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Abstract 
 

Sociologists have developed three perspectives that seem to dominate the study of creative 
industry in developed and developing societies. These persepectives are respectively called as 
cultural entrepreneurship (Swedberg, 2006), social contract (Caves, 2003), and contextualised 
knowledge (Aspers, 2006). While all those perspectives are useful, they pay less attention on the 
importance of macro institutions such as state and economy in promoting the development of 
creative industry. This paper uses an institutional perspective and argues that institutional 
embbededness plays a pivotal role in the support and derail of creative fashion business in 
Bandung. Bandung and Bali are chosen as area of study because of historically wellknown city 
of fashion. Ethnicity and global cultures have penetrated into Bandung and Bali fashion 
businesses for quite sometime. Qualitative method has been used to collect data from various 
actors. This study reveals that disembeddedness between state and creative fashion business and 
within society of fashion become a mayor feature of the business. As a consequence, creativity 
of fashion entrepreneurs unable to prosper and internal business organisation is difficult to 
mature. Recent development, however, indicates that big economic actors and local state 
respectively begin to co-operate with fashion business in Bandung and Bali. This development 
suggests that problems of disembeddedness can be transformed into reembeding both business 
actors and state. The future of creative fashion business in Bandung Bali will depend on the 
struggle of forces of reembeding against disembedding state, the economy, and the society. 
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A.  Introduction 

Creative industry has been considered as one of important industries in 
Indonesia. The importance of this industry in the economy is indicated by the 
establishment of new ministry deals with creative economy and tourism under the 
current central government. The new ministry has already created development plan and 
road map of creative industry for the next five years. Moreover, a number of regional 
governments have also poised to develop their cities as creative cities based on the 
existing production of art commodities. Such enthusiasms have been widely welcome 
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by Indonesian public taking into account nature of industry, thrust of Indonesian young 
entrepreneurs in the industry, and potentiality of domestic market to absorb products of 
creative industry.  

Such enthusiasm is in line with the recent decline of garment industry in 
Indonesia. While quite number of garment enterprises has gone bankcruptcy, other 
continues to survive by making innovation in designs and business networks (Achwan, 
2013). Previously, Indonesia’s garment industry became one of the most important 
export-oriented industries during the last decades of Soeharto reigned (Thee Kian Wee, 
2009). Fashion business, as a part of creative industry, becomes a means of survival 
among garment entrepreneurs in Bandung, Pekalongan and Bali. The Transformation 
from garment into creative fashion business needs adjustment in the terms of patterns of 
production and distribution. It is therefore important to study the circumstances under 
which creative fashion business operates.  

City of Bandung is historically well-known as creative city. Bandung is known 
as Paris from Java, city of fashion, and currently receive award as creative city among 
other cities in Asia Pacific. Qualitative method has been used to collect data from 
various actors. 30 fashion owners out of total number of 160 owners, government 
officials, leaders of business and non business associations have been interviewed. 
Meanwhile Bali, especially City of Denpasar is also wellknown as stronghold of an 
artistic textile producing area. The author is carrying out research on creative fashion 
business in Denpasar. His temporary results on textile artshops will be compared to 
Bandung fashion distro.  

B.  The Literature Survey 

Sociologists begin to study creative industry by developing a number of 
perspectives. Cave (2003), for instance, introduces perspective of social contract 
between producers and traders of creative goods. Creative industry, according to him, is 
characterised by distinctive internal organisation completely different to common 
industry. Swedberg (2006) touches the very basic of creative industry by comparing 
economic entrepreneurship with cultural entrepreneurship. He says that creative 
industry is similar to cultural entrepreneurship. 

economic entrepreneurship primarily aims at creating something new (and 
profitable) in the area of the economy, while cultural entrepreneurship aims at 
creating something new (and appreciated) in the area of culture. While 
moneymaking is often a crucial component of cultural entrepreneurship, it does not 
constitute its primary focus. Therefore, cultural entrepreneurship may be defined as 
the carrying out of a novel combination that results in something new and 
appreciated in the cultural sphere (p.260). 

A more comprehensive approach is developed by Asper (2006). According to 
him, creative industry comprises three areas. First, on the development of creative 
industries from time to time; their backgrounds in relation with the social and economic 
dynamics of society; Second, on the meaning of creativity that have developed 
according to the socio economic dynamics and the actors’ roles; Third, characters of 
networks and the actions of the actors to in creative products. The last may falls in 
theories of social capacity, social capital, and technical capacity among the actors. 



