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Abstract

Recent development has witnessed a significant contribution of creative econo-
mies to economic growth worldwide. This article intends to map the position of Indone-
sia’s creative industry, not only in the Association of South East Asian Nations (ASEAN)
market, but also in the wider global trading system. Findings show that in some ASEAN
countries, the creative industries sector has been able to play an important role in
economic development and contribute greatly to GDP. This has posed a great challenge
for Indonesia’s creative industry to compete in an increasingly competitive regional
market. Further finding demonstrate that the Indonesian government has been imple-
menting policies to endorse creative economy. These include supporting the Small and
Medium Enterprises (SMEs) as significant actors in this industry and also implement-
ing policies to increase product value through innovation, as well as endorsing the
establishment of creative communities at the regional level. In addition, enhancing
the relations among government, private sector, and academia is seen as crucial in
strengthening Indonesia’s creative industry sector.
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A. INTRODUCTION

The era of economic development
has experienced a very rapid shift in re-

knowledge in fact have a competitive ad-
vantage that can spur the growth of the
global economy, an idea that is now re-

cent decades. Business people and trad-
ers are no longer just focused on agricul-
ture and trade in manufactured goods
and services. In the current trading sys-
tem we can see a new way of thinking;
ideas and creativity are now regarded
as commodities that can deliver sig-
nificant economic value. Creativity and
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ferred to as the Creative Economy.

The term “creative economy” ap-
peared in 2001 in John Howkins’ book
“The Creative Economy: How People
Make Money from Ideas.” This book is
about the relationship between creativ-
ity and economics. In this publication,
Howkins states that creativity is not new
and neither is economics, but what is
new is the nature and the extent of the
relationship between them and how they
combine to create extraordinary value
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and wealth. Howkins’ use of the term
“creative economy” is broad, covering fif-
teen creative industries extending from
arts to the wider fields of science and
technology. According to his estimates, in
the year 2000, the creative economy was
worth $2.2 trillion worldwide, and it was
growing at 5 per cent annually. Howkins
explains there are two kinds of creativ-
ity: the kind that relates to people’s ful-
fillment as individuals and the kind that
generates a product. The first one is a
universal characteristic of humanity and
is found in all societies and cultures. The
second is stronger in industrial societ-
ies, which put a higher value on novelty,
on science and technological innova-
tion, and on intellectual property rights
(IPRs) (UNTAD, 2008, p. 15).

Creative economy is basically de-
fined as a concept that emphasizes the
creative potential that drives the econ-
omy and development. The concept of
the creative economy itself is not only
limited to the economic sector but also
involve social and cultural aspects which
are supported by advances in technolo-
gy and the development of tourism. Cre-
ative economic development in a coun-
try is_expected to stimulate economic
growth by increasing revenue, creating
jobs, and promoting cultural diversity
and human development.

B. THE CREATIVE INDUSTRIES

The essences of the creative econo-
my are the creative industries. Creative
industries are the cycles of creation,
production and distribution of goods
and services that use creativity and in-
tellectual capital as primary inputs. The
creative industries have become a new
dynamic sector in world trade.

The term creative industries is ap-
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plied to a much wider productive set,
including goods and services produced
by the cultural industries and those that
depend on innovation, including many
types of research and software develop-
ment. The phrase began to enter policy-
making, such as the national cultural
policy of Australia in the early 1990s, fol-
lowed by the transition made by the in-
fluential Department for Culture, Media
and Sport of the United Kingdom from
cultural to creative industries at the end
of the decade. This usage also stemmed
from the linking of creativity to urban
economic development and city plan-
ning. (UNDP/UNESCO, 2013, p. 20).

A broad interpretation of creativity
also underlies Richard Florida’s descrip-
tions of the emerging “Creative Class” in
society. The super-creative core of this
new class includes scientists and engi-
neers, university professors, poets and
novelists, artists, entertainers, actors,
designers, and architects, as well as the
thought leadership of modern society:
nonfiction writers, editors, cultural fig-
ures, think-tank researchers, analysts,
and other opiniocn-makers. Members of
this super-creative core, produce new
forms or designs that are readily trans-
ferable and broadly useful. Beyond this
core group, the Creative Class also in-
cludes creative professionals who work
in a wide range of knowledge-intensive
industries such as high-tech sectors, fi-
nancial services, the legal and health-
care professions, and business manage-
ment. These people engage in creative
problem-solving, drawing on complex
bodies of knowledge in seeking innova-
tive solutions. According to Florida's es-
timates, the Creative Class now includes
some 38.3 million Americans, roughly
30 percent of the entire U.S. workforce,
up from just 10 percent at the turn of the
twentieth century, and less than 20 per-
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cent as recently as 1980 (Florida, 2005,
pp. 34-35).

