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Abstract: This paper provides an overview of the current situation of 

the characteristics of the creative industries in Banda Aceh, Indonesia. 
To illustrate the situation, we used a dataset in 2016 from the official 

publication of the Indonesian Agency for Creative Economy (BEKRAF). 

Based on the results of the analysis, we conclude that the majority of 

creative industries do not have legal status, internet media, business 

networks while managing their businesses. Therefore, we recommend 

that stakeholders, especially the government, universities, and 
entrepreneurs, develop it so that they can create jobs and increase 

regional income through local taxes. 
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The creative industry is one of the essential industries that can sustain the economy 

in each country. The Indonesian Agency for Creative Economy and Statistics Indonesia 

(BEKRAF/BPS, 2016) stated that the creative industry was recorded to be able to contribute 

to the national economic growth of 852 trillion rupiahs (7.38%) in 2015. This sector also 

absorbed 15.9 million workers (13.90%) and contributed to the export value of 19.4 bill ion 

US dollars (12.88%). The contribution of creative industries is still small, but this business is 

potential and essential to be developed in all regions. 

To develop the creative industry, BEKRAF/BPS (2016) has also mapped and released 

the results of a survey conducted in 99 cities in Indonesia. Banda Aceh is one of the cities 

included in the survey. In developing countries, such as Indonesia, creative industries are 

mostly found in urban areas (Fahmi, McCann, & Koster, 2017) and underpin the national 

economy (Zuhdi, 2012). 

The development was carried out to realize the resilience of innovation from the 

nation's work industry in which there are ideas and ideas to become a society with a high 

quality of life. Hidayat & Asmara (2017) states that the creative industries and innovations 
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are interrelated with each other in supporting national economic growth in Indonesia. This 

paper provides an overview of the current situation about the characteristics of the creative 

industries in Banda Aceh.  

LITERATURE REVIEW 

Creative Economy and Creative Industries 

UNCTAD/UNDP (2008) in the Creativity Economy Report states that in an economic 

context, creativity shows a formulation of new ideas and applies these ideas to produce 

jobs derived from cultural arts products, functional creations, scientific discovery, and 

application of technology. According to UNCTAD/UNDP (2008), the creative economy is an 

integrative part of innovative knowledge, creative culture, and the use of technology. The 

Ministry of Trade (Departemen Perdagangan, 2008b) defines the creative economy as an 

effort to sustainable economic development through creativity with an economic climate 

that is competitive and has reserves of renewable resources. Furthermore, creative 

industries are part of creative economic activities. According to UNCTAD/UNDP (2013), the 

creative industry is a term applied to a broad sector of production, including goods and 

services by industry and cultural innovation, including R&D and software development.  

Furthermore, (Departemen Perdagangan, 2008a) states that the creative industry is 

derived from the individual creativity, skills, and talents to create prosperity and 

employment by producing and empowering individual creativity. Besides, the creative 

industry encompasses a variety of creative activities from an artistic and cultural heritage 

that contribute to the original work and its protection through various intellectual property 

rights of each actor (WIPO, 2017). 

Creative Business 

Creative business is a type of business that develops the industry through the use of 

individual creativity, skills, and talents to produce a creative product. Bujor & Avasilcai 

(2016) states that creative entrepreneurs are the types of entrepreneurs who care about the 

creation and exploitation of creative or intellectual capital.  

While managing a business, creative entrepreneurs also experience many challenges, 

especially related to their entrepreneurial competencies. Studies for Estonia, Latvia, Finland, 
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and Sweden show that the weaknesses of creative entrepreneurs are mainly in 

entrepreneurial competencies (Küttim, Arvola, & Venesaar, 2011). Enhancing their 

entrepreneurial skills is needed.  

In this case, efforts to increase their entrepreneurial capacity through education and 

training can provide new experiences (e.g., Aswadi et al., 2018; Küttim et al., 2011; and 

Mardhani & Syahputra, 2017). However, a study conducted by Setiadi & Aryanto (2014) 

shows that the factor characteristics strongly influence the stimulation of workers' creativity, 

and their creative behavior differs between individuals. Therefore, capacity building for 

creative workers requires a different method. 

RESULTS AND DISCUSSION 

Characteristics of Creative Entrepreneurs 

To observe the existence of creative entrepreneurs from a variety of characteristics, one 

of which is by gender. The characteristics of entrepreneurs in the creative industries by 

gender in Figure 1. It shows that the majority of entrepreneurs in the creative industry 

sector are men. Where the percentage of male entrepreneurs is higher than female 

entrepreneurs, reaching 50.48 percent compared to female entrepreneurs, which is only 

49.52 percent. However, the proportion of women entrepreneurs almost matched the 

number of men entrepreneurs. The findings show that the level of participation or interest 

of women in the development of creative industries is relatively high. 