 
Prosiding The 5th International Conference on Indonesian Studies: “Ethnicity and Globalization” 

 293

Until currently, the sociological perspectives still use common concepts in 
sociology and in analysing other areas. Three sociological concepts which used often in 
the analyses of creative industries are group identity, network, and social capital.  Social 
identity is viewed influential in shaping the structure of fashion industry (Kawamura, 
2006). Therefore, in the study of creative industries, identity does not fall only on 
cultural elements. 

Network is viewed as an alternative explanation in the creative industry 
development.  Network is considered as core activity in the business oriented to contacts 
development and interactional capacity. All are needed to integrate knowledge and 
boost investation. Network expresses stakes (Adkins, 2007). Putnam views social 
capital from the existence of associations which reflects solidarity and trust. 
Associations also indicate social mechanism to participate in public policy (Putnam, 
2000). But this view is critically seen by Florida (2005) stating that it depends on the 
particular urban context. Data put forwarded by Florida shows that the institutional 
construction of urban determines the direction. Flexible relations are useful to access 
urban resources. 

In many books on creative industries the state is considered as having important 
role in facilitating the development of creative industries. The state that has such a 
positive role for development usually has constructive institutional embededdness and 
capability with actor actors in the society (Block and Evans, 2005). From variety of 
cases, it can be seen that state institution focuses on different aspects of the industry in 
creating institutional support for the creative industries. Although Block and Evans have 
not specifically discussed on creative industries, but their analytical frameworks, with 
some adjustment, could help the institutional dynamics of Fashion distro industry in 
Bandung. Using their frameworks the authors adopt various insights from different 
perspectives namely urban resources, orientation and capacity of state institutions in 
managing urban resources as well as in making interaction with actors in this industry. 
Embeddedness can be defined as mutual dependency between the state, business 
sectors, and the society.  Embededdness in relations are dynamics in nature and can be 
changed through institutional innovation (such as reform in firm internal management, 
interaction between state and business actors (Achwan, 2013). Relational embededdness 
is often one key for business development. 

C.  Bandung: City of Vibrant Voluntary Associations 

City of Bandung is well-known as a city of many faces. It is known as “Paris 
from Java”, fashion city, and recently awarded as creative city among several cities in 
Asia Pacific. One of components that associate to such popular names is eagerness of its 
people to gather among themselves for social purposes. Such getting together forms a 
variety of activities ranging from fashion, music, environmental preservation, and 
broadcasting. Voluntary association, a type of social organisation in which memberships 
based on voluntary engagement becomes a defining feature of Bandung creative city. 
Get together and discussion become a life blood of Bandung society. It is therefore not 
surprising that Bandung (Cidadas) rock music is well-known across the country and 
together with local broadcasting they develop and nurture their music fans by selling 
specific rock music’s T-shirt. City of Bandung is therefore considered as strong society. 
In what follows, the author will explain certain voluntary associations that play roles in 
the support of creativity of fashion distro entrepreneurs. 
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Bandung Creative City Forum (BCCF) was established on December 21st 2008. 
Its leader is university lecturer and a well-known architect from Bandung Institute of 
Technology. In contrast to Jakarta, university lecturers in Bandung tend to engage in 
activities organised by local groups. The forum is aimed at facilitating an environment 
that supports creative communities and entrepreneurship to grow. Its focus relies on 
creativity based education, improvement plan of city infrastructure, branding 
development, and network building. Annual festivity, exhibiting what has been 
achieved by a variety of Bandung creative communities, becomes the climax of Forum 
activities.  

The Forum established Creative Entrepreneur Network (CEN) in 2009 in order 
to facilitate all creative businesses to grow. This newly association is aimed to become 
centre of network in which businessmen can discuss, develop co-operations and 
networks among them within and outside Bandung. CEN is closely co-operated with 
Kreative Independent Clothing Kommunity (KICK), an association in which its 
members are fashion distro entrepreneurs. KICK organises a forum for discussions on 
issues related to fashion by inviting successful fashion businessmen. It also organises an 
annual fashion festivity, exhibiting new fashion designs that attract potential customers 
and fashion observers from Bandung and Jakarta. 

D.  Global Orientation of Fashion (Distro) Business  

Fashion business, with special reference to fashion distro (fashion distribution 
store), emerged in the 1990s as a continuation of mushrooming of Factory Outlet (FO) 
in Bandung. Its emergence is closely related with youth activism in Reverse Music 
Studio in the same city. The studio is a head-quarter of Bandung creative youth. While 
producing compact disk of indie music and other music accessories, the studio sells 
merchandises such as T-shirt. 