From most of the creative indus-
tries, Mapping studies have found that
creative industries contribute majorly to
a country’s economy. The economic im-
pact generated by some countries can be
seen in the table below.

Table 1.

seen from the increase in the volume of
regional markets, the traffic of goods, t
More advance technology and services ,
protection from the possibility of unfa-
vorable fluctuations of the international
market and increased investment. If the
developing countries of ASEAN take
these chances seriously, they will be

Economic Impact of Creative Industries in Some Countries

Source: Indonesian Studies of Creative Industries 2007

Inggris Cls 1997-98 | £112,5 <5% 16% / >6% (1997- 1,3 m (4,6%)
miliar 1998)

Inggris Cls 2000-01 | £766,5 7,90% | 9% /2,8% (1997- 1,95m
miliar 2011)

London Cis 2000 £21 - 11,4% (1995-2000) 546.000
miliar

Selandia Cls 2000-01 | NZS 3,10% | - 49.091 (3,6%)

Baru 3,526
juta

Amerika CRs 2001 uss 7,75% | 7% [ 3,2% (1997- 8 m (5,9%)

Serikat 791,2 2001)
miliar

Australia CRs 1999- AUS 19,2 | 3,30% 5,7% / 4,85 (1995- 345.000

2000 miliar 2000) (3,8%)

Taiwan CClis 2000 TWS 702 | 5,90% | 10,1% (1998-2000) | 337.456

miliar (3,56%)

VC. ASEAN ECONOMIC COMMUNITY
AND ASEAN CREATIVE CITIES

The ASEAN has become one of the
regions with significant economic de-
velopment. The ASEAN has created in-
tensified trade flows that will directly
impact on the economic growth of the
member countries and regions. It can be
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greatly assisted by the market protec-
tion and economic stimulation.. How-
ever, one obsticle that the ASEAN faces
is when one country in the region domi-
nates whilst others are unable to keep
up with the fast growing trade flows.
To that end, each country in the ASEAN
needs to be prepared to face an increas-
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ingly competitive market.

To achieve the ASEAN Vision 2020,
the ASEAN Heads of States adopted the
Declaration of the ASEAN Concord II
(Bali Concord II) in 2003, which estab-
lishes an ASEAN Community by 2020.
The ASEAN Community consists of three
pillars, namely the ASEAN Political-Secu-
rity Community (APSC), the ASEAN Eco-
nomic Community (AEC) and the ASEAN
Socio-Cultural Community (ASCC). Con-
scious that the strengthening of the
ASEAN integration through accelerated
establishment of an ASEAN Community
will reinforce the ASEAN’s centrality
and role as the driving force in charting
the evolving regional architecture, the
ASEAN Leaders at the 12th ASEAN Sum-
mit in the Philippines decided to acceler-
ate the establishment of an ASEAN Com-
munity by 2015.

As one of the pillars of the ASEAN
Community, AEC became the most cru-
cial sector as it will create opportunities
and greater competition. The AEC will
establish the ASEAN as a single mar-
ket and production base making the
ASEAN more dynamic and competitive
with new mechanisms and measures to
strengthen the implementation of its ex-
isting economic initiatives; accelerating
regional integration in the priority sec-
tors; facilitating movement of business
persons, skilled labour and talents; and
strengthening the institutional mecha-
nisms of the ASEAN. In establishing the
AEC, the ASEAN shall act in accordance
with the principles of an open, outward-
looking, inclusive, and market-driven
economy consistent with multilateral
rules as well as adherence to a rules-
based systems for effective compliance
and implementation of economic com-
mitments. (ASEAN, 2009, p. 21).
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The emergence of the creative econ-
omy on a global scale must have pushed
the ASEAN countries to adopt that con-
cept. Especially in the face of the AEC,
ASEAN countries must prepare the cre-
ative industries sector as an economic
buffer. By looking at the success in sev-
eral European countries and the United
States, the creative industries are rap-
idly absorbed and implemented in the
economic development strategy of the
ASEAN.

