
c

THE 3RD 
INDONESIA
INTERNATIONAL 
CONFERENCE ON 
INNOVATION, 
ENTREPRENEURSHIP, & 
SMALL BUSINESS 

IICIES 2011

Creative and Cultural Entrepreneurship 
in the New Era

Proceedings  of

July 26-28, 2011
Bandung,  Indonesia

Editors
Dohar Bob M. Situmorang,  Dwi Larso

Associate Editors
Isti Raafaldini Mirzanti,  Salfitrie R. Maryunani, Sonny Rustiadi

Organized by:

Scientific Council
Dwi Larso, Togar M. Simatupang, Sudarso Kaderi Wiryono, Nawaz Sharif, 

Gerald Lidstone, Howard Frederick, Russell Toth



ii 

Proceedings  of  the  Indonesia  International  Conference  on  Innovation,  Entrepreneurship,  and 
Small Business “Creative and Cultural Entrepreneurship in the New Era” 
Oleh:  Center  for  Innovation,  Entrepreneurship,  &  Leadership,  School  of  Business  and 
Management ITB 
Hak Cipta © 2011 pada CIEL SBM‐ITB 
 
 
Penerbit: CIEL SBM‐ITB 
Gedung SBM‐ITB 
Jl. Ganesa 10, Bandung 
Telp. 022‐2531923 Ext. 313 
Fax 022‐2504249 
 
 
Disain sampul: Dini Aprilia Murdeani 
Tata letak: Dohar Bob M. Situmorang & Isti Raafaldini Mirzanti 
 
 
ISBN: 978‐979‐19081‐3‐9 
 
 
Hak cipta dilindungi oleh undang‐undang. 
 

 
Undang-undang Republik Indonesia Nomor 19 Tahun 2002 Tentang Hak Cipta 
Lingkup Hak Cipta 
Pasal 2: 
1. Hak cipta merupakan hak eksklusif bagi Pencipta atau Pemegang Hak Cipta untuk mengumumkan atau 

memperbanyak Ciptaannya, yang timbul secara otomatis setelah suatu Ciptaan dilahirkan tanpa 
mengurangi pembatasan menurut peraturan perundang-undangan yang berlaku. 

 
Ketentuan Pidana 
Pasal 72: 
1. Barangsiapa dengan sengaja atau tanpa hak melakukan perbuatan sebagaimana dimaksud dalam Pasal 

2 ayat (1) atau Pasal 49 ayat (1) dan ayat (2) dipidana dengan pidana penjara masing-masing paling 
singkat 1 (satu) bulan dan/atau denda paling sedikit Rp 1.000.000,00 (satu juta rupiah), atau pidana 
penjara paling lama 7 (tujuh) tahun dan/atau denda paling banyak Rp 5.000.000.000,00 (lima milyar 
rupiah). 

2. Barangsiapa dengan sengaja menyiarkan, memamerkan, mengedarkan, atau menjual kepada umum 
suatu Ciptaan atau barang hasil pelanggaran Hak Cipta atau Hak Terkait sebagaimana dimaksud pada 
ayat (1) dipidana dengan pidana penjara paling lama 5 (lima) tahun dan/atau denda paling banyak Rp 
500.000.000,00 (lima ratus juta rupiah). 

 
 



iii 

 
 

The Indonesia International Conference on 
Innovation, Entrepreneurship, and Small Business 

 
Bandung Indonesia 
July 2628, 2011 

 
 

Conference Chair 
Dwi Larso, Ph.D. 

 
 

Scientific Council 
Dwi Larso, Ph.D. 

