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Abstract 

The aim of this research are to compare and study the business process in creative industry sector in 

Bandung area. The creative industry which involve in this research such as fashion industry, culinary, 
exhibition, advertising, application and games developer, craft, product design, photography, television 

and radio. The methodology of research using the qualitative methods by in depth interview approach 

with the owners or branch managers or area managers. The result of this research showed that many 

creative industry in Bandung didn’t have business process well-documented and the implementation of its 
business process different and unique, even in the same industry, it happen because of the managerial 

skill, structure, and culture in organization. 
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1. Introduction
Creative industry have an importance role in Gross Domestic Product Domestic (GDP), according to the national 

bureau of statistics Indonesia in 2015, creative industry contributed 7.38% to the total GDP, which dominating by 

culinary, fashion, and craft sectors (BEKRAF, 2017).  

According to the UNESCO, Bandung has been selected as one of creative city for design category, as a creative city, 

Bandung have several potential that support it such as large numbers of young citizen (BPS, 2017), numbers of 

creative industry which founded here (BEKRAF, 2017), and creative community that have important role to make 

Bandung as a creative city (Fitriyana, 2012). 

Organization need to well-managed to achieve their objective and to make sure the organization is well-managed, 

managerial level need to conduct several rules and monitoring the process in the level of operational and middle of 

the organization. The way to monitor the activities in operational level by seeing the business process that happened 

in organization. Business process represent many activities of individual at the organization (Laudon, 2016), by 
seeing and manage the business process, managerial level can ensure that all process in operational level aligned 

with one another and together creating value to the customer, moreover, the process performance in operational 

level should be traceable back to the strategic goal and objective of organization (Burlton, 2015). 

The aim of this research is to compare the business process in the various type of creative industry in Bandung, by 

compare their business process, we can get the information about the involvement of managerial in their 

organization, the organizational structure, and the uniqueness of creative industry in Bandung. 
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2. Framework  
The approach that we use in this research is focusing the business process in managerial function which is analyze 

about the organizational structure and role of management in organization as represent in figure 1. 

 
Figure 1. Framework of Research (Taken From Burlton, 2015) 

 

By using these framework, we try to find out how the business process can effect to the organizational structure, 

intent & strategy of organization, and the policy and rules that implement in organization. 
 

3. Methodology  
This research conduct with qualitative research by using the semi-structured techniques, we conduct interview to the 

owners of organization to find out the added-value in their business process activities that happened in organization. 

After that we conduct the content analysis and summary analysis. 

The criteria of organization that we propose for this research: 
a. Established at least 3 years; 

b. Have at least 4 employees; 

c. Monthly sales at least more than 5 million. 

Those criteria not have to match 100%, if there 2 of 3 criteria match, the organization can be a sample. 

 

4. Analysis 
4.1. Sample of Creative Industry 
Based on criteria of organization that we observe, here are the sample and their business categories: 

 

Table 1. List of Research Sample 

No Type of Industry Total 

1. Culinary  16 

2. Fashion 10 

3. Craft 6 

4. Advertising 2 

5. Application and Game Developing 2 

6. Product Design 1 

7. Photography 1 

8. Television and Radio 1 

9. Others 5 

Total 44 
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4.2. Creative Industry  
In recent years, the world economy is very unstable, but the development of real sector industries such as 
technology, arts and media has increased significantly. According to Terry Flew (2013) in his book Global Creative 

Industries, the DCMS (Department of Culture, Media, and Sports) UK estimated that these creative industries 

accounted for 5 per cent of the UK economy in 1997, and were one of the fastest-growing economic segments of 

contemporary Britain (DCMS, 1998). This proves that the creative industry is a promising industry and can be 

growing part of the world economy. 

 

4.2.1. Definition and Sector of Creative Industry 
There are so many debate in defining the definition of creative industries, since the creative industries is very 

dynamic and also always in a constant evolution. The broad definition of creative industries that is used in 
UNCTAD 2010 is Creative industries are both knowledge intensive, and labor intensive, especially those with a 

high concentration of creative inputs, as occurs, for example, in theatre or film production. The contribution of the 

creative industries to employment is usually significant; typically, they account for around 2 to 8 per cent of the 

workforce in the economy1”.  