As one of the ASEAN members, the
Thai government has promoted the con-
cept of the “Creative Economy” as criti-
cal to Thailand’s development. This is
evident in the draft of the 11th National
Development Plan and in the nine gov-
ernment programs for developing cre-
ative industries that are inciuded in the
second stimulus package (Thai Kem
Kang: Strong Thai). The objective of the
goverment’s focus on the creative econ-
omy is to establish Thailand as the cre-
ative industrial hub of the ASEAN and to
increase the share of GDP contributed by
creativity from 12% to 20% by the end
of 2012. Promoting creative industries
and supporting a more creative economy
are seen as the keys to Thailand’s efforts
to move beyond low and middle-level
manufacturing and agriculture towards
higher-value-added activities (Kenan In-
stitute Asia and Fiscal Policy Institute,
2009, p. 1).

In line with the creative economic
growth of Thailand, the current value
of the creative cluster in Singapore has
been estimated to be between 2.8% to
3.2% of Gross Domestic Product (GDP).
This is lower than that experienced by
the US (7.8%), the UK (5%) and Austra-
lia (3.3%). In all the surveyed countries,
the creative cluster is growing at a high-
er rate than that of the overall economy.

journal of World Trade Studies



Notably, the US and the UK growth rates
have accelerated to 3 - 5 times that of
the overall economy in recent years. In
Singapore, the creative cluster employs
some 72,000 employees in 8,000 es-
tablishments. The value-added of the
total copyright industries expanded
significantly from $0.8 billion in 1986
to $4.8 billion in 2000, representing a
compound annual growth rate (CAGR)
of 13.4%, as compared to the overall
economy’s CAGR of 10.6% over the same
period. As a result, the economic impor-
tance of the copyright industries relative
to the whole economy improved from
2.0% of GDP in 1986 to 2.8% in 2000.
Employment in the copyright indus-
tries also grew at a faster rate than that
of the overall economy. Total copyright
employment rose from 30,700 in 1986
to 72,200 in 2000, registering a CAGR of
6.3% vis-a-vis 3.8% for the overall econ-
omy. (ERC Services Subcommittee, 2002,

pp. iii-iv).

D. CREATIVE INDUSTRIES IN
INDONESIA DEVELOPMENT
AGENDA

Development is defined as the
achievement of economic growth that
will improve the standard of living.
Development should be directed to
the development of human resources.
In this sense, development can be de-
fined as a process that aims to develop
options that can be performed by hu-
mans. This is based on the assumption
that improving the quality of human re-
sources will be followed by the opening
of various options and opportunities to
generate creativity and innovation.

By looking at the urgency, the In-
donesian government launched a cre-
ative industries sector as a priority in
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the development of the national econ-
omy. This is indicated by entering the
creative industries as a sector under
state ministries, namely the Ministry
of Tourism and Creative Industries,
established on October 19, 2011. The
government saw that there was a sig-
nificant correlation and mutual sup-
port between tourism and the creative
industries. In tourism, the creative in-
dustries is the main motor of tourism.
The more specific and creative prod-
ucts offered by a tourism destination
area, the more travelers are interested
in visiting the area. A growing number
of tourist visits will encourage greater
economic benefits so that the creative
industries will evolve.

In Indonesia’s Creative Economy
development strategies drawn up by the
Ministry of Trade, Indonesia’s creative
industry classification has been mapped
into 14 sub-sectors. Base study of Indo-
nesia’s creative industry classification
refers to the creative industries mapping
study conducted by the UK DCMS, which
is tailored to the Indonesian Standard
Industrial Classification (ISIC) in 2005.
The 14 sub-sectors are: advertising, ar-
chitecture, market and art, craft, design,
fashion, film, video and photography, in-
teractive games, music, performing arts,
publishing and printing, computer ser-
vices and software, television and radio,
research and development (Dep. Perda-
gangan RI, 2009, p. 11).