Bandung Institute of Technology, Indonesia 
 

Prof. Togar M. Simatupang 
Bandung Institute of Technology, Indonesia 

 
Prof. Sudarso Kaderi Wiryono 

Bandung Institute of Technology, Indonesia 
 

Prof. Nawaz Sharif 
John Hopkins University, USA 

 
Prof. Gerald Lidstone 

Goldsmiths, University of London, UK 
 

Prof. Howard Frederick 
Deakin University, Australia 

 
Russell Toth, Ph.D. 
University of Sydney 

 
 

Advisory Council 
Prof. Akhmaloka 
Rector of ITB 

 
Prof. Sudarso Kaderi Wiryono 

Dean of SBM – ITB 
 

Prof. Nawaz Sharif 
John Hopkins University, USA 

 
Prof. Gerald Lidstone 

Director of ICCE, Goldsmiths, University of London, UK 
 

Prof. Howard Frederick 
Professor of Entrepreneurship Education, Deakin University, Australia 



v 

Preface 
 
Dear IICIES 2011 Participants, 
Welcome to the 3rd Annual IICIES Conference! Welcome to Bandung, Indonesia! 
 
In a constantly evolving world and today’s challenging economic climate, leadership through 
innovation and creativity are no longer optional, but essential. The growth of small businesses through 
innovation and the growing number of entrepreneurs are critical in gaining prosperity of a society. 
Indonesia, with a very limited number of growing entrepreneurs and a very large number of not-
growing small businesses, is in poor shape in shaping its prosperity. It must be stopped and solved! 
Without the ability to take risks, innovation and progress cannot happen. 
 
This year the theme of the conference is creative industry. Creative industries are becoming 
increasingly important components of modern post-industrial knowledge-based economies. Not only 
are they thought to account for higher than average growth and job creation, they are also vehicles of 
cultural identity that play an important role in fostering cultural diversity. During the last decade a 
number of governments around the world have recognized this fact and started to develop specific 
policies to promote them. 
 
The Indonesia International Conference on Innovation, Entrepreneurship, and Small Business (IICIES) 
was initiated by the Center for Innovation, Entrepreneurship, and Leadership (CIEL), the School of 
Business and Management (SBM) at Institut Teknologi Bandung (ITB) back in 2009. Throughout the 
years, we constantly challenge ourselves to learn, study, and create local knowledge with global 
mindset to provide some lights in the development of new entrepreneurs and small businesses. This 
Conference provides a venue for Indonesian scholars and a network with international experts to 
collaborate. Programs in the Conference include Workshop, Mengembang Layar (a New Business 
Expo), Master & Doctoral Consortium, Gala Dinner, Seminar, and Parallel Session. 
 
This 3rd IICIES has attracted more than 300 abstract submissions and about 150 reviewed and invited 
papers will be presented with the topics ranging from entrepreneurship theory to creativity and 
innovation, to entrepreneurship education, from social entrepreneurship to corporate entrepreneurship, 
from small /business to family business, to growing business. Authors come from various institutions 
in Indonesia and from several other countries. At least 250 researchers and participants from many 
universities and several countries are attending to this Conference. 
 
In this occasion, I am honored to thank all contributors to the Conference including all Authors and 
Reviewers, all Key Speakers and Program Facilitators, Participants and Prominent Guests, all 
Sponsors Including Academic Institutions, Small-to-Large Businesses, Governmental Institutions, and 
Communities. Also, I have been blessed to work with a dedicated Organizing Committee. Thank you.  
 
Theres an old saying, “Cling to your imperfections, they are what make you unique.” Mistakes are a 
part of being human, and we do apologize for any imperfections and inconveniences that may happen 
before, during, and after the conference. I hope all of you will enjoy the Conference, look forward to 
hearing your sharing and seeing Indonesia in a better place: entrepreneurial and prosperous!  
 
