RESEARCH METHODS

This research was using a qualitative
method with a SWOT analysis. In literature
studies, a literature review is to understand the
theoretical basis for conducting in-depth
interviews. Measuring all constructs and
research  indicators used a research
questionnaire  distributed in the Craft
Industries in Garut Regency.

This research uses the focus group
discussion (FGD) method and SWOT analysis
to identify and efforts to accelerate the
development and management of the creative
industry in Garut Regency, registered in craft
and on the Craft sub-sector. The number of
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informants was eight people who were relevant
parties in providing information.

RESULTS AND DISCUSSION

Based on the questionnaire results sent to
the respondents, it found that the weaknesses
of the vetiver and bamboo handicraft industry
in the Garut district are weaknesses. After the
strengths and weaknesses, it is presenting the
rating and weighting by each respondent, then
averaged. This is in line with the explanation
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from (Wheelen & Hunger, 2018) and
(Hamdani & Rhamdani, 2019). The Internal
Factors Analysis Summary (IFAS) matrix can
be seen in Table 1.

The results show the factors of opportunity
and threat in managing the vetiver and bamboo
handicraft industry in the Garut district. Each
respondent is related to member rating and
weighting. After each respondent “fills in the
weighting, the average taken”. The External
Factors Analysis Summary (EFAS) matrix can
be seen in Table 2.

Table 1. IFAS Matrix

Num. Internal Strategic Factors of Strength Weight Rating WxR
1 Abundant potential of vetiver and bamboo in Garut Regency. 0.23 4 0.920
2 Vetiver and bamboo handicrafts have explored the international market. 0.21 3.7 0.787
3. Production is carried out by the local community. 0.21 3.7 0.787
4 Become a tourism souvenir. 0.17 3 0.517
5 Vetiver and bamboo handicrafts are the superior products of Garut Regency.  0.17 3 0.517
Total 1.00 3.528
Num. Internal Strategic Factors of Weakness Weight Rating WxR
1. Lack of existence of vetiver and bamboo roots for local communities. 0.18 1.2 0.215
2. Public awareness in maintaining vetiver and bamboo is still lacking. 0.27 1.8 0.484
3. The use of social media in marketing is not optimal. 0.18 1.2 0.215
4. Difficulty in recruiting the right human resources.. 0.19 1.3 0.252
5. Lack of proper human resources in the management of vetiver and bamboo. 0.18 1.2 0.215
Total 1.00 1.381
Difference 2,147
Table 2. EFAS Matrix
Num. External Strategic Factors of Opportunity Weight Rating  WxR
1 Support from the world community through exhibition events, craft-themed exhibit (.19 35 0.669
2. Area conservation. 0.20 3.7 0.748
3 Fragrant roots are one of the wonders of the world, and bamboo has many varieties.  0.21 3.8 0.789
4 Vetiver and bamboo handicraft industries can have a high value if appropriately 0.20 37 0.748
managed..
5. Absorption of labor and improving the welfare of the community around the 0.20 36 0.708
resource area.
Total 1.00 3.663
Num. External Strategic Factors of Threat Bobot Rating B xR
1. Many collectors have a monopoly on prices. 0.20 1.7 0.336
2. Limited creativity due to intellectual property rights. 0.22 1.9 0.420
3. Lack of good marketing education. 0.23 2 0.465
4.  The education of the local community is still low.. 0.19 1.6 0.298
5. The absence of intellectual property rights. 0.16 1.4 0.228
Total 1.00 1.747
Difference 1.916
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To determine the vetiver and bamboo
handicraft industry's quadrant position in the
Cartesius diagram. The x-axis coordinate
value obtained from the difference between
strengths and weaknesses, namely 2.147.
While the y-axis coordinate value obtained
from the difference between opportunity and
threat is 1.916, the quadrant position of the
vetiver and bamboo handicraft industry in the
district can be seen in Figure 2.
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Figure 2. Cartesius diagram SWOT Analysis

Based on the Figure 2, it can be seen that the
vetiver and bamboo handicraft industry is in
quadrant 2. The recommended strategy given
is diversification. It means that the vetiver and
bamboo handicraft industry needs new
products that still related in terms of
technology similarities, shared facilities, or the
same marketing network as existing products.

SWOT Matrix Analysis
Analysis using the SWOT matrix can help
explain how overcoming external

opportunities and threats can adjusted to
strengths and weaknesses. This matrix can
produce four possible strategic alternatives.
The SWOT matrix can be seen in Table 3.
Product diversification is needed in the
vetiver and bamboo industry to find and
develop or new markets or encourage products
in pursuit of growth, increased sales,
productivity, stability, and profitability
(Hermawati et al. 2017; Bogavac-Cvetkovi¢ &
Milickovi¢, 2014). Several studies have also
emphasized the importance of diversification

and marketing for development and increasing

profits
Table 3. SWOT Matrix
IFAS
Strenghts (S) Weakness (W)
EFAS
S-O Strategy W-O Strategy
e Making vetiver and e Highlighting the
bamboo as existence  and
educational tours knowledge of
Make vetiver and  vetiver and
bamboo the bamboo at the
characteristics of exhibition
—~ Garut Regency Make the
S Cooperate with conservation
g designers and area more
= international craft manicured by
é companies providing
=4 Expanding the craft socialization to
) industry to absorb a  the community
large  number of e Absorb a more
workers competent and
appropriate
workforce  so
that they can use
social  media
optimally  for
marketing
S-T Strategy W-T Strategy
e Processing vetiver and e Increase public
bamboo products into awareness of the
finished products importance  of
instead of raw vetiver and
= materials for sale to bamboo for the
bt get a higher value welfare of the
§ Obtain IPR for every surrounding
= creativity and  area
&= innovation that exists Provide
Undertaking training education about
or training for workers ~ vetiver and
to have insight and bamboo as well
education about good as how to deal
marketing with them
CONCLUSION

