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Abstract: The existence of the creative industry is one of the characteristics of
the knowledge economy where its form may vary between countries. For many
developing countries as well as Indonesia, creative industry plays important
roles. Bandung, known as emerging creative city, has many factors to promote
the creative industry. Many creative ideas that come out of the talented young
people can be transformed into creative products such as batik fractal. This
research aims to study the batik fractal’s road map that has successfully
transformed the creative ideas by utilising enabling factors that already exist.
The method used was qualitative research method through in depth interview
and triangulation of what was presented by the founder of the batik fractal. The
results showed that at every phase of its development, the founders were able to
integrate internal and external supporting factors to continue to develop to the
next stage.
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1 Introduction
Creative industries link creative ideas with creative products (Lazzeretti et al., 2009). The

industry is usually located in urban areas (Turok, 2003) and establishes an industrial
cluster naturally (Bayliss, 2007). Therefore, many countries pay particular attention to the
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development of creative industries in the main cities in their countries. This particular
attention was given because of the awareness that the determinants of economic
growth in the future will be characterised by the knowledge-based economy. The
knowledge-based economy is an economy that the central factor of economic growth
determined by people who deploy and use new technology (Melnikas, 2010). In
Indonesia, one of the cities that meet this definition is Bandung City. This circumstance is
reinforced by UNESCO recognition that Bandung is one of 47 cities in the world that
joined into the creative cities network (UNESCO Press, 2015).

One of the products of creative industries in Bandung is batik fractal. Currently, batik
fractal developed by communities in Dago Pojok area in Bandung. This community has a
goal to create public engagement especially for those who lived in densely populated area
by using technology to produce creative products (Margried, 2015). The development of
batik fractal up into its condition today begins from the emergence of creative ideas from
creative class in the city of Bandung. Their appearance can not be separated from the
many universities in this city as well as a variety of other supporting factors.

By studying the roadmap that has been undertaken by the batik fractal, many young
talented people and governments in developing countries can share their role in realising
the creative economy which gives a lot of value added to the community. This happens
because of two reasons. Firstly, a lot of creative industries in developing countries
emerge spontaneously, so there is not enough time for them to plan their development,
right from the beginning. Secondly, because of the scale of their business are mostly
micro and small, so it takes the role of government to become an enabler party which
supports them through regulations and infrastructures.

2 Literature review

Creative idea is the imagination phase of creativity process which in turn can change new
ideas into reality. Creative product is the fruit of the creative industry which its products
contains symbolic cultural values (Simatupang et al., 2008). Currently, the creative
industries have become the leading sectors of intellectual property based in various
countries. Based on the study conducted by Holden (Carr, 2009), an understanding of the
creative industries oriented toward two things, i.e., the creative capacity of individuals
and categorisation of the types of creative industries. Thus, as stated by Lazzeretti et al.
(2009) creative industries enabling creative ideas that emerged from individuals,
processing to be a creative product.

According to Florida (2003), the growth of creative industries supported by 3T, i.e.,
talent, technology and tolerance. Talent is the existence of people who produce
innovative products. Technology is a supporting infrastructure in creative product
development, and tolerance obtained through an environment that supports all forms of
creativity.

Each product, including the creative industry products, has its product lifecycle. Some
experts divide the PLC into four phases: introduction, growth stage, maturity stage and
the stage of declining. Gecevska et al. (2010) states that PLCs management is required so
that the products offered can be accepted by the consumer. Because this study aimed to
dig up information about the product development roadmap which has been passed by
batik fractal then it is a likely deepening of one or several parts of the PLC.
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Creative class is a group of people who create new and fresh ideas. Including in this
group are scientists, engineers, professors, lecturers, poets and architects, as well as
people who work in the field of design, education, art, music, and entertainment. They
aim to create new ideas, new technologies, or creative content (Lazzeretti et al., 2009).
Creativity can lead to the creation of new ideas not only for the people who are highly
educated lived in urban areas but in the whole society in any area that has a
skill/particular abilities and has a lateral and innovative mindset. Concerning space, many
creative cities have grown by emphasising the contribution of the creative industries to
economic growth and development of the city through cultural and artistic aspects. In his
criticised concept of creative class, Pratt (2008) stated that the creative city is an
attractive city, and, therefore, is inhabited by, creative class that works with hi-tech.
According to Florida, 3T is what causes the formation of creativity or creative city. This
study, with a view of the order of occurrence, considers that the presence of the creative
class who form a creative city. The argument is, Bandung recently gained recognition as
a creative city after long known as a place of stay of the creative class

Anderson (2015) reviewing entrepreneurship as something relates to the process of
change, value creation, and simultaneously also changing and creating individual. Having
creative ideas to grow within the creative industries, there is a need for an entrepreneurial
spirit and the ability to bring change to the next stage of product development.

There have been many instruments of government policies to support the creative
industries, but the impact of its implementation on the creative industries varied. The
types of policies are the existence of a public space, infrastructure and patents
(Simatupang et al., 2008). Similarly, Sasongko and Anantadjaya (2014) expect
government’s commitment to push the development of the creative industry. As an
example, policies that have been conducted by the Government of Bandung City in
supporting the development of creative industries are: festival of creative industries,
capital support to the SMEs in the creative industries, public areas and the presence of
open spaces, media socialisation, scholarships, places and infrastructure.

Figure 1 Supporting factors of creative ideas
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Proposition of this study stated that the colleges, as well as support from the government,
promotes the existence of the creative class. This circumstance led to support creative
ideas towards the establishment of creative industries located in the creative city.
Additionally, entrepreneurship plays a significant role when the creative product makers
began to introduce their products to the public. The combination of these factors allows
the creation of the creative product in every stage of its development.