Dwi Larso, Ph.D. 
Conference Chair 



vii 

Outline 
 
 
Section-1 
 

Business Incubator & Small and Medium Enterprises 1

Section-2 
 

Creative & Cultural Entrepreneurship 
 

67

Section-3 
 

Entrepreneurial Management & Corporate Culture 129

Section-4 
 

Entrepreneurial Finance, Cooperative, & Microfinance 
 

197

Section-5 
 

Entrepreneurial Marketing 
 

229

Section-6 
 

Entrepreneurial Mindset, Traits, & Leadership 
 

311

Section-7 
 

Entrepreneurship Education 
 

345

Section-8 
 

Intellectual Capital & Property Rights 
 

425

Section-9 
 

Intrapreneurship 
 

463

Section-10 
 

New Product Development, Innovation, & Emerging Technology 
 

509

Section-11 
 

Social Entrepreneurship & Community Development 
 

599

Section-12 
 

Technology Commercialization, Technology Development, & Technology 
Management 
 

655

Section-13 
 

Women & Family Entrepreneurship 
 

715

Section-14 
 

Development Track 
 

759

 



ix 

Table of Contents 
 
 
Section-1: Business Incubator & Small and Medium Enterprises 
 
Using System Dynamics Approach to Understand Impacts of Cash and In-Kind Transfer 
Policies to Small and Medium Enterprises: A Lesson from Indonesia 

3

Athor Subroto; Department of Management, Faculty of Economics, University of Indonesia, 
Indonesia; Faculty of Political Science, University of Palermo, Italy 
 
B-CAk: Financial Notebook for SMEs 13
Nurul Latifah, Indah Ayu Nastiti; Economics and Business Faculty, Airlangga University 
(Unair), Surabaya, Indonesia 
 
Factors Affecting the Students Business Plan and Implementation in the PPM Incubators 
Maria Nainggolan1, Yanto Sidik Pratiknyo2; 1,2PPM-Manajemen, Jakarta, Indonesia; 
2Founding Member of International CEFE Association for Entrepreneurship, Frankfurt, 
Germany 

21

 
Identifying Post-Industrial Creative Entrepreneurship Competencies Bandung, Indonesia 27
Gallang Perdhana Dalimunthe, Adam Faritzal; Faculty of Business and Management (FBM), 
Widyatama University (UTama), Indonesia 
 
A Study on Enterprise Risk Management (ERM) Factors of Malaysian Herbs Industry SMEs 39
Noor Azman Ali, Fauziah Mahat; Faculty of Economics and Management, Universiti Putra 
Malaysia 
 
Building My Enterprise 51
Retno Savitri; INDIVIE, Bali, Indonesia 
 
Business Incubator Investigated: Learning from UK 
Dina Dellyana1, Sonny Rustiadi1,2, Dohar Bob M. Situmorang1; 1School of Business and 
Management, Bandung Institute of Technology, Indonesia; 2Institute for Creative & Cultural 
Entrepreneurship, Goldsmiths, University of London, UK 

59

 
 
Section-2: Creative & Cultural Entrepreneurship  
 
Effect of Design or Style Trend Change to the Creative Industries Business 69
Murharsito; Nahdlatul Ulama’ Academy of Economy, Jepara, Indonesia 
 
Hallyu (the Korean Wave), Repeating and Gaining 79
Sissy; Institut Manajemen Telkom, Bandung, Indonesia 
 
Strategic Evaluation of Local Government Tourism Program: 
Case Study of Sawahlunto City 
Robby Rosandi; Research and Development Department, Development Planning Agency 
(BAPPEDA) Sawahlunto, West Sumatra; Padang School of Economics and Commerce 
(STIE Perdagangan), Padang, West Sumatra 

87

 
Valuable Craft: A Co-Creation as a Factor of Success in Zocha Vetiver Root Industry 93
Dini Turipanam Alamanda1, Abdullah Ramdani2; 1School of Business and Management 
(SBM), Bandung Institute of Technology (ITB), Indonesia; 2Garut University (UNIGA), 
Management Department, Indonesia 
 



x 

Tourism in Jakarta and the Effort to Develop Creative Industry in Setu Babakan 97
Puspita Darmaningtyas1, Alia Widyarini1, Monike Kusna1, Wiwik D. Pratiwi2; 1School of 
Architecture, Planning and Policy (SAPPK), Institute Technology Bandung (ITB), 
Indonesia; 2Lecturer of School of Architecture, Planning and Policy (SAPPK), Institute 
Technology Bandung (ITB), Indonesia 
 