Based on the research results described, it

can be concluded that business development is
necessary when the business condition starts to
be threatened, both by new competitors and by
customers. The strategy that can be used by the
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creative industry of vetiver and bamboo
handicrafts in increasing competitiveness is
diversification.

REFERENCES

Alexandri, M.B. & Chan, A. (2019).
Keunggulan bersaing industri kreatif kriya.
Responsive, 2(2), 40-47.

Ananda, A.D. & Susilowati, D. (2017).
Pengembangan Usaha Mikro Kecil dan
menengah (UMKM) Berbasis Industri
Kreatif di Kota Malang. Jurnal Ilmiah
Ekonomi, 10, 120-142.

Bekraf. (2017). Creative Ecomonic Oulook
2017. Jakarta, Indonesia.

Bogavac-Cvetkovi¢, N. & Milickovi¢, M.
(2014). The Importance of Creative and
Innovative Small and Medium Enterprises
in Overcomingof Crisis in Terms of Modern
Business. Ekonomica, 62(2), 151-165.
https://doi.org/10.5937/ekonomikal602151
B

BPS. (2017). Social and Economic Survei.
Indonesia. Retrieved from
https://www.bps.go.id/index.php/Publikasi

Fitriaty & Kurniawan, D. (2018). Strategy for
developing of small medium industry to
creative industry in special culinary |,
Sarolangun Regency. Jurnal Perspektif
Pembiayaan dan Pembangunan Daerah
Vol., 5(3), 191-195.

Hamdani, N.A & Rhamdani, A. (2019).
Manajemen Strategi (Edisi 1). Bandung:
Karima, Bandung.

Hamdani, N.A., Solihat, A., Abdul, G. &
Maulani, F. (2019). The Influence of
Information Technology and Co-Creation
on Handicraft SME Business Performance.

Sector in The Creative Industry | 40

International Journal of Recent Technology
and Engineering (IJRTE), 8(1), 151-154.

Hermawati, A., Isma, Y.E. & Mas, N. (2017).
Strategi  Bersaing: Batik Malangan
Konvensional melalui Diversifikasi Produk
Batik Kombinasi pada UKM Kelurahan
Merjosari Malang. Jurnal Ilmiah dan
Bisnis STIE Asia (JIBEKA), 11-23.

Isa, M. (2016). Model Penguatan
Kelembagaan Industri Kreatif Kuliner
Institutional  Strengthening Model on
Culinary Creative Industry as A Regional
Economic  Development  Effort. in
Prosiding Seminar Nasional Ekonomi dan
Bisnis & Call For Paper FEB UMSIDA (pp.
352-361).

Kemenperin. (2016). Ministry of industry
accountability report. Jakarta, Indonesia.
Retrieved from www.kemenperin.go.id/

Lita, R. P., Meuthia, & Faisal, R. F. (2018).
SMEs Performance of Creative Industries
Supporting Tourism in SME’s Performance
of Creative Industries Supporting Tourism
in Indonesia : Market Orientation , Learning
Orientation and Organizational
Innovativeness as Determinants. Academy
of Marketing Studies Journal, 22(1).

Pratt, A.C. & Virani, T.E. (2015). The Creative
SME : A Cautionary Tale (No. 14). London,
England.

Utami, R.M. & Lantu, D.C. (2013).
Development of Competitivenes Model for
Small - Medium. The Indonesian Journal
Of Business Administration, 2(11), 1309-
1318.

Rozentale, I. & Lavanga, M. (2014). The “
universal” characteristics of creative
industries revisited : The case of Riga, 1—
10.
https://doi.org/http://dx.doi.org/10.1016/j.c



41 | Strategic Volume 20 No. 1 (2020) Page 36 - 41

¢s.2014.05.006 This

Sholihin, M.R., Arianto, W. & Khasanah, D.F.
(2018). Keunggulan Sosial Media Dalam
Perkembangan  Ekonomi Kreatif Era
Digital di Indonesia. Prosiding 4th Seminar
Nasional dan Call for Papers, 47-58.

Wheelen, T.L. & Hunger, J.D. (2018).
Strategic Management and Business Policy
Globalozation, Innovation and

Sustainability.

Zuhdi, U. (2012). Analyzing the Influence of

Creative Industry Sector to the National

Economic  Structural  Changes by
Decomposition Analysis: The Case of
Indonesia.  Procedia - Social and

Behavioral Sciences, 65(December 2012),
980-985.
https://doi.org/10.1016/j.sbspro.2012.11.23
0