3 Research method

Key informants in this study were three founders of batik fractal. In-depth interviews
were conducted on them separately to explore their experiences in managing batik fractal.
Framework set up to examine the information are:

e The actors (people involved): The three founders and those who interact with them.
e Time (sequencing that takes place over time): When an event occurred.
e Place: Where the event occurred.

e Actions (things that people do): What has been done by participants and those who
interact with them.

The following research design was established to structure the research steps.

Figure 2 Research design
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After having depth interviews with the founders of batik fractal and preliminary study of
literature took place then the research continued to structuring the initial findings. This
step was important since the information gathered need to be combined and arranged in
order of its occurrence.

4 Result and discussion

The composition of the information obtained from the founders and literature reviews
have indicated that there were stages of development of batik fractal. These stages were
not the same as what was stated in theory PLC. There were two stages that passed before
the stage of product introduction. The stages were early ideas and product research
stages. Furthermore, the triangulation carried out on the information obtained in each
stage. There was, at least, two major triangulation conducted at each stage. The
triangulation was in the form of the people involved, where the event occurred, things
that people did, and sequencing that takes place over time. Triangulation that carried out
can be seen in Figure 3.

Figure 3 Triangulation at each stage of product development
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4.1 Factors supporting transformation of creative ideas

The characteristics of a city affect the existence of the creative industries because the city
is a combination of creative talents and infrastructure (Turok, 2003). Like many other
creative cities, Bandung City has many universities that produce graduates from various
disciplines. This formal school graduates have the technical ability and creativity. In fact,
the creative industries tend to congregate in urban and shape variations of the profession
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(Maskell and Lorenzen, 2004). On the other side, the graduates of these universities still
have the challenge to develop skills in the form of soft skills, namely in the form of the
ability to communicate, collaborate in teamwork and awareness to combine the skills and
knowledge (Carr, 2009). Creative industry does usually grow in clusters for several
reasons, namely:

1 historical factors and culture

2 agglomeration

3 related variety

4 the concentration of human capital

5  the creative class (Lazzeretti et al., 2009).

Creative ideas on batik fractal started by three founders Nancy, Lukman and Yun. They
are part of the creative class of Bandung which come from different disciplines namely
Science Communication, Architecture and Mathematics. Like many other creative ideas
initiators, they often meet in public areas in Bandung City, which are the infrastructure of
the establishment of creative industries. They have the awareness to combine their skills
and knowledge to continue the creative idea to the next stage.

At the next stage, they use the technology (embodied in software development
JBatik) and presenting its concept in an international seminar. Continuing to another
factor which is the tolerance, the tolerance between all three as well as with other
communities is very wide. The tolerance appears in the form of openness to talent,
creativity and knowledge of a person or group of people.

Creative class, creative industries and creative city are factors that have not been
adequate to bring creative ideas, which have been combined with technology, to get into
the next phase of making the creative product. From the point of view of individual,
creative ideas that have been combined with technology does not automatically
transformed into products and accepted by society. It still needs the entrepreneurship to
combine those factors in producing creative products (Audretsch and Keilbach, 2007).
Entrepreneurship is a significant factor that must be possessed by entrepreneurs as they
start their business because of the opportunities, or driven by, necessity, or a combination
of both (Verheul et al., 2010).

When the founders at the stage of introduction of their products, they must had a
driving factor, namely entrepreneurship. They found there was an opportunity to combine
art, culture, creative ideas and technologies into a creative product that will be accepted
by society. In addition to the opportunity, the motivation of the founders was also driven
by necessity. They’ve invested their time and competence to conduct the research and
introduced their ideas to the academic community. So, it was time to move forward.

The development of creative industries in the creative city that occurred in Indonesia
is not only supported by academician but also by the community (Fahmi, 2014). The
existence of a community in the form of creative industries not only supported by the
strength of individuals but also the utilisation of government support that took place in
Bandung (Simatupang et al., 2008). Thus, the creation of added value may become larger
and reach the wider community (Margried, 2015).

At a further stage, the existence of batik fractal not only belongs to its founders but
also involve the community. Batik Fractal Community is now a program created to
generate public participation in the implementation of technology. The purpose of the
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existence of batik fractal becomes more widely into the community empowerment.
Besides, the batik fractal was also successfully bridged the younger generation and the
older generation to be in a creative activity that gives economic benefits to them.

5 Conclusions

Internal factors owned by the founders and other external factors support the success of
batik fractal. From research conducted apparently at every stage of development that has
been passed by the batik fractal, it appears that there was always a contributing factor that
supports its success.

At early ideas stage, the presence of higher education institution becomes an
important factor the emergence of the creative class, which bring creative ideas to evolve
into innovative products. Moreover, the existence of public open space also supports the
exchange of creative ideas of talented young people.

At product research stage, the technology, talent, tolerance (3T) determinants started
by Florida joined to form the initial models of batik fractal. The making of JBatik
software as well as the founders’ participation in the seminar to introduce creative ideas
is a proof of concept implementation of 3T.

At introduction stage, networking becomes the most important element in introducing
creative industry products to the public. Also, the entrepreneurial spirit is also necessary
to unite all the factors of production and manage the risks of potential failures that may
occur. Besides, support from the government is also needed, especially in introducing
product and brand of creative product to the market.

At growth stage, the production process is no longer carried out individually but by
the empowerment of the community. Through this collaboration not only the community
becomes more empowered and earn income but also, there is a strengthening the creative
products brand.

If the government in developing countries build the infrastructures, such as
facilitating the initiation of creative industries formed by talented young people, then
there will be many opportunities for them to transform creative ideas into creative
products. Finally, the society and the economy will receive the benefits of this creative
product development.
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