Currently, Indonesia’s creative in-
dustries sector has been able to con-
tribute significantly to the national GDP.
Average contribution of creative indus-
tries to GDP in the period 2002-2006
amounted to 104.637 billion dollars or
6.28% from the total GDP. The average
amount of labor absorbed by the cre-
ative industries in the period 2002-2006
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is relatively large, reaching 5.4 million
workers, or by 5.79% of the total work-
force in Indonesia; whilst in 2006, Cre-
ative Industries absorbed 4.9 million
workers and become the fifth largest
labor sector. In terms of exports, the cre-
ative industries sector is the fourth larg-
est contributor to the value of exports in
2006 amounting to 81.43 trillion rupiah
(Dep. Perdagangan RI, 2008, pp. 23-29).
By looking at the magnitude of the im-
pact of the creative industries to GDP, it
is certainly important for Indonesia to
promote development in this sector.

Behind the positive growth of the
creative industry, the government real-
ized that the biggest threat to the local
industry today is the invasion of simi-
lar products coming from abroad. The
opening of the ASEAN single market in
2015 will provide a huge challenge for
the creative industries. Competition is
no longer with the local entrepreneurs,
but with foreign entrepreneurs who may
be more competitive.

Developments and economic dy-
namics in Southeast Asia prompted In-
donesia to continue to make economic
improvements. For that reason, the
government launched the Master Plan
for the Acceleration and Expansion of
Indonesian Economic Development
(MP3EI). By utilizing the MP3E], Indone-
sia aims to earn its place as one of the
world’s devéloped countries by 2025
with expected per capita income of USD
$14,250-$15,500 and total gross domes-
tic product of USD $4.0-$4.5 trillion. To
achieve these objectives, real economic
growth of 6.4 to 7.5 percent is expected
for the period of 2011-2014. This eco-
nomic growth is expected to coincide
with a decrease in the rate of inflation
from 6.5 percent in 2011-2014 to 3.0
percent in 2025 (Masterplan for Accel-

72

eration and Expansion of Indonesia’s
Economic Development]. An important
part of the MP3EI is the development of
economic corridors in Indonesia based
on the potential and advantages inher-
ent to each region throughout the coun-
try. Six economic corridors have been
identified: Sumatera, Java, Kalimantan,
Sulawesi, Bali-Nusa Tenggara, Papua-
Moluccas. The focus of development is
divided into eight main programs: agri-
culture, mining, energy, industrial, ma-
rine, tourism, telecommunication, and
the development of strategic areas.

Creative industry itself is one of the
priority sectors under the MP3El by
looking at the growth of the creative in-
dustry and its contribution to GDP. Inno-
vation, an increase in value added, and
the empowerment of SMEs become the
main focus under the MP3EIL Through
the MP3EI, the government seeks to en-
courage innovation in production, pro-
cessing, and marketing to strengthen
the sustainable global competitiveness
towards innovation-driven economy.

Productivity, innovation, and cre-
ativity driven by science and technol-
ogy are important pillars of the MP3EL
Increased productivity and competitive
advantage will be achieved in line with
efforts to strengthen human resource
capacity-based innovations and cre-
ations. Therefore, the government put
the creative industries (based culture
and digital content} as one of four ele-
ments in Wahana Percepatan Pertum-
buhan Ekonomi. One vision of 2025 in-
novation 2025 is to increase exports of
creative industry products doubled (Ke-
menterian Koordinator Bidang Pereko-
nomian, 2011). The MP3EI is expected
to be a catalyst for the Indonesian econ-
omy not only in the face of the AEC but
wider global trade.
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E. UPGRADING AND INOVATING TO
FACE AEC

There are several things that must
be considered in preparing the Indone-
sian creative industry facing the AEC. Up-
- grading and product innovation becomes
a determinant element that must be ap-
plied by the entrepreneurs with the full
involvement of governments, the private
sector and academia. Not only in product
innovation, entrepreneurs must also be
able to prepare for media promotion and
marketing as well as building a network.

1. Small and Medium Enterprises
(SMEs) as the Central Actor

The global network has accelerated
the exchange of ideas between people.
The era of globalization has created op-
portunities and challenges for employ-
ers. This is due to tighter international
trade causing higher competitiveness. In
addition the product life cycle is shorter
in following the market trends so that
the entrepeneurs must have a more vast
innovation capability in creating their
own market As in creating creative prod-
ucts, the main actor in creating creative
products in Indonesia are the SMEs.