 

  

Figure 1. Creative Entrepreneurs by Gender 

Source: BEKRAF, 2019 
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Characteristics of Creative Industries 

Based on the legal status, the creative industry in Banda Aceh consists of Limited co., 

CV, special permission, state-owned, and other business. The proportion of creative 

industries, according to the status of legal entity in Banda Aceh shown in Figure 2. 

 
Figure 2. Creative Industries by Legal Business Entity 

 Source: BEKRAF, 2019 

 

Based on Figure 2, most creative industry businesses do not yet have legal entity 

status. The proportion of creative industries that are state-owned is fantastic, which is 92.47 

percent. While the rest, each in the form of other legal entities (5.49%), CV (1.08%), Limited 

co. (0.8 %), and special permission as much as 0.17 percent. This shows that the interest of 

creative entrepreneurs to take care of the legal status of business entities is still very little so 

that socialization from the government is needed to disseminate the importance of legality 

of business entities in order to improve business competitiveness. 
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Figure 3. Creative Industries by Start-up Year 

Source: BEKRAF, 2019 

 

 

Figure 4. Creative Industries by Number of Workers 

Source: BEKRAF, 2019 

 

If based on the year of establishment, the proportion of creative businesses in Banda 

Aceh is shown in Figure 3. The development of the number of creative industry enterprises 

is higher after 2014, which is 50 percent from before 1990 and between 1990-2014. This 

shows the growth of real public interest in developing the creative industry sector. 

Related to the classification of creative businesses based on the number of workers 

can be observed in Figure 4. The creative industries are dominated by businesses whose 
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workforce is between 1-4 people (92.26%). Also, others for businesses with a total 

workforce of 5-19 people (7.24%), 20-99 people (0.49%), and more than 100 people 

(0.01%). Most of the businesses in the creative industries are still small businesses. 

Based on business networks, the creative industries shown in Figure 5. The majority of 

creative economic businesses, namely 97.82 percent, do not have business networks or in 

other words, a single business network. While the other 2.18 percent already has a business 

network (non-single business network). In other words, most of these businesses still 

managed individually. 

 

Figure 5. Creative Industries by Business Networks 

Source: BEKRAF, 2019 

 

Creative industries based on the use of internet media show in Figure 6. Where it 

appears there are still few creative economic businesses that use internet media to 

promote their products. 
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Figure 6. Creative Industries by Utilization Internet Media 

Source: BEKRAF, 2019 

 

The use of internet media in creative industry businesses is still relatively low at 6.58 

percent, while 93.42 percent of creative industry businesses do not utilize internet media. 

This means that there are still many entrepreneurs in this sector who have not been able to 

utilize information technology to manage their business professionally. 

 

 

Figure 7. Creative Industries by using e-commerce applications  

Source: BEKRAF, 2019 
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The classification of creative industries based on the application of e-commerce can 

be observed in Figure 7. Most creative industries have applied e-commerce to manage 

their businesses. The percentage of businesses that have implemented e-commerce is 

63.10 percent. Another 36.9 percent did not implement e-commerce applications. In 

general, the proportion of creative industries that have implemented e-commerce is 

already relatively high. 

 

 

Figure 8. Creative Industries by Turnover 

Source: BEKRAF, 2019 

 

The characteristics of the creative industries based on business turnover that we 

discussed in this last section (Figure 8). Based on business turnover, the majority of creative 

businesses based on business turnover are businesses whose turnover ranges between 2.5-

50 billion rupiahs (72.89%). While other business turnover categories to the creative 

industries with a turnover of between 300 million and 2.5 billion rupiahs (14.33%), more 

than 50 billion rupiahs (10.56%), and less than 300 million rupiahs (2.22%). 

CONCLUSIONS AND SUGGESTIONS 

Considering the results of the discussion above, based on the characteristics of the 

creative industry entrepreneurs, the majority of entrepreneurs are men. If, based on the 
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characteristics of the creative industries, from several characteristics, namely the status of a 

legal entity, the year of business establishment, the number of workers, business networks, 

the use of internet media, the application of e-commerce, and turnover.  

The most of creative industries did not legal status, (2) has grown significantly after 

2014, (3) dominated by small businesses with a workers of 1-4 people, (4) most creative 

industries do not have business networks (single business networks), (5) the use of internet 

media is still relatively low; (6) most have implemented e-commerce; and (7) the majority of 

creative industry have a revenue of around 2.5-50 billion rupiahs. 

Based on these conclusions, then for the development of creative industries that can 

accommodate a large workforce, it is necessary to involve the government, universities, and 

the business world. Besides, it also needs to encourage the creative industry to have the 

status of a legal entity, for that where access to information for entrepreneurs is needed. 

Furthermore, it is also necessary to increase the capacity of creative industry entrepreneurs 

to utilize internet media, implement e-commerce, and build business networks in creative 

industries.  
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