Betawi Traditional Dwelling as a Place for Tourism and Creative Industry 105
Wiwik D. Pratiwi; School of Architecture, Planning and Policy Development, Bandung 
Institute of Technology (ITB), Indonesia 
 
Dagadu’s Innovation Process: A Phenomenology Research 115
Wiwik Sri Suhartati1,2, Yanto Sidik Pratiknyo1,3; 1PPM- Management, Jakarta Indonesia; 
2Dagadu Djokja; 3Founding Member of International CEFE Association for 
Entrepreneurship, Frankfurt, Germany 
 
Developing a City through Creative Industries: An Approach to Urban Regeneration 
(Working Paper) 

123

Salfitrie R. Maryunani; School of Business and Management, Bandung Institute of 
Technology, Indonesia; Goldsmiths, University of London, UK 
 
 
Section-3: Entrepreneurial Management & Corporate Culture 
 
The Impact of Ownership Structure and Agency Problem on Corporate Governance 
Mechanism in Indonesian Public Companies 

131

Augustinus Setiawan1, Sugiarto2, Vidi Arini Yulimar1; 1STMIK Provisi, Information System 
Dept, Semarang, Indonesia; 2Multimedia Nusantara University, Management Dept, 
Tangerang, Indonesia 
 
Garbage in Products out: Service Science Using Co-opetition in Sukaregang Leather 
Industry 

141

Anita Silvianita, Dini Turipanam Alamanda; School of Business and Management (SBM), 
Bandung Institute of Technology (ITB), Indonesia 
 
Knowledge-Based Performance Management System Design for the Faculty of Business and 
Management 

147

Anton Mulyono Azis; School of Business and Management (SBM), Bandung Institute of 
Technology (ITB), Indonesia 
 
The Impact of Corporate Governance on Voluntary Disclosure Moderated by Company Size 
(An Empirical Study of Non-Financial Companies Listed on BEI Year 2009) 

155

Dian Indriana1, Amerti Irvin Widowati1, Vidi Arini Yulimar2; 1Semarang University, 
Accounting Dept., Semarang, Indonesia; 2STMIK Provisi, Information System Dept., 
Semarang, Indonesia 
 
The Analysis of Implementation Good Corporate Governance on Small Business Entity: An 
Explorative Survey 

161

Fazli Syam B. Z. 1, Akhmad Syakhroza2; 1PPIA, Faculty of Economics, University of 
Indonesia, Indonesia; 2Accounting Department, Faculty of Economics, University of 
Indonesia, Indonesia 
 
Patterns of Managerial Roles of Successful Small Scale Firm Owners in Bandung 177
Widjajani1, Gatot Yudoko2; 1Department of Industrial Engineering, Langlangbuana University, 
Bandung, Indonesia; 2School of Business and Management, Bandung Institute of Technology, 
Indonesia 



xi 

Formulating Business Strategy: Integrating Balance Scorecard and Sun-Tzu Business 
Strategy into Quality Function Deployment 

185

Yadi Ernawadi, V. Santi Paramita; UNJANI, Indonesia 
 
 
Section-4: Entrepreneurial Finance, Cooperative, & Microfinance 
 
Strategic Management of Zakat Fund for Micro Entrepreneurs: (A Case Study of Zakat 
Organization in Bogor, Indonesia) 

199

Rahmat Pramulya1, Asmawati2; 1Research and Community Service Institute (LPPM), 
Universitas Teuku Umar Meulaboh, Aceh, Indonesia; 2Universiti Kebangsaan Malaysia, 
Faculty of Islamic Studies, Bangi KL, Malaysia 
 
Asymmetric Information on Non-bank Microfinance Institutions in Lending to Micro and 
Small Enterprises 

207

Tasya Aspiranti; Bandung Islamic University 
 
Rate of Return Estimation of Start-Ups Company: An Arbitrage Pricing Theory (APT) 
Approach 