But unfortunately the SME sector
currently lacks the ability to meet the
prerequisites to enter the global market.
A large company or corporation is able
to effectively participate in the global
economy, due to the availability of capi-
tal supported companies, mastery of
advanced technology and information
systems, managerial systems are effec-
tive and efficient, as well as mastery of
the resources (natural and human). This
is different to SMEs since SMEs have
weaker supports comparing to what
large companies or corporations have.
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SMEs face problems ranging from lack
of capital, mastery of technology and
information, skilled labor and access to
global markets. Even if SMEs can pen-
etrate the global market, its position is
very vulnerable because of the lack of
competitiveness.

This is certainly a serious concern
for both government and business ac-
tors. SMEs are the perpetrators of the
majority of the national economy. The
Central Statistics Agency (BPS) states
that there are 51.3 million units of SMEs
or 99.91% of the businesses in Indone-
sia. That is, any turmoil to SMEs would
greatly disrupt the nation’s economic
pulse. In terms of employment SMEs em-
ploy approximately 90.9 million work-
ers, or 97.1 percent. Moreover, SMEs con-
tribution to GDP has reached Rp2,609. 4
trillion or 55.6% of total national GDP.
Similarly, the value of the investment
involving SMEs is quite significant, Rp
640. 4 trillion or 52.9%. The creation of
foreign exchange had reached Rp183, 8
trillions or 20.2%. These statistics illus-
trate just how strategic SMEs are to the
national economy. (Mengembangkan
UMKM Berbasis Kompetensi).

Ideally SMEs can play a dominant
role in many aspects of the Indonesian
economy; however, in reality SMEs in In-
donesia are generally built by entrepre-
neurs who have limited assets, business
skills and networks, and are not well co-
ordinated.

The government policies are still
sided to the large company profit to
pursue their definiton of growth rate,
rather than sustaining national econo-
my through condusive market and sup-
ports for SMEs. Though, in fact the SMEs
sector can be relied upon to sustain the
national economy, especially in a crisis.
To that end, one of the preparations that
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requires attention is the improvement
of productivity of SMEs with technology
implementation. Other factors that also
need to be developed in order to face
the market competition is the establish-
ment of business networks through in-
formation and communication mastery.
Both of these aspects can be developed
by SMEs when they are in optimal condi-
tions, in the sense that the internal con-
ditions have been quite strong and quite
conducive to the SME environment. In-
ternal capabilities of SMEs are possible
if the group has the power of capital and
human resources. While the external as-
pects include the presence of an appro-
priate economic and political environ-
ment. However, the majority of existing
SMEs are in an unstable condition both
internally and externally and thus still
require government incentives and oth-
er financial institutions and individual’s
support. By looking at several variables
of SME’s development, it is important to
develop strategies in order to build the
capacity of SMEs.

2. Adding Product Value

Value-added process becomes an
important factor in the creative indus-
tries. Various forms of creativity and in-
novation is expected to increase the val-
ue-added products and multiply profits.
Increased value in trade commodities is
also an indicator of the success or failure
of a country to take advantage of market
openness.

Upgrading is a step to increase the
value-added of the products. Several
upgrading processes are required, es-
pecially in the creative industries sector,
these include:

a. Productupgrading

Product upgrading is conducted in
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terms of design variations, varia-
tions in raw materials, providing
branding, and quality improvement.
Product upgrading is only complet-
ed by highly creative craftsmen.

b. Process upgrading

Process upgrading is focused on
coaching employees. Upgrading can
be performed by division of labor
and by employing good manage-
rial skills. The division of labor re-
sults in more efficient use of time as
each individual becomes an expert
in their respective fields and thus
also results in increased production
rates. The process upgrading can
also be achieved by updating tech-
nology.

c. Functional upgrading

Functional upgrading is the devel-
opment of the function, for example,
employers who used to work just as
craftsmen, do fuctional upgrading
by developing craft skills into de-
saigner.

d. Chain or Inter-Sectoral upgrading

Inter-sectorial upgrading can be
achieved by varying the product.
This is completed by expanding the
marketing reach without reducing
the quality and quantity of produc-
tion of the main product.