There are differences between Factory Outlet (FO) and fashion distro. First, 
Factory Outlets sell ‘well-known international brand’ of fashionable apparel (Women 
and men dresses, T-shirt etc) with unlimited productions, while, fashion distros sell the 
same commodities of its own created-brand with limited productions. Local fashion 
distro businessmen whisper that FO’s brand is not original. 

Second, FOs are supported by big capital and their large shopping areas located 
in the most prestigious area in the city. Today, quite number of FOs develop  marketing 
concept of one stop shopping by providing food courts and play groups for kids. The 
continuing thriving FOs cannot be separated with two developments occurring in the 
city.  The opening of toll road that connects Bandung and Jakarta has made possible the 
increasing number of Jakarta week-enders to go shopping in Bandung. Currently, 
Bandung can be reached by car just only one and half hours compared with previously 
four and half hours. Another development refers to the opening of local airport as an 
international airport. This development has facilitated budget airlines to land and 
attracted Malaysian tourists to come and go shopping in Bandung. These new 
developments fuel development of FOs in Bandung and according to a FO businessman, 
an established FO can earn net profit around IDR 50-100 million per week (Bisnis 
Indonesia Daily, 17 September 2010). 

In contrast to FOs, fashion distros develop new concept of marketing called 
premium store, a concept that combines selling exclusive and independent fashions with 
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running cafe and barbershop or just exclusive independent fashions. The size of their 
outlets is not as large as FOs and usually they locate at second prestigious area in the 
city. Generally, owners of fashion distros are young entrepreneurs who graduate from 
university. They equip with limited capital and create their own brands of fashions. 
Their brand names are specific with English touch such as Airplane Systm, Evil Army, 
Hyperfreak, Ouval Research, Anonim, Flashy, Harder, No Label, Monik, and Riotic. 
While official statistical data is not available, it is estimated that total number of distros 
around 700 (interview Chairman, Kreative Independent Clothing Kommunity/KICK, 22 
Juni 2012). 

Creative fashion (distro) businesses in Bandung understand that they have the 
identity room in shaping the market. Therefore, they can shape the market taste. This is 
in fact not uncommonly found in the art based products. It is only that we need to 
understand  different characters of “room” in every type of product. Only through this 
understanding, an assessment on how effective a room to influence the market for their 
business development. This room of opportunity is gained from the image of 
uniqueness, freedom and style built by first generation of creative producers. They 
developed their businesses mainly based on images since the country’s crisis at the end 
of 1990s. The image of uniqueness, style, and freedom become the contender of 
imported products that had become very expensives because the fall of country currency 
value. Competitive prices became stronger point because they are backed up by 
industrial infrastructures and culture for the creative industries. The creative 
businesspersons recontruct these infrastructures to create identity-based products. The 
second factor shaping the market is the image given to Bandung by youngsters from 
other cities in Indonesia. Bandung is the place with friendly inhabitants and small 
industries with art intellegence. This embracing culture is realised even by many actors 
in Bandung who make it as one of their strengths in business.  

Sociability factor is in fact also a strengh within the production chain of fashion 
business in Bandung. Creative enterpreneurs tend to receive helpful supports from their 
input partners. The supports can take forms of easiness in transactions, cheaper 
products, or information that extends the opportunity of enterpreneurs in finding other 
input partners. But how strong the room owned by Bandung hashion distro 
enterpreneurs to maintain their feets in business? From aspect of alternative goods, they 
face big challenges. Currently, there are so many fashion products entering domestic 
market, many from China, since ASEAN–China Free Trade Area aggreement was 
implemented in 2010. The owners of Factory Outlets also capitalise the image and 
characteristics of Bandung. This of course lessens the uniqueness of products of 
independent creative products. From the price perspective, the prices of creative 
independent fashion products are not cheap, sometimes expensives. Mainly rely on the 
uniqueness is unteanable. Moreover, creative designers can be hired by garmen 
industries that have stronger capital. Tensions of these pressures in fact have raised 
among owners of established fashion businesses. Even some have splitted the ownership 
because they have different views about how far their companies are based on 
uniqueness.  

To maintain their business existence, enterpreneurs should rely on selling to 
various regions in Indonesia.Their networks reached all big cities and tens of small 
cities. Some cities are considered strategic for their future existence and one important 
distro association, Kick, feels important to grow similar community of distro like in 
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Bandung. The association, for example organised urban space activities in those cities, 
to create sense of identity and attachment. But this strategy probably not very succesful 
considering that fashion market in Indonesia is already very crowded and provides so 
many choices. 