 

As we already know, that creative industry has an important role in Gross Domestic Product (GDP) and this industry 

very rely on human creativity to make a profit. In creative industry, creativity is a fundamental for every aspect in 

business process. Without creativity or new ideas and innovation there are no such a creative industry. Based on 

previous definition, we know that in the creative industry, creativity is absolutely required especially its impact to 

the business process as a whole. Business processes in the creative industry will be very different from other 

industry. In the creative industry, business process relies heavily on the creativity and skills of the human resources. 
So, in creative industry there are so many dynamic process leading towards innovation in business idea, strategic 

plan, business process, marketing and etc., to gaining comparative advantages in 21st century economy.  

 

There are several various sectors in creative industry. We can say that the creative industry sector is extremely 

diverse, ranging from traditional sector like arts, crafts, cultural festivities to more technology based such as 

audiovisual and new media. The UNCTAD classification of creative industries is divided into four broad groups: 

heritage, arts, media and functional creations (UNCTAD, 2010). These groups are in turn divided into nine 

subgroups, as presented in figure 2 

 

 
Figure 2. Creative economy report (UNCTAD, 2010) 
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4.2.2. Creative Industry in Indonesia 
Indonesia is one of the country in the world that has a strong economy. It is characterized by a high Gross Domestic 
Products (GDP). By the year of 2015, the GDP of Indonesia reach 4.79% while global economic growth is only 

2.4% (BEKRAF, 2017). With the economy progress, the government of Indonesia started focusing on real establish 

sector, one of them is creative industry. Indonesian government believes that creative industry can be a strong 

foundation to be a better economy in the future. There are several sub-sectors of creative industry in Indonesia, 

which are (BEKRAF, 2017): 

1. Application and game developing

2. Architecture

3. Interior design

4. Design and Communication Visual

5. Product design

6. Fashion
7. Film, animation, and videography

8. Photography

9. Craft

10. Culinary

11. Music

12. Publishing

13. Advertising

14. Performing Arts
15. Fine Arts

16. Television and Radio

Here are the contribution of creative industry from each province in Indonesia (BEKRAF, 2017): 

Figure 3. Contribution of creative Industry Each Province (BEKRAF, 2017) 

5. Business Process
5.1. Definition
Business process is a set of activities that create value to organization, by implementing the business process

management (BPM), it can helps organization to sustain their competitive advantages (Yuan Hung, 2006). There are

seven rules of business process management that should be addressed (Zairi, 1997: 78): 1) major activities should be

mapped and well-documented, 2) there are horizontal linkages between key activities, 3) BPM should relies on

documented procedure and system, 4) BPM should measure an activity to assess the performance, 5) based on

continuous approach, 6) BPM has to represent the best practice, 7) BPM is an approach for culture change in

organization.

5.2. Business Process Analysis 
The classification of business process can be in many ways, Keen (1997), process can be activities that create value, 

process that provide an options, and process that sustain the value. Harrington (1997), the business process can be 

classified by its value such as 1) high-value adding activities, 2) value adding activities, and 3) low-value adding 

activities. Harmon (2005), measure the business process by degree of importance such as 1) core process, 2) 

enabling process, and 3) managerial process. Krstic et al (2015) analyze the business process in hotel industries by 

separating activities into three categories which are 1) operating process, 2) supporting process, and 3) managerial 

process.  

Based on the many previous study, this research focusing on the managerial process which using the qualitative 

process analysis by analyze the value-added of activities that happened in organization especially in managerial 

level. According to the Dumas (2013), in the qualitative process analysis which there are two steps to analyze the 

value-added 1) value classification and 2) value elimination. 
The process that we analyze including the process of how the owners managing their employees and organization, 

so the degree of importance the business process in creative industry in Bandung very depend on the owners’s 

instructions, policy, and task for their employees, it makes the business process in creative industry different one to 

others. Managerial skill also have impact to the decision and instruction given to the employees in operational level 

that result the business goal and objective. 
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6. Findings
Based on the research conducted, we found that many organization, even have established more than 3 years, do not 

have any single documentation of their business process, they just doing the business as a habit or daily routine task, 

other factor that might influence this things happen because of the organizational structure, the organizational 

structure that implement in organization is simple organizational structure, there are only 2 layers which are the 

managerial level and the operational level.  

The involvement and intervention of owners in managing and monitoring the operational level for their employee in 

organization relatively high, so its impact to the organizational goal and objective.  

The combination of owner’s level involvement and intervention in organization and their managerial skill makes 

make the creative industry in Bandung have their own uniqueness. 

