CHAPTER 1

INTRODUCTION

1.1. Background

Intangible cultural heritage (ICH), as defined by the United Nations
Educational, Scientific and Cultural Organization (UNESCO), can be classified as
traditions or living expressions inherited from our ancestors and passed on to our
descendants, such as oral traditions, performing arts, social practices, rituals, festive
events, knowledge and practices concerning nature and the universe or the
knowledge and skills to produce traditional crafts.! Cultural heritage, both tangible
and intangible, has been used by many states to promote their presence in the
international community and as a tool of soft power. A staple example is how Korea
has been persistent in getting their presence known in the international community,
not only through their popular culture but also their traditional ones. Kimjang, the
process of making and sharing Kimchi, is inscribed as one of UNESCQO's intangible
cultural heritage and has a lot of history.?> Through nation branding and gastro
diplomacy such as “Korean Cuisine to the world”, Korea has not only successfully

gotten their recognition for their Kimchi but is also able to share the long history it
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brings with it too.? Indonesia, a country which is known to be rich in its culture, is
no different.

Indonesia has previously campaigned “Wonderful Indonesia” to promote
tourism in Indonesia, and also “Remarkable Indonesia” by Indonesia's Ministry of
Trade to promote Indonesia’s economy and inward investors.* Both are made to
boost Indonesia's good image to the world. However, Indonesia has not had a global
and official tagline or title to promote its national identity as a whole abroad. Like
President Joko Widodo had mentioned through an interview, Indonesia’s nation
branding is not optimal yet, there is still a lot needed to be improved, mostly in
synergizing all sectors to have one common branding strategy.’

Branding, according to marketing strategists, refers to the management of a
product image, which includes creating and maintaining a competitive advantage,
something unique that no other is the same.® This unique feature will then become
the said image wanted to be projected towards the public eye. Nation here, differing
from state and country, would be defined as a group of people with a common

identity, history, and destiny that seeks statehood or can exist independently.’
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Combined, nation branding , on the surface, would mean managing the group of
people sharing the same identity, as one nation, to project a particular image
towards the public eye, which may include the domestic and international public -
other states and nations. Many states have now realized how important it is how
others perceive them as a nation, which made nation branding more concerned
towards the formation of national identity and enhancing the political, economic
and cultural competence of the nation.®

Based on the Nation Brands 2018 report, Indonesia is in position number
sixteen for its nation branding, with the United States, China and Germany being
in the top three, respectively.’ Indonesia’s heritage is also ranked 29th by Best
Country 2020 listicle by the US News, seen by its accessibility and richness in food,
history and cultural attractions.'? There is no doubt that one of the most remarkable
cultural heritage sites that Indonesia has is batik.

Batik is a piece of cloth made by drawing patterns using a dye-resistant wax
before dying, which is then threaded into wearable garments.!! In an interview,

Pramono Anung, the cabinet secretary of Indonesia mentioned that batik is not only
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a culture but also an identity that all Indonesian needs to be proud of.!?> Anung also
said regarding the versatility of it, and how each region has its eccentric features in
batik. Batik was first introduced to the international community as an item of
cultural diplomacy — as gifts given to foreign officials visiting Indonesia given by
Suharto during his presidential period.!® He had always been wearing batik when
attending International conferences and meetings which gave batik both its
domestic and international popularity.

Batik has gained an even greater recognition after the UNESCO inscribed
it into UNESCQO’s Representative List of Intangible Cultural Heritage of Humanity
on 2 October 2009. UNESCO has also declared batik as Indonesia’s cultural
identity.!* Since then, 2 October has been declared as National batik Day to
commemorate that historical event and conserve Indonesia' cultural heritage of
batik. All government instances, educational institutions and many offices have also
dedicated Friday as “Batik Friday” where everyone is recommended to wear batik
for their work activities. These actions can be classified as nation branding. It not
only projects what Indonesia has culturally outwards but also brings together the
people as one unity to take part in the nation branding itself.

The road for Indonesians to be able to proudly claim batik as their own has

not been easy. Prior to UNESCO’s recognition of batik as Indonesia’s intangible
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heritage, the ownership for batik was debatable. Malaysia was seeking the
opportunity to claim batik as their own t0o0."> Since UNESCO is a specialized
agency of the United Nations that is made for intellectual co-operation and mutual
understanding of peoples through all means of mass communication,'® their
recognition for batik has contributed a lot more towards Indonesia’s national
identity and cultural assets, as well as Indonesia’s image in the international

community.

1.2. Research Questions
Recognizing the importance of having a strong national branding image, as well
as the importance of conserving the intangible heritage in contributing to a national
identity, this research will focus writing this thesis around the research questions as
follow:
1. How is batik established as Indonesia’s national identity?
2. What are the contributions of batik as a nation branding towards

achieving Indonesia’s national interest?

1.3. Research Objectives
The thesis should be able to reach the objectives as follow:

1. To examine the importance of batik as a cultural heritage of Indonesia.
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2. To highlight the importance of national identity and nation branding in

the international community to achieve national interest.

1.4. Research Contribution

This thesis along with its findings is made to highlight the importance of
conserving cultural heritage, in the hope of enlightening the younger generation of
Indonesia that being able to call batik as their own is an honour and is something
they should be proud of. Through that, it is hoped that Indonesia’s national branding
and identity could be strengthened even more.

It is crucial for countries with less sustainable hard power (in the economic
and military strength) to still have their standing and be positively appealing in the
international community, and having a strong soft power is just the perfect answer
for that.

Having a strong cultural standing can be considered to be one of the most
attractive soft powers these days. It is hoped these countries would still be able to
have an impact and an influence on one another through their cultures and build

good relations upon that.

1.5. Structure of Thesis

The first chapter of this thesis, which consists of the background, research
questions, research objectives and significance of the research is written to give the
reader brief and clear information about what is to be discussed further in this

research.



The second chapter of this thesis will be divided into two parts which
consists of literature reviews from previous books and peer-reviewed journals
written regarding the topics related to this research and the theoretical concept to
be used as a framework to further discuss Indonesia’s national branding through
batik.

The third chapter focuses on discussing the methodology being used to
finish this research, which includes the research method, data collection technique
and data analysis technique of gathering the information for this research.

The fourth chapter, which is the highlight of this research, is the analyzing
of the data that has been collected and analyzed regarding building Indonesia’s
national branding through UNESCO’s recognition for batik as Indonesia’s
Masterpiece of Oral and Intangible Heritage of Humanity.

The fifth chapter, which is the conclusion and recommendations, wrap ups
everything that has been discussed throughout this research. The chapter will also
point out recommendations for future studies of building Indonesia’s nation

branding through batik.