Some distros need to hire place in elite and expensive areas in Bandung for their 
shops. Currently the price of rents has increased very high by the property owner.  So 
high compared five years ago therefore put much burden to the distro enterpreneurs. 
Media hype about “dynamic distro business” distorted the price of rent by the wrong 
impression about very lucrative business. But for the enterpreneurs, renting in those 
areas are part of their existence. Because their targets are middle upper classes, 
especially from Jakarta, who demand convenient and exclusiveness. Whereas, compared 
with the assests of these business, it is not balanced. 

It is important to note that Fashion distros sell men and women apparel, bags 
and merchandises that symbolise specific identities. The design of T-shirt for fans of 
music indie, for example, is different with fans of rock music. Specific identities 
continue to paint and influence production of other merchandises and even clothing for 
certain groups of customers such as club of classical VW car enthusiasts, Harley-
Davidson club, and certain social class. Even lay-out of clothing shops exemplifies 
certain identity. A local well-known clothing entrepreneur says, 

I prepare designs of clothing including T-shirt with certain target customer groups 
in my mind. I produce them for classical VW club, cycling club, Marcedes Benz 
club, and even traditional music enthusiasts. These groups are strategic groups who 
can influence other customers to buy my products. (Interview with owner of C59, 
27 July 2012). 

Fashion distros can be distinguished into two types in terms of quality. The first 
refers to distros that sell their fashions with target market of customers who come from 
middle-lower income group. They locate at not prestigious place of Parahiayangan 
Plaza, selling their fashion products in big party. Owners of distros usually develop and 
maintain business relationships with quite number of middlemen and the latter sell the 
products to young customers who live in small cities across the country.  

The second is distros who run their businesses in second prestigious area in the 
city. They are competing each other and struggle to occupy strategic positions in the 
market of exclusive fashion. The competition seems to be very tough as it is indicated 
by everlasting creation of new fashion designs within very limited market niches. 
Currently, fashion distro businessmen concern with their future development taking into 
account tough competition that accompanies them. 

Today, we can distinguish Distros into two types. First is opportunistic distros 
which rely fully on pursuing profit without considering the identity of their fashion 
products. Such distros are characterised by exhibiting unlimited stock of products 
with a low quality in their showrooms. Visiting their showrooms seems to have 
impressions like visiting outlets in Tanah Abang shopping mall of low income 
earners. Second is idealistic distros which persistenly maintain their identities while 
pursuing profit (Interview with distro businessman, 1 July 2012). 



 
Prosiding The 5th International Conference on Indonesian Studies: “Ethnicity and Globalization” 

 297

Tough competition is also experienced by large owners of fashion businesses. 
Just as small owners of distros compete to each other, large owners are too competing 
with national and even international business actors. 

I developed a variety of market strategies since the 1990s. Beginning by becoming a 
supplier of fashion products for several department stores until opening own outlets 
in big cities in the country. As a supplier, I continued to become their subordinates 
because they control every stage of business transactions. Now I develop a new 
marketing strategy by inviting small, medium and large fashion businessmen to 
process their productions in my factory based on piece rate while keep maintaining 
my loyal customers who are mostly come from hobby clubs (Interview with owner 
of C59, 27 July 2012). 

Such relational pattern of suppliers and department stores is different in 
comparison to what has happened in Taiwan and South Korea. In his interview with 
editor of well-know online journal of European Economic Sociology, Garry Hamilton, 
author of Market Makers (2012) explains, 

Economic success of Taiwan and South Korea are indicated by continuing 
dominant pattern of mutual benefits between apparel businessmen in those 
countries and department store in USA. American businessmen of department 
stores go to those countries to develop business relations by offering contract 
manufacture to Taiwanese and Korean businessmen to produce apparel with 
quality and other standards which have been agreed upon. Such agreement 
includes quality, design, and brand. American businessmen also offer cheap credit. 
In the following decades, Taiwanese and Korean are capable of producing own 
apparels and export them to USA by using their own brands (Gerry Hamilton, 2012, 
p.36). 

Idealistic fashion distro businessmen in Bandung, especially small and medium 
size owners, have no ability to develop business relationships with foreign investors. 
They fully rely on internet to create designs of fashion with specific identities. 