3. City Branding

City branding is an attempt to pro-
mote a better city for business and tour-
ism activities using creative means. Good
branding will enable a city, big or small,
to compete for business; this can be
achieved by simple slogans,such as “XYZ
the Education City” of “ABC the Tourism
Town”.
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The more open the communication
system the better the city branding op-
portunities. Through a communication
network, publication and branding of
the city is becoming increasingly easy
and is able to reach out to the wider re-
gion. Advertising in a variety of print and

electronic media means that cities are

- able to reach out to domestic and inter-
national spheres. In effect, the openness
of access to information has become a
liaison between the city and its promo-
tion target.

As we know, branding is a method
of marketing where the brand presence
will increase the added value, as well as
city branding. City branding is a good
opportunity for the city to attract invest-
ment and promote the tourism sector.
City branding completed periodically
promotes sustainable development. By
looking at the experience of several cit-
ies around the world, city branding con-
tributes greatly to the economic devel-
opment of the city.

As one means of attracting invest-
ment, city branding became a determi-
nant element. However, the investment
itself will basically glance at the cities
that have a positive business climate,
such as the quality of human resources
and adequate infrastructure. In addition,
in terms of investment, city branding is
also very influential in the city’s tourism
sector. City branding can be one means to
open up the city to promote its tourism
sector. In Indonesia, natural beauty and
cultural diversity became its own poten-
tial to create a city branding. Each city
can develop the tourism potential and
create specifications of tourism product,
such as handicrafts and performing arts.
This course will provide a special attrac-
tion for tourists.

Until now there have been several

Volume IV, Number 1, November 2013

cities in Indonesia which have applied
the city branding technique. For exam-
ple, the city of Yogyakarta is known as
“Yogyakarta, Never Ending Asia” and
Bandung is often referred to as “Paris
Van Java” Creation of city branding is
certainly not out of the element of cre-
ativity and innovation of the city’s peo-
ple. But unfortunately, this method has
not been widely applied throughout
Indonesia. There are many areas in the
archipelago that have resources that are
not fully utilized and not enough atten-
tion has been paid to them.

The role of the government and
community development is two-fold:
(1) to build the city and (2) to create the
city branding. Every city should identify
and map its potential to then establish
a long-term strategy. Seeing the rapid
competition, it is time cities in Indonesia
take a larger portion of global trade.

4. Establishing The Creative
Community

The creative community has a major
role in the development of the creative
economy in Indonesia for the following
reasons (Dep. Perdagangan RI, 2009, p.
47):

a. Creative community is central to the
development of creative potential.
In the creative community, creative
potential is sharpened to empower
the society.

b. Venue for informal creative educa-
tion is provided. Informal forums
and voluntary-community discus-
sion makes the process of learning
and sharing less stiff and unpleas-
ant. Creative education is consid-
ered more appropriate through in-
formal means.
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c. Forming a creative cluster. The de-
velopment of creative economy and
the emergence of creative commu-
nity have nurtured creative clusters
in Indonesia. Creative clusters be-
come the motor force of the creative
economy.

d. Forming a creative culture. Culture
is formed when there is a group of
people who have the same goals
and the same form of behavior that
is reflected in everyday life. In a cre-
ative community, each member of
the community volunteers to form a
separate culture, creative culture.

e. Forming a creative network which
becames the creativity exchange
between actors. Creative networks
will be more easily formed when
every member of the creative com-
munity is in touch with each other,
sharing, and committed to develop-
ing the creative economy together.

Creative communities has emerged
not only as city based, but also as indus-
trial cluster-based. Creative community
has existed in several cities in Indonesia,
for example Bandung Creative City Fo-
rum (BCCF) and the Bali Creative Com-
munity.

BCCF is an official organization of
the creative economy that accommo-
dates people of Bandung. The existence
of BCCF greatly promotes the develop-
ment of creative industries in the city.
Various activities have been carried out
by the BCCF including the Helar Festi-
val performances featuring a variety of
creative potentials from Bandung and
CEN (Creative Entrepreneur Network)
who participated in seminars, training,
and business clinics for creative indus-
tries (BCCF 2012). BCCF also regularly
publishes a magazine called Magz Band-
ung which contains news and articles
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relating to Bandung's creative indus-
tries. The magazine has been published
twice since 2012 and contains creative
community activities in various places
in Bandung. In addition, the BCCF itself
has held workshops which are designed
to bring about new creative ideas in all
fields, such as culinary, transport, spatial
planning, and so on.