7. Conclusion
The business process in the creative industry in Bandung is unique and mostly conduct with the simple business 

process, they just do the business process as a habit or daily routine task. It reflected by the organizational structure 

that only have two layer which are managerial level and operational level, moreover owner’s level involvement and 

intervention also combine with their managerial skill affected to the organizational goal and objective. 

This research may have some limitation, the business process analysis may lack potentially relevant theory and basic 

concepts. Nevertheless, this research conduct to gain the business process of creative industry in Bandung from 
several sector. The result also may differ in others region of Indonesia. 

For further research, we suggest to identify the key success factors, the business model, and managerial skill of 

creative industry in Bandung, therefore we can mapping the level of competitiveness and improve the level of 

capabilities the creative industry in Bandung. 

8. Acknowledgment
1. Drs. Andreas Chang, M.B.A, as a rector of Bina Nusantara Bandung, who has encouraged and motivated us to

write a papers.

2. Dr. Rudy Aryanto, as a head of Creativepreneur Bina Nusantara Bandung, who guided us to accomplished a

paper.

3. Owners of creative industry in Bandung, to support us by give the data and time for interview.

References 
Berawi, Abdur Rohim Boy., Rusiawan, Wawan., Pamungkas, Slamet Aji., et al., Data Statistik Ekonomi Kreatif: 

Kerja sama Badan Ekonomi Kreatif dan Badan Pusat Statistik, Badan Ekonomi Kreatif, 2017. 

Brocke, J. vom., Rosemann, M., Handbook on Business Process Management 2: Strategic Alignment, Governance, 

People, and Culture, Springer, Verlag Berlin Heidelberg, pp 45-47, 2015     

Dumas, Marlon., La Rosa, Marcello., Mendling, Jan., Reijers, Hajo A., Fundamentals of Business Process 

Management, Springer, Verlag Berlin Heidelberg, 2013. 
Fitriyana, Freska., Sofhani, Tubagus Furqon., Pengembangan Bandung Kota Kreatif Melalui Kekuatan Kolaboratif 

Komunitas, Jurnal Perencanaan Wilayah dan Kota B SAPPK, vol. 1, no. 1, pp 11-18, 2015. 

Flew, Terry., Global Creative Industry, Polity Press, Cambridge, 2013. 

Krstic, Bojan., Kahrovic, Ernad., Stanisic, Tanja., Business Process Management In Hotel Industry: A Proposed 

Framework For Operating Process, Ekonomika, Journal for Economic Theory and Practice and Social Issues, 

vol. 61, no. 4, pp. 21-34, 2015. 

Laudon, Kenneth C., Laudon, Jane P., Management Information System: Managing the Digital Firm, 14th edition, 

Pearson, New York, 2016 

Yuan Hung, Richard Yu., Business Process Management as Competitive Advantage: A Review and Empirical Study, 

Total Quality Management & Business Excellence, vol. 17, no. 1, pp 21-40, 2006. 

Biographies 

Iston Dwija Utama is a full-time lecturer in Creativepreneur Department at the Bina Nusantara Bandung, School of 

Creative and Technology, Bandung, Indonesia. He earned Bachelor of Economic from Sebelas Maret University 

1003



Proceedings of the International Conference on Industrial Engineering and Operations Management 

Bandung, Indonesia, March 6-8, 2018 

© IEOM Society International 

Surakarta of Economic Faculty, Indonesia and Masters in Business and Administration from Bandung Institute of 

Technology, Indonesia. He has a several projects in management consulting with PT. Pertamina Lubricants, PT. 

Pertamina (Persero), PT. PLN Pusenlis, and PT. Mitradeka Mandiri. His research interests field at marketing 

management, performance management, and strategic management. Mr. Iston also a member of Association Young 

Indonesian Entrepreneurs for Bandung Regency Area (HIPMI Kab Bandung). 

Chyintia Ika Ratnapuri is a lecturer in Creativepreneurship Department at Bina Nusantara Bandung, School of 

Creative and technology. She is also a part time Business Mentor at School of Business and Management ITB. She 

earned Bachelor of Economics from Economics Faculty of Parahyangan Catholic University, Bandung and Masters 

of Business and Administration from Bandung Institute of Technology (ITB), Indonesia. She is expert in 

entrepreneurship and business model, she is also an entrepreneur and already has 2 businesses in Bandung. Her 

research interests field at entrepreneurship, business management, business model, and business strategy. 

1004