E.  The Social Organisation of Fashion Distro 

Fashion distros as part of creative industry are different in comparison to 
conventional industry. An aesthetic component continues to influence production 
processes of creative industry in order to achieve economic purposes. Its strategic 
position of aesthetic component drives actors in creative industry to keep on interacting 
with actors who are directly and indirectly engage in the industry. Japanese street 
fashion is a case in point. Japanese corporate fashion industry keeps watching the “the 
state of the art” of fashion of Japanese girls before producing fashion apparel and 
inviting street fashion leaders to join the industry (Kawamura, 2006). 

In his book on Market in Fashion, Aspers (2006) introduces a concept of 
“province of creativity”, emphasising on the importance of social structure in 
contributing to successful fashion industry. He mentions that fashion designers occupy a 
strategic place in the industry. He or she has to develop relationships with other creative 
actors such as fashion photographers, customers, fashion magazines, crafts, and other 
artists to find new ideas for making new fashion designs. This is because a world of 
fashion is rapidly changing and fashion industries are competing each other to occupy 
influential places in the market of fashion. Aspers’ study is useful because he discovers 
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the significance of ‘society of creativity’ as independent variable to promote a 
successful fashion industry. However, he seems to neglect macro institutional 
environment that constitutes the organisation of fashion industry.  

The development of social organisation of fashion distros in Bandung is still in 
infant stage. While ‘province of creativity’ seems to be in place, interconnection with 
macro institutions such as banking, corporate manufacturing industries, and local 
government is still very limited. One of the reasons is that most distro entrepreneurs 
start their businesses with small capital.  

Up until now, networks of independent creative industries are very short and 
limited. Their production networks only reach the pattern fitting, tailors arround 
Bandung, and raw materials sellers. Cooperation with textile fabrique is very limited, 
meaning mostly is based on market mechanism. Their market network are in other 
smaller cities. Promotion is conducted through social media or, limitedly, in mode 
magazines. Network is not particularly their strengths, but instead on their creativity in 
products and image making. There is very simple organisation of production. It 
indicates that the industrial based are weak. They need support from other private 
sectors and the government. 

An innovation on network between textile fashion producers comes from a 
textile businessman. He is currently developing a sort of textile cooperatives and 
training center for fashion production in conjuction with a shopping center. This will 
give benefits for textile and fashion producers. Young fashion distros development 
creative designs through internet and engage in discussions and workshops organised by 
BCCF and KICK.  

Today, the number of young fashion distro entrepreneurs is 160 people. If this 
group of young entrepreneurs continues to exist, shouldered by increasing number of 
employees which is available in the city, one will witness the rise of Bandung city as 
international fashion in the years to come. However, considerable challenges are being 
faced by them. First is internal organisation or institution. Business of fashion distros 
are a type of business that easy to enter and therefore the players are heterogonous in 
terms of skill and capital. It is the reason why competition is tough and therefore may 
destroy their businesses. 

Too many fashion distros went bankruptcy in 2009 because they were not run by 
entrepreneurs. They did not have vision and experience in how to run businesses. 
They just liked to do it by trial and error. Often business co-operation between 
entrepreneurs broke up due to un-negotiated views on direction of business 
development in the future (Interview with research team of creative industry, 
Business and Management School, Bandung Institute of Technology, 10 July 2012). 

The above-mentioned quotation seems to represent situation of most distro 
entrepreneurs. They generally do not yet have clear standards on qualities of textile 
inputs, sewing, and taste of potential customers. Moreover, an individual rather than 
group action matter in running business. In contrast to Japanese fashion manufacturers, 
Bandung distro entrepreneurs seem to neglect the role of customers in contributing to 
the creation of fashionable clothing. They individually define themselves their fashion 
products directed to potential customers from high social status. Such strategy 
reminiscences to a postulate put forward by Trosten Veblen on fashion and status group 
long time ago. Veblen mentions that high social status has to become market target for 
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fashion industry to be a successful. Because once fashion commodity becomes popular 
among high social status, ordinary people will follow to wear it. 

All in all the social organisation of fashion distros is still very simple, 
characterised by a dominant role of distro owners as producers, creative designers, and 
market strategists at the same time. Individualistic rather than weaving business 
networks with their partners seem to become of a dominant organising principle of 
fashion production and market. 

In general vibrant voluntary associations do not enable to transform into vibrant 
business networks. On of the reasons is that market of fashion is highly competitive. 
The market is occupied by a variety of actors in which fashion distro entrepreneurs 
occupy the lowest ladder of market structure. Factory Outlet (FO) entrepreneurs equip 
with enough capital able to take over invention in lay out of stores and fashion designs 
occurring in fashion distro businesses. As a consenquence, distro entrepreneurs unable 
to scall up their relations with other actors.  Moreover, their positions at the bottom 
ladder of market structure make them unable to develop business co-operation with 
other similar actors. Such situation makes internal institutional embeddedness (business 
co-operation with similar actors) and innovation difficult to take place. 