There is also the Bali Creative Com-
munity. It is a group of creative people
who are concerned about the devel-
opment of the creative industries as a
driver of the creative economy of Bali.
The creative community was also estab-
lished to support the Creative Indonesia
Year 2009, a program launched by the
government. This program is part of the
government’s strategic plan in develop-
ing the creative industries in 2009 and
2010.

Creative community was estab-
lished as a social community that is ex-
pected to be a forum for the creation of
a creative culture, the emergence of new
creative talent, encouraging innovation
and the growth of an entrepreneurial
spirit. The spirit of entrepreneurship
in the creative world needs to be devel-
oped so that the perpetrators are able
to have independent leadership and ex-
tensive business insight to get ready to
face global competition. This non-profit
oriented forum is expected to provide a
positive impact to the development of
creative industries in Indonesia.

5. The Triple Helix Communication
Forum

Creative industries built by the rela-
tionship between intellectuals, business
and government are called “The Triple
Helix’ system. In this system, these ele-
ments are the main actors ini driving
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the birth of creativity, ideas, science and
technology that are becoming vital fac-
tors for the growth of the creative in-
dustries (Arfani, 2012, pp. 143-145).
Although these three actors have differ-
ent roles and functions, they go hand in

hand. It is government’s duty to provide
~ facilities and protection to businesses
- and creative economy whilst business-
men are tasked to run an economy based
on policies and facilities provided by the
government. Moreover academics pro-
vide theoretical input for the govern-
ment and businesses.

In order to create synergy between
all three roles, there should be regular
forums, both formal and informal as a
communication space for businesses,
government and academia at the local
level. This strategic forum should at least
be used as a platform for inter-actors to
get to know one another in order to cre-
ate a positive business climate. In addi-
tion, this sustainable forum is expected
to be a means to discuss issues faced by
business, government and academia in
developing the creative industries.

6. Intelectual Property Rights

Along with the growing awareness
of most people, there has been a shift in
perception which lays intengible value
assets, such as innovative work, infor-
mation, science, engineering prowess,
equal to the value of tangible assets
i.e. labor, capital and land. Intellectual
property rights on the other hand is an
intangible asset. The urgency of intellec-
tual property rights is to provide special
rights for the creators or innovators to
have a legal protection. In outline, the
legal protection of intellectual property
can be grouped into two parts: 1) Copy-
right and Related Rights; 2) Industrial
Property Rights (IPR), including: pat-
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ents, trademarks, industrial designs, lay-
out designs of integrated circuits, trade
secrets, and plant variety protection
(Ditjen HAKI, Dep. Kehakiman dan HAM,
2004).

The main function of granting intel-
lectual property rights is to protect the
work by preventing unfair competition
either locally, regionally or internation-
ally. In practice the system of intellectual
property rights prohibits competitors to
produce the same/similiar goods and/
or services. In addition to providing pro-
tection for industrial products, IPR also
supports and rewards creators, stimu-
lates economic growth and promotes
human resource development. IPR are
recognised as financial assets belonging
to a company. IPR can be sold, licensed,
transferred or used as a means to obtain
capital. More broadly, IPR encourage cre-
ativity; driving entrepreneurs to create
new products. IPR has also become one
way for the media to shape the product
image. While the trade mark will help
the product to have a better image.

The development of the creative in-
dustries would further increase the im-
portance of IPR. Human creativity must
be protected by law in order to maintain
diversity of products and prevent imita-
tions. Unfortunately however, in Indo-
nesia awareness of IPR and other forms
of protection for companies and prod-
ucts is still not prevelant amongst most
entrepreneurs, especially SMEs.

One of the most important forms
of protections for entrepreneurs are
trademarks. Awareness of brand protec-
tion become a concern There are some
cases where big investors ‘stole’ from a
smaller business prospective unregis-
tered brand. There are also cases where
the partner investors just rejecting the
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brand, so the investor can get the value-
added from their brand, for themselves.

These conditions are concerning.
We need to build awareness of the im-
portance of IPR in the business world,
especially in the face of the AEC in 2015.
The government should also provide
clear rules and instruments in the man-
agement of IPR so as not to discourage
entrepreneurs from obtain IPR over
their products.