215

Sudarso Kaderi Wiryono, Oktofa Yudha Sudrajad, Barli Suryanta, Aulia Nurul Huda; School 
of Business and Management (SBM), Bandung Institute of Technology (ITB), Indonesia 
 
Law and the Economy: Empirical Evidence on the Implication of Legal Framework in 
Capital Regulation and New Business Enterprises Establishment in Indonesia 

221

Anggoro Budi Nugroho; School of Business and Management (SBM), Bandung Institute of 
Technology (ITB) 
 
 
Section-5: Entrepreneurial Marketing 
 
Bringing Innovations of Integrated Marketing Communications Mix to the Job Training I 231
Esti Dwi Rinawiyanti; Department of Industrial Engineering, University of Surabaya 
 
Entrepreneurial Marketing: Resource-Advantage (R-A) Theory, Perspective, and Practice in 
Small Firms 

237

Sandy Wahyudi; International Business Management, Ciputra University, Surabaya, 
Indonesia 
 
Bandung Culinary: Analysis of Factors that Influence Consumer in Buying Tahu Jeletot 249
Dini Turipanam Alamanda, Anita Silvianita, Farah Alfanur; School of Business and 
Management (SBM), Bandung Institute of Technology (ITB), Indonesia 
 
Role of Creative Packaging and Programming of Tourism Products in Creating Tourism 
Competitiveness 

253

Ike Janita Dewi; Economics Faculty, Sanata Dharma University, Indonesia 
 
International Marketing Program of Coffee by Farmers that Join Coffee Cooperative in 
Pangalengan 

263

Meriza Hendri; Business and Management Faculty, Widyatama University, Indonesia 
 
Ratio Analysis on Entrepreneurial Service Quality: A Case Study in a Motorcycle Dealership 
in East Java 

273

Samuel P. D. Anantadjaya1, Christopher Pratama1, Irma M. Nawangwulan2, Mentiana 
Sibarani3, Julians C. Riwoe3; 1School of Accounting, Faculty of Business Administration & 
Humanities, Swiss German University, Tangerang Selatan, Indonesia; 2School of Business, 



xii 

Faculty of Economics, Universitas Pembangunan Jaya, Tangerang, Indonesia; 3School of 
Business, Harapan Bangsa Business School, Bandung, Indonesia 
 
Feasibility Study for Alternatives Strategy to Maintain Product Quality (Case Study: 
Craftsmen Kid T-Shirt–Bekasi Barat, Indonesia) 

285

Rida Zuraida1, Yulius Rico Setiawan1, Abdullah Ramdhani2; 1Industrial Engineering, 
Department, Bina Nusantara University, Jakarta, Indonesia; 2Faculty of Economy, Garut 
University, Garut, Indonesia 

 
Consumers Choice of Natural Medicines Compare with Chemical Medicines in Indonesia 291
Ana Lenggana, Mustika Sufiati Purwanegara; School of Business and Management (SBM), 
Bandung Institute of Technology (ITB), Indonesia 
 
Consumers Segmentation Based on Their Perceived Value toward Recycled Products 297
Adinda Meutia Hapsari, Mustika Sufiati Purwanegara; School of Business and Management 
(SBM), Bandung Institute of Technology (ITB), Indonesia 
 
Customer Satisfaction: Its Antecedents, Its Roles, and Its Consequences (A Literature-
mapping Review of Empirical Findings) 

305

Mustika Sufiati Purwanegara, Iman Permana; School of Business and Management (SBM), 
Bandung Institute of Technology (ITB), Indonesia 

 
 
Section-6: Entrepreneurial Mindset, Trait, & Leadership  
 
The Contribution of Entrepreneurial Initiatives during High Schools on Ability to Identify 
Business Opportunity among the Indonesian Graduates 

313

Nor Aishah Buang, Isteti Murni; Universiti Kebangsaan Malaysia  
 
Antecedents and Consequences of Entrepreneurial Leadership in a Service Industry Setting 
(Case: Some Phone Provider in Indonesia) 