Another problem being faced by fashion distro entrepreneurs relates to external 
institutional embeddedness. Our interview with owner of C59 on market strategies 
worths mentioning. C59 is a big fashion manufacturer who has experienced in 
developing business co-operation with a variety of actors and in exporting fashion 
products to foreign countries. However, he fails in his struggle to occupy a strategic 
position within the structure of market fashion. The reason is that big actors such as 
national and international clothing manufacturers have dominated the market. This is 
the factor why C59 fails to transform customised goods into mass goods. 

Today, creative attempts of market strategy are being carried out by C59. While 
deciding to reveive order of making clothing including T-shirt to clothing entrepreneurs, 
the owner of C59 maintains to keep his identity as a pioneer of Bandung fashion distro. 
There are three ways of keeping his identity. The first is the creation of programme of 
study tour. Youth groups as future customers are invited to visit his factory. Second 
relates to his active engagement as speakers in national seminars on entrepreneurship. 
His engagement creates high social standing among clothing entrepreneurs and at the 
same time occupies specific position in the networks of scholars. Third is his persistence 
of producing T-shirt in small scale in order to be symbolically known as a pioneer of 
fashion distro in Bandung. 

The struggle to achieve strategic position in the market has been worsen by the 
reluctant of local government to facilitate distro businesses to grow. It has become 
general perception among society of distro entrepreneurs that local government does not 
any clear idea on how to support this business. In his seminar at University of Pajajaran, 
Bandung, vice minister of creative economy and tourism slaps the face of local 
government by raising question; when will Bandung become creative city if city mayor 
as seminar organiser does not present?  In similar seminar, chairman of BCCF wisely 
says: society of creative economy in Bandung does not need financial supports from 
local government. What we need from local government is to prepare physical 
infrastructure so that trafic jams can be solved. If this problem can be solved it will 
significantly drive the development of creative economy in Bandung. 
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Recent development, however, may change the landscape of fashion and 
contribute to solve the problems being faced by fashion distro in Bandung. A new big 
textile enterprise has emerged with the vision of becoming a trading house in the future. 
It envisages as a manufacturer which collects and sells fashion commodities, including 
distro fashion to national and international markets (Interview with owner, 16 June 
2012). This manufacturer is led by an experienced young clothing entrepreneur. In order 
to achieve his vision, he currently trains small and medium distro fashion entrepreneurs 
on how best to produce good fashion. He also sells textile input with good quality. 

His attempts to organise fashion distro can be considered as a small but 
important step in the long road of development of fashion industry in Bandung. He may 
co-operate with KICK to innovate fashion designs and drive distro entrepreneurs to 
develop business co-operation among themselves. Business co-operations and networks, 
not individualistic business action, is the name of the game in current business world. 

Another development worths mentioning relates to the attempts of Bandung 
Industry and Chamber of Commerce (KADIN) to cooperate with business partners in 
China and Hongkong. Recently, this organisation is in negotiation with those partners to 
develop “Contract Manufacture” (interview with Chairman of KADIN, 3 July 2012). 
This is type of business cooperation that characterised successful performance of 
manufacturing industry in Korea and Taiwan as Gary Hamilton explained earlier. 
KADIN can play as bridging roles that mediate the interests of Chinese and Taiwanese 
and local distro entrepreneurs. Indeed, contract manufacture opens a new chanell of 
trade that connect Bandung distro business to international fashion market. 

Furthermore, a generous owner of private banking begins to lend his hand by 
providing cheap credit to distro entrepreneurs (Interview with Chairman of KICK, 37 
June 2012). Most distro entrepreneurs are not eligible to receive credits from 
conventional banks due to insufficient collateral. 

F.  Ethnicity Orientation of Fashion Business  

In contrast to global orientation, ethnic orientation of fashion distro cultivates 
Sundanese culture as a basic design of the products. One of prominent fashion distros 
produces souvenir and T-shirt with ornaments of Bandung historical buildings, 
Sundanese angklung music, and Sundanese words. These cultural products attract 
foreign tourists who come to Bandung. But after the incidence of Bali bombing in 2002 
which killed hundreds of foreigners, number of foreign tourists decreased, caused 
disturbance for the company. Until recently, the production is very slow which relies on 
domestic tourists. In order to develop, the owner sells their products through networks 
of his own outlets.  