F. CONCLUSION

In understanding the role of creative
industries in global trade, the mapping
of creative industries position is impor-
tant. As one of the sectors that has not
been very popular and well-supported,
the creative industry has taken an im-
portant role in economic development
and trade. By considering the urgency
of the creative industries sector today, it
is important for each country to prepare
entrepreneurs in the creative industries
sector in order to compete in the global
market.

The design of creative industries de-
velopment strategy has been declared by
the Indonesian government, especially
in the face of the AEC. ASEAN countries
have shown great attention in the cre-
ative industries sector. This prompted
Indonesia to accnounce the creative in-
dustries sector as one of MP3EI agenda.
Pursuant to this agenda the Indonesian
government placed the creative indus-
tries sector as a determinant of econom-
ic development, evidenced by its grow-
ing contribution to GDP .

The concept of the development of
the creative industries sector requires
strategic measures which are well tar-
geted. As this sector is based on creativ-
ity and human knowledge, clearly the
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government should empower the SMEs
as the major driver of the creative in-
dustries. The increase in value-added
products should be considered by every
SMEs in the creative industries sector.
SMEs should be aware that trade com-
petition is rappidly taking place and the
life cycle of goods have become shorter.
It required innovation and creativity in
providing products to follow the pattern
of world trade. In many cases SMEs also
tend to ignore the importance of Intel-
lectual Property Rights so they need to
obtain assistance from government and
academia. In addition, full support of
all related elements {government and
private sector) should be synergized to
establish a communication forum and
creative entrepreneur communities. The
higher the intensity of communication,
it is expected the exchange of ideas and
experience can be maximized.

REFERENCES

UNDP/UNESCO. (2013). Creative Econ-
omy Report 2013 Special Edition:
Widening Local Development
Pathways. New York: United Na-
tions.

UNTAD. (2008). Creative Economy Re-
port 2008, The Challenge of Assess-
ing the Creative Economy: toward
Informed Policy-making. Geneva:
United Nations.

ASEAN. (2009). Roadmap for an ASEAN
Community 2009-2015 : One Vi-
sion, One Identity, One Community.
Jakarta: ASEAN.

Arfani, R. N. (2012). Kota dan Globalisasi:
Menuju Yogyakarta Kreatif. Yog-
yakarta: Institute of International
Studies UGM.

journal of World Trade Studies



Blogdetik.  (n.d.). Mengembangkan
UMKM Berbasis Kompetensi. Re-

‘trieved 17 #wmn  2013-March

from http://piumkm.blogdetik.

com/2010/04/22/mengem-
bangkan-umkm-berbasis-kompe-
tensi/

ERC Services Subcommittee. (2002).
Creative Industries Development
STrategy : Propelling Singapore’s
Creative Economy.

Dep. Perdagangan RI. (2008). Pengem-

, bangan Ekonomi Kreatif Indone-
sia 2025 : Rencana Pengembangan
Ekonomi Kreatif Indonesia 2009-
2015. Jakarta: Kelompok Kerja In-
donesia Design Power - Departe-
men Perdagangan.

Dep. Perdagangan RI. (2009). Studi In-
dustri Kreatif Indonesia 2009. ]a-
karta: Dep. Perdagangan RI.

Ditjen HAKI, Dep. Kehakiman dan HAM.
(2004). Membangun Usaha Kecil-
Menengah Berbasis Pemberday-
aan Sistem Hak Kekayaan Intelek-
tual: Kiat Melindungi Aset Usaha.
Jakarta: Ditjen HAKI, Dep. Kehaki-
man dan HAM.

Florida, R. (2005). Cities and The Cre-
ative Class. New York: Routledge.

Kenan Institute Asia and Fiscal Policy
Institute. (2009). Econimic Con-
tributions OF Thailand’s Creative
Industries, Final Report.

Kementerian Koordinator Bidang Per-
ekonomian. (2011). Masterplan
Percepatan Dan Perluasan Pem-
bangunan Ekonomi Indonesia
2011-2025. Jakarta: Kementerian
Koordinator Bidang Perekono-
mian.

Masterplan for Acceleration and Expan-
‘ sion of Indonesia’s Economic Devel-

Volume IV, Number 1, November 2013

opment.(n.d.).Retrieved 2013 finn
28-November from Indonesia-
Investments: http://www.indo-
nesia-investments.com/projects/
government-development-plans/
masterplan-for-acceleration-
and-expansion-of-indonesias-
economic-development-mp3ei/
item306.

79