317

Willy Arafah; Economics Faculty, Management Department, Trisakti University,Jakarta 
 
Transgenerational Entrepreneurial Attitudes in Bandung Family Business 325
Astri Ghina; School of Business and Management, Bandung Institute of Technology, 
Indonesia 
 
An Investigation on How Entrepreneurial Spirit in Developing Country Affects the E-
Commerce Mindset Used for Entrepreneurship Retailing Project of Young Businessmen at 
Ciputra University Surabaya 

339

Natalia Christiani1, Alfandi Nugroho Yahya2; 1Language and Culture Department, Ciputra 
University, Surabaya, Indonesia; 2Information and Multimedia Technology Department, 
Ciputra University, Surabaya, Indonesia 
 
 
Section-7: Entrepreneurship Education  
 
Entrepreneurship Education: Influencing Students Intensions to Become Entrepreneurs 347
Agustini Dyah Respati, Ambar Kusuma Astuti; Faculty of Business, Duta Wacana Christian 
University, Yogyakarta, Indonesia 
 
Understanding Public Event as an Entrepreneurship Education: A Social Interaction 
Approach 

355

Airlangga Perwira Mulia; School of Business and Management, Bandung Institute of 
Technology, Indonesia 



93 

Valuable Craft: A Co-Creation as a Factor of Success in Zocha Vetiver Root 
Industry 

 
Dini Turipanam Alamanda1, Abdullah Ramdani2 

1School of Business and Management (SBM), Bandung Institute of Technology (ITB), Indonesia 
2

 
Garut University (UNIGA), Management Department, Indonesia 

 
Abstract 

The vetiver roots (Vetivera ziazinodes) are raw materials for perfume manufacture in a way taken its oil, while 
the root itself is usually discarded as waste. Vetiver roots producing fragrant only exist in three places in the 
world, namely in Haiti (Central America), Bourbond (French colony), and Garut (Indonesia). Exploit the vetiver 
roots waste, now, the Garut small creative industry named Zocha producing the roots into crafts and there is 
almost entirely made by hands. By using Non Machine Woven Tool, the vetiver roots become wools and then 
become valuable arts and scented crafts. Today, Zocha exports its products to overseas, and tries to develop 
cooperation with tourism industry both local and national. Using qualitative approach, this paper tries to utilize 
five activities of co-creation (customer engagement, self-service, customer involvement, problem solving and co-
design) to explore how value co-creation occurs in the context of small creative industry. The findings display a 
comprehensive framework to help small creative industry operate the value co-creation process by showing that 
Zocha not only a value facilitator but also a value co-creator.  
 
Keywords: vetiver root, Zocha, value co-creation 
 
1. Introduction 

West Java has a lot of agroindustry and 
agribusiness products. Although most of the 
products have not well-known yet, but some of 
them growth very fast and have over demanded.  

Vetiver root is one of the potential leading 
commodities in West Java particularly in Garut 
regency. Basic benefit of this root is taking the 
root’s oil as catalyst fragrant for perfume. Every 
year about 2400 Ha of community vetiver 
plantations produce of 72 tons of vetiver root 
oil.  

But there are problems arise regarding the 
development of that commodity, lack of 
cooperation between refiners, limited capital, 
limited mastery of technology that results lower 
quality of oil, and track trade system that does 
not benefit the farmers and distillers. 

Those conditions made the development of 
vetiver oil were sluggish, but since Zocha, a 
craft industry which makes use of vetiver root in 
different ways established in 1998, the vetiver 
root agriculture is going ahead. 

Zocha enrich and encourage the utilization 
of vetiver root agriculture in Garut. The 
development of Zocha is increasing rapidly from 
year to year. In conducting its business, Zocha 
not only give value to the vetiver root itself, but 
also on the craft in general. Joana, the Zocha’s 
owner did some researches in years realized that 
consumers would be happy if they bought 
multifunction crafts, not only as an ordinary 

display, but also could be used as daily tools 
producing aromatherapy. The longer the 
products become more varied. 