Currently he begins to develop business co-operation with national fashion 
manufacturer. He makes a business deal by evenly sharing capital (Interview with 
owner of Mahanagari distro, 3 July 2012). Such business co-operation can transform 
small into mass productions and occupy strategic postions in the market. 

In sum, a long road has to be taken by Bandung distro entrepreneurs in order to 
become successful fashion entrepreneurs. While potential macro economic institutions 
(big textile manufacturers, KADIN, banking) begin to engage in, local distro 
entreperenurs are faced considerable problems. Small capital and individualistic pattern 
of organising business become dominance and they affect negatively the internal 
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organisation, including creativity to make new fashion designs, and the external 
organisation of distro enterprises.  

G.  Balinese Art Shops 

Art shops sell customised clothing and attract domestic tourists though the 
numbers do not significantly high. They occupy positions within status market 
considering their customers come from high social status (Aspers, 2006). Owners of art 
shops - supported by creative designers - give works’ order to handloom weavers who 
reside in Balinese village areas. They produce fine clothing for men and women. Their 
customers, mostly come from high and middle income backgrounds, live in big cities in 
Java, visiting their art shops located in prestigious areas in Bali. 

Balinese aesthetic components are beautifully woven by Balinese weavers under 
the guidance of creative designers. While such art shops keep existing, they are facing 
big threats for their future. Raw but almost similar aesthetic clothing begin to dominate 
the market in Bali. Another threat refers to diminishing number of Balinese weavers. 

I run an art shop for more than forty years. I have sent one of my daughters to study 
textile designs in Australia and she already engaged in creative division in the art 
shop. The problems are that she finds difficulties to give work order to her 
subcontractors due to shortage of weavers. (Interview with owner of art shop). 

Balinese fine clothing is unique, considering its aesthetic embeddedness. 
Perhaps, it is one of clothing products that determines the fate of the industry in Bali. 
Bali is heaven of creativity in arts. Balinese clothing, painting, sculpture, and dancing 
artists interact and motivate each other to discover new ideas of their own and realise 
them. This is the strength of Bali aesthetic clothing industry. However, their current 
production and distribution should be reformed in order to have strategic positions in 
national and international markets. Handloom should be transformed into power-loom 
for weaving and the market target should also be widely expanded. This industrial 
transformation has been conducted by a clothing multi national enterprise in Bali. 
“Anomale”, an international brand of clothing, established modern factory in Bali 
several years ago. Led by a French art patron, the factory produces an exotic women 
clothing with the mixture of Balinese art and modern designs. 

In the last several years, manucipality of Denpasar initiated a policy of 
promoting creative industry. A number of steps has been taken such as a delivery of 
cheap credit, appeal of resorts and hotels managements to use local designs of cultural 
products, and mandatory of local government officials and school students to wear local 
products of clothings. 

H.  Theoretical Reflections 

Throughout the previous sections, this study shed lights on the disembedding of 
state, economy (fashion business), and business networks that has been occurring in 
creative city of Bandung and Bali. It is shown how reluctancy of Bandung local state 
affects industry of fashion distros. Moreover, it is evident that the position of fashion 
distro industry at the bottom ladder of fashion market has paved the way for the rise and 
dominance of individualistic organising principle of distro businesses in Bandung. 
Meanwhile, artshops in Bali tend to deteriorate due to lack of human resources. The 
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questions that should be raised are as follows. How to reembedding the state, the 
economy and business networks, three important institutions that begins to co-operate 
with fashion business in Bandung and Bali?  

Block and Evans (2005) view that the economy is mutually embedded in the 
state, the industry and association or networks. According to them, the concept of 
embeddedness is dynamic and it changes overtime through institutional innovation that 
may be led by the state, the industry or the association. Moreover, they mention that the 
embedding three institutions may bring about positive and negative consequences for 
economic development.  

Using those perspectives as a theoretical guideline for this study, a number of 
core issues emerge. The first is weak embeddedness of local state in fashion distro 
industry in Bandung. The second refers to weak embeddedness among distro 
entrepreneurs. The third relates to potential reembeddedness of distro entrepreneurs 
with other economic actors. We shall discuss these three core issues in detail. 

In the following, I try to discern patterns of dis-embedding state, the fashion 
distro industry and business networks and develop possible re-embeding them (see 
matrix).  