The company continues to grow from 
strength to strength. There has been an average 
increase about 150% per year in profits over the 
last 3 years, and since 2010 Zocha have over 
demanded. 

Customers mostly passive in value creating 
process rather than active (Vargo & Lusch, 
2008). Traditionally, costumers but products 
they need without thinking that they can be 
involve in the process of added value of the 
product they need. Zocha has thus followed 
conventional “good-dominant logic” whereby 
industry services only seen as logistic good and 
customers are passive. But the development of 
that concept, make a different in a way of how 
costumers’ act, namely “service-dominant 
logic”. 

In this concept, customers act actively, the 
facilitator (a shop) focus on the quality of 
provider-consumer interaction, the provision of 
innovative experience environments and the 
development of experience networks (Gebauer, 
Johnson, & Bo, 2010). This empirical setting 
provides to prove the applicability of the key 
construct of Service-dominant logic (value co-
creation) in the small creative industry. 

In 2011, carried put a six month long 
research project to investigate relations between 
the implementation of five activities of co-
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creation (customer engagement, self-service, 
customer involvement, problem solving and co-
design) and the success of small creative 
industry. Observation and interviewing were 
undertaken in Garut Regency.  
 
2. Literature Review 
2.1 The Development of Vetiver Root in 

Garut 
Vetiver cultivations in Garut are based on 

the decision of the Regent of Garut Regency 
Number: 520/SK.196-HUK/96 dated August 6 
1996, some of which were set vetiver plantation 
area and its development by community about 
2400 hectares and is spread across four districts, 
in Samarang about 750 ha, 210 ha in 
Bayongbong, in Cilawu about 240 ha, and 750 
ha in Leles. Every year, the productive areas 
produce 54 tons (Pemkab Garut, 2010). 
 
2.2 Vetiver Root Crafts 

As one of the biggest producer of vetiver 
root, Garut community has effort to maximize 
the utility of potential natural resources with 
making vetiver root crafts. The crafts can be 
form as vase, candleholder, sajadah, decoration, 
and other creative crafts. The uniqueness of 
vetiver root crafts has certain function (such as 
tissue case), have interesting characteristics 
(because made from rare material), and also can 
be room fragrance.  

Demand toward vetiver root crafts from 
Garut regency has been increasing year by year 
local, national and international levels (Pemkab, 
2010). 
 
2.3 Zocha Vetiver Root Shop 

Graha Zocha Griya is a Garut Handicraft 
Center. It is a group of young people of Garut is 
engaged in handicrafts, art, promotion, and 
tourism. Its main merchandise is sold “all about 
Garut” and its main product is vetiver roots in 
the form of crafts that are only exist in Garut. 
 
2.4 Five Activities of Co-Creation 

For the purposes of the present study, these 
strategic options are categorized in accordance 
with Prahalad’s (2004) five activities of value 
co-creation: 
(1) Customer engagement; 
(2) Self-service; 
(3) Customer experience; 
(4) Problem-solving; and 
(5) Co-designing. 
 

Each of these is explored in more detail 
below. 
• Customer engagement. Customer 

engagement is a form of marketing that 
involves co-creation with customers. The 
term “customer engagement” refers to 
providers seeking to persuade customers 
through advertising and promotions that 
involve and activate the recipients of the 
promotional message (Prahalad, 2004).  

• Self-service. Self-service has become a more 
prominent aspect of value co-creation 
between providers and their consumers as a 
result of the rapid emergence of such 
technological innovations as the internet, 
mobile phones, and personal computer 
terminals (Peppard & Rylander, 2006; 
Meuter et al., 2000).  

• Customer experience. Services can create 
memorable experiences and events for 
customers (Prahalad, 2004; Pine & Gilmore, 
1998).  

• Problem-solving. Providers often combine 
self-service opportunities with assistance to 
customers who are seeking to solve problems 
for themselves.  

• Co-designing. Co-designing occurs when the 
customer work collaboratively with the 
service provider to create a new service or 
product that is appropriate to the customer’s 
needs and wishes (Prahalad, 2004) 

 
3. Research Methodology 

Using survey and qualitative methodology, 
this research involved: 
- Data collected from interviews with 

costumers and owner 
- Secondary data from Zocha  
 

To improve internal and external validity of 
the data, utilizing multiple data sources are used. 
For example, quotations or specific comments in 
the communication to stakeholders were 
validated by data from personal interviews with 
owner, data collected from Zocha 
documentation of its service offerings and 
service-delivery systems.  
 
4. Results 
4.1 Customer Engagement 

In response to such comments from its 
customers, Zocha has recently changed its 
strategy of emphasizing only benefits. The shop 
seeks to involve customers in active dialogue 
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about risk. After selling, Zocha asked the 
customer: What were your experiences? What 
bothered you? What could be improved? 

The risks addressed in the open dialogue 
about package prices, broken crafts etc. For 
example, to reduce risk of customer getting 
broken crafts, the packaging is designed very 
well and fix with goods. And there is an 
announcement “defective goods can be 
exchanged”. The announcement makes 
customers feel safe. Zocha also received order 
all the time, weekdays and holiday. As a result, 
the significant increase in customer volume has 
been encouraging that, year by year, Zocha has 
increased the frequency of services on holiday. 
The positive response to this “all the time 
service” is evidence that it is possible for small 
creative industry to be successful in value co-
creation by enhancing customer engagement. 
 
4.2 Self-Service 

Self-service technologies are playing an 
increasing role in direct crafts buying. 
Customers can buy the crafts via internet, by 
email or Facebook.  
 
4.3 Customer Experience 

Customer experience was enhanced with 
the “workshop” concept for the industry. 
Customers see the industry as a whole. In the 
shop, they can visit the workshop and the 
plantation if they want.  

The goal of this innovation was to create a 
total experience in terms of shopping, and 
entertainment, creating memorable events for 
customers. In response, Zocha introduced 
integrated services called “shopping and tour”. 
 

 
 

Figure 1. Watching the Workshop Activity 
 

And, Zocha has a good link with some 
precious hotel for that service. The hotels invite 
their customer to visit Zocha, then the customers 
have value of experience in visiting Zocha, then 
Zocha received money from the hotel customers 

buying. The benefit for hotels, their customer 
had satisfied with their experienced in visiting 
Zocha, and then the customer will loyal to the 
hotel.  
 
4.4 Problem-Solving 

Zocha co-creates value by working with 
costumers to solve their problem in several 
ways, for example customers can asked to report 
a delay of package via phone, internet, or in 
person. In same day, customers receive a report 
(by sms, email or phone) on the status of the 
search for their delay goods. 
 
4.5 Co-Designing 

Zocha do joint co-design project with 
customers, Zocha received many ideas from 
customers. The customers contribute in making 
Zocha’s market share larger. For example, there 
was a customer ordering “sajadah” (a praying 
rug) using vetiver-root. Then Zocha used the 
design to introduced vetiver-root sajadah to 
moslem community, and the moslem 
community received it well.  

The value of co-creation at Zocha vetiver 
root shop could be summarized by following 
model: 
 

 
 

Figure 2. Model of Value Co-Creation at Zocha 
 
5. Conclusion 

The findings of this study extend thinking 
on the concept of value co-creation. Zocha had 
been historically driven by goods-dominant (G-
D) logic. By addressing the five activities 
related to value co-creation (customer 
engagement, self-service, customer experience, 
problem solving, and co-design), Zocha began 
to move towards service-dominant logic. The 
concept of service-dominant logic has been 
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beneficial to both Zocha and its customers. This 
study is preliminary study of value co creation 
in small creative industry using survey toward 
Zocha Vetiver Root Shop. Future research 
would benefit from insight obtained quantitative 
data. 
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