Matrix: Dis-embedding State-Economy-Society: Fashion Distro in Bandung 

Dimension State-Economy Economy-Society 

Institutional 
Embeddedness  

Weak Strong (embeddedness of fashion distro in the 
community). Limited (fashion distro faces 
difficulties to scalling up) 

Institutional 
Capability  

Weak 
(no institutional 
innovation) 

Weak (no institutional innovation within the 
community of fashion distro) 

 

By developing a model of “Disembedding State-Economy-Society, the above 
matrix describes the position of fashion distro in the structure of fashion business in 
Bandung. In fact fashion distros possess networks with local community. However, this 
network is limited, reaching only city of Bandung. Several distro entrepreneurs have 
tried to develop networks of customers across the city, reaching several big cities in 
Java and outside Java. The problem is that they suffer managerial incompetencies in the 
sphere of production. The role of KICK as an association represents distro entrepreneurs 
is limited due to unavalaibility of full time members of leadership. This problem raises 
important issues on the connection between networks and improvement of internal 
organisation. Limited network affects innovation in the creation of fashion designs and 
in the creation of business co-operation. 

The concept of embeddedness, however, is dynamic and it changes overtime. 
One thing is obvious. Other influential actors who directly and indirectly involve in this 
industry begin to develop business co-operation with distro entrepreneurs. Institutional 
innovation, including innovation in fashion designs, may occur under the leadership of 
big manufacturers (trading house enterprise), generous banking or Bandung Chamber of 
Industry and Commerce (KADIN). 
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Re-embedding within the economy and within society of fashion distro industry 
has to be a priority in solving the problem of stagnation of fashion distro in Bandung. 
This should also be considered in the case of Bali. The conceptual model of embedding 
state-economy-society recognises that every social institution can and always changes. 
The problem is that forces of disembeddedness have to be conquered by forces of re-
embeding state, economy and society. 

I.  Concluding Remarks 

Creative industry has become one of important industries in Indonesia. It is type 
of industry in which novel ideas play a pivotal role in producing economic goods for 
profit. Fashion distro industry as type of creative industry existed in the city since the 
1990s. It attracts young graduates to run distro enterprises. They create a variety designs 
to produce fashionable clothing.  

The existence of this industry cannot be separated to the vibrancy of voluntary 
associations that signifies the city of Bandung. However, such associations have not yet 
driven actors in the industry to develop thriving business co-operation. Individualistic 
rather than business co-operation become a dominant organising principle of running 
businesss. As a consequence, creativity owned by fashion distro entrepreneurs unable to 
prosper and internal organisation of the industry is difficult to develop. Moreover local 
government seems reluctant to support this industry. Disembeddedness between state 
and fashion distro and within society of fashion distro entrepreneurs become a mayor 
feature of the industry. This phenomenon, in some extent, also occurs in Bali. Only 

Recent development, however, indicates that big economic actors begin to co-
operate with fashion distro entrepreneurs. This development suggests that problems of 
disembeddedness can be transformed into reembeding fashion distro entrepreneurs and 
other big economic actors in the city. The future of Fashion distro in Bandung will 
depend on the struggle of forces of reembeding against disembedding state, the 
economy, and the society. In the case of Bali, recently, manucipality of Denpasar begins 
to re-embed in the industry. 
 
 
 
 
References  

Achwan, Rochman. (2013). “Living with Oligarchy: The Clothing Business in 
Provincial Indonesia”. Contemporary Journal of Asia vol 43 (2): 176-294. 

Asper, Patrick. (2006). “Contextual Knowledge”. Current Sociology vol 54 (5). 

Block, Fred., & Evans, Peter. (2005). The State and the Economy. In N. Smelser, & R. 
Swedberg, (eds.), The Handbook of Economic Sociology (2nd Edition). 
Princeton: Princeton University Press. 

Caves, Richard E. (2003). "Contract between Art and Commerce”. The Journal of 
Economic Perspectives Vol 17 (2): 73-84. 

Florida, Richard. (2005), Cities and The Creative Class. New York: Routledge. 



 
Prosiding The 5th International Conference on Indonesian Studies: “Ethnicity and Globalization” 

 304 

Geriya, I Wayan et al. (2010). Kebudayaan Unggulan sebagai Basis Kota Denpasar 
Kreatif. Bappeda Kota Denpasar. 

Kawamura, Yuniya. (2006). “Japanese Teens as Producers of Street Fashion”. Current 
Sociology Vol. 54(5): 784–801. 

Putnam, Robert (2000), Bowling Alone: The Collapse and Revival of American 
Community, New York: Simon and Schuster. 

Swedberg, Richard. (2006). “The Cultural Entrepreneur and the Creative Industries: 
Beginning in Vienna”. Journal of Cultural Economics 30: 243-261. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 




